*A short look at the definitions of PR

 "The management of communication between an organization and its publics."

"PR is about reputation-- the result of what you do, what you say, and what others say about you." (Larsson, s. 28)

Definitions of PR (available in ch. 1 Wilcox)

Public Relations is the management function that identifies, establishes, and maintains mutually beneficial relationships between an organization and the various publics on whom its success or failure depends.

A communication function of management through which organizations adapt to, alter, or maintain their environment for the purpose of achieving organizational goals. 

(Stresses organizational changes, not just the target audiences')

Public Relations practice is the art and social science of analyzing trends, predicting their consequences, counseling organization leaders, and implementing planned programs of action which serve both the organization's and the public's interest. 

Key Words:   Deliberate/planned, organized, performance (reality), public interest, 2-way communication, management
What Public Relations can do (Stone 1995)

· Increase awareness

· Focus attention on issues

· Encourage informed discussion

· Help to change perception, opinion and behavior

· Influence attitudes

· Motivate staff

· Reinforce the marketing and sales effort

· Build and sustain  a reputation, over time

· Help to restore credibility

· Have some effect on the values of a particular group or of society as a whole
*transmission model vs. ritual model 

Lines of thought regarding communication

Transmission model 

(Sender-Message-Channel-Receiver) Linear model 

"The transmission of information, ideas, attitudes, or emotion from one person or group to another (or others) primarily through symbols" (Windahl, p.6)

or

mutual perceptions model

"a process in which the participants create and share information with one another in order to reach a mutual understanding." (Windahl p.6)

source/receiver vs. participant

target group/receiver group

problem/solution identification

*Grunig's 4 general types of communication,

  the ideal model - is it possible? 

Characteristic
Press Agentry/

Publicity
Public Information
Two-Way Asymmetric
Two-Way Symmetric

Purpose
Propaganda
Dissemination of information
Scientific persuasion
Mutual Understanding

Nature of communication
One-way, complete truth not essential
one-way; truth important
two-way; imbalanced effects
two-way; balanced effects

Communication model
source           rec. 
source            rec. 
source             rec. 

          feedback
group                 group

Nature of research
little "counting house"
little; readability,

readership
formative, evaluative of attitudes
formative, evaluative of understanding

"The management of communication between an organization and its publics."

"PR is about reputation-- the result of what you do, what you say, and what others say about you." (Larsson, s. 28)

Components of Public Relations   

(Wilcox p. 10)

Media Relations/ Publicity

Employee/Member Relations

Counseling

Government Affairs

Financial Relations

Industry Relations

Special Events

Issues Management

Marketing Communications

Development/Fund Raising

Multicultural Relations/Workplace Diversity 

Community Relations

Research

Public Affairs
Components of Public Relations

(Burson-Marsteller)

Media relations

Communication training

Change communications

Management consulting

Reputation management

Government relations

Investor relations

Mergers and acquisitions

Industry expertise

Event management

Issues management

Product marketing

Brand building

Speed branding 

Corporate advertising

Internet communications

Web development

Litigation support

Crisis management

Constituency relations

Differences between PR and Advertising 

· Advertising is paid space and broadcast time

· Advertising works almost exclusively through mass media outlets

· Advertising is directed to external audiences

· Advertising is more narrow in scope

· Advertising is designed to sell goods/produce quantifiable results

Differences between PR and Marketing (may not include social and cultural organizations)

· Marketing is concerned with the consumer market for an organization's goods and services. PR should be concerned with all publics of an organization. 

· "target markets"  "consumers" "customers" 

      vs. "publics" "audiences" "stakeholders"

The PR campaign (organized effort to meet organizational goals during a specific period of time) often has more in common with marketing techniques.  The post-campaign work (maintaining  relationships) often drifts away from marketing tactics. 

"When PR is directed solely or mainly to meeting the needs and expectations of customers, then it is being used as a marketing tool and can be very powerful."

Marketing Public Relations vs. Corporate Public Relations

Public Relations should be a function of all organizations, groups and individuals, not just organizations with a product to sell.
