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Supplemental Chapter 14

The Role of Public Relations

Publics that electronic media people interact with:

· audiences

· advertisers

· stockholders

· employees

· other businesses

· governmental agencies

· civic organizations

· non-profit institutions

Public relations (PR) – the conscious attempt by an organization to improve its standing or image with publics by enhancing their understanding of the organization; it involves research, planning, communication & evaluation

Public Relations Society of America (PRSA) offers this definition:  “public relations helps an organization and its publics mutually adapt to each other.” 

PR can be handled in-house or by an independent firm.  In the electronic media environment, PR at the corporate level may involve both.

PR firms advise an organization about the public ramifications of organizational decisions.

“All personnel in an electronic media facility should understand the importance of public relations and…every employee serves as a representative of the station, regardless of position or title.”
A positive image conveyed through successful PR techniques helps to increase audience ratings, advertising billings, credibility, and goodwill.

Various publics:

Media Publics - good professional relations with other media are an important part of a PR plan.

Employee Publics - any organization concerned with PR must…keep employees motivated, informed and content.

Member Publics - active involvement in professional organizations promotes not only the personal development of individual members but also the professional image of the company.

Community publics - the most important public for electronic media managers – the public (various audiences)…positive relations with the local community are an absolute necessity

Government Publics – electronic media managers share concerns with regulators & attempt to minimize governmental involvement through membership in trade associations (example: NAB)

Investor Publics – individual and institutional stockholders of public companies, as well as the larger financial community

Consumer Publics – managers must be sensitive to concerns raised by them and attempt to find workable solutions

International Publics – close synergies exist along global and local news organizations that share footage and satellite feeds (good example of cooperation & PR)

Special Publics – advertisers, ad agencies, Nielsen, Arbitron, syndicators, content providers, professional consulting & engineering firms

Managers need to be able to prioritize the needs of various publics and consider how an action taken to address one public may effect other publics.

Maintaining an Identity in the Market

· Public Service campaigns – radio/TV/cable contribute to the community through public service; a strong community identity promotes favorable public opinion

· Public appearances – have personalities appear in public to promote goodwill & commitment to the community

· Speaker programs – select management & staff address civic groups (Jaycees, Rotary clubs, church groups, Chambers of Commerce)

· Sponsorship of events – sponsor & promote charitable events; some might generate nontraditional revenue opportunities

· Participation in local organizations – encourage staff to join community organizations 

· Awards & honors – display them prominently to impress visitors and promote staff pride

· Press releases/publicity – self promote to inform key publics

· Newsletters, brochures, Web sites, blogs, social networking – use all available forms to spread the word about your media outlet

· Seminars & town meetings – sponsor forums on issues of public concern; bring in experts

· Tours/open houses – allow for public tours during normal hours

Be proactive instead of reactive - anticipate problems and develop strategies for dealing with them.

Programming complaints – options include removing programs, rescheduling them, or ignore the complaints; all written complaints must be placed in the Public File.

Advertising complaints – FCC rules make it illegal for a broadcaster to censor or edit political messages.  Advertising can be controversial or inflammatory.  Written complaints must be placed in the Public File.
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