
A) publicrelation

a)Whatispublicrelation?!

AccordingtocutlipcenterandBroom "publicrelationsisthemanagementfunctionthat

identifies ,establishes ,and maintains mutually beneficialrelationships between an

organizationandvariouspublicsonwhom it'ssuccessorfailuredepands"

B)Publicrelations'purpose:

Toidentify,buildandsustainmutuallybeneficialrelationships.

C)publicrelationsscope:

Itbeganas apublicrelationactivity(i.epublicity) now ,publicrelationsincludes

employee relations ,investorrelations،communityrelations ,public affairs ,lobbying

(influencing)andsosocialmedia.

D)publicrelationsskills

1Writing

2Research

3Interpersonalcommunication

4Mediaandculturalliteracy

5 Criticalthinking

6 Businessknowledge

Note:publicrelationispracticedworldwideespeciallyinemergingmarketsand

devolopingcountries.Itwillalwaysbevaluedanywhereandinanysituation wherepublic

supportiskeytoanorganizationsuccess.



B)foundationalprinciples

From itsinceptionintheearly1900s,thepublicrelationssectorhasundergone

significantdevelopment.Inreality,withtheintroductionandrapidexpansionofsocial

media,ithasundergoneasignificanttransformationeveninthelasttenyears.This

presentationwilllookattenpublicrelationsprinciplesthatshouldholdtrueforthe

next10to20years,regardlessofhow themedialandscapechanges.Theseare

ideasthathaverepeatedlyproventobetrueinthefieldofpublicrelationsandare

followedbyPRprofessionalsallovertheworld

Principle#1–Organizationsexistonlybypublicconsent.

Theword“consent”heremeans“agreement”or“permission.”Butinwhatway

doesthepublicgiveits“consent”foranorganizationtoexist?Iftheorganizationisa

“for-profit”company,itsexistencerestsuponwhetherthepublicbuysitsproductor

services.Withoutthisconsumerpublic,thatorganizationwouldnotexist.Ifit’sa“not

-for-profit”organization,itsexistenceisdependentuponpeoplegivingtheirtime

(volunteering)ormoney(donations).Withoutthesethings,thisorganizationwould

notexist.

AnOrganizationshavemanypublicswhohaveavestedinterestinwhatthe

organizationdoes.Theseindividuals,groups,orassociationsarereferredto as

stakeholders because they can either influence or are influenced by the

organization’sbusiness.Thesestakeholdersincludetheconsumersoftheproduct,

buttheyalso include employees,government,media,financialinstitutions,and

neighborsinthecommunitywheretheorganizationconductsitsbusiness.Allof

these stakeholders can eitherhelp orhinderyourorganization’s mission.The

function of public relations is to manage the relationships between these

stakeholdersandtheorganization.

Principle#2-Mutuallybeneficialrelationshipsrequiretwo-waycommunication.

thissimplymeansisthatinadditiontosendingmessagestotheirpublics,

organizations receive them as well.Today,organizations mustlisten to their

stakeholders/publics–especiallygiventheprevalenceofsocialmedia.Thereneeds

tobeadialogue,notamonologue.Additionally,organizationsmustdemonstrate

theyhaveheard theirpublicsbyadjustingpoliciesandproductstotheirpublics’

needsand wants–asmuchaspossible.Ifthegoalistobuildandsustainmutually

beneficialrelationshipsbetweenanorganizationanditsvariouspublics,two-way

symmetric(balanced)communicationmustbepracticed

Principle#3–It’snotourjobtoputacleanshirtonadirtybody

Manypeoplebelievethisisthefundamentaljobofapublicrelationspractitioner

– tomakesomethingappearbetterthanitactuallyis.Usinghype,manipulation



distraction – and maybe outrightlies – the practitioner uses “spin”(making

somethingappearbetterthanitactuallyis) toputagoodfaceonsomeoneor

somethingthatisessentiallynotgood.

Whilespinmaywork–andmanyamateurPRhacksstilldoit–itiscounter-

productivetolong-term publicrelationsgoals.Ifourjobistobuild andsustain

relationships,spindestroysthemostimportantingredienttoahealthyrelationship:

trust.Oncethattrustislost,itisverydifficulttoregainit.And,atthatpoint,the

relationshipisindanger.Trustinbusiness–aswithalloflife–isavaluableasset.

Publicrelationspractitionerscanhelporganizationsmakebetterproducts,policies,

and services,andcommunicatemoreeffectivelywithalloftheirpublics.They can

ensurethattheirpublicsare“heard,”andthateverythingthe organizationdoes–as

faraspossible–isintheirpublics’bestinterest.

Principle#4–Act,thencommunicate.

Themainpointhereisthat,asthesayinggoesinAmerica,"talkischeap."The

publicexpectsactionfrom publicrelationsprofessionals,notjusttalk.

Principle#5–Clarityismoreimportantthancleverness

Clearcommunicationisdifficult.Don’tloseyourmessagebytryingtobeclever.

Ifyourgoalistobuildrelationships,thenclearcommunicationisessential.Inorder

foramessagetobeactedupon,itneedstogaintheattentionoftheaudience,be

understood,andclearlyaddresstheaudience’sneedsandwants.

Principle#6–Activitydoesnotequalresults

Thereisadifferencebetweenproductionandoutcome,betweenactivitiesand

results.Yourclientsorbosseswillexpectthatyourpublicrelationsstrategiesand

tacticswill“movetheneedle.”Inotherwords,somethinghastohappenasaresultof

yourpublicrelationsefforts.Thepublicrelationssituationneedstochange.The

morepublicrelationsprofessionalscandemonstraterealresults– thataretied

directlyintotheorganization’sgoals–themorevaluabletheybecome.

Principle#7–Neverrefuseanopportunitytotellyoursideofthestory.

Whenthenewsisbad,manyorganizationsrefusetotalktothemedia.Instead,

theysay,“nocomment.”Tothepublic,however,“nocomment”means“we’reguilty.”

Italsomeans“we’reuncooperative.”Bytellingyoursideofthestory(especiallyina

badsituation),thepublicrelationsprofessionalcanhelp“frame”thestoryinthebest

possiblelight–without,ofcourse,makingabadsituationlookbetterthanitis(i.e.,

spin).But,thefactis,thereareusuallymultiple“frames”thatcanbelegitimately

appliedtothesamesituation.Themediausuallywillpickthemostdramaticframe

becauseitmakesforabetterstory.YourjobasthePRprofessionalistomakesure



theframeisfairandaccurate–andalsotosuggestanother

frame,ifnecessary,thatmoreaccuratelyreflectstherealityofthesituation.

Allofthisrequiresthattheorganizationcooperatesandworkswiththe

mediatohelpthem getastory.Understandingajournalist’sjob–from what

theyneedtowhentheyneedit–isfundamentaltoestablishingconstructive

mediarelationships.

Principle#8–Manageexpectations.

Thekeytofosteringhealthyrelationshipswithallstakeholders(thepublic)is

managingexpectations.whenPRpractitionershype(exaggerate)anevent,attendees

willbeupsetwhentherealitydoesn’tmatchtherhetoric.Forexempleyou'regoing

toapartyandthecompanythatorngnizedtheeventsaiditwillonlycost1000dbut

whenuAriveuhavetopay2000d!!!You'llgetupsetdon'tu.

Thisprincipleisalso true,bytheway,inmaintainingpositiverelationships

betweenPRpractitionersandtheirclients.Yourclients(andbosses)needtoknow

whatpublicrelationscando,andwhatitcannotdo.Forexample,ifanorganization

hasanegativereputationintheeyesofitspublics,PRprofessionalscannotchangea

negativeintoapositiveovernight.Andethicalpractitioners– awareoflong-term

publicrelationsgoals–willnotputacleanshirtonadirtybody.

Principle#9–Practicepublicrelationsproactively,wheneverpossible.

Proactivepublicrelationsrequiresthatorganizationsarecontinuallymonitoring

variousenvironments,assessingrelationships,andidentifyingandtrackingissues

thatmayaffecttheorganization.Researchshowsthatmostorganizationalcrises

couldhavebeenpreventedthroughearlyintervention.Thegoalsof“issuestracking”

aretopreventproblemsandtakeadvantageofopportunities.Researchshowsthat

mostorganizationalcrisescouldhavebeenpreventedthroughearlyintervention.The

goals of “issues tracking” are to preventproblems and take advantage of

opportunities.

Principle#10–Beabridge,notabarrier.

Thereareatleasttwowaystopracticepublicrelations–andtheyarethe

polaroppositesofeachother.OnewaytopracticePRistobeabarrierthatprotects

anorganizationfrom itspublics.ThiskindofPR usesone-waycommunication,

doesn’tlistentostakeholdersinanymeaningfulway,ignoresthemedia,anduses

spintohelpanorganizationnottakeappropriateresponsibility.Theproblem is,ifthe

organizationwantstomaintainrelationshipswithitsstakeholders,“barrier”public



relationsdoesn’twork–atleastinthelongterm.Shortterm,beingabarriercanwork.

Butassoonasthestakeholdersknowthattheyhavebeenliedtoormanipulated–or

aresimplynotbeingheard–thestakeholderswillleave(i.e.,useanotherproductor

service)orprotestiftheycannotleave(i.e.,neighborsnearafactory,etc.).Butlong-

term,beingabarrieriscounter-productivetoorganizationalgoals.And,intoday’s

worldwheretransparencyisbecomingincreasinglyimportant,barrierPR simply

won’twork.Amuchmoreeffective(andethical)waytopracticepublicrelationsisto

beabridgethatconnectsanorganizationtoitspublics.Practitionerswhosee

themselves as bridges use two-way communication with the organization’s

stakeholders,conducttransparentdialoguethroughthesocialmedia,andrespond

affirmativelytojournalists’needs.Theworlddoesn’tneedanymorespindoctors.But

itdoesneedbridgebuilderswhocanfosterdialogue,createmutualunderstanding,

andbuildcooperative,mutuallybeneficialrelationships.


