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‘Relations with the general public, as through
publicity; specifically, those functions of a corporation,
organization, etc, concerned with attempting to create
favourable public opinion for itself.’

– Webster’s New Word Dictionary

‘Public Relations is the management function which
evaluates public attitudes, identifies the policies and
procedures of an individual or an organization with
the public interest, and executes a programme of
action to earn public understanding and acceptance.’

– Public Relations News, USA

‘The purpose of Public Relations practice is to
establish a two way communication to resolve con-
flicts of interest, and to establish understanding based
on truth, knowledge and full information.’

– Sam Black–a British PR practitioner

Public Relations is ‘The management function which
gives the same organized and careful attention to the
asset of Goodwill as is given to any other major asset
of business.’ – John W. Hill

‘Public Relations is a combination of Philosophy,
Sociology, Economics, Language, Psychology,
Journalism, Communication, and other knowledges
of a system of human understanding.’

– Herbert M. Bans

‘Public Relations is the attempt by information, per-
suasion and adjustment to engineer public support
for an activity, cause, movement or institution.’

– Edward L. Bernays

‘Public Relations is ‘the communication and
interpretation and communication of ideas from an
institution to the publics and the communication of
information, ideas and opinions from those publics
to the institution, in a sincere effort to establish a
maturity of interest and thus achieve the harmonious
adjustment of an institution to its community.’

– Scott M. Cutlip and Allen H. Center

‘Good performance, publicly appreciated because
adequately communicated.’

– Fortune magazine

© Oxford University Press



� �	
��
����������

�����$�	�8������	�8�-����	�8� ���	������	�8�$����8� ��$$����'8���-�	�

$���8���	���$����	����8����A

�A �������	�������������������	��������������'���������	���������$���'8������
$�����	�� ���� �2�	������ ��-���8� ��������8� ���������8� ����-���	�8� ���
	������������-�	������������A

�A #���������	�������������������	������������������'������������8����������	�����
2�����������'�����������	��������������������2�	�����8���������8����������8
��������-���	����������������A

�A �������	������������������7�����������-�����������$����	�������$�������
�	����1����������������8��	�����	��8����������������-�	������������A

*A �������	�����������������'�������-���	'�	�����������������������$�����$���

����������� ��
���
��������
�������
�� 
��������	���������
	��������
��
��
���
��������	

Public relations helps our complex, pluralistic society
to reach decisions and function more effectively by
contributing to mutual understanding among groups
and institutions. It serves to bring public and public
policies into harmony.

Public relations serves a wide variety of institutions
in society such as businesses, trade unions, govern-
ment agencies, voluntary associations, foundations,
hospitals, and educational and religious institutions.
To achieve their goals, these institutions must
develop effective relationships with many different
audience or publics such as employees, members,
customers, local communities, shareholders and
other institutions, and with society at large.

The managements of institutions need to under-
stand the attitudes and values of their policies in order
to achieve institutional goals. The goals themselves
are shaped by the external environment. The public
relations practitioner acts as a counsellor to manage-
ment, and as a mediator, helping to translate private
aims into reasonable, publicly acceptable policy and
action.

As a management function, public relations en-
compasses the following:

� Anticipating, analysing, and interpreting public
opinion, attitudes, and issues which might
impact, for good or ill, the operations and plans
of the organization.

� Counselling management at all levels in the
organization with regard to policy decisions,
courses of action and communication, taking
into account their public ramifications and the

organization’s social or citizenship responsi-
bilities.

� Researching, conducting, and evaluating, on
a continuing basis, programmes of action and
communication to achieve informed public
understanding necessary to the success of an
organization’s aims. These may include mar-
keting, financial fund raising, employee, co-
mmunity, or government relations and other
programmes.

� Planning and implementing the organization’s
efforts to influence or change public policy.

� Setting objectives, planning, budgeting, recru-
iting and training staff, developing facilities, in
short, managing the resources needed to per-
form all of the above.

Examples of the knowledge that may be required
in the professional practice of public relations include
communication arts, psychology, social psychology,
sociology, political science, economics, and the
principles of management and ethics. Technical
knowledge and skills are required for opinion
research, public issues analysis, media relations,
direct mail, institutional advertising, publications, film/
video productions, special events, speeches and
presentations.

In helping to define and implement policy, the
public relations practitioner utilizes a variety of
professional communication skills and plays an
integrative role both within the organization and
between the organization and the external environ-
ment.

Formally adopted by PRSA Assembly, 6 November 1982.
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The definition of PR

ONE day, at the Bangalore
Press Club, I bumped into
a Kannada intellectual,

Gavacha, with a bushy salt-pepper
beard. He was already in high
spirits when I introduced myself to
him as a PR man.

‘Oh, PR?’ he said. ‘Wining,
dining and mutual appreciation is,
perhaps, the most appropriate
description of the profession.’

Embarrassed a bit, I said, ‘not
really. PR is a demure profession
of building bridges of under-
standing amongst people.’

‘I think, you PR guys are known
as the “Gin brigade” of a company’
said Gavacha in a lighter vein.

‘When a company starts
making profits, enough profits, it
thinks of looking for the most
charming lady in town to make her
the PRO’ he said.

‘Public Relations is an impor-
tant management function. It starts
the day a business is set up, and
ends, perhaps, a day after a
business is wound up,’ I asserted
in an effort to defend the pro-
fession.

‘No,’ said Gavacha, ‘when a
company is in trouble, the chips
are down and profits shrink, the
first causality is the charming lady.
After all, what has she been doing
there, except smiling, shaking
hands and doling out goodies.’

‘That is the fallacy of the Indian
business who thinks that the
charming lady is the last to be
hired and the first to be fired.

Smiles and shakehands is just
about 10 per cent of the job. In fact,
PR is 90 per cent doing good job
and 10 per cent talking about it.
More than the beauty, it is the
brains that count here.’

‘You don’t need a lot of brains
for the job. I have seen PR guys
handling a rare Scotch for the
boss, manage a tough plane or
train ticket for him, fix a bureaucrat
or a politician or even broken
hearts....Looks do count here,’
said Gavacha with conviction.

‘But only to eulogise their
buddies. The PR profession is still
struggling for recognition and you
have miles to go. I understand that
some self-styled pseudo-PRs have
hijacked the movement,’ he said.

‘Yes! but it’s everywhere that
some unethical self-seekers creep
into institutions and try to take the
movement after their molds and
motives. But the movement lives,’ I
consoled Gavacha, putting my
hand on his shoulder.

‘Yes! but the time is now that
you PR guys should get serious,
get organised and get the
profession a rightful place as a
management discipline’; preached
Gavacha.

Our talk was broken with the
arrival of Sivan on the scene, with
his usual broad face and pipe
tucked in between his large
moustache, another PR man.

Sivan worked for an indus-
trialist-turned-politician and was
a high-flying executive who could
pull wires in Delhi sitting right in
Bangalore.

‘You are getting serious on a
beautiful evening like this,’ he
interjected. ‘Let’s enjoy our drink.’
Asking us to lift our glasses and
say ‘Cheers: Sivan said, ‘I will give
you the real definition of PR. It
means ‘Pee Yaar!’

And we all clicked our glasses
with a loud laughter.

�

‘Agreed that looks count
everywhere. But the PR is now an
organised profession. So much so
that more than 20 national
conferences have been held in
India.’

‘Yea! the fun-loving and self-
seeking men and women invented
20 glamourous opportunities to
have a good time at corporate
expense,’ he retorted.

‘But some serious-minded
delegates produced papers to
bring out professionalism,’ I
exerted.

Source: The Observer, 4 October 2000.
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1. Be frank, fearless but polite, polished, and positive. Smile.

2. Develop trust with management—be a guide, friend, and counsellor.

3. Be genuinely interested in people, and problems. Listen and empathize.

4. Make creativity your forte. Conceptualize ideas into words and visuals.

5. Communicate. Communicate. Communicate—Up, down, sideways.

6. Build a sound media network and be responsive to mediamen.

7. Don’t white wash or glorify lies or half truths to mislead people.

8. Endeavour constant intellectual updates and be a culture vulture.

9. Organize your life—Plan your work and work your plan.

10. Generate organizational excitement to build a ‘win-win’ environment.
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5. Better advance planning, in cooperation with
management, to optimize the contributions of
public relations to achievement of corporate
objectives and solution of major corporate
problems.

6. More planning and review, on an annual,
quarterly and monthly basis, to ensure that the
public relations programme is being directed
specifically to the advancement of the
company’s most important goals.

7. More ‘imagineering’ in the creation and opera-
tion of purposeful public relations projects and
in institutional and product publicity.

8. Planned contribution to better communications
throughout the company among all its
elements.

9. The continued upgrading of all public relations
personnel.

1. Stronger contribution to employee relations,
with the purpose of helping to increase
individual productivity, reduce absenteeism,
and build stronger ‘family feeling’ amongst all
employees.

2. More scientifically-directed effort to help build
stature, identity, and acceptance of the com-
pany as a progressive, contributing corporate
citizen of the national and plant area commu-
nities.

3. Specific public relations programmes co-
ordinated with sales and marketing, to help
build the quality reputation for all company
products.

4. Closer co-ordination with sales and marketing
in supporting specific marketing operations,
introducing new products, dealer relations, and
sales training.
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bution; and special editions. Call attention to special
stories and unusual efforts by editors and writers.

Also list the current production status of all publi-
cations.

People Report any change in public relations staff-
ing, honours won by the members of the department
and any other significant personal news dealing with
outside activities, illness or family status  changes.

If a news item about you or your activities does not
fit under any other category, list it separately at the end.

Avoid attaching a large number of clips, but do
include any major story you’ve collected during a
month.

General comments Your monthly reports serve
several purposes:

1. Informing him about your activities and showing
your effectiveness

2. Generating story and picture leads and ideas
for the editors of company publications

3. Providing material for use in the house journal
4. Updating various divisions at headquarters on

country developments
It is important, therefore, that the public relations

manager in each country files a report each month.
A brief report that hits only the highlights is acceptable
occasionally if there is no time for the longer form.

����������	���
�����
����
For best results, plan the content of your press
releases before you begin to write. According to John
Stahr in Write to the Point, the Byoir Style Book, most
experienced writers follow these guidelines:

Analyse Take an objective look at the whole
subject about which you are writing. Decide what is
good about it, what is bad about it; what is interesting
about it; what is dull about it; what the central fact is;
what its tributary facts are; what you want the reader
to decide from what you say about it.

Organize Make a few notes. Think for a time.
Make an outline, if it is a long piece. Decide what you
are going to say first, then how the second and third
and subsequent things attach.

Think about your audience Do your best to
think like them. What would catch your attention?
What would keep your attention? What would make
the kind of permanent impression that you want to
make?

������
Monthly report to the director of public relations are
due at the headquarters by the 10th of each month.
Plan to mail them as soon as possible after the first.

�����
��������	
�����
The report should be concise, clearly written, and fully
explain the role played by public affairs.

Follow this outline:
Major and noteworthy activity
List here in some details what you consider to be
your most important activities of the month. Items
listed here need not be repeated elsewhere.

Community relations Mention all projects planned
or completed that involve public affairs working
directly with various segments of the community or
supporting company projects. Subjects will range
from civic betterment projects and company facilities
available for community use to helping solve
environmental problems and keeping the public
informed about plant situations.

Sales and marketing support Describe support to
sales campaigns, introduction of products and dealer
grand openings through press kits, releases, and
special events. Also cover publicity and displays
provided in conjunction with fairs and vehicle shows
and demonstrations.

Programmes and projects List here press con-
ferences in support of sales, support for corporate
and local company programmes and events, em-
ployee communication projects, hosting of office/plant
visitors, special assignments from management, etc.

Racing Cover advance and follow-up publicity on
local events, special media programmes, operation
of hospitality centres, hosting of dealers and other
VIPs, development of special exhibits.

Media results Briefly describe significant news-
paper, magazine, TV, and radio coverage of company
news.

Also list local stories prepared, adapted and distri-
buted, and releases for local use. Report the total
number of press clippings generated on a monthly
and yearly basis.

Publications Mention new publications; special
publications; changes in format, frequency or distri-
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One thing that often comes up in any discussion
of style is the matter of length of sentences. Short
sentences and paragraphs undoubtedly are
desirable. They are easy to understand. They can
be useful as a mental punctuation tactic in a text that
otherwise, of necessity, is running to fairly long ones.

But the short sentences are not necessarily better
than long ones in every context. Perhaps the best
formula, Stahr says, is: ‘Just tell the story’.

�������������	
���������
General publications To assure accuracy and
uniformity, copy for anniversary, recruiting, plant tour
or similar brochures produced by international
subsidiary companies that describe the company
policies and operations worldwide should be
submitted to corporate public affairs at headquarters
for approval before being sent to the printer.

Publications with strictly local content, such as
those of plant employees, dealers, and sales per-
sonnel, are exempted from the approval process,
however.
Employee and consumer publications Every
issue of your publications must carry the name and
address of the publisher and the name of the editor,
as required by law in most countries. Some countries
require even more information, such as the name of
the printer.

Inclusion of the editor’s name gives readers and
potential contributors an identity to whom they can
address requests, complaints, story leads, pictures,
and other communications.

�����������
�������������
Use the correct form of the corporate name in all
correspondence with third parties, and in all
documents. Publications stories and press releases
should also conform when referring to the present
company in headquarters.

�����������
������������������
Release of technical information Written approval
is needed for the release of any company technical
information. Fax/e-mail requests to corporate public
affairs at headquarters for clearance with the patent
and trademark department, and, depending on the
subject matter, to the vice president of engineering,
research and development and technical services.

In each case, your written request for approval must
specify the exact purpose of the release and the same
release may not be made for another purpose without
your submitting another request in writing.

‘Technical information’ is information of any kind
which can be used, or adapted for use, in the design,
production, manufacture, utilization, or reconstruction
of articles or materials. The information may be in
the form of a model, prototype, blueprint, photo,
motion picture, slide, or operating manual or even a
technical service.
Release of non-technical information You are
your company’s contact with newspapers, magazines,
and television and radio stations for publicity or news.
Employees other than company officers who want or
need to communicate with the media directly must
obtain your permission to do so.

Any lecture, talk, and address concerning the
organization to be delivered outside the company also
needs your advance approval.
Release of information on capital programmes
You need permission to release public media
information on any major capital investment project,
for a new plant, and expansion or modernisation. Fax/
e-mail your request to corporate public affairs at
headquarters for clearance with the worldwide
president, and/or appropriate region vice president.
The managements of international subsidiary
companies do not have the authority to approve
releases of capital information.

In addition, the timing and manner in which
approved investment information is to be released
must be coordinated by public affairs.

Organization’s employee, dealer and sales
publication are considered to be ‘public media’
because they are seen beyond the company circle
and, therefore, should also follow the approval
procedure on stories dealing with capital projects.


���	���������������������������
All formal communications with your company’s
shareholders through annual reports, quarterly
reports or other messages addressed to all
shareholders as a whole need the approval of the
director of public relations at headquarters.

Approval is not required for responses to letters
from individual shareholders, however.

���������
��������
��������������� �
Trademarks appearing on merchandise With the
growing practice of putting corporate trademarks on
toys, model kits, racing jackets and caps and other
merchandise, you expect to receive requests for
approval of such usage from other firms, organization
or individuals. Authorization to use company trade-
marks frequently is granted because of anticipated
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publicity value to the company but only by written
licence.

Fax/e-mail complete information on each request,
including the name and address of the proposed user
and how the trademark would be used, to the director
of public relations at headquarters.

Following approval, a written license will be
executed by the patent and trademark department to
the party intending to use the trademarks.

Officers of the international subsidiary companies
may not grant trademark authority.
Publicity or sales use of trademarks Requests
for the third-party use of company trademarks in a
sales promotional or publicity manner also require
the drafting of a written licensee. Fax/e-mail full details
to the director of public relations at headquarters.

The PR manager should always be alert for
unauthorised use of company trademarks by third
parties. Report such usage to the patent and
trademark department at headquarters.
Trademarks used in advertising Requests by
persons or companies outside the organization for
the use of company references in their advertising
should be faxed/e-mailed to the director of advertising
at headquarters for approval in conjunction with the
law and patent and trademark departments and the
appropriate product division vice president.

This approval process covers use of the
company’s name, logotype, product names, and
trademarks plus photographs or descriptions of
company facilities, equipment, or manufacturing
processes.
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