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Chapter 1 - The Purposes of Public Relations

· Case Study Method 

· applies principles, history & theories of a field of study to actual situations

· accurately models situations that organizations, managers and PR practitioners routinely face

· is recognized as a highly effective way to teach decision making
· Management – getting things done with people

· establishing PR policies, goals & activities is a managerial function

· a manager’s job is not to do the work but to guide & assist others in doing it

· management needs the cooperation of people inside and outside the organization (internal & external publics)

Public Relations – the processes of practice; the techniques, strategies, structures and tactics of the field

An organization with effective public relations will attain positive public relationships.

Why an organization invests resources into public relations – it seeks one of three types of mutually favorable behavior on the part of key publics:

1. getting people to do something

2. getting people to refrain from doing something

3. convincing people to let the organization do something it seeks to do

1. Looked at another way, the type of change sought may be to:

2. motivate new behavior

3. reinforce existing positive behavior

4. modify negative behavior

PR has evolved from a one-way information transfer to a two-way concept of sending messages and listening to feedback.  Today the emphasis is on an organization adjusting harmoniously with the publics on which it depends.

Six activities PR practitioners utilize to effectively carry out their function:

1. research

2. strategic planning

3. counseling

4. internal education

5. communication/action

6. evaluation

MBO (management by objectives) – effective organizations have a business plan comprised of long-range goals and short-term objectives

PR strategy – public relations activities tied to overall objectives (also known as the management concept)

Issue Anticipation (IA) – a proactive or preventive approach to planning that anticipates both problems and opportunities; this is preferable to a reactive, after-the-fact approach because it allows an organization to take the lead rather than responding to others.

· IA has become one of the major values provided by public relations.

· Open System – the primary value PR promotes inside organizations

· fosters a willingness to adjust and adapt to change

· management is sensitive to all interactions in the environment

· managers are available, listen well, and communicate forthrightly with internal and external stakeholders

· Closed System – found in organizations where change is difficult

· managers cling to the status quo

· managers try to limit or tightly control the flow of information

· public relations is often on the defensive

1. Characteristics Common to Successful PR Campaigns:

2. concerns about social norms, group attitudes, and individual behavior

3. strategy embodies specific objectives, selected audiences, careful timing, and cost controls

4. actions are consistent with the mission, vision, policies, standards, and personality of the organization

5. emphasis on the use of communications & participative activities to persuade, rather than the use of coercion

6. consideration of the ethical and legal implications and consequences

7. a method of assessing the outcome in terms of benefits and costs

8. translation of this assessment into decisions for continuing, altering, or terminating a program

[pp.5-6:] PROVEN MAXIMS EVERY PRACTITIONER MUST KNOW
1. Four Rules from the Behavioral Sciences:

2. the rule of Abuse from sociology – people who perceive that they have been, or might be, abused by an organization, its policies, or actions cannot hear what it is trying to say until the abuse is eliminated or at least acknowledged

3. the rule of Participation from psychology – people will fully support only those ideas or programs the perceive they have had a voice in creating

4. the rule of Rewards from psychology – people will ultimately do only those things for which they feel rewarded

5. the rule of Cheerleading from anthropology – every successful organization of any type has at its core someone or several people we would call cheerleaders, or those who urge the members on to success

Profession – “an art applied to a science in a manner that puts public interest ahead of personal gain.” – Edward L. Bernays

· The bottom line for every organization is:

· to build relationships
· that earn trust
· and motivate supportive behaviors
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