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INTRODUCTION

Like most subjects or disciplines, public relatidres as many definitions as there are
authors and practitioners in the field. These asthend practitioners offer varying
definitions based on their knowledge, experienak @actices perspectives. However, as
we examine these definitions, you will observe poiof similarities and unanimity in
them.

OBJECTIVES

At the end of this unit, you should be able to:

e accurately restate at least two definitions of putdlations
e explain the terms or ideas that are common in tdefiaitions
e offer your own definition.
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3.0

3.1

MAIN CONTENT

Defining Public Relations

The British Institute of Public relations (BIPR)fohes public relations as ‘the deliberate
planned and sustained effort to establish and miaimhutual understanding between an
organization and its publics.” This definition giegts that public relations is the creation
or establishment of mutual understanding betweeorganisation and its publics. It also
suggests that public relations is not a haphazarckgs. It must be consciously designed.
Planning calls for attention, deliberation, resbarcanticipation, analysis and
consequences.

Public relations efforts must ensure that not ahdes the organisation understand its
publics, the publics must equally understand thgamisation. It must understand its

reasons for whatever actions it takes. As a puigliations officer or manager of your

firm, for instance, it is your duty to ensure thaitual understanding is achieved between
your firm and its several publics. More often thaat, the publics are passive at

performing this role. Therefore, your organisationst take proactive steps towards
achieving it.

‘Sustained effort’ means that it is not enoughttotghe plan; it must be carried through
to a logical end. This is not usually very easythe face of a precarious economy,
political instability and other factors.

The Public Relations Society of America (PRSA) sgysblic relations is concerned
with or devoted to creating mutual understanding@gngroups and institutions.” The
PRSA recognises the place of groups and institstianthe public relations process. It
admits that these entities have interests that hesprotected. It also presupposes a
streamlining of these benefits for mutual good. Tdwncept of mutuality in this
definition makes you as a public relations mamvoman an intermediary between your
organisation and its publics. This implies thaii ghould be able to align the interests of
these two parties for their mutual advantage. Yauw tHis by convincing your
organisation that public relations attempts to fhet broad interest of the public first
before the special interest of the organisationdBing this, the organisation is indirectly
serving its own interest; hence PR has what ieddknlightened self-interest”.

Another definition is that given Cutlip, Center dambom, in their boolEffective Public
Relations which is considered the bible of public relationsAmerica. According to
them, public relations is the “management functibat identifies, establishes and
maintains mutually beneficial relationships betwa@norganisation and its publics upon
whom its success depends.” Now, take note of thteplart of the definition, ‘upon whom
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3.2

its success depends,’” because this is one factvé@t many organisations have not
realised. A company’s success or failure dependsiderably on its relationship with its
various publics. We shall see these publics infaranodule.

Let us take two more definitions. Frank JefkinBritish author, in his boolPublic
Relation, says “public relations consists of all forms of ppl@ad communication both
inward and outward between an organisation anguitdics for the purpose of achieving
objectives concerning mutual understanding.” Jefkidefinition includes a term
common to many other definitions of PRRutual understanding. Mutual understanding
is a very broad concept which every organisatiorstnsgeek to establish. ‘Inward and
outward communication’ implies a two-way communigat involving both the
organisation and its various publics.

Our last definition is the one often referred tatles Mexican statement. This definition

was adopted at the first World Congress of Natidhallic Relations Associations, held
in Mexico in 1978. It states “ Public Relationsth® art and social science of analysing
trends, predicting their consequences, counselliogganisational leaders as well as
planning and implementing a programme of action ik serve the interest of not only

the organisation but also that of its publics.” Meill agree that this definition is broad,

multidisciplinary and all- embracing. It suggedtattpublic relations borrows knowledge
and expertise from other fields, like psychologyiitics, sociology, languages, etc.

Public relations is an art because it involvessactiskills, fine arts, language, writing,
public speaking, etc. It is a social science beediusses social scientific instruments to
understand and predict human behaviour. It attet@ptsderstand its environment and
relates with it mutually. Public relations monitosurveys and researches issues and
happenings in the environment. It advises the asgdéion so that the policies of the
organisation are in line with the expectationstefpublics. It implements programmes
that will favour both the organisation and phablics in a win-win outcome.

SELF ASSESSMENT EXERCISE

Write down three points common to the definitiom$® presented in this unit. Ask two
or more of your colleagues to do the same; thesguds your points in terms of their
similarities and differences.

Components of Public Relations
Public relations has divergent parts. Accordingthe Public Relations Society of
America, the components of public relations incltite following:
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Counselling: Providing advice to management concerning policielationships, and
communication with its various publics.

Research:Determining attitudes and behaviours of publicedigh research in order to

plan public relations strategies. Such research lmanused to (1) generate mutual
understanding or (2) influence and persuade publics

Media Relations Working with the mass media in seeking publi@tyresponding to
their interest in the organisation.

EMBED CorelDRAW.Graphic.12
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Figure 1: Components of Public Relations

Publicity: Disseminating planned messages through selectedan@durther the
organisation's interest.

Employee/Member Relations:Responding to concerns, informing, and motivating
and organisation's employees or association club members.
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Community Relations: Planned activity with a community to maintain an
environment that benefits both the organisationtherccommunity.
Public Affairs: Developing effective involvement in public polie;nd helping an organization
adapt to public expectations. The term is also usedjovernment agencies to describe their
public relations activities and by many corporasicas an umbrella term to describe multiple
public relations activities.

Governmental Affairs: Relating directly with legislature and regulatogeacies on behalf of
the organisation. Lobbying can be part of the govemt affairs programme.

Issues management: Identifying and addressing issues of public conctdrat affect the
organisation.

Financial Relations: Also known as Investor Relations or Shareholdeatr®is. It involves
creating and maintaining investor confidence arittlimg good relationships with the
financial community.

Industry Relations: Relating with other firms in the industry of an argzation and with trade
associations.

Development/Fund-Raising:Demonstrating the need for and encouraging theigptiksupport
an organisation, primarily through financial cobtriions.

Multicultural Relations/ Workplace Diversity : Relating with individuals and groups in various
cultural settings.

Special Events Stimulating an interest in a person, productogyanisation by means of a
focused "happening”. They are activities desigoadteract with publics and listen to them.

Marketing Communications: Combination of activities designed to sell adurct, service, or

idea. These activities may include advertisinglatetal materials, publicity, promotion, direct
mail, trade shows, and special events.

SELF ASSESSMENT EXERCISE

1. Distinguish the assertion: “public relations iseayvcomplex activity.”
2. Distinguish ‘media relations’ from ‘publicity’ anublic affairs’ from ‘community
relations.’
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3.3

What Public Relations Is Not

One of the greatest problems which public relatjratitioners in Nigeria have had to
grapple with over the year has been thatredibility stemming from society’'s
wrong perception of what a public relations peraeatually does. Worse still is the fact
that lots of practitioners themselves do not havdear idea of what public relations
actually is. For this reason, many come into thefgasion with the wrong motives,
intentions and perceptions. Daramola (2003) idedtiSome of these misconceptions,

Public relations is not about lying and sellings&iood about your product and
organisation. It is not about denying every stateitkat does not favour your
organisation. It is not about prevarication. Pulbdiations is about telling the truth
all the time.

Public relations is not about bribery. This wrondea about public relations
came to the fore recently when a Nigerianister of education excused his
action of bribing the executive arm of governmeniticrease his ministries budget
allocation as public relations. According to hirne tbribe was ‘PR’. The truth is
that public relations is not bribe giving.

Public relations is based on moral principles amduwech it is not ‘arranging’ pretty
ladies for international visitors to government esl or to chief executives of
companies, clients, board members, etc. If thesnisprofession where morality
should be held in high regards, it is in publiateins because it enhances public
confidence in the profession.

Public relations is not magic, enchantment or pamaal. For this reason all its
activities are based on scientifically provable asmhpirical methods. Public
relations is based on high performance, qualityfgoerance, quality and
credibility in terms of products, service, policesd practice.

Public relations is not about organising partied ather social events. No doubt,
public relations does activities of this naturet bat in the sense of making it its
only preoccupation.

Public relations is not about employing pretty éxdilacking in morals and
principles to woo men into acting againsgithvishes.
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7. Public relations is not about being a yes-boy bag carrier for your boss’ madam
or relations. Rather it is a dignified and nobleofpssion that attracts self-
confident, intelligent and self- respecting men aanen.

4.0 CONCLUSION

5.0

6.0

7.0

Public relations is a discipline that has attractedny definitions, but the numerous
definitions have a lot in common. A major point areement is that public relations
involves creating mutual understanding between rasgdéions and their publics. As an
activity, PR is very complex, indeed it has mangnponents.

SUMMARY

What have we learnt in this unit? We have learmtt fpublic relations has as many
definitions as there are practitioners and academithe field. But they all agree in their
definitions that public relations aims at creatingitual understanding between an
organisation and its publics. Public relations kasious components which include
counselling, research, media relations, publigtyyernment affairs, financial relations,
community relations, etc.

TUTOR-MARKED ASSIGNMENT

Explain four terms or concepts that are commomwto dr more of the four definitions of
PR in this unit.
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1.0 INTRODUCTION

Public relations involves a diversity of functionBhe people who do the work of public
relations, that is PR practitioners, do differemds of work, and they are a multitude indeed.
Nevertheless, these functions are interrelated aarddirected towards the achievement of a
singular goal: the creation of mutual understandiaetyveen organisations and their publics.

2.0 OBJECTIVES

At the end of this unit, you should be able to:
List and explain the functions of a public relagguractitioners State the knowledge, abilities
and skills required to perform the functions.

3.0 MAIN CONTENT

3.1 Areas of Work of Public Relations Practitimers

The work of public relations may be dividéddto many areas or functions.
Fundamentally, public relations practitioners perfahe following functions:

Writing and editing:  Writing is a very vital skill in public relationsCherefore you
must learn not only to appreciate good writing butst also be able to write well. The
beauty about writing is that it is a skill that cha learned. Good writers are in high
demand in most agencies.
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Mass Production: Practitioners of public relations engage in thetingi of various
messages for the purpose of communicating with éhtnal and external publics. This
is why the skill of writing is vital to public refmns. Some of the messages that PR
practitioners write are packaged as magazines #mel dorms of publications, which
require editing and production.

Media relations: The mass media in both print and electronic arecttannels through
which public relations practitioners communicatethwthe public. This is why PR
practitioners need to need to cultivate and maingood relations with mass media
organisations and other personnel, especially editeporters and columnists.

Research:Public relations problems are not solved by gueskwPR practitioners carry
out formal research to obtain information thatitalo planning.

Strategic planning: Public relations practitioners who operate at tpelével participate
in the formulation of organisational missions, p&s and goals. .

Management and administration: Public relations practitioners engage in management
work. Public relations is a distinct managementctiom which helps to maintain
mutual lines of communication between an oiggion and its publics. PR
practitioners manage people, businesses, and events

Corporate counselling: Public relations practitioners advise management on
mattersconcerning their organisations’ relationshyith their various publics.

Organising special events:The organisation of events, such as trade faiedetr
exhibitions, “press conferences, fashion showspffadours, special observances (e.g.
mothers’ day) AGMs, etc is part of work pehielations practitioners do.

Speaking To represent their organisations, PR practitiengo engage in speaking
assignments of different kinds for different publi€or example, your organisation may
be invited by students who are studying a subjbat underlies the work of your

organisation to give a public lecture during treaireer day.

Coaching: PR practitioners also engage in training and co@ctop management staff
on public speaking and press interviews.

Crisis Communication: A very special type of work that PRgitioners do

is helping their organisations to resolve criseendver they occur. They do this
essentially by managing the flow of informati®oetween the organisation and the

10
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4.0

5.0

6.0

public, via the mass media, and by advising mament on what to do and how to do
it, so that the crisis is not aggravated. To peacpreventive public relations, it's

necessary to plan extensively to avoid crisis,dinte crisis must occur, it is your duty to
counsel management in crisis situations.

SELF-ASSESSMENT EXERCISE
Which five functions of public relations would ysay are the most critical, and why?
CONCLUSION

When you see how much the field of pubftaations has been bastardized by
charlatans in recent times, you will agree with tme&t the subjects of this unit are quite
necessary in order for you at this early stagepfwreciate the fact that public relations is
practiced by persons with high and lofty ideals.

SUMMARY

In this unit, we saw that public relations involvesmmitment to some key areas of
corporate work which include ensuring that the ooapion acts in the interest of its
publics. That it protects and enhances the compamputation, maintains openness and
integrity. We also saw the knowledge, skills, abdiges you are expected to have to do
well on your job as a public relations person. lyaste saw that public relations is not
about pulling the wool over people’s eyes or banges- man in the name of ensuring a
good name.

TUTOR-MARKED ASSIGNMENT

Discuss the job demands of a public relations firacér.

11
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INTRODUCTION

PR goes with a lot of related concepts. Somelothvare often misused and confused
by the audience, even those in communication. Budision of these related concepts
will give you a good insight into what public retats entails. It is necessary to
mention that your thorough knowledge of these cptscavill assist you greatly in
understanding the functions the PR practitionerfopa.

OBJECTIVES
By the end of this unit, you should be able to:

Define related concepts in public relations, sushpablicity, press agency, lobbying,
merchandizing etc.

Differentiate between these related concepts

Outline the types of functions involved in publétations e.g.

Informative service, product publicity, investolattons etc.

MAIN CONTENT

Public Relations and Related Concepts

So far, we have succeeded in defining public rehati but we must go a little further by
explaining the relationships that subsist betweghlip relations and similar or related

concepts. The nature of public relations is quitead and as such it includes a wide
range of activities which are sometimes confusepudiic relations rather than elements

13
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of public relations. We shall take a look at sonfetheese concepts and attempt an
explanation of the differences and similaritiesh®stn them and public relations.

Publicity: This refers to any attempt designed to expose ganisation, its services or
product to the public through any public mediantlludes advertising, sales promotion,
personal selling, etc. However in a technical seimse more limited and defined, so that
it means free publicity which is provided essentidly the press. It is the practice of
placing newsworthy and factual information writt@na journalistic and editorial format

published in the news media at no cost. An exarapleublicity is a situation where a

company issues a news release about a new produw#vo functions of an existing

product. Should Nigeria produce its first air pldoeinstance, it will be given wide, free

publicity.

Press Agency:Unlike a news agency, a press agency deals withingtanewsworthy
events that are designed to attract the attenfigheopublic by publicising them in
the media. Such events include presscentes, trade exhibitions, fashion shows,
etc. These must be distinguished from events thppén daily. They are rather pseudo-
events because they are stage-managed for thespuspbeing reported by the media.

Lobbying: This is one of the most abused expressions in cammage. In a technical
sense, lobbying is a professional attempt desigoadfluence the government or any
authority to change a public programme or policyawvour of an organisation, a cause, a
group, an event e.g. organising a petition drivairesj a cause, e.g. open letters in daily
newspapers or magazines. Dry cell manufactureiMigeria did this a few years ago to
draw government attention to the unbridled impatabf dry cell batteries. Lobbying is
a legal thing when it has points, information angid¢al reasons.

Merchandising: This deals with blending an acceptable appearatices part of
promotion. You blend the product or person with tleal it or him, so as to win
acceptance and patronage from public for a grouygroduct, service, cause or an idea
e.g. the grooming of a positive image by a pohicivho acts, dresses and speaks like a
real native even though he is from somewhere elge during political campaigns when
politicians dress like the native people he is goio speak to. In commercial
merchandising, most products are designed to convessages by their packs. You
know that normally people do not patronize badlgiaged products.

Promotion: This involves moulding or mobilising opinion favainly to an organization
to get it to support a worthy cause, e.g. the maognbf events or fund raising
programmes for motherless babies’ homes.

14
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3.2

Personal Selling:This talks about a personal effort involving a persvho is attempting
to woo other people on behalf of a product, a grampidea, etc, e.g. religious crusaders
who go from door to door. There are two types akpeal sellers namely: order-takers
and order-getters.

Human Relations: Human relations deals with an individual’s ability develop and
maintain a personality type as well as image thatpable of successful and spontaneous
interpersonal relationship with other people. Hunrelations is relating well with
others. It talks about manners and character. Gomdan relations is the basis of good
public relations.

Persuasion: It is a fundamental assumption in public relatighat effective public
relations is persuasive, not intimidating or fogeinPersuasion is any mass
communication effort designed to change public mpinbelieve, attitudes as well as
action.

Communication: This is a process of sharing ideas with other pedpl a professional
sense, it is a means of sending information froe person to another. Public relations in
all its forms embraces communication in one forntherother.

SELF ASSESSMENT EXERCISE

List three other concepts which we have distussed above and discuss them with
your colleagues.

Jobs in Public Relations

If you have chosen to take public relations asraerayou probably know what | know:
that it is a field with great job prospects, esplgiin the world of today. Today's
corporate world has become very competitive inggense. Every organisation goes the
extra mile to keep its various publics by creatmgd maintaining mutually cordial
relationships with them. Since public relations hagually become scientific and
technology-based, it is hazardous for any firm twmthire appropriately qualified
personnel to man its public relations office. Asidem working for a firm however,
there are other options of employment for a gooblipuelations person. The Public
Relations Society of America outlined the followiag the activities an average public
relations personnel does.

15
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Information Service

Part of building a company's reputation is the wflsupplying information to a variety
of publics. Companies send news releases to theamedrder to inform the public
about earnings, acquisitions, new products andlikee (media relations). Companies
must respond to inquiries from customers, distobait government officials and
community residents.

Product Publicity

Introduction of new products, and campaigns toffggh life into the sale of established
products, are important functions in what is brgaclled marketing communications.
PR practitioners work closely with the marketingpdement to develop product
publicity that reinforces advertising and promotioampaigns. Product recall is the
negative side of product publicity.

Investor Relations

Also referred to as stockholder communications,estor relations is a means for
providing information to individuals who own stodk have a special interest in the
corporation. Elaborate annual reports, quarteghpres mailed with dividend checks and
other printed materials are sent to stockholdersa wagular basis. Staff members may
have to convince stockholders that an acquisitiamerger is in their best interest.

Financial Relations

A parallel function to investor relations is to pide extensive information to the
financial community including security analystsabkerage houses, large banks and
similar institutions, and to weigh the informatiand make judgments on a company's
financial strength and prospects. On the basisheir trecommendations, institutional
investors and brokerage firms buy or sell a comjgasipck. A thorough knowledge of
finance, as well as Securities and Exchange CononigSEC) rules, is essential for a
public relations person specializing in financelations.

Community Relations

A company is a vital part of a community and ashslias obligations to that community
through various kinds of support including encourggemployees to do volunteer work,
providing a grant to the local orchestra or art ewms, donating needed equipment to
local schools or hospitals and so on. Good commurgtations include efforts to
improve the quality of life in the community.

16
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Employee Relations

In any organisation, there must be a good commtiaicdflow” between management
and employees and employees and management. The plations department often
works closely with personnel or human resoureesathieve good employee relations
through publication of an employee newsletter, maga newspaper, or video news
magazine, the writing of brochures to explain comypgolicies and benefits,
preparation of audio-visual materials for rirag and policy-transmission purposes,
the scheduling of staff meetings and seminarsiriiring of speakers among managers
and supervisors who serve as communicators to eedo and coordination of
employee productivity or energy conservation camgpsi

Special Events Management

Public relations personnel are responsible forplla@ning and implementation of special
events including sponsorship of the games, of @vicultural events and festivals.

Public Affairs

The actions of government on the local, state, rattbnal level have major effects on
how companies conduct their affairs. Thus, a nunolb&R people work in an area often
referred to as governmental relations. In this ,rgablic affairs executives seek to
influence legislation through contact with legisiat and governmental regulatory
agencies. A public affairs manager must be "corestmvith the management function
covering the relationship between the organisatiod its external environment and
involving key tasks of intelligence gathering anthlgsis, external action programmes
directed at government, communities and the gemeralic as well as strategic issue
management and internal communications.” A lobbyisis a narrower function
"concerned with direct or indirect mearmd exercising influence on passage or
defeat of legislative bills or regulatory actiorasd to influence their outcomes.” An
example is the petroleum industry bill, public aaunits in oil companies and other
stakeholders organisations are involved in infliegenembers of the national assembly
on the content of the Bill so that the interesbdfcompanies are adequately protected
when the Bill is finally passed into law.

Issues Management

Issues management is the management process ahaetg how various public issues
will affect a company. The manager must identify tbsue, analyse it, ascertain options
open to the company, initiate a plan of action enaluate the results (e.g., How would a
company handle investments in the Republic of Sédtlta? How would a company
handle environmental legislation impacting spectii@nufacturing processes?).
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Trade Associations

Trade associations are generally comprised of megdrapanies that produce the same
type of product or provide similar services. Theoasation works to promote or oppose
legislation, informs the public about the industapnd undertakes statistical and other
types of research for the benefit of its membersaniples include: Manufacturers

Association of Nigeria, Broadcasting OrganisatibiNgeria (BON).

Labour Unions

Labour unions must use public relations extensivelynform members about pension
plans, insurance programs, and contract negotmtiomame a few tasks. In addition,
labour unions participate actively in politics frothe federal to the local level by
endorsing and financing candidates and taking ipositon political issues, where
financing and political activities are not prohduit

Professional Societies

Like the Nigerian Medical Association, the Nigeri@ental Association, the Nigerian
Bar Association, work as professional societies stpport legislative campaigns,
advocate professional standards, publish informatioboth the skilled professional and
general readership levels, recruit membership, gaaerally work to strengthen the
profession's stature in the public mind.

Government or Military Relations

Government or military offices personnel work ablgurelations practitioners although
they are most commonly referred to as public infation officers (specialists) or public
affairs officers (specialists).

Sports Information and Entertainment Publicists

These work basically as press agents to promot@dhsonalities and careers of movie
stars, musicians, rock bands, athletes, pialits, authors and so on. Professional
sports teams have a public relations specialisnyMaiversity sports teams or athletic

departments have public relations specialists irstnueveloped countries. Generally,

professionals in the sports industry are referoegstpromotions directors or managers.

Educational Public Relations
Public relations plays a vital part in almost eveducational institution. Fund raising is

an important part of educational public relatioimsurban areas, elementary and high
school districts frequently employ public relatsoofficers to assist the news media and
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to work with parents and school groups. Collegiatiblic relations practitioners may
distribute news releases containing informationoudb campus events and
personalities, prepare periodicals, brochuresl catalogues, maintain ties with alumni,
maintain relations with local, state and federalegament officials, recruit students,
maintain internal relations with faculty, staff arsfudents, solicit donations from
foundations, alumni, federal and state governmentsspecial interest groups (a serious
task in private institutions).

Generally, however there are five major areas wipergic relations experts usually
work which are:

Corporation or commercial organisations
Non-profit organizations and Trade Associations
Governments- State, Federal, Local

Public Relations Agencies

Independent Consulting Firms

aokrownPE

It is important to note that working in any of tlegsublic relations job areas entails same
general skills but there are very wide differeniceerms of job demands, challenges and
complexities.

Corporations Organisations Corporations refer to organizations that prodgoeds
and services with a strong motive for profit. dday’s world, corporations do not only
offer most of the jobs in public relations, butyhequally offer the greatest variety of
jobs. Can you think of the reasons for this? Sommmon commercial organisation in
Nigeria include: Nigerian Bottling Company (NBL),nilever Nigeria, Insurance, First
Bank, etc. In most commercial organisations pulbdiations jobs focus on specific
publics. Indeed, several big commercial orgarosatireate different sub departments for
their various publics, thus you have employee imiat media relations, government
relations, community relations consumer relatiogts, If the corporation is a public
limited liability company, it could have a finantielations department otherwise known
as investor relations department. Each of thesarttepnts is usually headed by a public
relations personnel who is an expert in a givenfmld. Their duties would include
research as well as advising the organisation’sagement. They also plan, execute and
evaluate communication programmes. It is importanibok at specific job demands in
each of these areas.

Governments: Government Departments at Federal, state, and lecals also employ
public relations personnel. If you get a job in ariyhese places, you would be called by
such titles as press secretary, public informatifficer, public affairs officer, etc. Your
job would involve writing news releases and positjgapers, speaking with reporters,
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4.0

speech writing and press briefing. You may equplyyour trade with political parties.
Your duties will include all the above and vuotelations and media relations.

Public Relations AgenciesThere are lots of challenges and opportunitiegfowth and
development if you work in a public relations agenthe work is enormous because
companies that have in-house public relations dejeants and those who do not would at
one time or the other require the services of dependent public relations organisation.
Thus, agencies handle public relations activitiestber organisations, corporations, non-
profit set ups, governments and even individuats. iRstance, some organisations may
hire your agency to handle its annual report toldicokers or its overseas investors. You
could be hired to partner with other agencies adid® or even the public relations
department of a corporation to do research, plapmoammunication and evaluation.

Just as it is in advertising agencies, staff ofliguielations agencies are often assigned to
accounts. Usually, an account would include allghblic relations activities planned for
one particular client. Accounts are managed by @acexecutives. It would be their job
to research into the public relations problemstevmessages, and decide on media and
placement. They equally do evaluation of such cagmsa It is now very common to
have public relations staff specialising in vari@isas of an account. Some are experts in
message designing, media planning and placemerle wthers focus on research. In
some cases, a staff could take up more respotisibilhan one.

Public relations agencies vary in size. There araesthat work as a small part of big
advertising agencies while others are full-fleddgatl; blown agencies, yet others are one
room agencies. Known public relations agencies igefa are Progan Promotions,
Lagos, Trucontact, Lagos.

Independent Public relations Consultants:You may equally wish to ply you trade as a
one man public relations consultant. Successfulipuklations consultants are often
persons with broad experience having worked inva dgencies and handled several
successful accounts. They are a one-man agency. &fern they specialise in small
areas of public relations like crisis communicatiepeech writing, international public
relations, etc. In the words of Guth and Marsh ®0The main appeal of independent
consulting is also is biggest burden. The constiltdone bears the responsibility for
success or failure.

CONCLUSION
It was necessary to look at the elements that rugkpublic relations as we did in this

unit in order to be sure from the start of youreesiwhat you are really going to be doing.
We must note however that public relations is awgng area of knowledge. It is
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5.0

6.0

7.0

expanding with new vista by the day as more peapteevents shape it to fit into a more
challenging future.

SUMMARY

The focus of this unit was to make clear some dsdaerlements of public relations. We
also saw the relationship of public relations w#hich concepts as publicity, press
agency, lobbying, merchandising, promotion, perssaling, human relations, etc. We
observed that each of these concepts is relatedtlgiror indirectly with public relations
but it is not exactly public relations. We also mwaed the job descriptions of public
relations professionals. Among these jobs are:rinéion service, product publicity,
investor relations, media relations, etc.

TUTOR-MARKED ASSIGNMENT

Attempt an in-depth description of the relationsthipt subsist between public relations
and other related concepts.
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UNIT 4 PUBLIC RELATIONS PUBLICS
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1.0 INTRODUCTION

In unit one of this module, we saw seveddfinitions of public relations. We
learnt that the success of any organisation dependts relationship with its publics. In
this unit, we shall identify the various publicstiwvivhom your organisation relates. We
shall also see best approaches to relating wittetpeablics.

2.0 OBJECTIVES
At the end of this unit, you should be able to:

Identify the various publics of your organisatioho® how best to relate with your
publics

3.0 MAIN CONTENT

3.1 Public Relations Publics

Let’'s begin this lesson by going back to the stérthis module when we attempted to
define public relations. There we saw some dedingi that suggested that public
relations aims to create mutual understanding betwan organisation and its publics
upon whom its success or failure depends. This tedlthat we cannot talk about public
relations without reference to publics. It also s us that every public relations effort
is aimed at a specific public per time within aeqvyeriod. A public is any group whose
members have a common interest or common valuespgarticular situation. Publics

differ from one organisation to another aheé publics of one organisation may not
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be the publics of another organisation. Therefare gave to help your organisation to
identify its publics.

We shall study the categorisation of public relaigublics from two points of view.
First, we look at the Wragg (1993) categorisatiod &ater the Guth and Marsh (2000)
categorisation.

According to Wragg (1993), public relations publizs audiences can be divided into
four categories which include:

1. Functional Publics: They are those publics which enable the organisdt perform its
chosen tasks. These include its customers, consurbaesiness firms with which it
relates, employees, trade unions which representiis given line of trade or business,
suppliers of raw materials and components.

2. Enabling Publics These are publics which permit the organisatiofuhction within the
framework of the society to which it belongs. Speiblics include regulatory bodies (e.qg.
the Nigerian Institute of Public Relations, Adveirtig Practitioners Council of Nigeria,
National Broadcasting Commission, etc.), communigaders, politicians and
shareholders.

3. Diffused Publics: Within this group are media organisations, presguoeips and local
residents. These are varied audiences and oftpaciedly in the case of the media and
pressure groups are avenues to other major augience

4. Normative Publics: This term refers to trade associations and prajassibodies, but it
could also include political parties.

Among the four categorisations, the functionmlblics are usually closest to the
organisation and may exhibit the highest lleveinteraction.

It is clear from the above that some of these #leasons overlap, since in some
situations political parties, pressure groups amidipians can include many of the same
people and they might equally be consumers or eyppl But the reason for this is
not far-fetched because public relations is a dyodield in a capricious world. This
poses a challenge to you as a public relationactitioner in implementing a
campaign for your organisation. For example if yoere a public relations man for
an airline you would have your customers ag yonctional publics, however, among
them could be individuals who reside around thpaatrwho are complaining about the
noise of your planes through the formation ofdest associations to exert pressure on
your company to change its noisy planes. Some emtltould be very influential
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politicians. Thus you can have your publics stremyndown into enabling publics,
diffused publics and normative publics.

Guth and Marsh (2000) categorised public relatfnslics as follows:
1. Traditional and Non-traditional publics

Latent, Aware and Active publics

Intervening publics

Primary and Secondary publics

Internal and External publics

Domestic and International publics

SRCIENANN

Traditional Publics

Traditional publics refer to groups with which yanganisation has ongoing, long term
relationships. They include employees, the news iamedovernments, investors,
customers, multicultural community groups, etc. Séhepublics are always there,
however, they must not be taken for granted as ¢la@yin one minute be allies and in
another minute could be foes depending on how gog@nisation relates to them. For
instance any organization that takes the mmasdia for granted will learn too soon
that ‘pen is mightier than sword.” Same goes farryamployees. All it takes to bring
down a manufacturing company is for an aggde employee to produce a
contaminated version of a product and for such yebdo get to the market. This is
especially dangerous where there are strong cormsagseciations.
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Fig. 2: Traditional Publics in Public Relations. Acapted from Guth and Marsh
(2000)

24



JLS 732 PRINCIPLES AND PRACTICE OF PUBLIC RELATIGN

Non-traditional publics

These are groups that usually are not familiar withur organisation; that is your
organisation has not had an ongoing, long terntiogiship with them. Non-traditional

publics immerge either due to changes in your asgdion, the society or those publics
themselves. They have always been there but ngtreégvant to your organisation but
due to those changes, it could become imperativehéon to form one of your publics. An
example here would be ethnic militias in Nigeriaondre seeking to be identified with by
the government and corporations in their environmEar instance, oil companies in the
Niger Delta area in Nigeria would want to look atlks groups as MENDE or Niger Delta
Avengers (NDA) as new publics to relate with. Somnaditional publics of some

companies today were at some point non-traditignddlics. After several years of
relevance and interaction between an organizatiah its non-traditional publics, such
publics could become traditional publics.

Latent, aware, and active publics

A latent public is one which, by evolvingewtlopments, common grounds of
relationship is opening up between it and your ogtion, but whose members are yet to
realize or explore it. There is no active relatlipsbetween both parties presently. The
members of that public are not yet aware of theterce of the relationship. An aware
public is that whose members are aware of the enast of a commonality of values or
interest with your organization, but have nmoade any organised effort to respond to
such relationship.

On the other hand, an active public has realisedré¢hationship between itself and your
organisation, and is working to manage that retatap on its own terms. Several publics
at the evolving stages of their relationship withgamizations would usually find
themselves at one of these levels of relationships.

Intervening publics

Any public that helps you to send a message tohangiublic is known as intervening
public. Naturally the mass media fall into this gpo Without the media, there is very little
any organisation can achieve in its relationshighwther publics.

Primary and secondary publics

You could also divide public relations publics inprimary and secondary publics

depending on the extent to which they affect yagaaisation’s pursuit of its goals. If a
public can directly affect your organisation’s goalo that you have to take them into
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consideration virtually on all PR matters, thent thablic is definitely a primary public.
Here, you have such publics as your employees, yomediate community, the media,
the government, the shareholders (if your companguoted on the stock exchange), the
financial institutions from which you obtain ales and through which you pay
salaries. Primary publics are of great importaocany organisation.

Secondary publics are equally important and youtratrsve to have a good relationship
with them. However, the degree to which they affgatir organisation’s pursuit of its
goals is minimal. In a world of limited resources relation to time and money, most
companies concentrate on building and managingeakhips with primary publics. With

abundance of resources, secondary publics ctaddyat some attention.

Internal and External Publics

Internal publics exist within your organisation ¥ehexternal publics are outside. For a
higher institution of learning for instance, somieits publics would include students,

academic staff, non-academic staff, food vendots,, evhile external publics would

include its immediate community, providers of sbeimenities like water and electricity,

other institutions in its state or country of ldoat education ministry, Joint Admissions
and Matriculations Board, embassies and high cosiams.

Domestic and International publics

A final category of publics we shall look are domestic and international publics.
Domestic publics are those within your countryemational public exist beyond your
country’s borders. More and more organisationsraadising the place of international
publics in their overall corporate success. lmportant to note however that the fact that a
public is close to you does not make it familiayta. To court the close relationship of a
company requires well thought out communicatioatstyies. International public relations
is not just about the specific group or persons yoar organisation relates to in another
country, it entails knowledge of such a countrgurch areas as culture, believe and value
systems, taste and preferences, religion, nbasiethics, important holidays, weather,
etc.

SELF ASSESSMENT EXERCISE

1. For five named organisations in Nigeria, list theblics of each based on the
categories of Wragg
2. For five named organisations in Nigeria, list theblics of each based on the

categories of Guth and Marsh
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6.0

7.0

CONCLUSION

Answers to all the above seven questions iadeéed several other related ones are
not as easy to ferret out of your mind even if yava a public relations whiz kid. You
need well planned research to collect the dataetetmianswer these questions. This will
be the subject of discussion in a later unit.

SUMMARY

In this unit, we saw that every organisation tlsaseérious about public relations must
identify its publics clearly. We observed that thare various publics among which are:
traditional and non-traditional publics, latent pod, aware and active publics,
intervening publics, primary and secondary publicgernal and external publics,
domestic and international publics. The natureusiitess as well as organisational goals
and objectives of your organisation would determigdind of publics.

TUTOR-MARKED ASSIGNMENT

Part of the jobs of a good public relations mantdasconsistently collect relevant
information about the various publics of the orgation for which he works. Outline
and discuss some questions as enunciated by GaitMarsh that you would ask in order
to get the appropriate information about your pesli
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MODULE 2 EVOLUTION AND PROCESS OF PUBLIC RELATIONS
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UNIT 1 ORIGINS AND PIONEERS OF PUBLIC RELATIONS
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1.0 INTRODUCTION

History is essential to a good understanding of amea of knowledge. In this unit, we
shall take a brief look at the global history obpa relation.

2.0 OBJECTIVES

At the end of this unit, you should be able to:

Describe how public relations have evolved.

Explain the roles of Ivy Lee and Edward Bernaythi, growth of public relations.
3.0 MAIN CONTENT

3.1  Origins of public relations

It is very safe to say that what we now refer t@uaislic relations had actually been with
us from the beginning of man’s existence. Althotigh phrase “public relations” was
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3.2

invented in the twentieth century, the practicepablic relations had been since the
dawn of recorded history.

Edward Bernays, one of the seminal figures in mogiblic relations stated that ‘the
three main elements of public relations are pratllficas old as society: Informing
people, persuading people, or integrating pewofile people. Of course the means and
methods of accomplishing these ends have changsategy has changed'.

For Bernays and other public relations historigms&fessional public relations has
always moved with civilization. Society was crudelee start of its life, so was public
relations. Primitive society ruled mainly througkaf and intimidation; whereas more
advanced cultures employed persuasion and dePatdic relations has equally
followed this trend.

The force of public relations was visible in an¢i®ome as evidenced in phrases like
Vox Populi, Vox Dei( the voice of the people is the voice of Godhgl ¥es Publicae
(public affairs).

The study of rhetoric in Athens is often seen a&slibginning of public relations as a
social science based on research, planning andvlwocommunication. The spread of
Christianity in the middle ages could in modernseebe linked to the application of
public relations technique. Before the developmentof communication and
technology, the Christian faith was spread bysioisaries using persuasion skills by
the word of mouth.

With the invention of the movable type by Guttemper 1456, which heralded the use
of mass communication technology, public relatiomas gradually pushed to the
frontiers of modern civilization. In the T#entury, the Catholic Church established the
Congregalio Propaganda Fidehe congregation for the propagation of faithisTwas
the origin of propaganda, a means at this timspgoeading church doctrine.

SELF ASSESSMENT EXERCISE

Attempt a two-page write up on any other pioneer vdontributed to the global
development of public relations.

Trends Leading To the Development of ModerRublic Relations

The end to the civil war in America anck tiransition from an agricultural to an
industrial society are closely linked to the mataivards modern public relations in the
West. The industrial revolution and its attendaatnp redefined the relationships
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among the governments, businesses and the pedplke.isToften referred to as the
progressive era which ran from the 1890s to thdddn$tates entrance into the World
War 1in 1917. The progressive era witnessed ttth bf the mass media and modern
public relations as natural outgrowths of the swegpsocial change of that era.
Through the use of the ‘new media’ at this timegamisations were able to
communicate with groups essential to their sucd#gsshall examine five social trends
that have aided the development of modern publetioms as outlined by Guth and
Marsh (2003).

The Growth of Institutions

The Industrial Revolution brought about the growtlhbig companies. This in turn led
to the emergence of men who had a large chunkeoh#tion’s money concentrated in
their hands, (like J. P. Morgan, Andrew Carnegre dohn D. Rockefeller). However,
the American system which was never disposed toomemin-few-hands economy
created laws that would spread these wealth amonmgridans. As businesses,
government and labour grew, the need for effeatav@munication also increased.

Expansion of Democracy

With the expansion of democracy, as evidenced ¢h sievelopments as women'’s right
to vote, and direct election of U.S Senators, cigihts movements, access of minorities
to the political process, etc, there was the neeeffective communication. Due to the
increasing importance of persuasion and consepsidic relations became an integral
part of the democratic process.

Technological Improvements in Communication

The revolutionary changes in communication in tB8 2 century contributed to the
growth of public relations. Commercial radio haduaed in 1920 and commercial
television in 1947. Developments in satellite ammputer technology in the second
half of the 26 “™further revolutionized communications. The 1998« ¢he dramatic
expansion of the Internet. All of these led to shé&ting of communication power from
media companies to individuals.

The Growth of Advocacy
The last two centuries have witnessed a surge amlsadvocacy. Movements for

women’s rights, civil rights, multinationalism, hts for persons with disabilities,
children’s rights, gay rights, etc, have led tarareasing use of public relations.
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3.3

The Search for Consensus

The first and second world wars created mistrustragmations of the world. With
the collapse of communism and the realizabpmations of the need for mutual
interdependence, and the emergence of the glolmoaty, public relations has
become a handy means of increasing growth and osase

Pioneers of Public Relations

We cannot discuss the growth of public relationsthet global level without a
mention of persons who have played prominent rolass development. We shall
look at two important figures in world public ratats.

Ivy Ledbetter Lee (1877-1934)

Public relations historians have argued that Lee the most famous of the early
public relations practitioners. He is often regardes a major player in birthing
modern public relations. This could be due to thaamroles he played in the
development of the profession. Lee helped develapymechniques and principles
that practitioners use today. He believed in opemmunication with the media and
was forthright and candid in his dealings with firess. Lee was recognised in the
early twenties as the first public relations colnde understood that good corporate
performance was the basis of good publicity. Heoadted open and honest
communication between an organisation and its wlielh was his principle that
business had to tell its story honestly, accuraésl¢ openly in order to win public
confidence and support.

Two of Lee’s major clients were John D. Rockefelad the Pennsylvania Railroad.
He developed the publicity policy of ‘the public ibdormed’, which in his view was
essential to good corporate image. Each time Le¢ aaelease to the press, he
attached a copy of his famous declaration of ppiesi which read in part “This is
not a secret press bureau. All our work is dontnéopen. We aim to supply news.
This is not an advertising agency; if yolink any of our matter properly
ought to go to your business office, do not us®©ur matter is accurate. Further
details on any subject treated will be supppedmptly, and any editor will be
assisted most cheerfully in verifying directly astatement of fact. In brief, our plan
is, frankly and openly, on behalf of the businesscerns and public institutions, to
supply to the press and public of the itéth States prompt and accurate
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information concerning subjects which is of valung anterest to the public to know
about.”

At a time when public relations was at its infancge gave it credibility and ethical
standards. Ivy Lee was however not a saint. Sontl@oesubelieve that he did not
always apply the standards of truth and accuratystavork. He was also believed to
have secretly worked for Hitler.

Edward L. Bernays (1891-1995)

Bernays was an author, educator and public regmoneer. He coined the famous
public relations term ‘public relations counsel’ ims first book by the title
‘Crystallizing Public Opinionpublished in 1923. Bernays later published two iothe
public relations bookpropagandan 1928 andPublic Relationsgn 1952. According
to Bernays, he invented the phrd&ablic relations counsdlecause of the negative
connotations attached to such terms as propagapdlsiicist and press agent. In his
words, “l wanted something broader than publiciid @ress agentry. | called what |
did ‘publicity direction’, by which | meant directy the actions of a client to result in
desired publicity. A year later, Doris (Bernays'feyi and | coined the phrase
‘counsel on public relations’, which we thought dd&sed our activity better- giving
professional advice to our clients on their pubditationships, regardless of whether
such an activity resulted in publicity”.

(Quoted from Edward Bernays’ autobiograpiBiography of ideas: Memoirs of
Public Relations CounseEdward L BernaysNew York: Simon & Schuster, 1965.
P.228).

Bernays had his downsides too. He is regarded agpemson who encouraged
smoking by women when in 1929 he, secretly workimgthe American Tobacco
Company engaged ten carefully chosen women to d@hn Fifth Avenue, smoking
cigarettes. The women were advancing feminism wéekting the stage for a surge
in smoking. Bernays also helped establish bedia%everage of moderation’.

CONCLUSION

A close look at the literature on the growth andede@poment of public relations
reveals that like in other fields and professignglic relations practice has not had
a smooth history. There have been contributors franous parts of the world who
made things happen at about the same time. We h@awvever been able to these
contributions together in this unit.
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5.0

6.0

7.0

SUMMARY

This unit has looked at how public relations beg¥¥e saw that public relations has
grown with human civilization. We also saw the raé ancient Greek and the
Catholic Church in contribution though inadvertgritd the development of PR. We
equally saw certain trends that had some impadhergrowth of public relations.

Lastly, we took a look at the contributions bfy Lee and Edward Bernays,
two important figures in public relations’ growth.

TUTOR-MARKED ASSIGNMENT

Highlight and discuss the contributions of the Ramand religious institutions in
the development of public relations.
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1.0 INTRODUCTION

We live in a volatile and capricious world, veorld that witnesses changes of all genres
by the minutes. Some of these changes ardieosvhile others are quite unfriendly.
However, in whatever pattern the changes comee tlseusually bound to be some friction,
since no one policy can be acceptable to all tipleeall the time. When these frictions occur,
the need for mutual understanding increases, henaiberate public relations effort becomes
necessary. It is the duty of public relationdutoricate the societal engine, if not to eradicate
but at least to reduce the friction resulting fronange. It is against this backdrop that we can
examine the historical development of public relasiin Nigeria.

2.0 OBJECTIVES
At the end of this unit, you should be able to:
Tell a history of the development of public relagoin Nigeria Outline the major

achievements of public relations
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3.0
3.1

3.1.1

List major contributors to the growth of publicagbns in Nigeria
Outline the challenges facing public relations pcacin Nigeria

MAIN CONTENT
Development of Public Relations in NigeriaRole of the Government

It must be stated at the onset that the developmEpublic relations in Nigeria at a
formal level began with the government. In therggareceding the Second World War,
the exploitative and conjugative influence of tledoaial government had created a poor
relationship between it and the people of Nigewd this time, a lot of information were
shrouded in secrecy. The words and actions @fgibvernment were very suspect.
During the Second World War and precisely in 1948, colonial government thought it
fit to establish its own public relations outfit arder to keep Nigerians informed on the
goings on in the war in which many Nigerians wereolved. At this time, it was called
War Information office. It was also to create aame of ensuring proper representation
and interpretation of government news and viewsadlweve this goal, the government
employed many Nigerians as Publicity Officers (mofsthem were former journalists).
In 1948, it further recruited other Nigerians asi&&nt Publicity Officers notable among
which were Cyprian Ekwensi, Anthony Enahoro andléte Dr. Sam Epelle. The aim
of the government was to use publicity as a veliari@eaching the people.

Due to the newness of the professiorenthcoupled with the unpopularity of
the colonial government, the public perception afblg relations was totally
objectionable.

Role of Statutory Corporations

With the pace set and relative success made byadakernment, public relations was
gradually embraced by other statutory and privatids. The fledgling National Electric
Power Authority (formerly Electricity Corporatiorf dligeria and now Power Holding
Company of Nigeria) was later of the first goverminparastatals to establish a Public
Relations Bureau. Because of its newness andicermtpply of power then
(unfortunately this has not changed), it gave suphime place to public relations that by
1959 its public relations department had takendwihg.

The Nigerian Railway Corporation was another orgation whose public relations
activities have influenced public relations praetic Nigeria. Before its establishment in
1955, Mr. Ernest Ikoli, a journalist who later beeaa frontline first republic politician

handled the publicity that heralded its formatidviter its establishment, it opened a
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functional department of public relations with dl fime Publicity Officer. Dr. Sam
Epelle became the corporation’s first chief PuBl&ations Officer.

3.1.2 Role of the Private Sector

In the private sector, the United African Compam\meria, UACN, was the first to set
up a public relations department in 1949. It Hael goal of informing businessmen and
its customers about its activities as well as mtopg UACN as a major Nigerian
industrial, technical and commercial company. s tstage, it was called Information
Department with one Charles Newham as the firggrination Officer. The department
was located on the ground flour of the old Nigeub® in Marina from where it spread
out to other branches of the company at Enugu amlifa. As the company expanded
in later years the public relations department rdotee19 Custom Street from where it
finally settled in the multi million naira edificédiger House in 1967.

ShellBP Petroleum Development Company was anotimer that played important roles
in the development of public relations in Nigeliastarted public relations Practice in the
1940s but it was not until 1969 that it had a flddged public relations Department, with
the objective of ensuring free flow of informatidoetween the company, local
communities, the mass media, and commercial orgaois.

The bold steps taken and achievements recordedhdse torganisations through their
public relations Departments have spurred othelipahd private companies into action.
Thus, all corporate bodies in Nigeria today havaublic relations department and also
make use of public relations consultancy firms.

3.1.3 Role of Consultancy Firms

The development of public relations consultanay fcannot be left out in the discussion
on the history of public relations in Nigeria. Getord among those who practiced public
relations consultancy on individual basis in thetiss were the likes of late Ebun
Adesioye, Otunba Kunle Ojora, Peter Hospidalesub@kubanjo, Dr Clarkson Majomi
and Mr. Olu Ademulegun. But other four PR cormutly firms are in the forefront in
Nigeria. They, with their chief executives includé) Bloomel Public Relations
Practitioners — Lanre Oginni, (2) Good Contagbli® Relations Services. — Kunle
Oyalowo, (3) Philip Johnson and Associates — Olangon, (4) Progan Promotions —
Toye Ogunnorin.
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3.1.4 Role of the Nigerian Institute of Public Reltions
Whatever achievements the practice of Public Rwlatiin Nigeria has made so far
cannot be divested from the regulatory body, thgeNan Institute of Public Relations —
NIPR. The NIPR, former called PRAN Public Relatofisssociation of Nigeria came
into being through the efforts of Dr. Samuel Ep@liel963 and has since then brought
the practice of public relations to an enviableif@s in Nigeria. The institute has been
headed by such public relations luminaries as:

Dr. Sam Epelle 1963 -1968
Chief Kanu Offonry 1968 -1972
Mr. Tonye Willie-Harry 1972 -1976
Mr. Ikhaz Yakubu 1976 -198
Chief Bob Ogbuagu 1980 -1984
Chief Alex Akinyele 1984 -1988
Mr. Mike Okereke 1988 -B99
Mr. Sabo Mohammed 1993 - 1998
Chief Ajibade Oyekan 1998 — 2001
Mr. Senibo Bobo Sofiri Brown 2001 — 2005
Prof. Ikechukwu Nwosu 2005- 2009
Alhaji Mohammed A. Abdullahi 2009-2013
Dr. Rotimi Olade 2013- Till-date

3.2  Achievements of Public Relations in Nigeria

Although the practice of public relations is youimg Nigeria, it has achieved some
measure of success. These successes howeverdwvenbade possible due to the role of
NIPR in public relations practice in the countnhefefore, the achievements of public
relations practice will be discussed vis-a-vis thfahe Institute.

First, public relations practice has been brougld high social pedestal and recognition
within the few decades of its inception in the doyunThis is especially true when we

consider the Public perception of the first Publiéfficers of the colonial government

by the then Nigerian people.

Second, the relative peace that Nigeria has wigtesgice the end of the civil war has
been due to the public relations role of governmefarmation ministry. The Federal

Ministry of Information is noted to have the highe&sncentration of public relations

practitioners with about 600 well trained practigos in Nigeria.
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3.3

Third, the supervisory role of the NIPR dhe practice of public relations in
Nigeria has improved the examination and coursedst@ of would-be practitioners,
thereby making the standard of practice relativelyh. This has had the effect of
screening out quacks in the profession to somenexte

Fourth, public relations practice has developedh& country to a consultancy level.
This resulted in the launching of the Public Relasi Consultants Association of
Nigeria, PRCAN in 1984.

Another major achievement is the enactment of Beble.16 of 1990 which empowers
the institute to determine what standards of kndgéeand skills are to be attained by
persons seeking to become registered members gqfulblee relations profession, and
reviewing those standards from time to time asuanstances may permit.

With the decree, practitioners are protected agaharlatans, thus giving employers
the opportunity to choose the best.

Challenges of public relations in Nigeria

Despite the achievements mentioned above, it meisidserved that many problems
and challenges still inhibit the growth, developmemd public perception of the
profession.

To start with, the profession is still clusteredhwnany strange bed fellows. Failures in
other fields have often found a haven in publiatiehs in Nigeria. This has had much
adverse effects on the public perception of qualifpractitioners in the profession.

Also, the government, which is the largest singlrgn of public relations, still depends
on overseas public relations consultants.  This tobbed the local professionals of
much profit and growth. There is no overseas putdiations genius that knows the
behavioural pattern of Nigerians more than loc& Ponsultants. There are also the
problem situations in which in-house public relaicgpractitioners of companies have
viewed the local consultants as threats whenevwemtanagement of their companies
have need of consultancy services for big proje€tss situation is a challenge

especially to the regulatory body.

Yet another major problem is the failure of mostaqe companies to place their public
relations men on the management board. Most desisame often taken without the
knowledge of their public relations staff who aoeckd to implement these decisions,
only to be blamed when such policies falil.
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4.0

5.0

6.0

7.0

A major failure and challenge to Public Relatiomaqgbice in Nigeria is poor community
relations. Corporate bodies ought to pay attentmrthe interest of the immediate
community in which they operate. The neglect of thital area is attributable to the
perennial restiveness and wave of hostage takidgkaimapping we have witnessed in
recent years.

CONCLUSION

In conclusion, it should be noted that althoughphreectice of public relations in Nigeria
has made some enviable giant leaps over the yieasstill a budding profession; it is
still in its formative stage.

SUMMARY

This unit has looked at the history and developnedmtublic relations in Nigeria. We
saw the roles played by the statutory corporatitims,private sector, the government,
the Nigerian Institute of Public relations and adtemcy firms. We also examined the
achievements and challenges of public relatioldigeria.

TUTOR-MARKED ASSIGNMENT
Discuss the development of public relations in Kee
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INTRODUCTION

As we have seen in some parts of this course, publations is a core social science
discipline. This implies that its activities relatirectly with human nature and

activities. Although humans are dynamic rather thtatic in behaviour, thus making

their actions largely unpredictable, yet theree dvasis by which we can fairly

predict certain of those actions. Public relatigmactitioners have developed some
models that would help explain certain phenomergulslic relations practice.

OBJECTIVES

At the end of this unit, you should be able to:
Define a model

State the relevance of models to public relations
Discuss certain public relations models

MAIN CONTENT

What is a Model?

At the base of public relations is communicationd @&ommunication is the dynamic
process of sharing ideas and information. Models aften used as a basis for
understanding communication. Before we go too Ve, need to ask ourselves the
guestion ‘what is a model?’ Generally speaking, adeh is a representation of
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3.2

something. It is a small-scale or miniature représon of something that serves as a
guide in constructing the full scale version oftttiang.

A model is a representation of an object, idearocgss. It is a simple way of describing
a seemingly complex process or system to enhancpligk understanding of it.
According to Berko, Wolvin and Wolvin (1981), commecation models ‘help us to see
the components of communication from a perspedtna allows for analysis and ...
understanding of the complexities of the process.”

Public relations practice follows a defined procedsich over time has remained
constant in spite of changes in society, technolagg man. This goes to say that
whenever you employ the defined processes of publations as laid down by its

practitioners (baring other situational factorsjuywould very likely get the similar

results.

The RACE Model

There are several models of public relations. Walskxamine a few of them in this
unit. Let’s begin with the classical John MarstoRACE model which he created in
1963. The acronym RACE stands for:

ResearclAction

Communication

Evaluation

According to Marston, any public relations processst follow the above four steps.
Research

Research is the discovery stage of a problem-splpincess. As a practitioner of public
relations, you would need research to gather indtion that wouldhelp you take the
right decisions. Research would help you to discotree strength, weaknesses,
opportunities and threats to your clients’ imageuYvould also discover the make-up
of your clients’ publics as well as their perceptaf your client.

Action

Blind decision-making in public relations can hawamsavoury consequences.
Information gathered through research would help tpotake appropriate actions.
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Communication

This is the execution stage of the public relatipnscess. Here, practitioners direct
messages to specific publics in support of specd@als. Any communication strategy
that is worth its salt is usually two- way in foriméne organisation speaks to its publics
and equally listens to those publics when theylspea

Evaluation

Evaluation asks the question ‘how effective have sitategies been’? No one public
relations approach is a sure-fire for success. lysyau adopt one method, evaluate its
effectiveness and continue with it if works right,overhaul it if it does not. Any public
relations process without built-in evaluation meubms would at best be a guess work.
You never know what worked, what did not work, avity.

3.3 The Hunt- Grunig Models of Public Relations

These models were developed by professors HuntJantes Grunig. The models
include:

The press agentry/ publicity model
The public information model

The two— way asymmetrical model
The two—way symmetrical model

PonNPeE

1. The Press Agentry / Publicity Model

In this model, the focus of public relations effigton getting favourable coverage or
publicity from the media. It is a one-way communima with propaganda (one-sided

argument) as its purpose. The model projects proaph that thrives on falsehood, thus
accuracy, ethics and truth are not seen as edseftieording to Guth and Marsh (2000),

a study in 1989 had revealed that this was the m@stticed model of public relations

with P.T. Barnum as one of the prominent figurethm practice of the model. The model
can be depicted as shown below:
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2. The Public Information Model

This model equally adopts a one-way approach o$edmnation of information.
However, unlike the press agentry/publicity modedisseminates truthful and accurate
information. It is a model in which the public retas professional acts much like a
typical journalist or news reporter ‘in residengethe organisation and the information
he or she disseminates is relatively objectiveeétj the purpose of public information
here is the dissemination of truthful informatidie model was developed by Ivy Lee,
an early expert in public relations. It is depicbatiow:

Guth and Marsh report that the 1989 study showettthis model was the second most
practiced, but it ranked last in order of prefeeamong practitioners.

3.  The Two-Way Asymmetrical Model

The trust of this model is scientific persuasidrudes research as a way of influencing
vital publics towards the organisation’s point efw. The model also attempts to create
mutual understanding between the organisation @sdpublics. Here, the public
relations communicator gets feedbacks from the gowent and then employs
appropriate communication theories to persuadetiidic to accept the organisation’s
point of view. The essence of research here iset®@al how best to persuade the
audience or public. According to Guth and Marsk,1889 study showed that it was the
least practiced of the four models but it rankedtfin order of preference among
practitioners. It can be shown thus:

A

4. The Two-Way Symmetrical Model.

In this model, public relations communicators makery attempt for each side to
understand the other’s point of view. The goal her® achieve mutual understanding
albeit in a deeper and more profound way that s two parties in a win-win

situation. It is a useful model for conflict resodin within an organisation and
especially between an organisation and its publib® public relations communicator
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here is a middleman between the organisation asidoublics striving always at
achieving mutual understanding rather than an advet relationship. The model is the
most preferred by Hunt and Grunig who did the 18&&ly. They reported that it was
the most practiced model of public relations bunkesd second in order of preference
among practitioners. Edward Bernays and mesimmunication educators are
major supporters of this model. The model is depidielow:

Now which of these models would you adopt for ypuactice as a public relations
practitioner? Well it depends on a number of faxtsuch as the size of your
organisation, the distinctive personality of thegamrisation, its corporate goals and
objectives as well as its history and what it hessrit from it. For instance a university
of Kansas study showed that the more experienaergamisation has in dealing with
crisis, the greater the likelihood that the pubftations’ role is closely tied to the
organisation’s management. A tabular explanatiothef Grunig’s model is presented
below:

GRUNIG’S FOUR MODELS OF PUBLIC RELATIONS

MODELS PRESS PUBLIC TWO-WAY TWO-WAY
AGENTRY INFORMATION ASYMMETRIC SYMMETRIC
Purpose Propaganda Dissemination of Scientific persuasion Mutual
information understanding
Nature of | One-way, truth not One-way, truth Two-way imbalanced | Two-way balanced
communication essential important
Research Little, press Little — readability Fesdback Formative research

clippings only
usually

tests possibly,
readership surveys
sometimes

Formative research
Evaluation of
attitudes

Evaluation of
understanding

Historical figures

PT Barnum

Ivy Lee

Edward Bernays

Bernays, educators

‘Where practised

Sports, theatre,
product promotion

Government, non-
profit orgs,
structured
campanies

Competitive business

Regulated business
and modern flat
structure companics

% of market

15%

50%

20%

15%
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4.0

5.0

6.0

7.0

Adapted from Jim R. Macnamara’s ‘A review of the use of evaluative and
formative research’

CONCLUSION

Attempting to study public relations without modédslike building a house without a
plan. Models form the basis for a good understamndinthe practice of public relations.
They also pre-empt the problems inherent in somilipuelations programmes by
providing basis for resolving them. Again, modeis predictive signposts that could tell
the consequences and implications of certain publations decisions.

SUMMARY

In this unit, we saw that a model is a miniaturpresentation of something and it can
serve as a guide in making a bigger version of thatg. We also looked at the
usefulness of models in public relations. Two comimation models namely: the linear
model and the interactive model were discussegrasursors to the Hunt-Grunig
models of public relations.

TUTOR MARKED ASSIGNMENT
Explain the four components of the RACE model dfrdMarston.
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1.0 INTRODUCTION
In the preceding unit, we looked at some usefulipublation models. A close look at
these models would reveal their inherent weakne3desbehavioural theory model of
public relations which is the subject of this uhihges public relations on human
relations. Good public relations is an extensibgamd human relations.

2.0 OBJECTIVES

3.0

3.1

At the end of this unit, you should be able to:

Explain the peculiarities of the Melvin Sharpe babaral theory in comparison with the
Grunig’s model

Explain the behavioural principles that achieventarious public relations and what
they achieve.

MAIN CONTENT

Melvin Sharpe’s Behavioural Theory Model oPublic Relations

This model, created by old public relations worldgoMelvin L. Sharpe, attempts to
take care of the defects in the four models of Humd Grunig. According to Sharpe,
these models do not achieve all the elements ad\betr necessary for effective public

relations performance. In other words, they failmeet the behavioural criteria for
achieving good public relations. Sharpe’s modepiiemised on the assumption that
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certain behavioural actions are necessary for gunddic relations as those behaviours
lubricate relationships; and that communicatioa teol for creating awareness of those
actions.

The analysis of the personal or organisational Weba of what it is that lubricates
relationships for the achievement of long term iitglyesulted is what Sharpe calls the
‘five behavioural principles’ necessary for the fpenance of public relations. The
interesting side to these five principles is tHasyt are relevant not only for public
relations purposes in an organisation but thaye equally applicable in
harmonising personal relationships with friendspause, or an employer. They are all
about social ethics and by extension organisatiettats. In the same ways in which
the presence or absence of these behaviours hamsomi disharmonises interpersonal
relationships, so do they in organisational andipublations situations.

SELF ASSESSMENT EXERCISE

Based on the assumptions of the Melvin Sharpe madilsafe to say that anyone with
good human relations qualities would be a good iputglations practitioner? If not,
what other qualities do you think are useful taaapiring public relation person?

Sharpe thinks that adherence to these principladdiagerve the long range interest of
the organisation rather than the immediate sedfradts of its individual members. In
this way, long term stability is possible. Accomglito Sharpe, the behavioural principles
that achieve harmonious public relationships ahdtwhey achieve are:

Honestyfor credibility

Opennesdor consistency of actions for confidence

Fairnessfor reciprocity

Continuous communicationto prevent alienation and build relationships
Continuous image analysidor corrective adjustment in behaviour or commutidca

We won’t take much time on this topic, but the cafxthese five principles is that
when they are imbibed at the micro level ofeirftuman relationship, they engender
smooth relations; and when adopted at the mdaevel of an organisation with its
various publics, they achieve the same resultsrabably better ones. But we must
note that it is not as simplistic at the corpofates| as it sounds because here you are
dealing with wide ranges of interests in the forfrpablics with different values, so
what you regard as honesty may not be enough hoteesbme of your publics. Again
when you take the last behavioural principle oftoarous image analysis, you find out
that the way you analyse yourself will not be tame way your publics would analyse
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you. The result of this is that the correctiduatments you make in behaviour or
communication may not fit into their expectations.

These principles are depicted in a tabular forneddw. It provides a summary of the
public relations principles, the reasons for theerformance, the difficulty in
achievement, the cost to public relations perforreaifithe behavioural principle is not

achieved or maintained.

Behavior Reason Difficulty Means of | Cost to Public Cost to
Achievement| Relations Organization if
Performance Not Achieved
if Not
Achieved
Honesty Credibility New knowledge/| Environmental Message Loss of internal
Social value | research/ rejection/ &external support
change Continual self-Ineffective
analysis communicatio
n
O penn esConfidence Openness need is Public opinion Message High cost o]
s/ situational analysis/ rejection/Mistn ineffective
Consistency Management | ust communication/Los$
commitment & of internal &
control external support
Fairness Reciprocity Concepts Public opinion Damaged Loss of repeat
differ/Basis  mug analysis/ relationships/ | sales/Gowt.
be communicated | Continuous | Communicatio Regulation/Punitive
self- n rejection regulation/Loss of
evaluation of support/Increase d
basis/ taxation/Loss of
Willingness to employee loyalty
adjust
Continu¢Prevent Overcoming Continuous | CommunicatioIncreased cost of
us alienation/ communication | evaluation of | ns repairing
communicati Build roadblocks/ communicatiol rejection/ relationships/Time
on relationships | Maintenance of |n Misinformatio | required in
two-way effectiveness/| n Uneducated rebuilding
communication | Strategic audiences/lackrelationships/Loss
public of changi of support for
relations adjustments | management
planning goals/Target
audience
self-interpretation of
organizational
messages
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Accurate
image
analysis

Corrective
adjustment
s

Achievement of
accurate self-
analysis/Managen
nt reluctance {
change existin
behavior

Continuous
target public
epinion
analysis/
Corrective
communicatio
n

Ineffective
public
relations
programs/Dep
enden ceon
one- way
communicatio
n

strategies/
Misinformatio
n without
awareness/Im
ge damage
without
knowledge

Expense of using
ineffective
communication or
public relation
strategies/Inadequa
te

information upo
which to base soun
management
decisions/Lack of
full productivity
gotential/Unionizatia
n

Melvin Sharpe’s Behavioral Theory Model for PublicRelations

This model would be useful in helping managemerdeustand its role in achieving
effective public relations and why good perfance requires professional guidance.
It should also be useful in making managementgedhe cost to the organisation when

there is a lack of public relations performanceeaament.

4.0

As noted earlier, models provide a good basis f@alysing several variables and issues
in public relations as well as providing explanatidor the differences between theory
and reality. A proper grasp of the models discussetiis unit will equip you with the

ability to analyse and provide explanations foresaldecisions, failures and success you

CONCLUSION

may see in your public relations programmes.

5.0

This unit has seen us through a very importantaspiethe public relations: models of
public relations. A model is a small-scale or miinra representation of something that
serves as a guide in constructing the full scalsior of that thing. We took off from
basic communication models like the unidirectiomaldel and the interactional model.
We also looked at the very important Hunt-Grunigdels of public relations. Lastly we
attempted to plug whatever holes there are in theni@ model with the behavioural

SUMMARY

theory model for public relations.

6.0

Discuss the relevance of the Melvin Behaviourabtiiemodel of public relations in

TUTOR MARKED ASSESSMENT

contemporary public relations practice.
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7.0
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UNIT 5 PUBLIC RELATIONS RESEARCH
CONTENTS
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2.0 Objectives

3.0 Main Content
3.1 Public Relations Research
3.2 Of what Use is Research?
3.3 Data Collection Methods
3.4 Developing a Research Strategy
3.5 What do | Want to Know?
3.6 How do | Gather Information?
3.7 Informal Research
3.8 Formal Research

4.0 Conclusion

5.0 Summary

6.0 Tutor Marked Assignment

7.0 References/Further Readings

1.0 INTRODUCTION

“Research can cover a multitude of sins.” Thisedgsn by David Wragg, head of
corporate communications, for the Royal Bank oftlaoal aptly captures the vital place
of research in public relations. Refusal to do aede on vital public relations matters is
like attempting to solve a new problem with old I®0o0And what do you get? More
problems than solutions.

2.0 OBJECTIVES

At the end of this unit, you should be able to:
Explain the procedure for doing public relationser@ch Do a public relations research
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3.0

3.1

3.2

MAIN CONTENT

Public Relations Research

We have earlier on established the fact that abualpublic relations is about human

relations and that humans are dynamic beings atekththe society in which they live is

ever changing. Thus, it is one of the major taskthe public relations man to evolve

ways the update of man and the update of his sodiéis can only be achieved through

a well-articulated research process. Indeed tsedtep in the public relations process is
research, why do people, public relations peoplnday research? Can you guess
some reasons? Well, let's see the following commaisons:

Most times they think they already know what theaglat to know about the issue or
problem on hand and as such they will know by agdvhether or not they will be
successful.

Lack of time. This is a most unimaginable alibi for not doingearch, after all we
often say what is worth doing at all is worth dowsgll and no man can be too busy for
his priority. We can conclude that it is not likeéty be a problem of time but a lack of
appreciation of the place of research in publiatrehs.

Lack of personnel: This is one of the many reasons organisations fgivaot doing
research in public relations. But you and | knowattjood management can ensure
availability of relevant hands to do research ia ompany or contract the research to
outside agencies.

Lack of money: Well it all depends on the size of money we atkirtg about here.
Usually, this is a function of the overall budget the plan or campaign. But the truth is
that not all researches are expensive. You cHrdstresearch on salient parts of your
campaign even if you have to work with a shoesthndget.

Lack of how-to knowledge: This is a simple problem to solve. Get a constiltan
research firm. As long as it's a good one, expepeddable results.

SELF ASSESSMENT EXERCISE

Give three other reasons why you think public refet practitioners skip research in
their practice.

Of What Use Is Research Anyway?
Maybe one very good reason you gave as an ansvilee t8AE above why practitioners

avoid research is because they do not know whatasearch could be. If this is the case,
then you are absolutely right. This is why we axameining the issue here. The May
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1994 edition of the Public relations Journal owtinsix ways in which public relations
practitioners can use research at virtually eveages of the public relations process:

To formulate strategy: Attempting to formulate any policy without adequag¢search
means using an old approach to solve a new probYem. could also be aping your
competition.

To gauge successAll your policies, programmes and campaign canrehbndred per
cent successful at all times (the truth is except re a super brat, you can hardly attain
hundred per cent success in public relations). Wiltherefore require good research to
ascertain your degree of success per time.

To test messagesvery often you'll need to test the appropriatenesgour messages
vis-a-vis the campaign goals and objectives as agellour target audience. This can only
be done through research.

To get publicity: You cannot underestimate how much people are cdetpleblivious

of your organisation or its programmes and adwiuntil you do some research. Often,
you can use such research as opinion polls o warngourself to new audiences and
target publics.

To sway opinion:Sometimes you would be amazed at what some ofyahlics know
about you as against what you think they know algout You can only find out through
good research and in the process adjust their sames about you.

You can also use research to preempt a problemcasia. As we learnt in a previous
unit, crisis do not just happen, they often givel yearning signals. But there are times
when the signals may not give you enough infornmatm help you track or burst the
crisis. This is where research comes in.

Research also helps you to reduce cost by giving alear direction to focus your
energy on. Without research, we dissipate energypuint the water nozzle the wrong
direction, prepare the wrong messages and spetiletavrong persons. With research
however, we know where we are going from the skAdreover we won’t go about our
duties based on hunches, guesses or surmises batidnempirical facts.
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3.3 Data Collection Methods in Public Relations Reearch

In doing research for public relations, varioushtéques are open to you. You will
however choose the method that would give you #s¢ kesults to help you take the most
appropriate decisions. The technique you chooseldvdepend on the nature of the
problem you are researching into, the availableue®s and the constraints imposed by
your social, political and cultural environmentsouwrwould also have to think of your
budget, the skill and capabilities of yowgsearch personnel as well how much time
you have on your hands.

3.4 Developing a Research Strategy
The success of any endeavour depends on knowingtth@ucceed at it. Knowing
how to succeed depends on developing aproppate strategy. Same goes for
research. In research, you are faced with two itapbiguestions namely; what do |
want to know and how will | gather that informatioa. how will | know what | want
to know.

35 What Do | Want To Know?

When doing public relations research, the naturewbft you want to know is
determined by the problem you are attempting teestly the research. What you
need to know falls into any of the following: clteresearch, stakeholder’s research,
problem-opportunity research and evaluation re$earou could have situations in
which you have more than one problem to solvetioee, you would need to look at
more areas than one.

Client Research

When you do client focused research, you wouldhkerested in the individual client,
or company. You would want to know the size of drganisation, the nature of its
products or services, its history, staffing reqoiemts, markets& customs,
competition budget, legal environment, reputatiod beliefs about the issue at stake.
Indeed it is the issue at stake that decides winatttbns to point your searchlight
when you do client research. You may want to alee she organisations
competitions, what advantages do they have ovehiat threats do they pose, et c.
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3.6

Stakeholder Research

Any organisation usually has a wide range of psbéod constituencies. Stakeholder
research helps you identify those publics that watal to the success of your
organisation or client.

Each of your constituency has one form of stakei(@st) or the other in your organisation.

You must equally realize that each of these pulblasits own values, altitudes, concerns,
needs and predispositions which affect their astionrelations on issues related to your
organisation per time. Again, this also dependtherissues at stake as most publics would
take a position today and another tomorrow depenoimhow the issue affects them.

Problem—Opportunity Research

This kind of research attempts to answer two \gta¢stions: what is the issue, and what
stake (if any) does your organisation have in #seie. A problem — opportunity research
delves into a problem vis-a-vis its relationshiphwar effect on your organisation or client.

It attempts to ask why is it necessary or unnecgdsayou to act. Now there are ways to

handle a problem or an opportunity, you can betiesgoroactive or do nothing. Indeed,

doing nothing would be a good option in some siwast In essence, problem —

opportunity research is useful in helping your oigation or client to decide whether to

react as well as how to react.

Evaluation research

An evaluation research sets out procedures formetang the success of a P. R plan from
the beginning. When you mount any kind of campaigm) must equally put proper

mechanisms in place for assessing how well you laateved your set campaign goals
and objectives. To do a good job of evaluation aed® you must know where you are
before the campaign and be able to assess yourabgmpy comparing the present with
the past.

How Will | Gather Information?

By asking the question ‘How do | gather informafftgnwe refer to the methods to

employ in gathering required information. As notedrlier, how we would gather

information depends largely on the time and resssiat our disposal. Where we have
enough of these, we can afford to do detailed rekaasing scientific research methods
designed to create a representative picture oityedlhis kind of research is known as
formal research or scientific research. In pub&tation, formal research is used to
create an accurate portrayal of a stakeholder grémpther kind of research is the
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3.7

informal researchor non-scientific research. Infakmesearch describes some aspects of
reality but does not necessarily develop an aceupatture of the lager reality as a
whole. Informal research can be quite useful inliputelations, but it shouldn’t lead us
to conclusions about an entire stakeholder group.shall now examine both kinds of
research beginning with the informal research.

Informal Research

Ajala, (2001), identified nine informal researchthwels. According to her, these methods
usually are such that can be adopted with minimrahél settings. They are however very
dependable in their results as they involve pelsoortacts with the research subjects or
respondents. These informal methods include:

1.

Personal contacts This method involves a one-to-one informationrsolg from
reliable sources. It's a very reliable method asréspondent is more likely to give
you a candid opinion of a situation. You could eaypthis method in discovering
people’s disposition towards some policies wbur organisation. Some of
your respondents here could be company staff, Bbllers or members of your host
community.

Key informants: There are some vital information that you may het able to
source from just ‘personal’ contacts as discusdmale This is another way of
saying that all personal contacts are useful inipubelations research but some
are more useful than others. Among your kegrmants would be opinion leaders
and experts whom you can consult regularly in desituations. These include
editors, reporters, labour leaders, civic leadets, Each of these persons would be
handy in supplying worthwhile information in certaareas that are special to them.
The nature of information that you would get frdmstgroup is not the same as those
you will get from personal contacts.

Community forums: These forums are similar to town meetings thatgoeiders
and opinion leaders together to solve specific j@mb or deliberate on specific
matters of common interest. Community forums ardtatlde avenues for public
relations practitioners to gather information nektteresearch purposes.

Focus Groups:When you wish to ascertain public knowledge, opisiaisposition
or behaviour on specific issues, focus groups atelly useful. Although results
obtained from focus groups may not be as repretemtaf any particular public
(depending on its composition) yet issues raiseduich groups serve as basis for
further research. Focus groups also have the aalyandf providing immediate
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feedback to the researcher. You could also usesfgeoups to test the clarity and
fairness of survey questions. They are also rabtiless expensive than most other
research methods.

Focus Groups

Focus groups are an informal research method ishwihierviewees or moderators meet
with groups of selected individuals to determineithopinion on specific issues.

Although focus groups are not very representativa particular public, they are useful

at indicating a public’s knowledge, opinion, preguisition, and behaviour.

Focus groups are useful for generating qualitatadaer than quantitative data. The
proponents of focus groups believe it is an exoeligay to discover the attitudes of
customers, prospects and other target groups driccgu One benefit of the focus group
is that it can directly involve your publics or aewces. They can even watch the
proceedings behind a one-way mirror. As a resuturyfindings will have more
credibility.

Although there are no agreed ideal numbers on hawynpeople should form a focus
group, many moderators hold the view that 8 to &&s@ns are just appropriate. It is
believed that is a group is larger than 12, thevalev be problem with control and it
could be difficult to get meaningful interactiamong the participants. If the group is
smaller than 8 it could reduce the opportunityariety of inputs.

Guth and Marsh give the following ten-point advwizehow to conduct a focus group.

1) Develop a list of general questions based uponmmdtion needs
2) Select as a moderator someone skilled in interviguechniques
3) Recruit eight to twelve participants

4) Record the session on audiotape or videotape ¢bj bo

5) Observe the session

6) Limit the discussion to 60- 90 minutes

7) Discuss opinions, problems, and needs -not sokition

8) Transcribe the tape prepare a written report orsdission

9) Prepare a written report on the session

10)Remember that focus groups are informal research

5. Advisory Committee/Boards: You could also have standing committees or boarmls o

which are some influential persons that the is§uguor research or investigation concerns.
Such persons could give very worthwhile informatisithout feeling that they are being
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used to achieve some ends. They could even seaipavilege to be on such committees
or panels and would be willing to give it their bekot.
Ombudsman: The ombudsman is a complaints collection commitieeagency. The
existence of an ombudsman often reduces the terBaincould lead to crisis as the
complaints brought before it often serve as feeklltaat could give management an idea
of the feelings of some of its publics. Informatiobtained through this technique could
be used as basis for further research.

7. Call-in Telephone lines:If you work for any of the oil companies in the piloducing

3.8

areas in Nigeria, or you are a consultant to anytheim, you could garner lots of
information from radio and television current affaprogrammes when such programmes
focus on matters that relate to oil producing coms and the host communities or other
relevant issues.

Mail Analysis: You cannot underestimate the usefulness of mailsisa Several of the
letters that you receive from your publics couldinpoto a clear direction in their
disposition towards your organisation or clienthisTunderscores the importance of good
record keeping and topical indexing of every malyeceive. From all we have seen
about public relations publics, no well-meaningammgation would disregard mails from
its publics.

Media Content Analysis: Some media report about your organisation or clentld
serve as springboards for research. Thereforepysi keep abreast of the media and their
reports about your organisation or client. You danthis by targeting radio or television
programmes that may likely report you orotigh which some of your publics may air
their views about you. You must also listen to negmorts and commentaries. Again it's
worth the time to go through the papers and filppihgs of reports that relate to your
organisation or client. These clippings would befuswhen you have to do some formal
research.

Formal Research

Public relations practitioners commonly use fivee@ch methods which we shall discuss
in a moment. These methods are: secondary (libreggearch, feedback research,
communication audits, focus groups and survey rekea

Secondary (Library) Research

Secondary research as different from primary rebeases materials generated by others

(often in primary research). In primary researab go to the source of the finding and

obtain information form the scratch, whereas inosdary research, you make use of

existing materials. Secondary research sourcesdacl

1. Published materials like newspaper and magazinelesit library references, press
clippings, directories and trade association detayell as the Internet.
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2.

3.

Organisational records like annual reports,faia reports and other information that
public companies are required by law to give toghblic.

Public records generated by governments. Excephformation that border on national
security, most government ministries and departmem¢ required to freely give out
information to members of the public. Some of thie$ermation could be sourced on the
web sites of these government departments.

Feedback Research

Feedback research often helps an organisatiorcéveeunsolicited but useful information
from stakeholders group’s responses to its actmaspolicies. These responses can be in
the form of letters, telephone calls and presguiigs. Emails at your company’s web site
could be a good source of feedback research.

Communication Audits

When you conduct a communication audit researcly, e attempting to determine
whether your organisation communication is consisteith its missions and goals. In
completing a communication audit, you review yougamisation’s communication and
records and conduct interviews with key officiddgcording to Guth and Marsh (2003), a
communication audit would usually answer five qioes:

a) What are the organisation’s stated goals in relabats stakeholder groups?

b) What communication activities has the organisatieed to fulfill those goals

c) What communication activities are working well aaré consistent with those goals?

d) Which communication activities are not working wédwards the achievement of
those goals?

e) Given the findings of this audit, what reeiss in goals of communication
activities are recommended?

Survey Research
Surveys are one of the commonly used research ofetinopublic relations today. Two
reasons that may be adduced for this are theggwives you first-hand information and
it is relatively inexpensive. Surveys are venseful tools intargeting communications
and measuring results. Through computer analysisieg research makes it easier to
select the right target, use the appropriate messagd communicate through the most
effective channels and measure results.
The basic idea behind survey methodology is to oreasariables by asking people
guestions and then to examine relationships ambagrvariables. In most instances,
surveys attempt to capture attitude or pastefrpast behaviour
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4.0

5.0

6.0

7.0

Surveys often use one, or some combination of wocedure(s): questionnaires; and
interviews. A questionnaire almost always is satfministered, allowing respondents to
fill them out themselves. All the researcher haddads arrange delivery and collection.
You can hardly be guaranteed of a hundred percsmntrr rate on your distributed

guestionnaires though. An interview typically occuwhenever a researcher and
respondent are face-to-face or communicating viaestechnology like telephone or

computer

CONCLUSION

Researching for public relations makes the diffeeehetween a good job and a bad
one. Once in a while you may be able to take soawswn based on hunches and
assumptions, but in order to be largely sure obidwgs for your decisions it is worth the
effort to expend a little amount of money on reskar

SUMMARY
In this unit we have seen the need for researgtublic relations. We saw the various
uses of research as well as the types that aretopenin specific given situations.

TUTOR MARKED ASSIGNMENT

Explain Guth and Marsh'’s ten steps for the condfifbcus group research.
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MODULE 3 WRITING AND SPEAKING IN PUBLIC RELATIONS

Unit1 The Challenge of Writing and Speaking in RuRelations
Unit2 Editing and Proofreading

Unit3 The Press Release

Unit4 Speaking in Public Relations

Unit5 The Process of Successful Public Relatigpseches

UNIT 1 THE CHALLENGES OF WRITING AND SPEAKING IN PU BLIC
RELATIONS

CONTENTS

1.0 Introduction
2.0 Objectives
3.0 Main Content
3.1  Writing
3.2 Speaking
3.3 The Phases of Writing
3.4  The Writing Process
3.5 Selecting the Subject
3.6 The Writer's Compass
3.7 Basic Rules of Writing
40 Conclusion
50 Summary
6.0  Tutor Marked Assignment
7.0 References/Further Readings

1.0 INTRODUCTION

Writing is one of the major survival skills in piblrelations and indeed in the mass
communication career. In 1998, a survey of employme public relations revealed that 89

percent of all employers in the U S list writinglings one of their “top three sought-after skills.

This tells you that if you are a good writer, theyur prospects are high in public relations and
indeed the mass media. You would be doing a Igire$s release writing as well as features,
speeches, brochures, and other messages thattoeyater various audiences.
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2.0 OBJECTIVES

3.0

3.1

3.2

At the end of this lesson, you should be able to:

Describe the challenges of writing and speakinguinlic relations
Describe the process of writing and composition

Explain the phases and subcomponents of writing

Write a composition by putting into practice themad and third objectives

MAIN CONTENT
Writing

But what does writing involve? Let me say from timset that good writing is hard work.
This is a fact that has been acknowledged by awarding writers of past and
contemporary times. American journalist and plaghtiGene Fowler said “writing is
easy, all you do is stare at a blank sheet of papirdrops of blood form on your head.”
Ernest Hemmingway added “writing is easy, just opevein and bleed on paper.” All
these suggest that writing can be a challengingljatust tell you however that writing
is easy if you learn it. Writing is like fixing agsaw. This seems to support Mortiner
Adler’s view that ‘good writing like a good house an orderly arrangement of parts.’
The days are gone when writers were born. Now #reymade. No doubt there are
persons with some native writing ability, but withieeffort at learning to use the ability,

such persons won’'t become good writers.

Speaking

Speaking is equally a useful skill for public r&dat. You would find yourself speaking
at different times with one or more of your variopablics like the media, your
immediate community, your employees, etc. Althoyglu need different approaches
when dealing with each of these publics, but tlee=general speaking skills that apply

to all and that is what we shall look at in thistgm.

We shall not be doing an intensive lesson on wgitind speaking in this course. | shall
simply look at the basics of these very importdiltssand expect you to pick up specific
books on them from your bookstore. You could aletthe NOUN course on public

speaking.
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SELF ASSESSMENT EXERCISE

3.3

Outline and discuss some challenges you envisaga psblic relations writer and
speaker.

NOTE:

| would like to acknowledge that the ideas in tegtrfour subunits i.e. the Phases of
Writing, the Writing Process, Selecting the Subjaot the Writer's Compass, belong to
Professor Adidi Uyo of the Department of Mass Comnioadion, University of Lagos. |
gleaned them from my course note on ‘Writing fer Mass Media’ which he taught me.

The Phases of Writing

Good writing is a function of good organisation thbught, and good organisation
follows a defined process. We can look at the mead writing in terms of the main
phases namely: prewriting, writing and rewriting.

Prewriting involves generating ideas, planning, purposing.atilg and searching,
setting goals and objectives of writing.

Writing has to do with putting together words that convey meanings you wish to
make. It is a stage where you compose, absorb sarus and reject others.

Rewriting involves putting finishing touches to your workefitails rechecking, editing,

fine-tuning, smoothening and polishing. To a lotwofters, this stage may be a crucial
one and the ability to handle it well could revdahk difference between a fledgling
of a writer and a groomed one. Vladimir Nabokoee said

‘I have rewritten — often several times — every avbhave ever published. My pencils
outlast their erasers.’

Suzan Sontag also asserted

‘My first drafts

Have only a few elements worth keeping
I have to find what they are

And build from them

And throw out what doesn’t work

And what simply is not alive.’
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3.4 The Writing Process

A process is a continuous thing. The question gewshould ask himself before writing
is: who are my audience?

Age

Economic status

Social status

Race and culture

Belief system

Religion

Areas of special interest.

@~ 0ooo0oy

3.5 Selecting the Subject

The beginning of any good writing is your capabitid select a good subject. Selecting a
good subject entails one’s ability to think up gaddas properly. There are 3 basic
requirements in selecting a good subject name:

Ability
Interest
Resources

Ability : In whatever subject you are writing about, it inoss a subject in which you have
ability to write and this has to do with exposueethe topic, which gives you some
knowledge about it.

Interest: You might have interest in a subject but not habdity. However, having
interest in a subject backed up with ability malpgpart of good writing.

Resources Good writing cannot be based on the ideas in®head alone. One needs
one’s interest and ability to be backed uwgth resources e.g. thesaurus, an

encyclopaedia, etc.

3.6 The Writer's Compass.
According to the Oxford Advanced Learners Dictignaa compass is an instrument for
finding direction.” You need to find your directias you write any piece in your public
relations practice. Below are useful directiongaod writing.

Capability
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Organization

Medium

Product

Audience

Society

Style
Capability
A writer should always ask him/herself if he/shecapable of writing on the topic on
ground. A writer usually excels in his/ her areamterest and capability.

Product

Every writer has a product. The product can be dwverisement, novel, script, etc.
however, except your product is of high qualitypyymannot sell. A writer must note that
his product represents him/her.

Medium

A writer has a medium through which he/she dissates his/her writing e.g. Radio,
television, newspaper etc.

Organization

A writer must write to fit his/her organisation’syle. As much as you are writing for a
particular medium, put into consideration your angation. This is because each
organisation has its own style of writing.

Audience

A writer must identify his/her audience and knovKihowledge about your audience will
help you tailor the writing to meet their needs.

Society
A writer must put into consideration the societg fherson is writing for. This is because
the members of the society have their own ideagrifer must know most things about

the society, e.g. what it wants, beliefs, cultete,

Style
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3.7

4.0

Your style is what singles you out from the crowds your peculiar way of writing that
distinguishes you when you work among other writ&gery writer must have a style.
You can develop your style by yourself.

Basic Rules of Writing

Geoffrey Ashe suggested what he called ‘six badesrof writing.

There are no basic rules of writing, but for thedsint of writing, adherence to some
basic principles helps. Matured writers have egquddlund these rules as faithful
signposts in the process of writing.

. Write about what you know and care for: Writing entails an appreciation of the

known. It involves getting across with an idea dbavhich you are fairly
knowledgeable. Attempting to write on a topic thaiu are not familiar with is
not only pretentious but suicidal.

. Approach people through their interest rather than yours: This implies that a

writer should relate his message to the interestiwiis audience already has.

Don't let the reader hover uncertainly: Make your point plain early enough and
leave with an ending as strong and expressiveeasdginning.

. Start from what is familiar and easily grasped, the proceed from that to the

uncertain and difficult: This rule is similar to the elementary mathematids of
moving from the unknown to the known.

. Tell things through concrete examples and anecdotesnd through people

rather than abstractions: A good example of a master of this art of usingcrete
examples that people can relate to is Jesus Ghhisthas been described as the
greatest teacher the world has ever known. He agathple of things his hearers
saw and lived with everyday.

. Treat your readers with respect:If you find some expressions rather too abrasive,

it is just rational to recast them.

CONCLUSION

Good writing is at the heart of effective corporatmmunication. One well written
feature or press release enhances the image ofoyganisation more than a thousand
badly written ones. For this reason, writing is thomvesting time and money in.
Irrespective of your special area in public relasipability to write well recommends you
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for faster progress in your career and the bealityadl is that writing is a skill you can
acquire.

SUMMARY
This unit has focused on the challenges of writangl speaking. We saw the phases of
writing: prewriting, writing and rewriting. We aldooked at the writing process as well
as the method of selecting your subject. Lastlysaw the writer's compass and the basic
rules of writing.

TUTOR MARKED ASSIGNMENT

One of the fundamental lessons of this unit is thawrite well, it is important that you
have a good knowledge of your audience. Do a tvagepiece on a selected audience or
public of your organisation from the standpointagfe, economic status, social status,
race and culture, belief system, and areas of apaterest.
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INTRODUCTION

In the last unit, we looked at writing errors frdhe standpoint of a writer. Here, we shall
look more at writing errors from the standpointafeditor or a proof-reader. Editing and
proofreading are among the most important aspdcsy form of publication. A well
written piece can end up badly if you do not take éxtra effort required to edit and
proofread. A badly constructed sentence, a wrongaced word or vocabulary, a
wrongly placed punctuation can spell doom for a sletter, a press release or indeed a
whole campaign. As a manager of reputation, youtrkasw that any communication
that you send to any of your publics is directhiratirectly a public relations stuff. You
must therefore ensure that all written documents thoroughly edited and proofed
before dispatching them. Editing and proofreadirg rso mean jobs. They are usually
done by persons who know their onion and are gkilfthe use of the language. It is not
out of place to state here that if you are not sdingour proofing skills, you can contract
it out to experts. As you go through this unit, ywil find us repeating some of the
things we have learnt earlier. This is very debibey and the goal is to get you grounded
in reading your and those of others.

OBJECTIVES

At the end of this unit, you should be able to:
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3.0
3.1

3.2

Identify a passage for editing and proofreadingli@eitsteps for editing and proofreading
Edit and proofread required passages.

MAIN CONTNET
Difference between Editing and Proofreading

Editing and proofreading are two terms often coedudy most people. Indeed, a
number of people use the terms interchangeablys iBhdue to the subtle difference
between them as well as the fact that they candme dy one person who has the
ability for them. Editing involves reading for cent and information. It is usually done
by a person who has knowledge of the subject arsfad the matter to be edited. When
you edit a written work, you are checking for atityaf content and information. You
are attempting to ascertain if the author is attysssing the appropriate information
to his of her intended readers or audience. Yowks®@ checking whether he is passing
the information as he should. For instance, hgsutdiis information to fit the level of
understanding of his readers’ age group, educdtiemal and reasoning? You are also
checking to ensure he has not infringed dgpydaws or any other legal issues,
sexist or offensive language. Proofreading is thalfstage of the editing process,
focusing on surface errors such as misspellings amstakes in grammar and
punctuation. You should proofread only after youehinished all of your other editing
revisions.

No doubt a writer can edit his work but very often,s better and helpful to get
assistance from a colleague or consultant in ymld if the work is fairly large e.g. a
book ort a brochure.

Try to keep the editing and proofreading processgmrate. When you are editing an
early draft, you don't want to be bothered witmkmg about punctuation, grammar, and
spelling. If you’re worrying about the spelling afword or the placement of a comma,
you're not focusing on the more important develapimend connection of ideas that
make a paper clear and convincing.

Editing Strategies
Once a rough dratft is finished, you should try ¢ i aside for at least a day and come
back to the paper with a fresh mind and thus masglyecatch the errors in it. You'll

bring a fresh mind to the process of pofigha paper and be ready to try some of the
following strategies.
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Read the Paper Aloud

If we read the paper aloud slowly, we have two esnseeing AND hearing--working
for us. Thus, what one sense misses, the othepikwp.

Check the Thesis Statement and Organization

Write down your thesis on a piece of paper if ih@d directly stated in your essay. Does
it accurately state your main idea? Is it in fgpported by the paper? Does it need to be
changed in any way? On that piece of paper, lstntfain idea of each paragraph under
the thesis statement. Is each paragraph relevathtetdhesis? Are the paragraphs in a
logical sequence or order?

Remember That You Are Writing For Others

No matter how familiar others may be with the matethey cannot "get inside" your
head and understand your approach to it unleseypress yourself clearly. Therefore, it
is useful to read the paper through once as yop kemind whether or not the student or
teacher or friend who will be reading it will und&and what you are saying. That is,
have you said exactly what you wanted to say?

Check the Paper's Development

Are there sufficient details? Is the logic valid?

Check the Paper's Coherence and Unity

Are the major points connected? Are the relatigrsietween them expressed clearly?
Do they all relate to the thesis?

Review your Diction
Remember that others are reading your paper ancedea the choice of one word can
affect their response to it. Try to anticipate theisponse, and choose your words

accordingly.

Original: The media’s exploitation of the Watergate scantalx&d how biased it was
already.
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Revision: The media's coverage of the Watergatedadasuggests that perhaps
those in the media had already determined Nixouil.g

In addition to being more specific, the revisioredmot force the reader to defend the
media. In the first example, though, the statenmesb exaggerated that even the reader
who is neutral on the issue may feel it necessadetend the media. Thus, the writer of

the original has made his job of persuading thdeethat much harder.

3.3  Why Proofread?

Content is important. But like it or not, the waypaper looks affects the way others
judge it. When you've worked hard to develop yaolgais and present them for others on
paper, you don't want careless errors distractowg yeader from what you have to say.
It's worth paying attention to the details thatphgbu to make a good impression. Most
people devote only a few minutes to proofreadirapifg to catch any glaring errors
that jump out from the page. But a quick and cwyrgeread, especially after you've
been working long and hard on a paper, usuallyesisslot. It's better to work with a
definite plan that helps you to search systemafiéat specific kinds of errors.

Sure, this takes a little extra time, but it paffsmthe end. If you know that you have
an effective way to catch errors when the papeainsost finished, you can worry less
about editing while you are writing your first disaf This makes the entire writing
process more efficient.

3.4 The Proofreading Process

You probably already used some of the strategissudsed below. Experiment with
different tactics until you find a system that wenkell for you. The important thing is
to make the process systematic and focused sgdhatatch as many errors as possible
in the least amount of time.

Don't rely entirely on spelling checkers.These can be useful tools but they are far
from foolproof. Spell checkers have a limited diaiary, so some words that show
up as misspelled may just not be in their memanaddition, spell checkers will not
catch misspellings that form another valid wordr Egample, if you type "your"
instead of "you're,” "to" instead of "too,” or "tleé instead of “their," the spell
checker won't catch the error.

Grammar checkers can be even more problematidhese programs work with a
limited number of rules, so they can't identify sverror and often make mistakes.
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They also fail to give thorough explanations tgohgdu understand why a sentence
should be revised. You may want to use amgmar checker to help you

identify potential run-on sentences or too freques# of the passive voice, but you
need to be able to evaluate the feedback it previde

Proofread for only one kind of error at a time.If you try to identify and revise too
many things at once, you risk losing focus, andryproofreading will be less
effective. It's easier to catch grammar errorsoffi ren't checking punctuation and
spelling at the same time. In addition, some of tdehniques that work well for
spotting one kind of mistake won't catch others.

Read slowly, and read every wordTry reading out loud, which forces you to say
each word and also lets you hear how the wordsdstagether. When you read silently
or too quickly you may skip over errors or makearsrious corrections.

Separate the text into individual sentencesrhis is another technique to help you to
read every sentence carefully. Simply press thernekey after every period so that
every line begins a new sentence. Then read eadense separately, looking for
grammar, punctuation, or spelling errors. If youwverking with a printed copy, try
using an opaque object like a ruler or a pieceapiep to isolate the line you're working
on.

Circle every punctuation mark. This forces you to look at each one. As you circle,
ask yourself if the punctuation is correct.

Read the paper backwardsThis technique is helpful for checking spellinga®$with
the last word on the last page and work your wagklia the beginning, reading each
word separately. Because content, punctuatioth,ggammar won't make any sense,
your focus will be entirely on the spelling of eagbrd. You can also read backwards
sentence by sentence to check grammar; this wpl yy®u avoid becoming distracted
by content issues.

Proofreading is a learning process.You're not just looking for errors that you
recognize; you're also learning to recognaed correct new errors. This is where
handbooks and dictionaries come in. Keep the owesfind helpful close at hand as
you proofread.

Ignorance may be bliss, but it won't make you a bétr proof- reader. You'll often

find things that don't seem quite right to you, gat're not quite sure what's wrong
either. A word looks like it might be misspelledytlihe spell checker didn't catch it.

72



JLS 732 PRINCIPLES AND PRACTICE OF PUBLIC RELATIGN

3.5

You think you need a comma between two words, butrg not sure why. Should you
use "that" instead of "which"? If you're not submat something, look it up.

The proofreading process becomes more ef@at as you develop and
practice a systematic strategyYou'll learn to identify the specific areas of yaawn
writing that need careful attention, and knowingttlyou have a sound method for
finding errors will help you to focus more on dey@hg your ideas while drafting the

paper.
Editing and Proofreading Symbols

Proofreading and editing require certain univesyahbols often used to determine where
corrections are required to be made. Working oimgple publication or a piece of your
own may not require your use of these symbolswign you handle bulky jobs in a set
up with clear lines of authority, you may need $e uhese symbols. It is useful to state
however that the person who would need to seedbhen which you have used the

symbols must understand the symbols and there ppat® uses.
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Instruction Editing Marks
(in the line only)
delete Bouldcr;::ampus events
i
delete and close up  Bouljder campus events
Deaver
replace Beulder campus events
Lampus
insert Boulder&venw
. [
insert and close up  Boulde campus evenis
k - —
transpose Bculdcr{gentsﬁampua
=
insert space Boulder campu*vents
(

!
insert hair space “Boulder campus ‘evcnl}s\}‘
close up extra space  Boulder ~campus events

or g2
Boulder /campus events

insert line space ;:)_Bouldsr campus events
Denver campus events
delete line space Boulder campus events
0 —
Denver campus events

Proofreading Marks
(in the line and in the margin)
Buu]der}‘. campus events }'
P
Bou]idcr campus events fa
Boulder campus events Denvesr
B:)u]dm:,\evenm campus
Bou]d(}:\ campus events r
Bouldcr{g_ﬂ@iﬂﬂ:ﬁé} Q/‘j

Boulder cam pu+:vcms #

.
“Boulder campus 'cvcm.s‘{” Q’ﬁ

= A et
Boulder”campus events 7 Ceteatt
or

Boulder ,%am pus events 5 @
\/g:ulder campus events @
nver campus events
Boulder campus events

> )

Denver campus events

Bou]deﬁr[.(.[today @;D

equalize spacing Buulde#itoday

run on/no new She runs, = She runs.
paragraph He jogs. Hejogs. G@
new paragraph She mns.Achogs. She runs.AHe jogs. =

- D)
line break She run&ﬁzl_e,jogs. She mns‘j-l-_l-c: jogs. Gaeal)
. s + L\i}-I'bL-\.’?J’ g . 70
instructions (don’t  Boulder campus events™~—— Boulder campus events L‘E,I“CL‘ 5D,

set what’s circled) -

CONCLUSION

Editing and proofreading can be highly demandindneyl require the use and

concentration of all your faculties. You may notddrst rate editor of proof-reader by

sudden flight but with much practice and effortuyoould become very good at them.
My counsel is that you take interest in findingoesrin whatever you read and in a short
while you would develop one of the most valuabld aaught-after skills in the media

world and | dare say that it could make for youoadjsource of extra income. Beyond
what we have learnt in this unit, you must make éffert to contact other extraneous
sources on the subject of editing and proofreadifigen you colleagues know that you

have the eagle eye to see unwanted particles imgsi they would respect you more

and this can ultimately recommend you for greatsponsibilities.
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SUMMARY

In this unit, we have seen useful hteques for editing and proofreading. We
began by examining the difference between editind proofreading. We saw that to
edit, you need to read your paper aloud, checkhtesis statement and organisation, be
conscious that you ar4e writing for others, chdek paper’s development, etc. We also
saw why we should proofread. We looked at the peaafing process as well as the
editing and proofreading symboils.

TUTOR-MARKED ASSIGNMENT
What challenges would you normally expect in thetiregl and proofreading process?
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INTRODUCTION

This unit brings us to the heart of public relagonriting. One of the most frequent
things you would do as a practitioner is pressasdewriting. The essence of the press
release is to get information about your orgarasatr client across to your publics
through the media. Let's make it clear that notpaéss releases get published by the
media to which they are sent. One obvious reasspase, but beyond space, a medium
may not carry an unprofessionally written preseasé. In this unit, we shall attempt to
see the press release and how to write it.

OBJECTIVES

At the end of this unit, you should be able to:
Give a brief history of the press release
Explain the basic parts of a press release.

MAIN CONTENT

A Brief History of the Press Release

The press release is the most common public reRttommunication tool today and it
has grown in use and relevance of time. The pedsase was invented in the late 1800s.
Usually written in the form of a conventional negtery, a release, as it is sometimes
called presents the point of view of the organgsatihat disseminates it. Newspaper
editors and reporters often use facts, quotes dhdr onformation from releases to
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3.2

amplify their stories or support their accuracy aretlibility. In some situations, they use
the release exactly as it is, which is why theyarigen in the usual news format.

Press releases were first used by the Americanrdiigpads, although they rapidly
became the norm in all corporations and largewiggtions, both for-profit and non-
profit. Early in the 28 century, Ohio Bell Telephone discovered that ihénded out
“canned” news in this form, newspaper reporters ld@®iop going to telephone rate
hearings to get the information in person, therebgimising uncomfortable inquiries
about the rates and related matters. More oftdeases were used, and continue to be
used, to attract the media to attend press brigfimgequest follow-up interviews.

Initially considered a form of advertising becausfetheir self-serving content — and
charged for accordingly by some media during thdyegears of their use -- releases
quickly became accepted for what they remain todas free source of news and
information that can be used by newspapers and otkdia in their coverage as they see
fit. The traditional format (one or two pages ofubte-spaced text with standardized
spelling and punctuation) was developed to satisfyneeds of editors for space in which
to edit the text, and typesetters who requiredageitinds of editorial markings in order
to follow the flow of individual pages while typdateg the text. With more and more
releases distributed via e-mail and more and mon¢ media moving to digital printing,
the format of press releases has becomées important for recipients.

Many public relations practitioners also dissenmentueir releases far beyond the media
to key audiences such as employees and invespesple who are as interested as the
media in what the organisations they support anagdoExamples of press releases
abound in daily newspapers, magazines as welleasrthine press rooms of most public

companies.

SELF ASSESSMENT EXERCISE

Attempt to fix some information about your orgatisa into the above template and see
how it comes out.

Effective Press Releases
A press release should relate some genuine newsholild be brief, clear, factual,
accurate, thoroughly proofread and neat. It shamslwer who, what, where, when and

why in the first paragraph and include informatiorescending order of importance.

Name of contacts, phone numbers and the release sthatuld be clearly indicated.
Releases should be limited to two pages.
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If there is more to the story, other informatiomdze added as attachments (Fact Sheets,
Biographies or Brochures).

While a press release is an essential tool in publations, it is one of many. It is usually
the primary way you communicate your "NEWS" anainfation to the outside world.

Quotes are important in a release. Usually it's teeguote the head of your organisation or
the person responsible for the program being anrexlin

Quotes flesh out the factual presentation, lendningaand colour to the story. They
should not sound "stiff." It is best to use quadtest express an opinion or a position. The
release itself should be factual.

Press releases can be written on new predyecbduct re-launch, election of officers,
special events and programmes, awards and pubhsatstaff promotion, etc, to name a
few.

Good press releases tie into local angles. For pkanfiyour company awards scholarship
to indigent students in its host community--thattws that might be of interest to an
editor.

Your news releases will be used if you gain a rafpan for submitting timely, newsworthy
information that doesn't need massive editoriariozel.

Be brief. If an editor or reporter wants more imfation, he or she will call you.

Write in inverted pyramid style, because editorsfoam the bottom of a story. The most
important information belongs in the first paradrapnd additional information follows in
order of importance. Don't make an editor searchhi® important points.

Always tell who, what, where, why, when, and howeUacts, not hype. The typical editor
sees hundreds of "Dramatic, new, State-of-the+sffgrbvement" stories each day.

Present the facts clearly and simply, and let theedecide what is important, editors are
hired to exercise sound news judgment.

Use active voice, subject-verb construction andveosational language. Write in simple
sentences, with two or three sentences per patagrap

78



JLS 732 PRINCIPLES AND PRACTICE OF PUBLIC RELATIGN

Address news releases to the editor personallyrrimdtion that looks like junk mail
usually ends up in the newsroom trash.

One page is good; two pages are more than enoutgfitiédnal background information
can be attached, but don't bury the editor.

List a contact name and phone number clearly inr¢hease. Generally, the contact and
telephone are listed at the top of the release wWith notation, "FOR IMMEDIATE
RELEASE."

Make the editor's job as easy as possible--doydaleesyour release for easy, clear editing.
Use a wide margin for the same reason. Have soenaofamiliar with the subject or
contents read your news release. If it doesn't nsa&kese to your test-reader, it probably
won't make sense to an editor.

Include a photograph whenever possible. Eveneifpthotograph is never printed, a good
photograph may get your release a little closeinéatop of an editor's crowded desk.

When a photograph or other art work is includedhwite release, label the top of the
release "with photo" or "with art.”

Place a typed label on the back of every photogeleord the subject, news release title,
and your company name. This makes sure your plhadcafhome in case it gets separated
from your release.

Photographs can be expensive to reproduce in mrffiquantities to accompany a release
and might not be used anyway. Some newspapersatr use a photograph that has not
been taken by a staff photographer; others welcamenteresting, creative shot. It is
worthwhile, however, to send most types of photpgsato smaller, weekly papers.
Always indicate on the press release that pho®saailable.

Develop a standard news release distribution listlude appropriate local newspapers
(daily and weekly), radio and television statiooable news stations, trade publications,
and business publications.

Some professionals suggest sending out hundreddeafses; others suggest sending it to
only a hand-picked list of key media. Usually lit&sst to do a bit of both. Use judgment.

Develop two mailing lists--a large, general lisind one carefully targeted to key media
whom you will contact individually.
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If you want to send news releases to reporterdrelgcally, first send an e-mail asking
whether they want to receive them in that formain8 reporters are still paper-based.
News releases should be faxed only when they nauslidiributed in a hurry because of
their timely news value -- not because you didetttgem done on time.

Dr. Randall Hansen offered the following advice WiRITING SUCCESSFUL PRESS
RELEASES.

One of the most important lessons that beginneesl rte learn is that writing media
releases is all about developing a persuasive conuamion within the framework of a
traditional news story format. Editors will quicklyash media releases that make
outlandish promotional promises -- "the best evésyeryone wins," "one-of-a- kind,"
"changing humankind forever." You get the ideatdad, press release writeraistthink
like a reporter. Media releasesistfollow journalistic style in order to be given akind

of consideration. How do you accomplish this tadk?e's a barebones guideline.

The Headline:In about ten words -- or less -- you need to gnabattention of the editor.
The headline should summarise the information éngiess release, but in a way that is
exciting and dynamic; think of it as a billboardrmd) a highway -- you have just a few
words to make your release stand out among the witeys editors receive on any given
day.

Opening Paragraph: Sometimes called a summary lead, your first papygta critical.
This paragraph must explain "the five Ws and onefthe story -- the who, what, when,
where, why, and how. This paragraph must summtheseress release, with the following
paragraphs providing the detail.

The opening paragraph must also contain the hdwore thing that gets your audience
interested in reading more -- but remember thathbek has to be relevant to your
audience as well as to the news media. A hooktisr@ard sell or a devious promotion --
it's just a factual statement.

The Body: Using a strategy called thaverted pyramidthe body of the press release
should be written with the most important informatiand quotes first. This inverted
pyramid technique is used so that if editors needut the story to fit space constraints,
they can cut from the end without losing critiagfbrmation.

The Closing Paragraph:Repeat the critical contact information, includthg name of
the person, his or her phone number and/or emdrkead.
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6.0

7.0

CONCLUSION

A press release is one of the most importart often misused documents in all of
public relations. It is, ideally, an objective sgtatforward, unbiased news story that
public relations professionals write and distribute appropriate mass media of
communication. Studies have shown that editoretreje much as ninety percent of press
releases they receive. Some of these releaseraven away for reasons like a lack of
local angle, too promotional, lack of strict objeity, etc. It is expected that we would

work on our press release writing skill in orderget more of our releases into target
media.

SUMMARY

In this unit, we saw the history of press releddfe. examined the various parts of a
release by analysing a press release template.l8demrnt how to write a successful
press release by looking at the various steps medjtn write a press release.

TUTOR MARKED ASSIGNMENT

Your assignment this time will take you out of yaiamfort zone. You are required to
interview two newspaper editors on what they look ih a good press release. This
should be at least three pages. You may want odutdhe percentage of releases they
receive in a given time period e.g. a year, howyrae used and how many are rejected.
Please state the name of the paper, the editothenghte of the interview in your paper.
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UNIT 4 SPEAKING IN PUBLIC RELATIONS
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1.0 INTRODUCTION

In the preceding unit, we saw the place of writargd speaking in public relations.
Like we noted in that unit, writing and speaking mgether. They are two vital
public relations skills. In this unit, we shall disss some useful elements of public
speaking especially as it relates to public retegtio’ou may not be the one doing the
speaking sometimes; it would be your boss or ydéignt; but a good understanding
of this topic would be handy in preparing them fibreir various speaking
engagements.

OBJECTIVES

At the end of this unit, you should be able to:

Explain various public relations speaking tasks.

Discuss steps for researching and planning a speech

Outline steps for delivering and evaluating a shegewe a successful speech

MAIN CONTENT

Public Relations Speaking Tasks

The first question we shall attempt to answer iswgituations would you need to speak

as a public relations professional? Well the ansdegrends on the kind of organisation or
client you work for. There are situations in whsbme organisations think it necessary
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to speak to the public whereas some other woulderassue a public statement in a
document form.
Generally however, speaking tasks in public retetiovould include the following:

Annual General Meetings

Your Annual General Meetings would bring togetheresal of your publics such as your
shareholders, staff, the government, the meodiar, host community, etc. It is a time to
tell them how your organisation has faired in tlastpaccounting year. You would also
outline new plans and policies, receive responges four publics as well as seek their
support for the future. You will agree with me tradit these require some good public
speaking skills.

Product Launch and Re-launch

When you are introducinga new produoto the market or repositioning an
existing product, you would need to do some bitpualblic speaking. You would be
expected to tell the publics present about the ymhdts use and benefits, its unique
selling point, price, distribution channels etcr Bgproduct re-launch, you must tell them
the reason for a re-launch, what added value théuyct now has etc.

Fairs and Exhibitions

These are avenues to warm up your companyclent into new marketing
relationships. You would be having several of yoampetition there as well; therefore
you must gear up for good speaking that would goe a good day.

Press Briefings

You would usually find some reasons to brief thespron certain developments in your
organisation at some points. Good public speakkills svouldbe useful to you here.
You maywant to state your company’s position orogegnment policy, brief the press
on a crisis, refute a media report, etc.

Community Social Events

Your host community may invite your organisationstame events in their community.
These could be an annual festival, project comomgsg, award ceremonies, coronation
ceremonies, etc. Your company could on the otherdhbe the one hosting the
community to similar events e.g. scholarship awaraeremonies, project

commissioning, etc, you would very likely giveesch at these events.
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4.0

Other Events

The kinds of events that your organisation or ¢liwauld put up are usually a function of

its nature of business, corporate philosophy, asgaional goals and aspirations. They are
equally a function of its public relations polidyor instance, if your organisation is the

people- oriented type, you will find yourself orgging more events and probably giving

more speeches.

Appeal for funds

This is a common public relations activity. You mag appealing for funds on behalf of
your organisation or your client. Whichever way,uymust know that you need an
approach that will make your listeners do what w@unt them to do.

Presentations

Sometimes you may be required to give a plaquesréficate or just commendation to
someone. Most often, such request comes with bitleo notice. You would learn to do
this by practice. Reading some good books on pspkaking would also help you.

Retirement Speeches

This is a common task in several organisationssuth occasions, the Managing Director
or Chairperson may be required to say a few wobdsitathe retiring staff. On the other
hand, he may be the very one who is retiring.

CONCLUSION

The above is a small list of the types of speegleswould be prepared to give or prepare
others to give. It is an endless list. As your cegbilities and those of your organisation
increases, there could be more types of speechemgy want to add to the list. The most
important thing to us here however is to acquiee skill for giving speeches. We shall

give more attention to this in the next unit.
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5.0

6.0

7.0

SUMMARY

In this unit, we began to see the place of speechgin the practice of public relations.
As a prelude to the next unit, we saw the varigpes of speech tasks may find yourself
performing as you practice.

TUTOR MARKED ASSIGNMENT
Outline and discuss five other different gfhee¢asks you may be required to do as
you practice.
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INTRODUCTION

The last unit was a brief on the importaotespeaking to public relations practice.
We also looked at some speaking tasks a publitioetapractitioner would usually do.
In this unit, we shall look at how exactly you @gnabout your speaking assignments.

OBJECTIVES

At the end of this unit, you should be able to:
Describe the process of planning, delivering aralueating your speech give a speech

MAIN CONTENT
The Process of Successful Public RelatioBpeeches

The list of public speaking situations discussedumt 4 is almost endless. As your
company’s needs and goals change, new speaking ¢éms&rge from time to time. But
we must attempt to answer the question: how eagyb$ic speaking? My answer is: not
always very easy but you can improve on your spepkkill with time. Even the most

experienced speakers around would admit that theg Bome bit of trepidation any time
they have to give a speech. The truth howeverasdhce you get underway with your
speech, things get better and with good planning gan have a smooth sail. But we
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must note that not all speeches are successfidulhave ever given a speech or listened
to a speech which does not seem to be very suatdssould be due to a lack of any of
the four steps we shall look at in a moment. Nodgthing is a product of chance. Same
goes for speaking. A successful speech comes liyedates steps to make it successful.
Any successful presentation requires researchnlgndelivery and evaluation. Let’s
go through the steps.

SELF ASSESSMENT EXERCISE

What is your greatest fear when asked to speakiliig? Outline steps to overcome it
by first writing down those fears.

3.1.1 Researching your speech

Research is at the heart of any good presentationdoing your research, you would
want primarily to look at your audience, the masiportant factor in any speaking
situation. Finding out about your audience willahe aid the quality of your delivery.
You would want to ask ‘who are my target audiencéd/fiat values and interests do they
have in common? How long do they expect me to sh&mmetimes, it is very needful
for you to ask this last question specifically frahe organisers of the event or the
leaders of the group.

You must also research into what you want to teliryaudience i.e. your message. In
doing this you need to know what they know alreadg devise ways to build on them.
An effective message combines your purpose with villees and interests of your
audience. This is one very sure way of getting thelrsten to you.

Another area of audience research involves idengfppinion leaders in the group. No
doubt, you will be speaking with everyone in theiwgy but at important moments in your
speech, you may wish to give extra attention topeeple who can help you most to
achieve your goals.

You must also research into the venue of the ewdat.finding out about the venue
could mean walking into unknown territory. You netd know the size of the hall,

available technical support e.g. audio visual d&lgern, etc. You may also find out what
the sitting arrangement is like or would be likehag event.
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3.1.2 Planning Your Speech

If you plan your speech well, you will find it réilzely easy to deliver it. The first thing

is, plan to be yourself. Trying to be someone eke give you away and alienate your
audience from you. Some of them may think you #@engting to impress them or that
you are cocky. So, be yourself. You must planuryspeech to align with the values
and interests of your audience. You must have &alaheme and you must stick to it.
How long are you speaking? You should have founsldht at the research level. You
find out how much time you can get and then ugseasonably. This means that even if
you are given one hour, it is not a must that yea all the time. Several on-the-spot
factors should help you determine how much of yiime to use. No audience likes a
speaker who does not respect their time.

After knowing the message and what time is avaldblyou, it's useful to outline your
message. It usually helps if you speak with, rathen read to your audience. Except you
are delivering a very technical paper or speechirieg close audience pathing, it helps
to do an outlined speech. This will enable you enake contact with your listeners.
When you bury your head in your paper, your audiermuld bury theirs on their desks
or their laps.

Another useful thing to do is practice. When yoagpice your speech, you achieve two
thing, you polish your work and also gain confiden8eing comfortable with your
presentation helps you reduce anxiety and tenHipossible, practice in the room where
you are scheduled to make the presentation; peaatithe scheduled presentation time.
If you intend to answer questions after your spegoh could have a mock presentation
including questions and answers. The essence dhedle is to make it seem like the
presentation took place in your sitting room and gee telling your guests the best story
you can tell.

Audio visuals are interesting speaking aids if usetl. Using them well means planning
and training with them. Studies have shown that-vgssigned visual aids can increase
audience learning by 200 percent, increase audiegiemtion of main points by 38
percent and reduce explanation by 40 percent. Tximmee audio visuals (flip charts,
overheads, slides and computer projections) thegtnme in short headlines and
sentences. They must equally be without excessivepater embellishments as these
usually distract the audience from your message.
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3.1.3 Delivering your speech

3.14

How much you succeed here will depend largely ow keell you have handled the
previous two stages. But let’s take it that youdndone well in the other stages. Guth
and Marsh (2003) say the following about startingrypresentation:

“It's the moment of truth. You've been introduceshd you're the
centre of attention. After thanking the person wihioduced you,
pause a moment before you begin. Smile. Look ape¢ople in the
room. Show them you’re confident, that you're duieicited about
the information you're about to share. Maintain egentact, and
begin your memorized introduction.”

Sound advice isn't it? For most speakers, staing major problem. In fact, the few
seconds before they are invited to the lectern llyssaem the worst in their lives.

Experience has shown however that once you stdlt yeai will gain your poise and

confidence in a few minutes. Speaking in publisimilar to piloting a plane, taking off

and landing are usually the most difficult taskeuYcan take off well and crash land.
Same for a speech, you may start right and eng lfagbu do not take enough care.

Ensure you stick to your notes as you get untohisat of your speech, except for
some mild circumstantial adjustments. As gpeak, maintain eye contacts with
individuals in the audience and attempt to elieitbal or gestured responses from them.
By doing this, you keep them awake and interesteglour speech and also motivate
yourself. Unless you are giving a very formal spedatcould help if you move away
from the soap box once in a while especially when lyave to make illustrations to drive
home your points. This would however be difficdlyou are using a wired microphone
or one that is stuck to the lectern. Especiallgnrinformal speech situation, you may ask
for questions on your speech from the audience.nNjloer do this, ensure you offer as
sincere answers as you can. If you are not sutkeonswer to a question, admit it, the
audience appreciate that and respect you for NeNgive a wrong answer or attempt to
evade a question asked by the audience. This eoaké your credibility to plummet on
the spot. If you do not wish to take questionst gimsile and say ‘thank you very much”
and take your leave of the lectern. You may noé tgkestions if it is a strictly formal
speech or if you are standing in for someone.

Evaluating Your Speech
Soon after a good speech, you are likely to gestdbtommendations from audience. Do
not be carried away by this. Do not begin to thihl&t you are now equal with Martin

Luther king Jnr. No one can graduate from the scbbdg@ublic communication. You
continue to learn everyday as you give more speechethe end of your speech, it
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would help if you ask some of your close friendd anlleagues to give you their sincere
assessment of your speech. They would give you taidid opinion. You can also
assess Yyourself by asking vital questions like: twhiarked well? What did not work
exactly well? How did the technology perform? Distdrt right? Did | maintain balance?
Did | end well? Did | get the audience’s attenti@i@ | stick to my notes? etc. A sincere
look at these questions would help you improve @m yext speaking engagement.

3.1.5 Speech Preparation Checklist*
Who is going to be in the audience?
How can | find out more about them?
How does the location of the speech affect the cent?
Are there any special circumstances | must take iotaccount?

What is my Purpose?
¢  Toinform?
¢  To entertain?
¢  To persuade?

What organisational pattern should | use?
Alphabetical

Cause-effect

Chronological

Numerical

Problem-solution

Spatial

Topical

ST e EEE =

Have | suited my style to the audience, purpose, droccasion?
¢  Diction

g Tone

¢  Figure of speech

¢  Sentence length
What appeal should | use?
Appeal to logic
Appeal to emotion

= =
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Is my outline complete and correct?
Do | have a good opening?
Have | developed the body with supporting informaton?

Anecdotes

Comparison and contrast
Examples

Facts

Statistics

Testimony by authorities

[ e e L = =

Is my conclusion complete and commanding?
Have | revised and edited my speech?
Is the title suitable and interesting?
Have | used humour appropriately?
Have | included relevant and attractive visual aidsaudio-visual aids, and props?
Have | rehearsed enough?
®Will I dress for success?
Will I use my voice and body language to best advéage?

*Adapted from The Complete Idiot’'s Guide to Speaking in PublithwConfidencé by
Laurie E. Rozakis, Alpha Books, New Delhi, (1998).

CONCLUSION

It was Dale Carnegie who said “leadership usuaifwigates to the man who can get up
and say what he thinks.” Public speaking skills emportant in the secular world as well
as in business. As a professional, speaking inipuklone thing you would need to do
frequently depending on your professional tilt. Evehen you do not give the speeches
yourself, your position may entail preparing sonogher persons to give them thus
leaving you with the vital job of writing the spdeand or assessing the speakers when
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5.0

6.0

7.0

they speak. Since public relations is about gooagienand reputation, you could be on
your way to aiding your organisation or client targlout in the crowd of competition
through your good knowledge of public speaking.

SUMMARY

There would usually be public speaking tasks you as a public relations

practitioner. These would include award ceremoniagpductions, Annual General

Meetings, trade and exhibitions, etc. Good spe&plisna function of good preparation
through research. After you have delivered youeshenell, always note that there are
things to learn from it for your next speaking gasnent.

TUTOR-MARKED ASSIGNMENT

Assume that your organisation has instituted alacsloip award for the best graduating
secondary school student in its community, as thielip relations manager of your
company; discuss overall steps you would take tealspat the first presentation
ceremony of the award.
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MODULE 4 PUBLIC RELATIONS IN ACTION

Unit 1 Public Relations Planning

Unit 2 The Public Relations Plan

Unit 3 Public Relations for Non-profitganisations
Unit 4 Crisis Communication Management

Unit 5 Steps in Crisis Communication

UNIT 1 PUBLIC RELATIONS PLANNING
CONTENTS

1.0 Introduction
2.0 Objectives
3.0 Main Content
3.1 Public relations planning
3.2 Why plan?
3.3 How do we Plan?
3.4 Qualities of a good Plan
4.0 Conclusion
5.0 Summary
6.0 Tutor Marked Assignment
7.0 References/further Readings

1.0 INTRODUCTION

Let’s begin this segment by quoting one of the greames in public relations on the
subject of planning. Edward Bernays in his wdHe engineering of Consefit969 ed.)
stated like Columbus, you can sail west and reach new llaypdiccident. But if you
have charts, you can do better, you can arrive déstination decided upon in advance
.... It is careful planning more than anything eldattdistinguishes modern public
relations from old time hit or miss publicity andopaganda The whole essence of
Bernay's statement is that good public relation®ives good planning. The days are
gone when public relations activities were l&dt the whim and caprices of chance
or gamble. Today, everything is planned, from e=td circumference.
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2.0 OBJECTIVES

3.0

3.1

3.2

At the end of this unit, you should be able to:

. Identify the need for planning your public relasgorogrammes and activities

. Enumerate at least 6 reasons why you need to pdam gublic relations
programmes

. Discuss the 3 key considerations necessary, poiaratrying out a public

relations plan.
MAIN CONTENT
Public Relations Planning

You will understand the place of planning in pubidations when you go back to the
beginning of this course to refresh your memoryttom definitions of public relations.
You recall the definition of the British Institutd Public Relations (BIPR) which begins
by saying that public relations ishé deliberate planand .... You also recall the
definition of Frank Jefkins that public relationsohsists of all forms oflanned
communicationsboth inward and outward.... Let’s also call to mifhe &ll-embracing
Mexican statement which makes it clear that pubditations is the art andocial
science... The fact that it is social science means tharyhing about it is planned to
the minutest detail. Nothing in public relation®sld be left to assumptions or hunches.
Careful planning leads to programmes that preactive and preventative rather
than to activities that are merely reactioe remedial.

But the truth is that not every public relationsagiitioner plans, much less plans
carefully. Yet another truth is that when you dm@ase to such practitioners you will see
in the results of their work that there is a la¢ldepth or profundity. Some do not plan
because they do not consider the time and moneasiment worth the while; however,
they end up spending more time and money to c@etbblems brought about by lack
of planning.

Why Plan?

As humans, except we know the reasons why we nwuattding, we may not appreciate
doing it; therefore we need to answer the questitty,do we have to plan?

1. Planning is good for public relations This perhaps is a most important reason
for planning. Planning is good for public tedas and public relations
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people as it contributes to the overall susadghe totality of public relations
activities. No doubt, it is sometimes not a vergigmg or appealing process but in
the long run the rewards are enormous. You stitlember that old saying that
proper preparation (planning) prevents poor peréroe, don’'t you? Old as that
saying may be, it is very relevant to us moderripublations practitioners.

2. Planning helps clarify your intentions You don’'t begin a journey, get
midway and then ask yourself, ‘where am | goingthg way, and what am |
going to do there.” Planning makes your intentigasy clear from the start. You
are not confused as to what your intentions are.

3. Planning focuses your efforts You don’t want to scatter your energy when you
carry out your public relations activities. You seit to direct all your energy in
one direction. This is the way you can achieveatiffeness. Always note that
scattered energy is wasted energy.

4. It improves effectivenessWhen you plan, you achieve more because you know
where you are going, how to get there, what to Herwyou get there and what to
do with what you get from there. The end is detasdi from the beginning.
Planning helps you to have a programme to work aglwell as the means to do
the task.

5. Encourages long term viewWith a good plan, you are able to project iritee
future of your work, envisage problems andffer solutions to them even
before they arise. Who knows, they may not eveseaand that guarantees you
smooth ride.

6. Demonstrates value-for-money An astute businessman would do all he can to
maximise profit and minimise loss. The chances dfieving this with good
planning are higher than without it.

7. Minimises mishap Without a plan, you are not sure of anything, eetn
yourself. You are susceptible to the vagaries afeutainty and the attendant
dangers and mishaps. Public relations is betire dvith a well thought out plan
that gets you result with minimal errors.

8. Reconciles conflicts Very often in an organisation you witness comfliamong
persons, processes, programmes and proceduresofiénsoccurs when there are
no laid out plans for achieving organisational aadporate goals. A good plan
would prevent, eradicate or reconcile such corsflict
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3.3

Facilitates Proactivity: The whole essence of good public relations Iset@utgoing
and proactive. You must take the first step oriatiite towards your publics and
what they stand for in relation to your organisati®t takes a good plan to be
proactive.

Other reasons for planning include to keep ouoastin line with our organisation’s
missions and goals.

SELF ASSESSMENT EXERCISE

Can you think of two other reasons why you needrmglag in public relations?

How Do We Plan?

Making up your mind to plan and setting the plagnprocess in motion are not
enough to guarantee success if you do not knowtbgvlan. Good planning begins
with having the right human resources to plan witbu need men and women who
have some measure of experience in putting a gémd together. They must be
people of positively critical minds. They must jpeople who are familiar with the
company's goals, missions, objectives and aspiatid’hey must be willing to
approach the planning process dispassionately bjgattorely. It will not be out of
place to have a devils advocate among your planteiagn. This person has the duty
to point out the negative sides to every idea, @éecision. He must however do it
with sincerity and ultimate good intensions.

Secondly, you need consensus building i.e. agreeamean overall direction before
planning can proceed. You must all agree th@roblem exists and must and
can be solved. Where some officials beliewa this not a bad problem that
deserves all the efforts you are putting into iitth@t it is one that would take care of
itself with the passage of time, then the wholecpss would disintegrate. To create a
good platform for consensus building, you may needvork with some empirical
findings from research about your organisationpitblics and other variables. Also,
your public relations plans must be clearly linkedh the broader goals of the
organisation.

A third point is brainstorming. This is the stageuyask down-to-earth questions
about everything regarding the plan. It is a timegtiestion the best of your ideals
and plug all possible loopholes. The best of idease during your relaxed mood.
You may need to take your planning team off foharsretreat, just to get into a
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3.4

different atmosphere that can engender creatiYiby could also adopt a planning
grid which is fast becoming a common tool used bilie relations practitioners for
developing communication strategies. Whichever @@t you adopt, your
brainstorming must cover four vital areas namely:

Publics: Here you identify, isolate or demarcate which lmsbare involved in the

issue. You identify the opinion leaders and decisiakers of these publics.

Values You need to highlight the interests, concerns sallies of the various
publics involved.

Message Here you decide what message that would cleattyress the publics’
values and attempt to get the appropriatspaeses needed to enable your
organisation achieve the set public relations goals

Media: A good message sent through the wrong or lessoppate media would
achieve wrong or less desired results. Therefoagt, @ your mandate during the
brainstorming session is to determine what medi@ best suited to get your
message across to your organisation’s ontdi@ublics.

Qualities of a Good Plan

We are gradually approaching the crux of the subpéchis unit: Developing a good
public relations plan. But before we do that (thHoug another unit), let's see what a
good plan looks like. In essence what are the featof a good plan? The title of this
segment also suggests that there are bad plankte®ed, there are some plans that are
not worth more than the papers on which they anétenr To achieve good success
therefore, it's imperative to make a good plan ahdmust have the following
characteristics.

1. It seeks measurable resultsA good plan is specific in what it intends to mue.
It sets its goals in measurable terms. For instahce easier to measure ‘5%
improved image by XYZ public’ than
‘better and enhanced image by XYZ public.’

2. Has specific deadlinedor achieving its set goals and objectives. Anydypéan
is time bound i.e. it should be able to state teath and such should have
happened by such and such time. Working by deahedps everyone to know
that they do not have forever to do the job and @mgenders group dynamics
and dependency.
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4.0

5.0

3. It is tied to specific goals of your organisationA goal that does not gel with
your organisation’s goals or that is at variancéhvihem will not attract your
organisation’s leader's sympathy or support. Thegeefit pays to set goals that
play a role in the ultimate fulfillment of some argsation’s goals.

4. It is realistic: A realistic goal is one that can be achieved with specified
period with the resources you have on your handv'tDmake such plans that
sound like ‘by faith, we shall....” Faith is good buany times it is not within
your control, especially when you are the only tmeg is exercising it among a
lot of other stalff.

5. It is flexible: It is only people in the cemetery who do not detheir minds,
and that is because they can’t. The only thing thatonstant in the world is
change. Change is imperative because you operatecimanging world with
capricious humans. Much as you may not make radicahges in your plan,
you would sometimes need to adjust the plans td mige current realities.

6. It is win-win proposition: A good plan does not seek to achieve a winnerstak
all situation. Rather, it gives room for all pagtimvolved to have some share of
the win. This implies that the success of your @aould benefit your publics
just as if benefits your organisation. Remembdaipuelations is enlightened
selfish interest. When you allow others to win g@owith you, you place
yourself, your client or organisation in good steéachave a good and long run
win.

CONCLUSION

We could have gone right into discussing the pul@iations plan in this unit but you

will agree that it was worth the effort to see tieed for planning as well as the attributes
of a good plan as we have done. Most public reiatiplans today fail because the
planners do not really understand the need fornphgn They do it as a routine rather
than a duty. Understanding the implications of plag as we have just done here would
help us do better woks as we would be compellegivi® more time to the whole process.

SUMMARY

In this unit, we examined reasons why we must planpublic relations programmes.

We saw that it is good for the whole public relaigprocess, it helps us clarify our

intensions, enables us to focus our efforts, itrowps effectiveness, etc. We also saw
that good plans have the quality of measurability apecificity of deadlines. They are

realistic and flexible.
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6.0 TUTOR MARKED ASSIGNMENT

Discuss the relevance of planning in public refaio
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1.0

2.0

3.0

3.1

INTRODUCTION

Having taken care of the preliminaries about putdlations planning, this section would
tell you exactly what steps to take each time yawehdo a plan. As noted in the
preceding unit, a good plan is flexible. This metret you are driving the plan towards
your goals but are not driven by the plan. A fléiplan does not imply a pliable one. A
good plan is flexible with a human face i.e. it @akinto consideration the extant
situations and circumstances of the factors aratund

OBJECTIVES

At the end of this unit, you should be able to:
Outline the steps involved in public relations plan
Do a public relations plan

MAIN CONTENT

Steps in the Public Relations Plan

Now let’s get down to the heart of the public nelas planning process. We shall outline
and discuss the various components or steps obkcpelations plan. These steps are
equally applicable to campaign planning in pubétations, advertising and integrated

marketing communications. You may wish to make naiffjustments of these steps to
your plan depending on situational peculiarities.
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Situation Analysis The first item in your plan should be an analysfsthe current
situation based on your research. The situatiotysisacontains all the information and
data you collected on virtually everything that laasearing on the situation. In analysing
the situation, it is imperative that all involveglanners, clients, supervisors, key persons
and ultimate decision makers are in solid agreeraeott the nature of the opportunities
or obstacles to be addressed in the programnwenutd involve a careful and candid
examination of the organisation from three perdpgestnamely: its internal environment,
which includes its mission, performance and resssrdts public perception and
reputation and lastly its external environment ¢@mpetitions and opponents as well as
supporters.

In all, you must isolate persons, institutionspess policies and publics that have one
form of bearing or the other on your company or ryalients company and
determine what ways they have impactedtipef or negatively on the overall
success or failure of the company. This demandar@gelamount of frankness and
sincerity on the part of everyone as it will bet@sg factor in the overall success of the
programme.

On issues, you would want to do your analysis amcsiral issues, external issues, crises
(extant and potential), current affairs, etc.

In analysing the organisation, you must examine riature of the organisation, its
competitor activity, size and structure, naturebas$iness, tradition and history, image
history, types of employees and so forth. It is alyuimportant to see the strengths,
weaknesses, opportunities and threats (SWOT).rfapance, your strength could be that
you are:

Financially strong innovative

Have good leadership

Have good reputation

Have loyal workforce

Your weaknesses could be that you are:

Conservative in investment

Have restricted product line

Traditional and hierarchical only known for one got Inflexible working patterns
In relation to opportunities, you may perhaps have:

Cheap supplies from source ABC

To expand to a another country

To acquire some competitors and your threats doslthstability in XYZ
Uncertainty over ABC
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To be acquired

Unfriendly government policies

Establish Goals and Objectiveslt is important to make clear distinctions betwdbese
two terms. Your goal is where you are going. Gaaks somewhat nebulous. They are
general directions that are not specific enougm¢asure. Goals are like the word ‘go’, it
leads nowhere, it doesn’t say where to go to. Gaasgeneral statements of the outcome
you hope your plan will achieve. Goals often begith infinitives such as ‘To improve’
or ‘To increase’.

Whereas goals are general statements, objectivie® garticular ambitions. According to
the PRSA Accreditation Board, objectives are ‘sfiecnilestones that measure progress
towards achievement of a set goal.” Objectivesspezific and measurable. They can be
output objectives, attitudinal objectives orhéeioural objectives, but the important
thing is they can be measured. They are concisespedific. Think of the word ‘object’,
you can touch it, it is there, it is actual, ifirsite.

A good objective has the following characteristics:

1. It begins with an infinitive, by which emphasisuigon action

2. It is measurable. Measurability helps us to knovewland if you have achieved
your objective.

3. It has a deadline: No organisation has unlimitedetito achieve a specific

objective, therefore it must be time bound. Theresttbe a time when a thing
must end and another begins.

In setting your goals and objectives, you must:
- Be reasonable

- Align them with organisational objectives

- Be precise and specific

- Watch out for the budget (there are some goalsodmectives that you cannot
achieve with some sizes of budgets.

- Set priorities: (Some goals and objectives are nmoportant than others on the
preference scale, you will agree).

Let's look at some example of goals and objectives seen earlier, goals are not
specific, but they have a direction. A typical goaluld be:

- To promote understanding
- Create awareness
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- Develop knowledge
- Confirm / realign belief
You cannot however set objectives in the same wayoasset goals. You must set
objectives bearing in the mind the specific thirygsl wish to achieve and how you
will measure them. When the yardstick for measutiregachievement of set objectives
is indicated, evaluation becomes easy. For instaheefollowing would be poor
objectives.
- To increase awareness of poverty reduction infegstiof the government.
- To get our staff to buy into the comparsfsre as a way of encouraging other
potential buyers.

These could be changed to look better, thus:

To increase awareness of poverty reduction ineatiof the government by 10%, of the
local population in six months from now.

Get 20% of our staff to buy into the shares of ¢benpany from current 11% by July
30th, 2016.

Increase lkoyi community’s knowledge of our compgarpollution reduction programme
by December® 2016

Define Target Publics

No good public relations plan can reach all pubdioscessfully, with same results at the
same time. This means that attempting to reackicall publics by a single plan would
end up in waste exposure and dissipation of enefbis underscores the essence of
defining your target publics clearly. It is impantato quickly make some clarifications
about your publics, stakeholders and audience Rerpublic’ is a group of people with
similar interests and with whom your organisatielates in one way or the other, for
one reason or the other. ‘Stakeholders’ arpexial kind of public, composed of
people who have a particular interest or stakeoiar yorganisation. An ‘audience” is a
public with whom you are communicating.

Interestingly, these three groups change positmnsne point or the other in their
relations with your organisation. For instanceyasar organisation and its publics get
closer, they could become stakeholders. Also aiputEcomes an audience when you
have a specific message directed at them. Aftentbgsage has been disseminated, they
return to their position as a public. (SmittbR 2002) In hisNine steps planning
processsays that audience definition ‘... includes an ysialof each public in terms of
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their wants, needs and expectations about the,ifseie relationship to the organisation,
their involvement in communication and with wars media, and a variety of
social, economic, political, cultural and technadadjtrends that may affect them.’

In defining your target publics, you need to detfemby research:
1. Who exactly are going to be affected by rygampaign or programme?

2. Who are the opinion leaders whose views are respeantd taken by your target public?
Any public has some credible and authoritative sesithat they believe in. These people
can facilitate passing your message across andpalsio acceptance of the message by
the target publics.

3. You also need to determine the best media to rgachtarget publics. Every public has
one medium or some media from which they get tidéarmation which could be radio,
television, magazines and so on. Knowledge of thesferred media is crucial to the
success of your programme or campaign.

Can you recall our typology of publics or audientean early unit? For a reminder you

have primary audience, secondary audience andriegudience. In your plan, you must

identify and prioritize them in the relative oradrthe importance of each audience to the
success of your programme, bearing in mind yourgbtdtime constraints and other

factors.

Define Messages

A clearly defined target public would ensure a diedefined message. In order words,
when you know whom you are taking to, you’'ll knownat to tell them. You should be
explicitly clear about what message you are senttingach public. A good message
addresses a public’s values and aims to get spe@fiponses that would help your
organisation to achieve particular public relatigosls.

Generally, a message consists of two parts nanegpntent and language. The content
refers to what you actually want to tell the publiwhile the language is the way, tone
and lingua with which you convey

it. The content is like the item in the bag and anguage is the container with which
you package the item.

Now this is important, you can have a good coniteatpoor language and a poor content
in a good language. When you send a good contemfpinor language, the result is that
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your message is not understood. On the other hahdn you have a poor content
(message) in a good language, you create a wooddept than you are attempting to
solve in your campaign. You have feed the peopl whe wrong stuff! They have
understood a poor message properly! Either way, twlyau achieve s
miscommunication. All these tell us that the messggu package to your publics must
be thoroughly written and pretested. The serviéepod copywriters would be valuable
here if you do not have some in- house.

Schedule

This stage requires you to timetable all aspecth@public relations plan complete with
dates. Your plan could run for a year, six monththoee months. You can hardly have
anything less. You would need to schedule everg@spf the overall plan. You must

however do this in concert with other persons anganies you are using outside your
organisation, e.g. the research companies, medianels, the copywriters, media
production outfits as well as information dissentiora media like radio, television and

the print. Scheduling also involves assigning manadpr each of your tactics. It entails
deciding the frequency of message exposure and pditarn to adopt from options like

continuous, flighting, pulsing and massing.

Define Media

Much of the decisions you would be taking here wdot based on your findings at the
research stage. The media through which you expose message to your target
audience or public are as important as the mesdage. authority in mass media
Marshall McLuhan is noted for his evergreen statenithe medium is the message”.
Your must avoid waste exposure by ensuring thatusmithose media by which you can
get to your target public or audience with mininexipenditure of effort or money.

Depending on the nature of the campaign and yodgét you may decide to use a
multimedia approach which brings together a stroigmedia. You may engage the
services of expert media planners here if you fiee needful. It could just make the

difference in how far your message goes.

Budget

Now | am going to tell you one fundamental truttteA all said and done in terms of
planning, it is the budget that decides how wedl grogramme will run. A good and
commensurate budget could make the plan a grandessic while a lean and less
appropriate budget could make it an abysmal fail&revarning here: Never downplay
the place of the budget in the overall plan. Teliryboss or your client what it would
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4.0

5.0

cost to do the programme he or she wants. If tlugéuwill not take it, then replan for a

smaller budget. You would want to budget to coverspnnel, materials, media costs,
equipment and facilities, administrative items atlder sundry expenses. It is proper to
set aside some good amount for unforeseen exigeasieell.

Communication Strategy

Remember we are looking at a public relations cagmpaAny campaign would need an
appropriate strategy to win. This is the section wiich you determine what

communication initiatives to use. During your bstorming session, you would have
decided on some creative strategies to use toachaur set campaign objectives.

Any strategy you use would only be relevant togktent that if helps you to achieve the
objectives.

Evaluation

Having set measurable goals and objectives, evatuatvould be easy. Evaluation
involves regulating and modifying your public rédais programmes as you progress, and
examining the degree to which the programme objestare met when it is completed.
Your evaluation points would include your overadlsearch, your messages (did the
content and the language gel?), your media of disestion (Did they help you to reach
your target audience?), was your budget propedg@dVas it enough?

CONCLUSION

Writing a good public relations plan can be as eassthe steps we have examined above.
You must however take into consideration your pecwituation, environment and other
helping or limiting factors. What works in one sition may not necessarily work in
another, but with these steps you can always metyaar steps back when anything goes
wrong. | must also say that sometimes everything mat go clockwork. You will
simply use whatever lessons you have learnt instexge for another.

SUMMARY

In this unit, we have seen the basic steps tongriéi public relations plan. We saw that
you must have a situation analysis, you must dstagbals and objectives, define target
publics, define messages, do a budget, a sthdthve a strategy and you must make
provision for evaluation.
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6.0

7.0

TUTOR-MARKED ASSIGNMENT

Following the above steps, write a comprehensivdlipurelations plan for an
organisation of your choice.
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INTRODUCTION

The bulk of what we have seen in previous unithis course has to do with using public
relations techniques for organisations, corporatigovernments, etc. In this unit, we shall
talk about a special genre of public relationsthiea introductory units, it was made clear
that public relations is a very broad field withriaions depending on the goals to be
achieved. In this unit, we shall discuss publiatiehs in a non-profit or not for profit
organisation. Basically, there is no differencentssn the two terms. Both terms describe
an organisation whose purpose is to serve the gualher than to earn a profit for its
shareholders. Non- profit organisations play im@ottroles in a nation’s economy. They
concentrate on areas often unattractive to the rgovent public sector and for profit
commercial sector.

OBJECTIVES

At the end of this unit, you should be able to:

Explain what a non-profit organisation is

State two major types of non-profit organisation

Discuss how to use public relations in non-profgamisations
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3.0
3.1

3.2

MAIN CONTENT
What are Non-profit Organisations?

Non-profit organisations exist without an overtpsimary motive for profit. They work
in all areas of public life except as commercialmpanies. Such areas include
universities, hospitals, churches, foundations egldted groups that provide services
without the expectation of making a profit.

Public relations activities in a non-profit orgaation are often similar to those in profit-
oriented organisations. Some well-organised noffitprorganisations have public
relations units like employee relations, mediatrets, government relations, community
relations and sometimes marketing communicatiomectid at their baseline causes.
Non-profit organisations would usually not engagenivestor relations because they do
not have stockholders as it is with profit orientethanisations. Bigger non-profit
organisations could have broader public relatiam$ed because the more visibility they
have the more grants they are able to attract lamanore community support they will
win.

Types of Non-profit Organisations

With developments and expansions in social aatiwjtinon-profit organisations have
grown in size and activities in the last three desathus leading to variants of them.
Kotler and Andreason, with Baskin and Aronoff idéad two broad categories of non-
profit organisations namely: private non-profit angsations and public non-profit
organisations.

Private Non-Profit Organisations

Private non-profit organisations engage in socis@rded and charitable services.
Examples of this type are religious organisationg. e&hurches, mosques, social
organisations like clubs and voluntary associategs Rotary, Red Cross, Red Crescent,
etc. Cultural organisations like National Trouppgyate museums and zoos, cultural
dancing groups, etc. We can also have philanthropganisations like the Bill and
Melinda Gates Foundation, political associationg}. golitical parties and pressure
groups such as student unions, women movements,Theére are also international
agencies. These include bodies like the UN, AU viEaoand the like.

109



JLS 732 PRINCIPLES AND PRACTICE OF PUBLIC RELATIGN

3.3

3.4

Public Non-Profit Organisations

Public non-profit organisations are owned by vasidevels of government to provide
one kind of service or the other for social goad.elssence, they are public utility
organisations set up to give service without prafivtives. Although users of these
services are charged for the services they geth smarges are employed in the
maintenance of the organisations. A public norfiparganisation could be (1)
Business type government agencies (2) Seryjppe government agencies e.g. the
Police, Fire Brigade, public libraries, health itigls, etc (3) Intervention type
agencies. These are specialised bodies provigiagia services that border on social
wellbeing, e.g. Standards Organisation of NigeN&FDAC, National Broadcasting
Commission.

Objectives of Non-profit Organisations
Almost every non-profit organisation needs pubdilations to achieve specific objectives
which include the following:

Raising donations

Influencing new legislations or public policy teethfavour
Increasing the number of clients or members theyese
Educating the public on certain issues that ratatheir activities
Putting their organisation’s programmes in goodligulght

aobhwbdpE

Target Audiences or Publics of Non-profit @anisations

A look at the kinds of audiences that non-profijanisations relate to would further

explain what sets them apart from commercial ogemtrganisations. No doubt, there are
some commonalities in these publics with those rofiporganisations. Among these

publics are:

Clients — the people or organisations who use dexirices
Community leaders and influencers

Neighbours

Public Officials

Government Agencies

Volunteers

Other groups that might lend support

Past, present and potential donors

Contributors of in-kind services

©Co NG kONRE
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3.5

SELF ASSESSMENT EXERCISE:

As world activities increase, variants of non-pra@frganisations are emerging. Mention
some new areas of interests for NPOs and discuasaehld be their goals.

Fund Raising for Non-profit Organisations

According to the 2006 records of the Corporate wgfalCommission, there are about
22,000 registered Non-Governmental Organisatiodigeria. These NGOs form a large
segment of non-profit organisations in Nigeria.e@ft non-profit organisations are only
able to sustain themselves by organising effedtivel raising drives. To raise enough
funds needed to meet the corporate objectives ohwarage non-profit Organisation
demands proper planning and execution.

Truth is, anyone can get almost anythindd knows how to ask properly and
nicely. Fund raising campaigns could be of two sypeamely; CAPITALCAMPAIGNS
which are normally major fund raising efforts faig lprojects. Funds required here are
often large and they could be spread over a peobdime. You could also use
PERIODIC CAMPAIGNS- these are quarterly or annuahpaigns. They are directed at
achieving some less capital intensive projects.

Types of Donors

Irrespective of your type of non-profit organisatigou would usually have to interact
with four (4) major types of donors namely;

1. Individual Donors: - these comprise of persons who believe in your canse
are willing to identify with it through funds.

2. Foundations: - Foundations are established to keep the ideals péraon or
group of persons alive. Indeed, some foundatioresm#elves are non-profit
organisations. They source for funds for sustenakimst of them are however
self-sustaining e.g. the Bill & Melinda Gates Foatioh. A few of these
foundations are aimed at keeping the memory analsdef some persons alive.
These are memorial foundations.

3. Corporation: - These are established companies which take speafieprofit
organisations as a part of their publics.

4. Government: - Donations could come from any of the various levefs

Government — federal, state or local. Indeed, sajogernment ministries,
parastatals, or departments can hardly succeedein programmes without the
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3.6

use of certain non-profit organisations to whickeyhare obligated to support
through donations.

Fundraising for non-profit has gone beyond a orieatiémpt at getting money.
Non-profit organisations have evolved what is chiénor cultivation or donor
development strategies which enable them to keep tgpe of donor for a

consistently long time. Donor development entakntifying and classifying

your donors based on their giving capacity. Youlddwave large, medium and
small donors. Depending on your PR skills, you rarture, cultivate or develop
your small donors to medium and then large scales. Conversely, poor PR
skills could make you loose some of your large asno

A second step is to develop a programme that widlbée you to consistently
interact with your donors so that they give redylaa kind of “programmed
giving”, if you like. Random interaction with youwtonors often brings random
funds and sustained interaction equally bringsasusd funds.

In the next section, we shall look at how you cae public relations to achieve
several goals for your organisation, including famdi volunteer raising.

Using Public Relations for Non-profit Organiséions

We have established the fact that non-profit org@ions do not seek for profit from
groups, or governments to which their services directed. To operate efficiently
however, they must get funds and volunteers froen rlevant sources. Good public
relations can aid a non-profit organisation to gdficient grants and assistance from the
appropriate sources. Let’s look at the followingpst towards achieving this.

1. Create a plan Planning is the very beginning of your work. iv&s you a clear idea
of the overall work. Research is however essetdial good plan. You must research
everything, person and group that relate to yogaoization. Just like we learnt in
previous units, your plan must be workable imithavailable time, and human
and material resources.

2. Set your goals and objectivesA plan without a goal is like a bus without a

destination. There must be specific goals you thtenachieve through your plans.
Goals tell you where you are going. Your plan tgllei how to get there and your
objectives tell you what to do when you get th&eals and objectives can be broken
down to relate with specific aspects of the ovgrkdh.
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4.0

3. Define your stakeholders:If you aim at everyone, you aim at no one. Your-non

profit organisation must have a defined target grostakeholders and publics to
which it  directs its messages or campaign. Theytlae people, organisations or
groups that matter to your organisation and itsisal in the very competitive world

of not-for-profit organisations. Some of your staéklers could be internal while
others could be external.

. Design the messageYour messages are those things you want to commuento

your defined stakeholders. It is not enough to kivavat you want to say, you must
know how to say it to get results. This stage, Ekeery other must be thoughtfully
considered and implemented. Again, it is importEnnote that the nature of your
message is a function of which of your stakeholgers are attempting to reach. Here,
content and language are vital considerations. ¥am design a message of same
content but different language (in terms of chadevords, diction and tone), you
must tailor the message to the audience.

. Choose the best tactics:The medium is the message. A good message disgenhina

through the wrong medium would lead to waste exmosid dissipated effort. You
must choose those tactics that best get your messargss to your audience. Some
useful tactics include:

Media Training
Speaking Events
Newsletters
Websites

Blogs

White papers

CONCLUSION

With the daily increase in the number ofn#profit organisations, coupled with

dwindling resources available to them, the needyfmd public relations strategies for
putting organisations ahead of others cannet umderplayed. Although non-profit
organisations may be peculiar in their orientatithys calling for a different public

relations approach, truth is: all the methods applie to profit-oriented organisations are
equally useful in maximizing the objectives of npmefit organisations.
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5.0 SUMMARY

This unit has examined the peculiar nature of nafitporganisations. It also looked at
the reasons why they are established, th@usaudiences that they relate with, as
well as the public relations strategies that yon employ in promoting the goals of a
non-profit organisation. These strategies incluteating a plan, setting appropriate and
attainable goals and objectives, defining your eftakders, designing the message and
choosing the best tactics:

6.0 TUTOR MARKED ASSIGNMENT

What strategies would you employ to keep your nmf{porganisation relevant in the
face of stiff competition for available resources?
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INTRODUCTION

Crises are a part of life. Whether in an individ@atommunity, corporate or national life,
it is common to have crises in one form or the ot they can happen at almost any
time. Let’s begin this unit by looking at what asgs is. But it is important to note that a
crisis does not suggest disaster or unfavourableldements. As we shall see later in
this unit, some crises can be positive but if tlaegy not well handled, could result in
negative consequences. Think of a man that ear@9@MNaira monthly, whose wife just
had a set of quadruplets. How would he react t® development? He might decide to
brace up as a man by taking up the challenge ofdatare of the babies and their mother
by seeking sources of extra income or seeking émegiment assistance. He could on
the other hand decide to abandon the babies amdrthther and disappear into thin air.

OBJECTIVES

At eh end of his unit, you should be able to:
Define a crisis

Explain kinds of crises

Describe the stages of a crisis

What happens when your company’'s product are oeemadded by its buyers? Your
competitor's products have been banned by a govanhagency like NAFDAC so that all
users of the product now turn to your company fgrpdy which you cannot effectively
cope with. This is a corporate crisis, but a pesitine. How do you handle it? Most crises

115



JLS 732 PRINCIPLES AND PRACTICE OF PUBLIC RELATIGN

3.0

3.1

are however unpleasant and negative and they qoode threats to your company’s
corporate image or corporate life.

MAIN CONTENT
What is a Crisis?

Often, the wordtrisisis misused or misconstrued to mean the same asditeproblem

or incident but in reality they are not exactly the same. Wimayou think, if a man has a
problem, can we say he has a crisis? Well, problemsnore common and predictable
developments than crisis. They can be dealt witla short time without arousing the
attention of the public or expending much of yotgamisation’s resources. Crises on the
other hand are less predictable and could reqoimesnvestment in time and money as
well as other resources to addresses them. Thewgllggwery often attract public
attention. Over the years, there have been divergggws among authors and
practitioners on the specific meaning of crisis.wdwer, a consensus is gradually
emerging. Ole R. Hosti defined a crisis assituations ‘charactierised by surprise,
high threat to important values and a short degisime.” Thierry C. Pauchant and lan |I.
Mitroff, say that a crisis is a ‘disruption thatysically affects a system as a whole and
threatens its basic assumptions, its subjectiveesehself, it's existential core.’

Crisis expert Steven Fink defines a crisis as arstable time or state of affairs in which
a decisive change is impending." Barton (1993) HaBned a crisis as a situation
characterized by:

(1) Asurprise
(2) A high threat to important values, and
(3) Requiring a short decision time.

Fern-Banks (1996) views a crisis as "a mapacurrence with a potentially
negative outcome affecting an organization, compamyindustry, as well as its
publics, products, or good name."

Steven Fink further points out that all crises twa risk of:

Escalating in intensity

Coming under close scrutiny of the media and theegument
Interfering with normal operations

Jeopardizing the positive public image of the orgaition.
Damaging a company'’s bottom line
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3.2 Possible Indicators of crises

The following have been found to be indicators @gible crisis in an organisation
The forced resignation of executive-level officgr(s
Potentially damaging civil litigation

Public allegations of impropriety

Criminal charges filed against an employee

Public questions about hiring practices

The job-related death of an employee

The re-election/reappointment of the CEO

Public protests of organisation actions

Intense scrutiny from state/federal regulators
Intense scrutiny from the news media

A civil disturbance or a hostage situation

A major restructuring of the organisation

Failure to meet organisational responsibilities
Organizational actions that resulted in death aFemployee(s).
Substantial loss of property through theft

Severe budget cuts/shortfall

Allegations of financial irregularities

Being the subject of an unsolicited/hostile takeove
Public health-related difficulties

Labour unrest

Being at the centre of a political controversy

ORORONOROROR O OO OROROROROROROROROROND

3.3 Findings about Corporate Attitude towards Criss

There seems to be a correlation between persodat@porate attitude towards crisis in
the modern world. Several organisations devote ldt no time to plan for a crisis. Some
wave the thought of it with the attitude of ‘whenuyplan for evil, then it will come.’
Others believe that the crises that come to sorheratorporate bodies are not their
‘portion’, but the naked truth is that crisis camppen to anyone. As crisis experts Donald
Chrisholm and Martin Landau have notéghen people believe that because nothing has
gone wrong, nothing can go wrong, they court desiasthere is noise in every system and
in every design. If this fact is ignored, natur@seeminds us of our follyit seems to be a
human weakness to think that if a thing has nopbapd one, then it is not real or at best
the chances of its occurrence are very small. Aystn Public Relations Journal1984)
gives the following report:
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Only 53 per cent of companies surveyed by Westariorhad an operational crisis
communication plan.

There was little change three years later whemtimber rose to 57 per cent.
A study in 1992 by the University of Kansas hadikinresults:

- Only 56.9 per cent of those surveyed had writtemgl

- Only one in three had plans that were both writted practiced.

The study concluded that the more crises an orgtoms had, the closer the public
relations functions now was to the organisesionanagement.

The Stages of a Crisis

No organisation remains the same after a crisisy éxisis would usually leave some
positive or negative trials behind. The state afryorganisation after a crisis is a function
of how prepared it was and how it handles thesriBhe truth is, any organisation must
have a crisis plan, but no crisis plan fits petfeatto any crisis situation. You would
need some amount of pragmatic tilt to handle casesy given time.

At the end of a given crisis, your organisation mayne out as a villain or a victim and
probably as a hero. Most companies would ratherecamt as heroes. But this is
dependent on your level of preparedness. Nothimg igood as a crisis that is averted. It
is better to avert a crisis than to solve it. Tkksaying’ prevention is better than cure ‘is
as true in public relations as it is in other areatiuman life. With a good team on
ground, you should be able to foresee and forecassis and nip it in the bud before it
gets out of hand. There is hardly any crisis thatuos without early warning signals.
Ignoring the warning makes the crisis loom large aften to uncontrollable proportions.

Crises develop in four stages, namalarning stage, Point of no return, Clean up
Stageand the stage whehings return to normal.

Warning Stage:As we noted above, crises do not ‘just happen’ rEeésis gives some
form of signal or the other. You must be able te aad read these signals and nip the
crisis in the bud. At the warning stage, eventssatkelargely under control. A proactive
step could be all that is needed to do the tricls. &n indication of professional expertise
to recognize the potential for danger and act afiagly. When the cloud is gathering,
native wisdom demands that you bring in your cldtben the wash lines, call in the
kids from the playing filed and get an unilard you must go out.
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Point of no Return: If you do not take proactive steps as expectetieatmarning stage,
then you must take reactive steps when you hawheeathe avoidable point of no return
stage. The crisis could have been avoided befovemd having reached this stage, you
would need the Wisdom of Solomon to prevent iisIho longer avoidable, it just must
happen, and some damages are inevitable,tHautextent of damage will depend on
how your organisation responds to the situatioru ¥Wwst know that the longer it takes to
react effectively to a crisis, the greater the pbo& for damage. Marguerite Sullivan,
(p.62) observed théthe key to effective crisis communication is topbepared before the
crisis occurs. Once an emergency happens, thelgléstime to think much less to plan.
Without a crisis plan, you can be overwhelmed bgnts/ At this point, your various
publics especially your traditional publics wouldokv about the crisis and would be
watching keenly to see how you would handle it.tls stage, you must be giving
information that would give a true picture thle situation; else the rumour mill would
grind fast. You must have a crisis communicatioanplSomeone in the public relations
office must be talking but must know what to talkkdawho to talk to. Sullivan further
recommendsin a crisis, the best course of action is to beéhfooming and honest and to
do what it takes to facilitate stories. The media going to write and air stories with or
without your help. It's in your best interest torpi@pate in a story- even a negative one —
in order to have your position correctly represehte

Clean up Stage: The point of no return is not a total loss stagee Tegree of damage

can still be minimised. This is however dependentwat you do in the third stage which
is the clean-up stage. Here, you are attemptindetd with the problem and its effects.
Making a success of this stage will depend on ywganisation’s crisis management and
communication capacity. A well laid out crisismagement and communication plan will
take care of the crisis in a short time, but a waakon-existent crisis management policy
could make the crisis drag on for a long time dginvhich much more damage could be
done by the escalation of the crisis. The cleastage is a period of recovery, it is a time
to take a retrospective look at the past beforectisess and examine the build-up of events
to the crisis. It is a period to do thorough intdrand external investigations into the
remote and immediate causes of the crisis.

The last stage is that when thingsurn to normal. Let's get it right, things can never be
exactly the same for any organisation after aisjs; sSo we cannot have a situation where
things return to how they were before the crisisudlly, a crisis would leave in its tralil
some changes in structure, policy and even persolvie can therefore use the word
‘normal’ here to mean a time when everyone get& baaevork after the crisis. It is a time
to see what went wrong or went right at any giveags. It is also a time to assess your
organisation’s preparedness for crisis. You woulshtmo ask ‘how can this crisis and
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indeed other crises be prevented in future and whey unavoidably occur, how do we
react to minimise damage?’

All of these can be represented in a crisis dynamadel as shown below:

Point of no return Reactive zone
t I
I v
Warning stage Cleanup
I L4
Proactive zone Things return to
normal

Crisis Dynamics: Adapted from Guth and Marsh (2000)

As you examine the above model, you will discovat it suggests a continuum of a crisis
in a way, i.e. a situation in which we move fronearisis to another. This is true to some
extent; the extent to which your organisation ddigke or nothing about its crisis
communication and management plan. If managenagastproactive steps by identifying
the warning signals of an impending crisis and nip® the bud, it won't have to go
through the cycle. You also have another changedeent the cycle run after the crisis. If
management properly takes stock of the crisis tyinoa thorough evaluation, assessment
and post-mortem of the crisis and management pe#ioce, and apply the lessons it has
learnt. Except this is done, history will certaingpeat itself.

Kinds of Crisis

The nature or form of a crisis would usually detents impact, consequences and indeed
the approach to handling it. We can classify crisgs two categories namely: Act- of-
Crisis and Man-Made Crisis.

Act-of-God Crises often occur due to the vagaries of nature. Man darvery little to

prevent them, but can prepare for them throughfwlaed diligent planning. Examples of
act-of-God crises are flood, earthquake, volcamip#on, death, etc. Your organisation
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may not be able to completely stop any of thessgesrbut with good foresight, it could
lessen their consequences.

Man-Made Crises are preventable crises which often occur as a tresulhuman
negligence. Examples include fire disaster, aisloes, epidemic, labour or civil unrest,
etc. You will agree with me that each and all edd# crises can be adequately preempted
and prevented.

Sam Black’s classification of crises includes (I)odn-unknown crises and Unknown-
Unknown crises.

Known-unknown Crises are those kinds of hazards and adversities thataremon to a
particular line of business. For instance, a motompany knows that it is prone to road
accident, fire or theft of vehicle. An electrictpmpany knows that one or more of its staff
could be electrocuted while on duty, a chemiwampany runs the risk of chemical
poisoning. Usually, organisations are consciouthefpossibility of these crises but may
not know when they could happen.

Unknown-unknown Crisesare usually not predictable or foreseen. They gpfiiom the
blues and take everyone unaware. An example herd be an earthquake in an unlikely
place like Nigeria.

CONCLUSION

In today’s corporate world, crisis communicatiord ananagement have become a part of
those variables for which defined plans are madetduhe uncertainty of their occurrence.
With expanding frontiers of knowledge, companiesl @overnments are more able to
handle crisis situations when they arise. We siadimine how this is done in the next
unit.

SUMMARY
This unit has exposed us to what a crisis coulddoean individual, a community, a
corporate set up or a country. We saw some defirstof a crisis as well as the stages and

kinds of crises. The kinds of crises as we sawighelacts of God crises, man-made crises,
unknown-unknown crises and known-unknown crises.
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6.0 TUTOR MARKED ASSIGNMENT

Sometimes when crises occur, they bring some leneith them, especially if they are
well managed. Explain some benefits that could catie a crisis.
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1.0 INTRODUCTION
In the last unit, we began examining what a ciisiand what kinds of crises there are.

We also saw the stages of a crisis. In this ungt,siall look at how to communication
and manage a crisis.

2.0 OBJECTIVES
At the end of this unit, you should be able to:
Discuss the steps of crisis communication
Explain what to do before, during and after a srisi

3.0 MAIN CONTENT
3.1  Steps in Crisis Communication

Jonathan L. Bernstein, principal of Bernstein Comization suggests what he callse
Ten Steps of Crisis Communication.

Identify your crisis communication team
Identify spokespersons
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Train your spokespersons

Establish communication protocols
Identify and know your audiences
Anticipate crisis

Assess the situation

Identify key messages

Decide on key communication methods

Ridding out the storm

For the purposes of clarity, | feel it's importantquote Bernstein’s explanation of step
number ten. In his words, “no matter what the reatfra crisis... no matter whether its

good news or bad... no matter how carefully you'vepared and responded... some of
your audiences are not going to react the way yantwhem to. This is immensely

frustrating. What do you do?

- Take a deep breath.

- Take an objective look at the reaction(s) in quastis it your fault, or their unique
interpretation?

- Decide if another communication to that audiendéey to change that impression
for the better.

- Decide if another communication to that audienagddmake that impression worse.
- Decide if making that additional communication isrtln the effort.

As we have seen earlier, the best way to preventioimize the effects of a crisis is to
plan for it and get the right people in place todia it. One without the other will not
work. If you plan without having the right men itape, the plan will be weak. Putting
the right men in place equally depends on your kedge of your public relations staff.

What To Do Before, During and After a Criss

From all we have learnt so far, | guess you aret anlore equipped now to prepare for
and handle any crisis that occurs in your orgammsatr your client’s organisation. But
before we draw the curtains on this very importapic, let’'s briefly look at (call it a
blueprint if you like) what to do before, duringdaafter a crisis. To be sure, there cannot
be a straight jacket approach to addressing ascssi we may not be using the word
‘blueprint’ in the strictest sense of it but we ahenking of a general approach to
handling crises. As we have seen earlier, criaassometimes be inevitable, but having
a clear idea of what to do when they occur is vitalmaximizing their adverse
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consequences. Over time, | have found very fulsehe counsels of Marguerite
Sullivan, an American public affairs and commutima specialist on crisis
communication and management. In her bobkédsponsible Press Office: An Insider’s
Guide she put forward the following useful advice:

3.2.1 Before a Crisis

Maintain trustworthy, credible relationships wittetmedia all of the time .if you
do, the media will be less suspicious angrentooperative in the midst of a
crisis.

Select someone to be the crisis manager.

Have the crisis manager collect information on pti&dly troublesome issues and
trends. Evaluate them, gather data on them, anela® communications
strategies to prevent or redirect their course.

Identify members of a possible crisis managemeatnte Have in place their
roles, actions to be taken, and possible scenaimg a list of their office, home,
and cell or mobile phone numbers. Also have copietheir biographies. In a
crisis, the press may want to know the backgrowfidsose dealing with it.

Give designated spokespersons training in dealitigthe media.

Determine the message, target, and media outlatscthuld be used in various
crisis plans.

Have a list of the office, home, and cell or molglene numbers and deadliness
of reporters who might cover your organisation criais.

Have a plan for setting up a media crisis centhes Bhould cover such items as
desks, chairs, phones, parking, electrical outlelacement of satellite trucks,
copy machines, even coffee. You also need to thbdut how to keep an office
secure, particularly for your own staff.

3.2.2 During a Crisis

When a crisis hits, immediately get the word toghess. Otherwise, the media
will get their information through other means.

Set up a 24 —hour crisis and media centre at aatguitice from which news is
released, rumours dealt with, facts gathered, aiedirigs held.

Immediately ‘go public’ with a trained spokespersdrihe scene to conduct press

briefings. Let the media —and therefore the pukicw that you are dealing with
the situation.
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e Say what you know and only what you know. Don’t@gate. Don't be bullied
into saying anything based on rumour. If you ddaibw something, admit it.
Saying ‘the matter is under investigation” maythe best response.

e Gather information as quickly as possible. Detesrtime basic who, what, when,
where, and how. You might not get the ‘why” unéter.

e Get the government or agency leader and other tapagement to the crisis
centre. Cancel other plans. People want to sedetider, not just the public
affairs staff. Having top management in front oé thress during a crisis lends
credibility and shows that the organisation is tneating the situation lightly.

e Inform your internal audiences — the staff and oth@vernment offices — at the
same time you inform the press. If the press isothlg source of information for
the staff, morale can be damaged and employeebarmme confused and hurt,
especially if the incident is reported inaccuratelthe press. Because of where
they work, the staff will be viewed as sourcesrdbimation, and they can be the
origin of leaks and rumours. Be sure they havegittr

e Communicate with your internal audiences by e—nfalvailable, or through
press releases and statements delivered to eacé. dffthe staff is small enough,
call a meeting at which members of the crisis tasgnavailable to answer staff
guestions.

e Maintain a clam, gracious, and helpful presencaidwappearing flustered or
overwhelmed.

e Pre-empt negative publicityand communicate theastioeing taken to solve the
crisis. Verify news before releasing it.

e Arrange for media access to the scene of the cifse& all possible. TV wants
pictures. If there are space constraints, use ppss reports, with a
representative of each type of media, wire servioewspaper, TV, radio,
magazine, and photography —at the scene, writing tgport and taking picture
for their colleagues. No one may use these repimtjding those in the pool,
until they have been distributed to everyone.

e Take care of the practical needs of thesgresuch as packing, phones,
electrical outlet, desks, and chairs.

e Keep a log of reporters who have called, what theled, their deadlines, what
you promised, and to whom it was delegated.

e Always return phone calls. If you don'teporters will look elsewhere for
information. They will write a story with or withouyour help. Being not
responsive takes control of a story away from you.

e Simple sympathetic gestures can help rdhkbé public’s confidence. Offer
reassurance. Tell what actions are being takenlt@ she problem, to help those

126



JLS 732 PRINCIPLES AND PRACTICE OF PUBLIC RELATIGN

3.2.3

4.0

5.0

affected, and to return things to normal. But firstke sure you are doing what
you said you are doing.

e Make sure the press spokesperson is involved eilios management in every
decision and policy made. Every decision has a iputaimification, whether
management recognises it or not.

e Avoid fixing blame. That can be done after an irtigggion.

Appeal to third party endorsement for your eff@set credible people who have been
through similar experiences and command the pubdittention to speak on your behalf.
Update information frequently and regularly. Annoenvhen your next update will be.
Monitor media reports and correct errors immedyatel

Establish a web site to inform people abthé status of the situation. Put all news
releases, statement, fact sheets, and links to iotfloeemation on the site.

Establish an assessment group to study the probtemno prevent future occurrences.
This is not for show; they should have real power.

Remember: openness and responsiveness during ia enbkances your respect and
credibility with the media. It can help you in tloag run.

After a Crisis

® Evaluate the effectiveness of the crisis pdemd how people responded.
® Correct problems so they don't happen again.

CONCLUSION

We started the discussion on crisis communicatiorth® presumption that crises can
happen to anyone, anytime and anywhere. It is itapbto conclude this topic by noting
that the best way to handle a crisis is to presteMhen crises occur, they often leave
unpleasant experiences on their trail, losses a@enand systems are disoriented. The
best way to avoid this is to envisage the crisesrap them in the bud before they loom
large.

SUMMARY

This unit has seen us through the various stegsigif communication as suggested by
Jonathan Berstein. According to Berstein, you midentify your spokespersons,

establish communication protocols, identify and wngour audiences and anticipate
crisis. We also saw specific advices from Margee8ullivan on things to do before,

during and after a crisis
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6.0

7.0

TUTOR-MARKED ASSIGNMENT

Identify an organisation that has successfully ngadaa crisis; speak with appropriate
staff of the organisation on how they handled th&i From your report, present a case
study of crisis management.
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INTRODUCTION

The relationship that subsists between publicicriatand society is an age long one. From
the era of press gentry when public relations wiasi crude form, practitioners have
found themselves having to give society a prgpace in public relations decision-
making processes. The effect of public relationssoaiety can be understood from two
perspectives namely: public relations pracigic are members of society and they
also ply their trade in the society. In esgertice society is the laboratory in which they
experiment their public relations programmes anites. In the process of doing this, the
society is affected both positively and negativ@lfe gains of the society from public
relations show when public relations campaigns ehimutual understanding between
organisations and their communities, governmendstha people. On the other hand, due
to the profit motive in most aspects of public tielas practitioners run roughshod on
society’s interests. This has generated lotsdelbate and concerns among stakeholders
in public relations thus leading to the evolutidriaymal and informal controls.
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2.0 OBJECTIVES

3.0

3.1

At the end of this unit, you should be able to:

Establish the relationship between public relatiand society Explain ways in which
public relations benefits society Evolve ways thiage better relations between public
relations and society

One of the prominent names in modern public retstiBdward Bernays once observed
‘The three main elements of public relatiomse practically as old as society:
informing people, persuading people, or integrapegple with people.” He added that
the means and methods of accomplishing these eads bhanged as society has
changed.” Because public relations is part saiciety, and both of them are
dynamic, it is proper that just as public relatidvas affected society, society has equally
changed the way public relations is practiced otmere by insisting on improved
standards for the practice of public relations.

MAIN CONTENT
Impact of Public Relations on Society

The influence which public relations has had orietgauts both ways. It has added value
and progress and has equally had a deleterioust effe society. This should be

expected by the average watcher of the indw@asrnothing is absolutely good on its
own without a flip side.

According to Wilcox, Ault and Agee, “the proponemispublic relations can document
many values of its work to society. The critics cie with equal validity, many harmful
effects.” They added that ultimately public relasomust be judged on the basis of its use
to society. According to them, the following are thasis for such judgment:

1. The social utility of public relations rests in ggomotion of free, ethical competition
of ideas, individuals, and institutions inetmarket place of public opinion.

2. Social utility is diminished to the extent that qoetition of ideas, individuals, and
institutions is suppressed in campaigns.
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Social utility is served to the extent th#te goals underlying influence
attempts are revealed.

Social utility is diminished to the extent that jfialopinion is not permitted to come
to bear on issues once they are made public.

Social utility is diminished when the origins of lgic relations are hidden or
ascribed to other than their true sources.

Positive Impacts of Public Relations on Sty

To assert that public relations has benefited $peveuld be an understatement. Truth is
public relations has in the last three decadesedems a great instrument of social
cohesion. Public Relations has helped governmesdsnomies and corporations in

keeping track of their relationship with their v@ars publics. It has equally been used to
avert crisis situations, provide profit for investpjobs for employees and goods for the
consumer. Public relations has also been usefditawing the attention of governments,

organisations and other stakeholders to sociegss brivileged persons through non-
profit organisations and societies. The followirasive contributions can be credited to

public relations.

1.

Public relations minimizes friction and conflict society thereby providing the
conducive environment that engenders development.

Public relations has created avenues by which th#ig conveys its desires and
interests to otherwise unresponsive corporate aghaons. It equally speaks for
these organisations to the public.

Public relations promotes mutual adjustments batwestitutions and groups thus
establishing smoother relationships that beneditetyp.

Public relations is an essential element in comeatimn system that enables
individuals to be informed on many aspects of sttbjéhat affect their lives.

Even in everyday inter-human relationshigmommunication principles of
public relations have in micro forms helped to eghki cohesion and understanding

which have engendered social stability.

Public relations enhances social change. Evernyesogasses through challenging
complexities which are not easy to adapt to. Pubbtations provides the
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communication needed to lubricate the effects es¢hchanges. Examples here are
attitudinal changes like population control throwgild spacing and limited birth.
Discourses on public relations and society areldsas the practice of PR itself.
Concerns expressed by both practitioners and thietgoas well as governments
have led to the adoption of various codes of ettuigquide public relations practice.

Wilcox, Ault and Agee outlined three positive imgaof public relations:

1. By stressing the need for public approval, pramigrs improve the conduct of
organisations they serve.

2. Practitioners serve the public interest by makitigpaints of views articulate in
public forums.

3. Practitioners serve our segmented, scattered gociet

They conclude that ‘the potential good inherenkthical effective public relations is
limitless.”

Negative Impacts of Public Relations on Sety
Public relations practitioners have been severslicized for the deleterious effects the
it has had on society. Wilcox, Ault and Agee idéad two major ‘minuses’ of public

relations in its relationship with society. Thegar

1. Public relations has cluttered our already shodkeshnels of communication with the
debris of pseudo events and phoney phrases thiatseorather than clarify.

2. Public relations has corroded our channels of comeoation with cynicism and

“credibility gaps”.

To buttress the above points, Robert Heilbronereréssthat public relations has
contributed to the debasement of our communicatiohis words,

“No one can quarrel with the essential functiort fhablic relations fills as a purveyor of
genuine ideas and information. No one denies thatynpublic relations men, working
for corporations as well as for colleges, honestiynmunicate things which are worth
communication (sic). Nor can anyone absolve publkdations for loading the
communication channels with noise. We read the reavassuspect that behind lies the
‘news release.” We encounter the reputation andesd to publicity. Worst of all, we
no longer credit good behaviour with good motivas, cheapen it to the level of ‘good
public relations.’
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4.0 CONCLUSION

Discourses on public relations and society arelésas the practice of PR itself. The
relationship between public relations and societytas today is one that is expected o
remain for a long time. Public relation will conti® to affect society positively and
negatively. The negative impact can however beaagslithrough proper ethical conduct
and high professional standards on the part ottpiaers and educators.

5.0 SUMMARY

In this all-important unit, we have examined thesipge and negative influences of

public relations on society. We also saw that ggdmas also had some influences on
public relations by pointing its practitioners teetneed for regulation and sound ethical
basis for good practice.

6.0 TUTOR MARKED ASSIGNMENT

The influence of public relations on society is atter of gain and loss.
Discuss.
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1.0 INTRODUCTION

Let’s begin this unit by making a definitive statemt No good public relations effort can
succeed without attention to public opinion. Thdlgureferred to here would naturally
be the various publics of a given organisation egoment or body involved in the public
relations programme.

2.0 OBJECTIVES
At the end of this unit, you should be able to:
Define public opinion and propaganda
Make a distinction between the above two terms
Explain the importance of public opinion in pulredations
Harness public opinion for public relations
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3.0 MAIN CONTENT
3.1 Defining Public Opinion

Public opinion is one concept in the social scisritbat is somewhat nebulous. It is similar
to the concept of the ‘common man’ which Frank &lisrmerly of the NTA found to be
quite elusive. Majority opinion is a curious antistve thing. Charles Frankel an
American newspaper columnist once observed “Mgj@aijtinion on a public issue depend
very much on how the issue is posed to them, aadciftumstances in which they are
asked to express themselves. A majority today mayl Wwe a minority tomorrow
depending on what transpires between today andrtomo*

The problem with identifying public opinion sprinfem the fact that few issues generate
unanimity of opinion among the population and ptiblpinion on any issue goes in several
directions. It is also noteworthy that only a snrmalimber of people at any given time take
part in opinion formation on matters of social v@lece. The reason that could be adduced
for this is that the public tends to be passive.iddividual may be informed on an issue
but may not have an opinion on it. Even when hehardoes have an opinion, except it is
expressed, it is not public opinion.

Public opinion represents the thoughts of any gigesup of people in a society at any
given time towards a given object. It may also béned as “the collective expression of
opinion of many individuals’ opinions on an issudeeting those individuals.” It is
“Public opinion is what most people in a particytaublic think. It is a collective opinion
of what a segment of public think about a specsstie.’

Another popular definition states “public opinios & collection of views by persons
interested in the subject.” The definition sugge#tat a person unaffected by or

uninterested in an issue does not constitute padiaic opinion on that issue.

According to Dennis Wilcox, Phillip Ault and Wannagee (1992: 234), the following are
points of consensus in the literature on publicam.

1. Public opinion is the collective expression of apinof many individuals bound in a
group by common aims, aspirations, needs and ideals

2. People who are interested or who have a vestedlfangerest in an issue — or who can
be affected by the outcome of the issue — formipwginion on that particular issue.
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3. Psychologically, opinion basically is determinedd®}f-interest. Events words or any
other stimuli affect opinion only insofar as thestationship to self-interest or general
concern is apparent.

4. Opinion does not remain aroused for a long peribtinge unless people feel their
interest is acutely involved or unless opmiaroused by words — is sustained by
events.

5. Once self-interest is involved, opinion is not Bashanged.

You will observe the recurring use of the concdpgalf-interest in the above points.
Self-interest is essential to practitioners in dateing how to focus their messages to
fit the audience in order to achieve the goaldeirtpublic relations campaign.

3.2 How Does Public Opinion Flow?

The goal of many public relations programmes iglémtify and reach key opinion leaders
who are important to the success or otherwise ofda@a or project. Until the 1960s
researchers had believed to the extreme that tss madia are the most important factors
at influencing the masses of the people. Thisonotivas however challenged and
discarded after the very famous study of how peoptese candidates in an election. The
study conducted by Elihu Katz and Paul Lazarsfélowsed that public opinion is really
formed * by people who have taken the time toisiftbrmation, evaluate it and formed an
opinion that is expressed to others. This studysiful to public relations practitioners in
identifying what segment of society to target fonatsoever cause they are pressing for
actualization.

Another important study is the Decatur study whigds done to follow up more on the
two-step flow study. The Decatur study showed lisatlership comes in many forms. The
most visible of these forms however are official leaders thaacd formally organised
groups like corporations, labour unions, schoods/egnments, clubs, banks and so forth.
These leaders are easily identified in a commumytyheir official positions of power and
authority and their decisions can have very gregtact on the social and economic
processes of a community.

Another kind of leadership is the informal type.iditype of leaders exists at the same
social level with the people they lead (informalljuch people turn to these leaders
because they know and can trust them. They seakeadwinterpretation of issues that are
confronting them at a given point in time in ordemake sensible decisions and act in the
best of their interest. The Decatur study focusedhe role of opinion leaders as they
influence others in four areas of decision makimday- to-day life. These areas include:
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1. Marketing: Making choices regarding food, househmioducts and small consumer
items.

2. The world of Fashion: Deciding on matters concegngiothing, hairstyles and
cosmetics.

3. Public affairs: This is an area where people naggtpretation on political and social
matters in the news, civic activities like electioensus, and other local and national
events.

4. Selection of movies: Here again, the followers rawé sure of which movies would
give them value for their money. They have to cleobstween local and foreign
movies, television programmes, etc.

An interesting finding in the Decatur study accoglto Lowery and DeFluer (1988:170) is
that * when ordinary people make decisions on sutiatters as what to believe,
purchase, join, avoid, support, like, dislitieey turn to opinion leaders for advice.
Often, the opinion leaders’ personal influence ashbgiven and received without either
party consciously recognizing it as such.’

Public Opinion and Public Relations

A public relations practitioner must possess aquofl understanding of public opinion.
This knowledge would assist him or her to effedtivaonitor shifts in public opinion,

identify formal and informal opinion leaders andaateach them with specific messages.
Melvin Sharpe outlined the following set of prinlgp to help organisations maintain
favourable public opinion:

1. That the economic and social stability of an orgation of any type depends on the
attitudes and opinions of the publics within itsat@perational environment.

2. That all have the right to voice opinions in redatito decisions that will directly affect
them and, therefore, have the right to accuratermmdtion about pending decisions
relating to them or their welfare.

3. That an organisation’s management of communicatieressential to ensure accurate
and adequate feedback from both internal and eaftguiblics, in order to ensure the

organisation’s adjustment and adaptation to theghs.necessary for longevity.

4. That, although technology may be responsible far ffactionalisation of today’'s
society, technology can be used to reach out tethiarious publics.
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Wilcox, Ault and Agee identified seven vital metisogthich public relations people use in
monitoring public opinion. They include:

Personal contact:These are persons that can be reached very easphane or just by
booking appointments with them. They include friendusiness associates, consultants,
opinion leaders, customers company employees, etc.

Field reports: Field reports come in the form of complaints, gises, suggestions and
complements expressed by sales people, custonme #fzer patrons.

Media reports: These come from monitoring the media for news sfrletters to the
editor, OP-Ed pages, and editorials.

Letters and telephone calls:This is a veritable source which comes from tragkine
patterns that might suggest necessary changesnpasty policies

Staff meetings: Staff meetings often provide good opportunitieshare knowledge and
experiences obtained by everyone during timesfofamal research.

Advisory committees: Citizen Committees to provide feedback on propopelicies,
ideas, and public relations programming.

Polling/Sampling: This is a planned, deliberate and systematic relsear public attitudes
and interests towards the organisations and iisips!

Propaganda

It would be inappropriate to discuss persuasiohaut mentioning a complementary topic
like propaganda and its techniques. Edward Berdafised propaganda as “a consistent,
enduring effort to create or shape events to infleethe relations of a public to an
enterprise, idea or group.” Contrary to propagartieorists, Bernays believed that
propaganda can either be beneficial of harmfuht gublic. According to him, “we are
governed, our minds are moulded, our tastes forrmedideas suggested, largely by men
we have never heard of.... Vast number of human beinst cooperate in this manner if
they live together as a smoothly functioning sgciet

Propaganda can also be defined as the disseminatiarformation- facts, arguments,

rumour, half-truths or lies to influence public pjpn. Another author says it is “the
more or less systematic effort to manipulateer people’s belief, attitude or actions

138



JLS 732 PRINCIPLES AND PRACTICE OF PUBLIC RELATIGN

by means of symbols (words, banners, monumentsjcanclothing, insignia, hairstyles,
designs on coins and postage stamps, and so forth.”

Generally speaking, the terpropagandahas a negative connotation, yet its original
meaning did not. Propaganda is believed to havent#k root in the period between 1572
and 1585 when Pope Gregory Xl formed a committee Congregatio de Propaganda
Fide with the aim of combating reformation. The comndttéad the objective of
advocating a particular view on an important issuehurch doctrine. This was the sincere
sense in which the term was used. However Lenin@oebbel had applied the term to
describe their own public opinion moulding whererthwas no access to free press and
the alternative viewpoint. Indeed, the modern dsb@term implies lying and dishonesty.

With the passage of time, propaganda has growedcorbe a subject of usage and interest.
Around the period of world wars One and Two, comitation researchers largely
focused on the influence of propaganda. During pleisod, researchers were interested in
asking how communication could be used to achiedeabioural change. Governments
believed that to attain national objectives reqiliitee coordinated cooperation of their
citizens which in their estimation could be achgk\tkrough the use of propaganda. The
concept has had a large number of followership wébh of them having slightly different
views from others. Among various propaganda theonere George Santayana, William
James, Graham Wallas, Karl Marx, etc.

3.4.1 Propaganda Techniques

As note earlier, propaganda can be used in bothiygand negative ways. When
used positively, it yields great dividendor the organisation, but when used as a
tool of deception it leaves a sour taste in the timau the long run. Some techniques of
propaganda often used today by commercial andgaildrganisations include:

1. Plain Folk Talk: This is an approach used by individuals to identifth low status
members of the society. It is employed as a styategeliciting the support of this
category of people to act in a desired way. | i8ag of saying to them “l was like
you, we have things in common.”

2. Testimonial: It is a device for gaining credibility and suppéot a product, service
or person. It involves using a well-known personspeak in favour of the person,
service or product. It is a common approach in Hdbieg.

3. Bandwagon: Bandwagon attempts to make the receiver of the agesteel isolated
for not being part of the train. It uses such rhe#d devices as “everyone is using
this product or supporting this idea, why not you.”
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4. Card Stacking: This involves selection of facts and data to budd
overwhelming case on one side of an issue whileealing the other side.

5. Transfer: This is a technigque of associating the person, ynbdf idea with
something that has a high or low credibility depgegdon the intention of the
message. For example Glo’s blackberry is associaiéidl top rate, very busy
executives.

6. Glittering Generalities: This is a technique of associating a cause or [tooiu
idea with favourable abstractions like freedomtipgs democracy, etc.

7. Name Calling: Involves the use of terms charged with negativermmgs such
as selfish, mindless, etc. The goal is to discrawltt make a person, or group and
their cause to become socially less acceptable.

3.5 Persuasion

Persuasion is a common feature of everyday lifes firesent in everything we do, from

persuading oneself to persuading others. In a Yalifé, persuasion manifests in children

convincing parents on the kind of product to buytfeen and even for general family use.
A prospective employee through his application anhghterviews attempts to persuade an
organisation to employ him. Governments attemppéosuade citizens to accepts its
policies, corporate organisation attempt to persuaeir several publics to support them
on some corporate matters.

Communication experts Winston Brembeck and Williblowell describe persuasion as
“‘communication to influence choice.” Another defion says persuasion is a process that
changes attitudes, beliefs, opinions or behaviburs.

Public relations practitioners are among the getaisers of persuasion strategies, often
with the objective of influencing people in someided ways.

Generally, persuasion is used to:

1. Change or neutralise opinions

2. Crystallise latent opinions and positive attitudag

3. Conserve favourable opinions.

Persuading someone or a group to think in a diffeveay is not an easy task. It is more
difficult when the views they hold are hostile. Aagl understanding of persuasive
communication would however make it easy to getyblic thinking your own way.
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3.5.1 Factors in Persuasive Communication

Achieving persuasive communication is dependentaonumber of factors. Public
relations practitioners would find some of these fooward by Wilcox, Ault and Agee
very useful:

1. Audience Analysis: Every audience has its own features, mindset, and
characteristics. To get a message across sucdgssfaquires a detailed
understanding of the target audience. Knowledgéh@m# the belief system and
attitude of a group is a useful tool in helpingoantnunicator prepare his message.

2. Source Credibility: There are general standards of message forms fpmuifie
communication sources. To make a message belgvamust come from a trusted
source. For a public relations person, this tedis that in order to achieve persuasion;
some forms of communication must be handled by sspecific persons. For
example, there are crisis situations when your ipulbuld only believe what the
managing Director or Chairman of your organisasags. Any word from the public
relations director may not sell.

3. Appeal to Self-Interest: people get involved in issues or pay attention &ssages
that appeal to their psychic or economic needsydtca message across, you must let
the target know what is in it for them. They musbw in specific terms what good
they stand to enjoy if they do your bidding. Wouldadds to their sense esteem,
gratify their ego of give them a sense of belonging

4. Clarity of the Message: The clearest message is the simplest message. Two
important questions that would help you achieveitglare: (a) what do | want the
audience to do with the message (b) will the awmiemnderstand the message? A
persuasive message must not leave the audienagsednds to what it wants it to do.

5. Timing and Context: There is a time and context for everything. Tellamgonsumer
of an increase in electricity bill when at thatyweoint there is a power cut would not
attract any favourable response.

6. Audience Participation: People are committed to making a thing work if theg
been a part of the idea. Productivity is increaseanployees are carried along in the
decision making process. Getting people involvedairstreet march or walk for
HIV/AIDS creates a participatory satisfaction thall make them donate more to it in
financial terms.
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7.

Suggestions  for  Action: A good principle of persuasive communication to
accompany the message with a proposed action.udgestion must be easy to carry
out with minimal technical or bureaucratic compties.

Content and Structure of Messages:To achieve persuasion, content and structure
must key into the audience. Communicators and riteve employed some useful
devices over time for achieving this. Each of themvices must be used in
consideration with other factors discussed abdseme of these devices are: drama,
statistics, surveys and polls, examples, testinb®nimass media endorsements,
emotional appeals, etc.

Persuasive Speaking:The use of appropriate persuasive techniques & tat
eliciting responses from targets of such messaDepending on the audience, a
persuasive message can give a one- side or twe-fidan issue. Studies by Carl
Hovland have shown that one-sided speeches areeffestive with audiences that
are favourably disposed to a message, while twedsgpeeches work better with
audiences that might be opposed to the messages.

3.5.2 Persuasion and Ethics

We have examined the above propaganda techniqguedonarm public relations
practitioners with devices for deceiving or mangiing people. Ethical considerations
demand that these techniques are not turned againgiublics but to their favour. As
public relations professionals, we are advocatesuofclients and employees as well as
the conscience of the publics of which wee a part. The use of persuasive
techniqgues demands additional guidelines as puwvaia by Professor Richard L.
Johannesen of Northern lllinois University. Accaoiglito him, the following criteria must
be borne in mind by every public relations practigr using persuasive devices.

1.

Do not use false, fabricated, misrepresented, @ewant evidence to support
arguments or claims.

Do not intentionally use specious, unsupported|aygical reasoning.
Do not represent yourself as informed or an “eXparta subject when you are not.

Do not use irrelevant appeals to divert attentiors@utiny from the issue at hand.
Among appeals that commonly serve such a purpose‘smear” attacks on an
opponent’s character, appeals to hatred and bigmtngiendo, and “God”, “devil”
terms that cause intense but unreflective postiiveegative reactions.
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4.0

5.0

6.0

5. Do not ask your audience to link your idea or psgiato emotion- laden values,
motives or goals to which it actually is not rethte

6. Do not deceive your audience by concealing yourpagoose, your self-interest, the
group you represent, or your position

7. Do not distort, hide, or misrepresent the numbegps, intensity, or undesirable
features of consequences.

8. Do not use emotional appeals that lack @@paerting basis of evidence or
reasoning or that would not be accepted if theema#i had time and opportunity to

examine the subject itself.

9. Do not oversimplify complex situations into simptep-valued, either/or, polar views
or choices.

10.Do not pretend certainty when tentatigsneand degree of probability would
be more accurate.

11.Do no advocate something in which you do not beligwurself.

CONCLUSION
Public relations is about people, what they think &iow to relate their thoughts with
ours to achieve a common goal- mutual understandifugh of the techniques we have

seen here are time tested and workable, but we guast against being seen as human
manipulators.

SUMMARY
This unit has looked at the place of public opinard propaganda in public relations.

We have seen the place of public opinion in puldiations, the flow of public opinion
as well as the use of persuasion techniques ingodshtions.

TUTOR MARKED ASSIGNMENT

According to Wilcox, Ault and Agee, what factors wid you consider when you want to
achieve persuasive communication?
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INTRODUCTION

Now we need to address some very vital questiomailmic relations. Try asking yourself
the following questions. Can | practice publicatelns and end up behind bars, in court or
have my agency shut? Are there legal sides to publations practice? Can | do just
whatever | wish and still enjoy the support of mglleagues and my professional
association? The answers to these questions wjihli®e emerge as we go through this
unit. Basically there are two modes of regulationpublic relations. The first is the kind
of regulations that are set by government. They caked formal regulations. These
regulations are stipulated by government and s d@gencies for the protection of the
citizenry. Here, we refer to the general laws tpaide the mass media world, much of
which equally guide the practice of public relasoithe later part of the unit will discuss
informal regulations of public relations. Here, afall look at the place of ethic in public
relations practice.

OBJECTIVES
At the end of this unit, you should be able to:

Discuss the role of law in public relations pragtic
List and discuss important laws in public relatipmactice
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3.0
3.1

3.1.1

Relate these laws to real life situations in pubétations practice. Explain the role of
ethics in public relations practice

MAIN CONTENT

Public Relations Laws and Regulations

The field of public relations is replete with lotd legal landmines into which an
unsuspecting client or practitioner could wade gatiblown up. However a good grasp
of the content of this lesson would safeguard ygairest such landmines.

Laws are official rules and regulations used toegova society or group and to control
the behaviour of its members. In order to do a gbdas well as keep your and your
clients out of legal problems you should be famildth the rules that guide public
relations practice.

SELF ASSESSMENT EXERCISE 1

Do a personal research into the history and dewedop of public relations in Nigeria
and bring to light at least two cases of violatas public relations regulation.

Role of Law in Public Relations

What role does law play in public relations prag@idVe can better answer this question
by reminding ourselves that public relations iscficeed by humans on planet earth and
not by machines or some extra ordinary beings feorifferent planet. Humans are
naturally capricious and they live in a dynamicistc A public relations professional
does not live or practice in an isolated world. érar he does affects his clients and the
society in general. Again, due to human penchatéke actions to the extreme in a bid
to satisfy himself, sometimes at the expense oérsththere must be instruments to
regulate and control human activities. The follogvare the vital roles that law plays in
the practice of public relations:

1 Protection of individuals’ rights and the societgrh human excesses that may arise
in the practice of public relations.

1 Protection of the profession from quacks and ckeatka One of the major challenges
of public relations over the years is the prepoadee of unqualified practitioners
who go about the job with wanton disregard for essfonal honour and thus bring
much ridicule to the profession. With good lawss thend can be curbed.
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1 Maintenance of professional standards. Flowingmfrthe above point is the fact
that when the profession is rid of quack®fgssional standards will be
improved and maintained, thus creating an gbme® of honour and dignity for
the profession.

1 Law will also enhance national growth since pulbditations is practiced in virtually
every facet of national life.

Public Relations Laws

There are many fine lines when it comes to puldiations and the law. Today, there
are so many rules and guidelines that italimost impossible to keep up with all of
them. Just having the basic knowledge of thesesarmdbhelp you as a public relations
professional in the future. Some of these basis lar discussed below.

Defamation

Any falsely published communication-- word, phot@ctures, symbols- that create
public hatred, contempt, ridicule, or inflicts imuon reputation. Defamation is the act of
damaging the reputation of a person by means eé fahd malicious communications
that expose that person to contempt, ridicule gldlator social ostracism. In common law,
defamation in writing is classified as libel an@ladefamation is slander

Libel

Libel is a published or printed defamation. If ymsue news releases, house journals,
annual reports that are short of adequate truth cpolld be summoned by a court if a suit
has been instituted against you for libel. It issgible to libel someone both in a

photograph and in a caption.

A photograph or a caption is libellous if it expssa person to hatred, ridicule or
contempt; lowers them in the estimation of righhking members of the community;
causes them to be shunned or avoided; or dispathgeseputation in trade, business,
profession or office. This suggests that you nimestareful in captioning pictures that
you use in your publications.

For instance if a caption describes two people asaMd Mrs. Clinton and Mrs. Clinton
is in fact Mrs. Katrin, or even Miss Katrin , théimat caption is libellous as it could
suggest different things to people who know Mrn€@n and the real Mrs. Clinton. An
easy way to avoid this kind of problem is for yqiotographer to ask questions properly
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from people he has taken on their proper namestia@dspellings as well as their
designations.

Proof in a libel suit
When a person files a libel suit, they usually htovprove that:

The false statement was communicated to otheraghrprint, broadcast, or electric
means.

The person was identified or is identifiable.

There is actual injury in the form of money logsd of reputation, or mental suffering.
The person making the statement was malicious girgeant

Avoiding Libel Suits

To avoid libel suits Don Sneed, Tim Weualeyer, and Harry Stonecipher, in a
Public Relations Review, suggests that...

Opinion statements be accompanied by the facts whaeh the opinions are based.
Statements of opinion be clearly labelled as such.

The context of the language surrounding the expmessf opinion be reviewed for
possible legal implications.

Slander

Slander is not a commonly breached public relatiams This is probably because the
bulk of public relations messages today appeangitten form. The truth however is that
very many public relations jobs involve speech,doicast and oral presentations. Thus,
we need to examine the law of slander else we wswously violate it. Slander is a sub
of defamation. It is defamation in words, or beftet, in oral form. You or your client
may be sued for slander if a person thinks thatdpsitation or image has been falsely or
maliciously damaged in the minds of right thinkimgembers of the society. The
implication of this for a practitioner is that he ehe must ensure that every oral
communication is properly examined and expungednyfslanderous statement. When
in doubt, consult your lawyer.

SELF ASSESSMENT EXERCISE 2

What suggestions would you give to your Managinge€tor as precautions for avoiding
making statements that can invite slander charges?
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4.0

5.0

6.0

7.0

CONCLUSION

Like any other sequence or area of specializatorcammunication studies, Public
Relations is guided by some laws and regulatione failure of PR practitioners to abide
by these laws and regulations definitely portend fev them. A situation of persistent
violation of guiding rules and regulations may léadjrave consequences such as; loss of
one’s license, sanction by the professional bodgrominal or court action. This is a
situation every well-meaning practitioner must avoi

SUMMARY

In this unit we have carefully gone through the kesues in PR and the Law. In the
process, we have tried to identify the role of Lawpublic relations and the basic
elements of public relations laws. It is hopedt aur knowledge of these laws will

guide your footstep in the right directions ipursuit of your profession as a
Public Relations Practitioner.

TUTOR MARKED ASSIGNMENT

Before 1964, people seeking damages under a dtatihey had been libelled needed to
proof five things known as the burden of proof.t&&nd discuss them.

REFERENCES/FURTHER READINGS

Cutlip, S.M., Center, A.H. and Broom, G.M. (198&ffective Public Relationsth ed.,
Englewood Cliffs, NJ.

Grunig J.E and Hunt, T. (198Mlanaging Public Relationgjarcourt Brace, London.

Schechter, W. (1994). “The credentials of pubditations”,Public Relations Quarterly,
Summer.

Wilcox, Ault and Agee (199 ublic Relations: Strategies and Tacti¢tapper Collins
Publishers, London.

149



JLS 732 PRINCIPLES AND PRACTICE OF PUBLIC RELATIGN

UNIT 4 ETHICS IN PUBLIC RELATIONS

CONTENTS

1.0 Introduction
2.0  Objectives
3.0 Main Content
3.1 Some Definitions of Ethics
3.2 Ethical Loyalties
3.3 Ethical Values
3.4 Ethical Approaches to Decision Making
4.0 Conclusion
50 Summary
6.0  Tutor Marked Assignment
7.0 References/Further Readings

1.0 INTRODUCTION

There is an innate tendency in man to do the wrémdact, it takes effort to redirect
one’s will to the right path. This explains why thaman society has evolved several
instrumentations by which it could make doing tigdtr more appealing. In personal and
professional life, the subject of ethics isyaiseful as a guide in decision making.
Virtually all professions the world over have etlistandards by which their members
do their job. It is not out of place to state tpablic relations is one job that requires a
large amount of ethical standards.

2.0 OBJECTIVES

By the end of this unit, you should be able to:

. Define ‘ethnics’ generally

. Define ethics in relation to public relations

. Identify some of the ethical values of the professe.g. honesty, integrity,
fidelity, fairness, etc.

. Discuss some of the ethical approaches to deamsaking in public relation
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3.0

3.1

MAIN CONTENT
Some Definitions of Ethics

Various authors have defined ethics in various veending on their perception of the
subject. An unknown source says ethics is “That pascience and philosophy dealing
with moral conduct, duty, and judgment.” AccordittggLucas (2001), “Ethics is that

branch of philosophy that deals with issues ofitrignd wrong in human affairs.” The

Josephson Institute of Ethics says ethics refefStandards of conduct and behaviour
based on moral duties and virtues derived fromgglas of right and wrong.” Nelson

Potter says it is, “The search for the right thtegdo given the relevant facts of the
matter.” Wilcox et al. (2003) say that ethics “eagses through moral behaviour in
specific situations”. Socrates defines ethics asvhive ought to live.”

At the heart of ethics is the subject of chara@ed morality. Man has long used
character as a basis for judging the sincerity,ugemess and realness of men and
organisations. The ancient Greek philosopher Attistoad in his worlRhetoricfocused

on the persuasive power of an individual’'s characide relevance of Aristotle’s
writings on character and their impact on publidatiens has earned him many
accolades. One scholar described him as ‘theffubtic relations practitioner.” Among
the highlights of Aristotle’s views on ethics are:

1. “(The speaker's character may almost be called niost effective means of
persuasion he possesses.”

2. “It adds much to an orator's influence that his owharacter should look
right....There are three things that inspire confa#enn the orator's own good
character... good sense, good moral character, avdigih.”

Aristotle was of the view that you cannot be a sgstul persuader if people know
that your character is flawed. His views are sufgabby Sue Wolstenhole in her
assertion that, “public relations practitioners éavkey role to play as maintainers of
the corporate conscience and managers of reputatioMelvin Sharpe also said
“ethical harmony is essential for social stabiliynd social stability is the mission
and product of public relations.” For public teas to win and keep society’s
confidence, its practitioners must evoland stick to worthwhile ethical
standards.

Public relations practitioners live and practiceleinthe guidance of several ethical
codes like societal codes as found in various imlg) in the society. The Christian
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faithful conduct their lives in accordance with tiudes of Christianity as spelt out in
the Bible. Islamists also follow the dictates o€ tQuran as the basis of their moral
life, while other religions also tailor their livas accordance with the instructions
contained in their religious books of conduct.

A word or two on professional ethics. William H.&hin his ‘Social and personal
Ethicssays’ Professional codes are the rules that are supposgrern the conduct
of members of a given profession. Generally spegpkite members of a profession
are understood to have agreed to abide by thoss asla condition of their engaging
in that profession. Violation of the professionatle may result in the disapproval of
one’s professional peers and, in serious casespfame’s licence to practice that
profession.”

Professional codes exist in virtually every professas a means of ensuring morality
in professional practice. However, unlike otherfessions like medicine and law,
public relations practitioners do not have cenbimding codes of ethics. Rather,
several groups, institutions associations and ehmaptlo have country or state-
specific professional codes that guide their mesilm@nduct.

There are several major differences in the pronssiof these codes but they all aim
at the same goal — regulation of the moral condtitheir members. For instance,
if a person is dismissed from the Publicailehs Society of America (PRSA), it
only means he is not a member of the associatioth can practice, but in
Nigeria, if a person is dismissed he cannottpra by virtue of decree 16 of 1990
which determines what knowledge and skills areg@lbtained by persons who wish
to practice public relations in Nigeria.

Ethical Loyalties

‘I don’t want any yes-men around. | want everybaalyell me the truth even if it costs
them their jobs’ (Samuel Goldween). Public relasias one field where ethics is taken
very seriously. Practitioners of public relationsbscribe to high ethical standards in
order to keep the field pure as well as to sugtaliic confidence in it. However, several
practitioners have been known to compromise prafaas$ standards. Examples of ways
in which people have been known to compromise fifessional ethics include:

P wne

Lying for an employer

Accepting gifts and or bribes
Writing misleading press releases
Withholding information, and
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5. Covering up potentially harmful situations

A practitioner is always thorn among several enéidogalty. In their book,Public
Relations EthicsPhilip Seib and Kathy Fitzpatrick talked about fidaties of public
relations professionals to - self, client, employepfession and society. Another author
referred to these as the five masters.

Duty to Self: If you will ever deceive anyone, newsy to deceive your best friend and
that best friend of yours is yourself. Thereforéhil responsibility is a duty to
yourself as a practitioner.

Duty to Client: Your client is the one picking upetbill for your services at a particular
point in time. He therefore deserves the best ofiee borne on the wings of ethical
consideration that give him value for his money.

Duty to Employer: If you are on the payroll of semme, then it is your ethical duty to
do him the service as he deserves. Here we aliedadk duties that are commensurate
to your pay as well as the calling of your practice

Duty to Profession: You will agree with nikat it is your professional duty not
only to keep the public relations profession asdjas you met it when you joined it,
but even to ensure that the standards are imprinagdit was. This is your duty to your
profession.

Duty to Media: No public relations practitioner cde successful without the
cooperation of the media. You may want me to pat th caps for emphasis, NO
PUBLIC RELATIONS PRACTITIONER CAN SUCCEED WITHOUT HE
COOPERATION OF THE MEDIA. This does not mean ttred tmedia are so powerful
that they can hold you to ransom on your job, haytare such partners in progress that
you must do all things ethically possible to protéeir interest in given situations. This
is one reason | have included the code of Niggaamalists at the end of this course.

Duty to Society: The society is to a public relaanan what the laboratory is to a pure
scientist. Any careless mix of chemical componeais trigger such an explosion that
can bring down the entire building. This explainsywhe public relations man must at
all times accord the society the ethical duties tduée
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Wilcox, Cameron, Ault and Agee (2003) state:

“Public relations professionals have the addednuit@ of making
decisions that satisfy (1) the public interest, % employer, (3) the
professional organisation’s code of ethics, andtt{é)r personal value.
In the ideal world, the four would not conflict. teality, however they
often do.” (p.59).

It should be clearly stated that you would veryenpffind yourself torn in between one or
two or among three of these ends depending onatwenof what you are doing per time.
Very often, you would be assisted by what areaaly in you i.e. your values and ideals.
This explains why a public relations practitioneusnalways be a person of exemplary
character and intensions. Honesty and integritytinegracticed at all times and all acts
that negate uprightness in all its forms shouldinenned.

SELF ASSESSMENT EXERCISE

Now, would you consider this a hierarchical ordéethical duty preference i.e. would
you be true first to yourself and then your cliant lastly the society? If it is a hierarchy,
would you like it this way or would you rather hayeur own kind of arrangement?
Rearrange it and let’'s see what it will look like.

Ethical Values

At the base of ethics are values. Values reféhdse behavioural patterns we hold dear
as yardsticks for assessing our relationship witters. There are personal values, social
values community values, national values. Persealales however form the foundation
of other values that we may exhibit. Below are temversal values that any ethical-
minded individual would embrace. They are the bdobir building ethical values in
other areas of the human life

Honesty

Integrity
Promise-keeping
Fidelity

Fairness

Caring for others
Respect for others
Responsible citizenship
Pursuit of excellence
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Accountability
(From Josephson Institute for the Advancement bics})
Ethical Approaches to Decision Making

Before we talk about some solutions and presenesiiwughts that will help you, let's
examine ethics itself. The question of what is trigthd what is wrong is not an easy one.
We all have our personal ethical standards; eacis is different.

Let's begin with a look at four basic e#ticsystems: Deontology, teleology,
Aristotle's Golden Mean, and Ethical Relativism.

Deontology: Deontology is derived from the Greek wod#ontos meaning duty or
obligation. This system is duty-based and reliesnmral obligation. Deontological
ethics says that all actions are inhdyerght or wrong. An act is always good (in
and of itself; regardless of circumstances or cgmseces) and thus ought to be
performed. This system depends on the inner-basstidiscipline of each individual
public relations practitioner, and because we alle haman, and of different
environmental backgrounds, it changes from persopetson, depending on their own
cultural and traditional biases.

Teleology: Derived from the Greek worteleq meaningend or consequencesThis
system is outcome-based. Teleological ethicistewelthat an act is good if it has good
consequences; thus consequences determine theofadueact i.e. “the end justify the
means." While this system has had its detractdreret is considerable historical
precedence, and deserves extended discussion.

Christianity, for example, began with one man bagtiwhat he considered corrupt
religion. Jesus Christ used what we today wouldl dassic public relations techniques:
He used the two-step flow theory of communicatide,did a lot of public appearances,
He staged special events, He identified and tadggpecific audiences, and He adapted
His message to each audience. In the case of @hitgt did the ends justify the means?

Another good example is the American Revolutiond Bou know that generally

speaking, the American colonists were not terriliifhappy with British rule? It took a

small cadre of about a dozen patriots to conviheent Like Christ before them, they
used classic public relations tactics: Publcest, public appearances, triggering
events such as the Boston Massacre, special demoorsé such as the Boston Tea
Party, eloquent speakers, and simple slogans: tibexavithout representation is

tyranny!" "Don't tread on me!"
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Today, the techniques being used by Greenpeacenageining. Only history will tell if
their activities of civil disobedience as once disd by Henry David Thoreau bring
changes for the better good in the end.

In the TV seriesStar Trek VoyagerCaptain Janeway recalls the "Double Effect
Principle on Assisted Suicide™ "An action that htae principle effect of relieving
suffering may be ethically justified, even thougl same action has the secondary effect
of possibly causing death." Fiction, true, but ragting none-the-less.

Aristotle's Golden Mean: This system is based on what's best for the mgjottite
greatest good for greatest number. This is geyettadl system used in a democracy (rule
of the majority with respect for the minority), wieethe minority sometimes has to
sacrifice something of value if it's good for thauatry as a whole.

Ethical Relativism: This system of ethics believes that some acts acgl gn some
circumstances or cultures but not in others. BAthielativism emphasises contextual
appropriateness in making ethical decisions. Atlihse of this thinking is that moral
standards should vary according to cultures, cigtances, times, etc. The advantage of
this ethical system is respect for cultural divigtsi

4.0 CONCLUSION

Public relations is a young but fast-growing prsfes, but its growth would be
hampered when there are no legal and ethical stdsida guide its practitioners.
Interestingly too, literature on public relatioles$e areas is small with large borrowing
from other disciplines. These two facts pose tralehge to practitioners to embrace and
sustain high standards in order to accelerate theth of the profession especially in
Nigeria where the practice is still way behind watveral credibility problems.

5.0 SUMMARY

In this unit, we have looked at how important lamd aethics are to public relations
practice. We began by examining the role of lawpublic relations. We saw some
specific laws that regulate public relation, susHhibel, slander, etc. We also saw some
definitions of ethics from relevant authors andtitnions. We also highlighted some
ways in which public relations professionals conmpise ethical standards. The question
of ethical loyalty was examined. Who would you gpeority to among self, client,
employer, your profession and the media? This wa&s crux of the self-assessment
exercise which | hope you have attempted. We alskeld at some ethical values which
we said were blocks for public relations values.
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6.0 TUTOR MARKED ASSIGNMENT

A practitioner is always thorn among several enfd®yalty. Discuss the five duties of
public relations professionals as noted by Phiéb&nd Kathy Fitzpatrick.
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1.0 INTRODUCTION

A very important part of public relationsaitring and practice is problem-solving.
Practitioners and educators in public relationshe/dnypothetical or real life situations
to which they proffer solutions. Often, these sohs have proved useful to practitioners
in solving real-life client problems. Case studggscases are similar talternative to
practical examinations. They provide avenues for critical arehtive thinking with the
goal of solving a public relations problem or pding basis for solving them.

2.0 OBJECTIVES
At the end of this unit, you should be able to:
Explain what a case study is
Discuss procedures for solving case studies origmub
Solve some case problems

Public relations practitioners and educators emplses or problems in two ways. First,
for suggesting solutions to hypothetical proble®sch solutions can be transferred to
real life situations. This is usually called a pesh. Second, they could be used to dissect
a historical case as a learning experience to meter what worked, what didn’t, and
why. This type of historical case is generally redd to as cases.
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3.0
3.1

MAIN CONTENT
Analysing Public Relations Cases

According to Newson, Scott and Turk (1992) ‘Casewves as idea resources for public
relations practitioners in solving problems andgablic relations practitioners in theory
building.” There are hardly any two public relatonases that are exactly the same in
context and substance. To be sure, there may he sierilar relationships among
problems due to human, socio-cultural and orgaioizat factors; each case usually has
some elements of uniqueness that carves it apart &ther cases. The benefit of this
uniqueness is that it provides a platform for d¢weatind innovative thinking towards
solving the case problem. However, this does rke tawvay from the fact that we can
sometimes take a case for cases, i.e. we can erspiog solutions or strategies used in
one case for solving the problems in another. Thiatpof departure would be where
unique problems demand unique solutions.

As noted above, we can have existing and histodasés. Existing cases are created to
elicit solutions from practitioners and educatosile historical cases have solutions
which are studied by practitioners and educatotseMas existing cases ask ‘what is the
problem and what should be done?’, historical cas&swhat was the problem and what
was done?’ In a way, existing cases could becosierital cases when appropriate and
tested solutions have been proffered to them. NewSoott and Turk further noted that a
historical case can be broken down into four pdre first is a summary of the case.
Here, you give an explanation of the nature of gh&blem or problems the campaign
addressed and the background.

The second part involves additional research intalips; an assessment of the impact of
the problem, situation or proposed action, prisinty of the publics; a discussion of the
origin of the problem, together with its probab&ses and an explanation of what was
done to deal with the problem.

The third part of the analysis relates to the comee institution. Here, you would do a
detailed description of the organization- whatated, what it is, etc. It also includes an
analysis of samples of all materials used in tlteg@mme, such as news releases to all
media, special coverage, scripts, posters, adwvagtiketters, publications, etc, etc. Copies
of progress reports should be examined and includéte analysis.

The fourth part would look at what went well andawdid not, and what could have been
improved. Here, you must examine the thoughtfubmmendations about how such
problem might be handled if a similar situation ftonts the same organisation or
institution in future.
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3.2

Elements of Public Relations Cases

Here again, we would be adapting the views of Naw&cott and Turk. In dealing with
both existing and historical cases, the elememdasically the same, but the details may
defer. For both existing and historical cases, fotal elements are involved. These
include:

Research
Publics
Action
Evaluation

For an existing case, the research level would aimdentifying the problem and
establishing objectives. In relation to ks you designate and recognise which are
the target publics. The goal here is to learn vty know and believe and how to reach
them with the available media. On action to takedio existing case, you plan ways of
reaching publics in an effective, efficient mannéhin a flexible, feasible timetable. To
develop a persuasive strategy and get managemerdtaifih support. On evaluation, you
aim at evaluating the results or effectivenesshefgrogramme as revealed by post-test
research of less formal methods such as respommsepiiblics and staff

In dealing with historical cases, the research @aiin at describing the nature of the
problem and its background as well as the evoludod probable cause, to define
objectives involved in the solution, to considehest possible solutions and their
consequences. On publics, you want to determinegrawity publics were selected and
how each was involved in the solution. The acg@ment would examine the tools and
technigues used in terms of their effectivenes$ whie various publics. To look for
evidence of management and publics’ endorsemerdgughr continuation of the
programme or through other results that give ewideof solution. To include sample
actions taken, i.e. tools and techniques.

Lastly, the evaluation element would analyse lesstearned from the solutions

implemented and also recommend better ways to apprsimilar problems should they
occur in the same organisation.
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3.3

Sample Case&*
MCI Changes the Message

During the summer of 1997, the world looked pregopod to MCI, one of the world’s
largest telecommunications companies. It had agreedoe acquired by British
Telecommunications, one of its major stockhold&rs,about $24 billion. The terms of
the takeover were generous, and the tone was HKieiitie only occasional squawks
were from British Telecom stockholders who grumbéabut too much generosity. In
fact, the world looked so good to MCI that it baske the glow of its new slogan: “Is
this a great time or what?”

Turns out a more accurate slogan might have beethi$ a wild ride or what?” Instead
of leaping happily into British Telecom’s waitingnas, MCI hit the floor with a thud
on October 1 when its stockholders receivéstar from little-know WorldCom Inc.
that contained a capitalized punch line: “DO NOT PRORT AN INFERIOR
PROPOSAL.” WorldCom, a fast-growing telecommunica company based in
Jackson, Mississippi, then made a proposal ofuts: $30-plus billion, compared with
British Telecom’s $24 billion offer.

An extra $6-plus billion is good news, right? Nacessarily. WorldCom’s potentially
hostile takeover campaign was capable of damagi@gdvrelationships with three key
publics:

Employees: With British Telecom, employees knew where theydtd/NVhat would be
their fate if WorldCom suddenly became the boss?

Customers: Could MCI serve customers’ needs in the highly cetiipe
telecommunications business if it were too conadraleout its own future following a
hostile takeover?

Competitors: could other major players such as AT&T and Spritraat MCI's skittish
customers with boasts of their own stability?

Meanwhile, a third buyer, GTE Corporation, annouhti®t it wasn't out of the picture
yet.

MCI had two choices: Do nothing and hope thaatrehships with important publics
remained productive- or act quickly to ensure that relationship remained productive.
MCI chose to act. Within one month of WorldCom’deof theWall Street Journalas
praising MCI's quick actions to manage its relasioip with those three all-important
publics:
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5.0

Employees were told via an in-house television mogne and the company’s intranet
that their skills and excellent reputations were thason other companies wanted tobuy
MCI. Translation: job security.

Huge ads in newspapers told customers that MCI tvae to stay. MCI sales
representatives could even request an immediatsopaized letter from MCI President
Tim Price to any customer who were alarmed bydkedver publicity.

Competitors weren’t contacted directly, of courb#Cl relayed its message to them
through posters placed in its buildings: “our primetive is as always: crushing you in
the marketplace with better products, prices andcss.”

The quick plan seems to have worked. The bidding\f€| spiralled upward, with the
last and best offer coming from WorldCom: $8flion. Bert Roberts, MCI's
Chairman, even became the chairman of the new amynpslCl WorldCom. If
employees had been distracted, if customers haa te¢eeating, and if competitors had
been clobbering MCI, it's unlikely that potentiahyers would have upped their offers.
Instead, stable relationships with those publict e a sweet deal for MCI and its
stockholders.

The slogan of one of MCI's competitors used to Bedch out and touch someone.” This
time, however, it was MCI that developed a strordgnpto help it reach out and

successfully communicate with three important prgbli

** Note: This case was adapted from Guth and M#P€190) Public Relations: AValues-
Driven Approach Allyn and Bacon P. 250-251

CONCLUSION

Case studies are very useful to public relatiomsfre and education. Much as there are
no two public relations cases that are absolutedy ame, knowledge of some cases
and approaches to handling them enhances professiompetence, thus broadening the
overall scope of PR practice.

SUMMARY

This unit has examined the importance of case asunh public relations practice and
education. We saw what cases or problems are, lhasvieow to analyse them. We also
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6.0

discussed the elements of public relations caseshwilclude: Research, Publics, Action
and Evaluation. Finally, we looked at an adaptes cdudy.
TUTOR MARKED ASSIGNMENT

A Case Problem

Your organisation is a market leader in the FaswiNp Consumer Goods (FMCG)
market. It has several competitors striving to taker the market leadership. Last year,
there were three deaths purportedly resulting fleenconsumption of one of your major
products. One of thedead was a member of thmnumity where your company is
located. Your company has paid the sum of 10 milNaira each as compensation to the
families of the dead, but they insist that it i anough. At an informal setting, your MD
had asked the families of the dead not to expegtharg more. “Go to hell” he had told
them. Your shareholders think that 10 million Nagdoo much to pay as compensation.
Now the host community is bracing up for a fightheOof their threats is to expel your
company from their community and use the mediaregai and its products. Already,
your market share is dwindling. As the publiatiens manager of your organisation,
what steps would you take to resolve this problem.
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APPENDICES
PROFESSIONAL CODES

In module Two, unit Five, we examined the subjefcethics in public relations. One of the

important lessons of that unit is that any profassivorth its salt usually has one form of
professional code or the other. Below are the gsamal codes of three bodies, the Nigerian
Institute of Public relations (NIPR), The Press &ngation of Nigeria and the Public relations
Society of America (PRSA). They are added to timgrse to enable you study them and apply
them in your practice.

CODE OF NIGERIAN INSTITUTE OF PUBLIC RELATIONS

Professionals in Nigeria belong not only to somierimational professional bodies optionally,
they also belong compulsorily to the local pssional body known as the Nigerian Institute
of Public Relations (NIPR), one of the few in therd backed by a state statutory instrument in
Decree 16 of 1990. The institute’s code of pradtias 12 articles which include the following:

Every member of the Nigerian I nstitute of Public Relations shall:
a. respect the moral principles of the “UniverBalclaration of Human Rights” and the

freedoms entrenched in the constitution of the FddRepublic of Nigeria in the
performance of his/her own duties;

b. recognise that each person has the righteé@h his own judgment by himself;
C. respect the right of parties in a dispute to explaeir respective points of view;
d. encourage the free circulation of public informatand preserve the integrity of channels

of communication;

e. put trust and honesty of purpose before all otbeserations;
f. safeguard the confidences of his present/previoydagyers or clients;
g. represent interests which are not in conflict;
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h. refuse to enter into any agreement which requhresattainment of certain results before
the payment of professional fees;

I. protect the professional reputation or practicamdther member, but make it his
duty to report unethical behaviour on the partrof member of the institute;

J- not seek to displace any other member with his eyaslor client, except with the
mutual agreement of all the parties concerned,

k. Not operate any front organisation;
l. Co-operate with any other members in upholdingemfdrcing this code.

These articles are a superb adaptation of sommatienal codes and the British codes of ethics
to suit the Nigerian institution. The extra- ordy@eneral meeting of the institute held at the
Bristol Hotel in Lagos on January 30, 1981 appravedNigerian codes.

CODE OF THE NIGERIAN PRESS ORGANIZATION

Preamble

Journalism entails a high degree of public trust.eBrn and maintain this trust, it is morally
imperative for every journalist and every news medto observe the highest professional and
ethical standards. In the exercise of these dudigsyrnalist should always have a healthy regard
for the public interest. Truth is the cornerstorigoarnalism and every journalist should strive
diligently to ascertain the truth of every event.

Conscious of the responsibilities and duties ofrpalists as purveyors of information, we,
Nigerian journalists, give to ourselves this Codd=thics. It is the duty of every journalist to
observe its provisions.

1. Editorial independence

Decisions concerning the content of news shouldhberesponsibility of a professional
journalist.

2. Accuracy and fairness

I. The public has a right to know. Factual, accuraééanced and fair reporting is the
ultimate objective of good journalism and the basfi®arning public trust and
confidence.

il A journalist should refrain from publishing inacate and misleading information.
Where such information has been inadvertently ghkli, prompt correction
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should be made. A journalist must hold thehtri@f reply as a cardinal rule
of practice.

In the course of his duties a journalist shouldvstrto separate facts from
conjecture and comment.

3. Privacy

As a general rule, a journalist should respeciptineacy of individuals and
their families unless it affects the public intéres

A. Information on the private life of an individual bis family should only be
published if it impinges on public interest.

B. Publishing of such information about an individwe mentioned above
should be deemed justifiable only if it is directgd

i Exposing crime or serious misdemeanor;

il Exposing anti-social conduct;

iii. Protecting public health, morality and safety;

iv. Preventing the public from being misled by soméesteent or action of
the individual concerned.

3. Privilege/Non-disclosure

I. A journalist should observe the universally accepterinciple of
confidentiality and should not disclose the sowteformation obtained
in confidence.

ii. A journalist should not breach an agreement wifoarce of information
obtained as “off-the-record” or as “background mifation.”

5. Decency

I. A journalist should dress and comport himself imanner that conforms
with public taste.

ii. A journalist should refrain from using offensivebusive or vulgar
language.

iii. A journalist should not present lurid detailsther in words or picture, of
violence, sexual acts, abhorrent or horrid scenes.
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V. In cases involving personal grief or shock, enggiishould be carried out
and approaches made with sympathy and discretion.
vi. Unless it is in the furtherance of the public’shtigo know, a journalist
should generally avoid identifying relatives orefids of persons convicted
or accused of crime.

6. Discrimination

A journalist should refrain from making pejoratix&ference to a person’s ethnic group,
religion, sex, or to any physical or mental illnes$iandicap.

7. Reward and gratification

I. A journalist should neither solicit nor accept lesb gratifications or patronage to
suppress or publish information.

il. To demand payment for the publication of news imical to the notion of news
as a fair, accurate, unbiased and factual repah @&vent.

8. Violence
A journalist should not present or reportsaof violence, armed robberies,
terrorist activities or vulgar display of wealth anmanner that glorifies such acts

in the eyes of the public.

9. Children and minors
A journalist should not identify, either by namepcture, or interview children
under the age of 16 who are involved in cases camg sexual offences, crimes
and rituals or witchcraft either as victims, witaes or defendants.

10.  Access of information
A journalist should strive to employ open and homasans in the gathering of
information.
Exceptional methods may be employed only when tiipinterest is at stake.

11. Public interest

A journalist should strive to enhance national yiaitd public good.
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12.

13.

14.

15.

Social responsibility

A journalist should promote universal principles lmiman rights, democracy,
justice, equity, peace and international understand

Plagiarism

A journalist should not copy, wholesale or in pather people’s work without
attribution and/or consent.

Copyright

Where a journalist reproduces a work, be it infpbnoadcast, art work or design,
proper acknowledgement should be accorded the lautho

A journalist should abide by all rules of copyriglestablished by national and
international laws and conventions.

Press freedom and responsibility

A journalist should strive at all times to enhapeess freedom and responsibility.

CODE OF CONDUCT

Adopted at the second annual conference of tlgeridn Guild of Editors, 1972

Preamble

1.

2.

Abuse of the rights of the press is punishableawy Indeed, the Law of Libel,
civil as well as criminal and the Law of Contemgéal adequately with such
abuse.

Any abuse of the rights of the press, thereforenot be the objective of
declaration.

But experience has shown many lapses in thetipeaaf the profession and it

has for long become apparent that a code of conchust be established as
among practicing journalists themselves, if theyust fulfil their true
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functions and if a standard below which jourstalimay not be expected to fall
may be laid down.
It is in pursuance of these objectives that welhesalemnly declare:
1. That the public is entitled to the truthdathat only correct information can
form the basis for sound journalism and ensuretmidence of the people.

2. That it is the moral duty of every journalist tovkarespect for the truth and to
publish or prepare for publication only the trutiddo the best of his knowledge.

3. That it is the duty of the journalist to publishlypifacts: never to suppress such facts
as he knows; never to falsify either to suit his\quarposes, or any other purposes.

4. That it is the duty of the journalist to refuse aaward for publishing or suppressing
news or comments, other than salary and allowafegitmately earned in the
discharge of his professional duties.

5. That the journalist shall employ all legittmameans in the collection of news
and he shall defend at all times the right to faeeess, provided that due regard is
paid to the privacy of information.

6. That once information has been collected anddlighed the journalist shall
observe the universally accepted principle of sgcrand shall not disclose the
source of information obtained in confidence.

7. That it is the duty of the journalist tegard plagiarism as unethical.

8. That it is the duty of every journalist to correcty published information found to
be incorrect.

PUBLIC RELATIONS SOCIETY OF AMERICA

MEMBER CODE OF ETHICS 2000

This Code applies to PRSA members. The Code igdkedito be a useful guide for
PRSA members as they carry out their ethical respdities. This document is
designed to anticipate and accommodate, by preteetncal challenges that may
arise. The scenarios outlined in the Code provisaye actual examples of
misconduct. More will be added as experience wigh@ode occurs.

The Public Relations Society of America (PRSA) asnmitted to ethical practices.
The level of public trust PRSA members seek, assese the public good and
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advocate for our clients, means we have taken spegial obligation to operate
ethically.

The value of member reputation depends upon theattbonduct of everyone
affiliated with the Public Relations Society of Arrea. Each of us sets an example
for each other - as well as other professionaly oix pursuit of excellence with
powerful standards of performance, professionaleéam, ethical conduct.

Emphasis on enforcement has been eliminated. BatPRSA Board of Directors
retains the right to bar from membership or expeinf the Society any individual
who has been or is sanctioned by a government ggerennvicted in a court of law
of an action that is in violation of this Code. IEtl practice is the most important
obligation of a PRSA member.

PRSA Member Statement of Professional Values

This statement presents the core values of PRSAbmenand, more broadly, of the
public relations profession. These values provite foundation for the Member
Code of Ethics and set the industry standard ferpiofessional practice of public
relations. These values are the fundamental bethefs guide our behaviours and
decision-making process. We believe our professioalaes are vital to the integrity
of the profession as a whole.

Advocacy

. We serve the public interest by acting as resptmsiivocates for those we
represent.

. We provide a voice in the marketplace ofasl facts, and viewpoints to

aid informed public debate.
Honesty

. We adhere to the highest standards of accuracytratill in advancing the
interests of those we represent and in commungatith the public.

Expertise
. We acquire and responsibly use specialized knowleag experience.
. We advance the profession through continued primieasdevelopment,

research, and education.
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. We build mutual understanding, credibility, andatenships among a
wide array of institutions and audiences.
Independence
. We provide objective counsel to those we represent.
. We are accountable for our actions.
Loyalty
. We are faithful to those we represent, while hommuour obligation to serve

the public interest.

Fairness
. We deal fairly with clients, employers, competitiqueers, vendors, the media,
and the general public.
. We respect all opinions and support the right e fexpression.

PRSA CODE PROVISIONS

Free Flow of Information

Core Principle

Protecting and advancing the free flow of accuranel truthful information is
essential to serving the public interest and cbatimg to informed decision making
in a democratic society.

Intent
. To maintain the integrity of relationships with thedia, government officials,
and the public.
. To aid informed decision making.

Guidelines

A member shall:

. Preserve the integrity of the process of commuianat

. Be honest and accurate in all communications.

. Act promptly to correct erroneous communicatiorrswbich the practitioner is
responsible.
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. Preserve the free flow of unprejudiced informatwhen giving or receiving
gifts by ensuring that gifts are nominal, legald amrequent.

Examples of improper conduct under this provision:

. A member representing a ski manufacturer give pair of expensive
racing skis to a sports magazine colatrto influence the columnist
to write favourable articles about the product.

. A member entertains a government official beyongalelimits and/or in
violation of government reporting requirements.

COMPETITION

Core Principle

Promoting healthy and fair competition among preifl@sals preserves an ethical
climate while fostering a robust business envirommiatent

. To promote respect and fair competition among puieliations professionals.
. To serve the public interest by providing the wideloice of practitioner
options.
Guidelines

A member shall:

. Follow ethical hiring practices designed to resfemt and open competition
without deliberately undermining a competitor.
. Preserve intellectual property rights in the maplaste.

Examples of Improper Conduct Under This Provision:

. A member employed by a “client organization” shdrekpful information with
a counselling firm that is competing with othersr fithe organization’s
business.

. A member spreads malicious and unfounded rsmabout a competitor

in order to alienate the competitor's clierded employees in a ploy to
recruit people and business.

DISCLOSURE OF INFORMATION
Core Principle
Open communication fosters informed decision making democratic society.
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Intent
. To build trust with the public by revealing all arfnation needed for
responsible decision making.
Guidelines

A member shall:

. Be honest and accurate in all communications.

. Act promptly to correct erroneous communications vidich the member is
responsible.

. Investigate the truthfulness and accuracy of infitram released on behalf of
those represented.

. Reveal the sponsors for causes and interests ezypees

. Disclose financial interest (such as stock owngishi a client’s organization.

. Avoid deceptive practices.

Examples of Improper Conduct under this Provision:

. Front groups: A member implements “grass roots” gaigns or letter-writing
campaigns to legislators on behalf of undisclos¢erest groups.

. Lying by omission: A practitioner for a corporati@howingly fails to release
financial information, giving a misleading impressiof the corporation’s
performance.

. A member discovers inaccurate information dissetathasia a web site or
media kit and does not correct the information.

. A member deceives the public by employing peopl@dee as volunteers to

speak at public hearings and participate in “gras$s” campaigns.

SAFEGUARDING CONFIDENCES
Core Principle
Client trust requires appropriate protection offademntial and private information.

Intent

. To protect the privacy rights of clients, organiaas, and individuals by
safeguarding confidential information.

173



JLS 732 PRINCIPLES AND PRACTICE OF PUBLIC RELATIGN

Guidelines
A member shall:

. Safeguard the confidences and privacy rights ofsee former, and
prospective clients and employees.

. Protect privileged, confidential, or insider infaation gained from a client or
organization.

. Immediately advise an appropriate authority if amber discovers that

confidential information is being divulged by an@oyee of a client company
or organization.

Examples of Improper Conduct under This Provision:

. A member changes jobs, takes confidential inforomatiand uses that
information in the new position to the deient of the former employer.
. A member intentionally leaks proprietary informatito the detriment of some

other party.

CONFLICTS OF INTEREST

Core Principle

Avoiding real, potential, or perceived conflictsinferest builds the trust of clients,
employers, and the publics.

Intent

. To earn trust and mutual respect with clients opleyers.

. To build trust with the public by avoiding or endisituations that put one’s
personal or professional interests in conflict veititiety's interests.

Guidelines

A member shall:

. Act in the best interests ofthe client or employ®ven subordinating the
member’'s personal interests.

. Avoid actions and circumstances that may appearcdmpromise good
business judgment or create a conflict betweenopatsand professional
interests.
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. Disclose promptly any existing or potential cortflaf interest to affected
clients or organizations.
. Encourage clients and customers to determineadhdict exists after notifying

all affected parties.

Examples of Improper Conduct under This Provision

. The member fails to disclose that he or she hdsags financial interest in a
client’s chief competitor.
. The member represents a “competitor company” ocanfficting interest”

without informing a prospective client

ENHANCING THE PROFESSION

Core Principle

Public relations professionals work constantly tersgthen the public’s trust in the
profession.

Intent

. To build respect and credibility with the publicr fthe profession of public
relations.

. To improve, adapt, and expand professional pragtice

Guidelines
A member shall:

. Acknowledge that there is an obligation to protead enhance the profession.

. Keep informed and educated about practices in tlodegsion to ensure
ethical conduct.

. Actively pursue personal professional development.

. Decline representation of clients or organizatitret urge or require actions
contrary to this Code.

. Accurately define what public relations activitesn accomplish.

. Counsel subordinates in proper ethical decisioningak

. Require that subordinates adhere to the ethicair@ments of the Code.

. Report ethical violations, whether committed by RPRSembers or not, to the

appropriate authority.
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Examples of Improper Conduct under This Provision:

. A PRSA member declares publicly that a product ¢hent sells is safe,
without disclosing evidence to the contrary.
. A member initially assigns some questionable clientk to a non-member

practitioner to avoid the ethical obligation of PR®embership.
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