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The place of public relations in an organisation

Definition of Terms 

1. PUBLICS: A group of persons with similar aspiration and ideas, interest and characteristics that is of importance to an organization
2. PUBLIC RELATION: Is the deliberate planned and sustained effort to establish and maintain mutual understandings between an organization and its publics
3. RELATIONS: The way in which two people or group behaves towards each other or deal with one another
4. ORGANISATION: A group of people who form a business together in order to achieve a particular aim or a group with a particular purpose

Public relations is deliberate planned and sustained effort to establish and maintain mutual understanding between an organization and its publics.

Public relations can be characterised by the following activities and purpose:
· placing positive, newsworthy information in the news media to attract attention to a product, a service, or a person associated with the firm or institution
· publicising specific products or services
· creating internal and external messages to promote a positive image of the firm or institution
· building and maintaining national or local community relations
· influencing legislators and government officials to promote or oppose legislation and regulation
· maintaining positive relationships with employees, shareholders, and others in the financial community
· responding to unfavourable publicity or a negative event
· serving as a managerial function which continuously evaluates public attitudes and executes a program of action to earn public understanding and acceptance
· identifying the policies and procedures of the organisation and how they relate to the public interest
· providing planned, deliberate and sustained communication designed to establish and maintain a mutual understanding between the organisation and its internal and external publics

Driving forces that led to the development of public relations as a separate and independent function in many organisations 

the growth of large institutions and their sense of responsibility to the public
the increased changes, conflicts and confrontations among interest groups in society
the heightened awareness of people, brought about by increasingly sophisticated communications technology
the spread of global democracy

THE HIERARCHICAL ROLE OF PUBLIC RELATIONS


· In the modern organisation, public relations is regarded as a separate, independent functional area with its own set of objectives, strategy and operational plans 

· It is seen as being on equal footing with other divisions such as general management, marketing, finance, production, purchasing and human resources 

· Public relations is also intimately related to each of these functional areas, especially in terms of communicating with their external publics 

· In larger organisations, public relations tends to be an independent functional area, whereas in small firms it could form a sub-area of another functional area such as marketing.


Here are the different levels of PR jobs in ascending order:

PR/Account Coordinator: This is the job that most PR specialists start off with. Coordinators do basic projects such as clipping newspapers, assisting in research, maintaining contact lists, and coordinating mailings of press packets to the media.
Account Executive: The account executive works directly with the client by writing press releases, planning events, writing speeches and preparing annual reports. They also look for opportunities for the client to receive media coverage.
Account Supervisor: The supervisor oversees PR accounts and usually manages the account executives and coordinators.
Media Relations Manager: Their job is convince reporters to write a story about the client. The media relations manager makes phone calls and pitches to journalists.
Director/Vice President: They typically manage the firm, meet with high-level clients, and create communication strategies. They also look for new clients while maintaining the satisfaction of existing customers. They also may train and mentor younger staff members.
PR Consultant: Once a person has gained significant PR experience and skills, they may want to consider becoming a consultant. You will handle clients that use outsourcing for their PR needs.



THE PUBLIC RELATIONS PROCESS

1. Research
2. Action Plan / Objectives / Program Planning
3. Communication Tactics / Implementing Plan
4. Evaluation
Step 1.    Research
What -- Three key elements:
1. Client or organization
2. Problem or potential problem  and  opportunities to do public relations
3. Audiences or publics
How – 	Informal and Formal 
	Research Methods

Step 2.    Objectives /  Program Planning
Develop a Strategy that involves:
1. Identifying goals and objectives
2. Identifying target audience(s) or public(s)
3. Creating a theme for the program/campaign

Step 3.   Develop & Implement Communication Tactics
Develop and Implement
1. Tactics for communicating
2. Time line for the program/campaign
3. Budget

Step 4.   Evaluation During & After Campaign / Program
Identify research methods to be used to evaluate the success of the program/campaign during & after.
Determine a way to measure whether the campaign achieved its objectives.

Example of PR Campaign using the 4-step Process
Eastman Kodak Company 
1994 Campaign

Title of Campaign:  
Project WINGS – 
Imaging Back in Focus

Research: 
· Reviews of analysts’ opinion
· Face to face meetings with large investors
· Employee opinion surveys
· Goldman, Sachs & Co., Kodak’s 	investment banker, prepared a 	portfolio analysis for Kodak “as imaging goes, so goes Kodak.”
· Studies showing Kodak’s financial health was diminishing
Objectives:
· To gain understanding among all audiences that focusing on imaging is in the best long-term interests of Kodak, its shareholders, customers, and employees.
· To sustain employee morale, retain customer loyalty and avoid disruption in the performance of divisions being divested
Responsible for:
·  small “in-house” team
·  PR agencies retained to assist with planning and implementation
Implementation:

Stage 1: 
-  Investor meeting
· Press conference
· Employee news cascade within Kodak and affected businesses
· Management meetings with employees
· Written and other materials given to sales  organizations to reassure customers
· Inform government officials, suppliers, trade  associations on first day


Implementation:  Stage 2: 
-  Annual meeting presentation
·   Employee Hotlines
·   Town Meetings
·   Site focus groups
·   Special transition newsletters
·   Management communication with employee teams
Implementation: Stage 3: 
·   Announcements about sales of businesses 	(incorporated the key messages of the 	campaign)
·   Communications with employees and other 	target audiences regarding the sale of each 	business.

Evaluation:
-  track media coverage of Kodak’s announcements 
-  major articles appeared in national press, 	including Fortune and Business Week 	magazines
·   track price of Kodak stock
·   track continuing sales of companies to see if the s	sales remained strong
·   track employee turnover to see if employees 	stayed with companies that were sold
·   track what the businesses sold for Litigating
· Marketing: The process of promoting, selling or distributing a product or service; the work of moving goods from producer to purchaser 
· Public Relations: Encouraging public understanding and goodwill towards a particular company and its products or services

Four Key Areas of Difference
 
Though related, marketing and PR are very different strategies. Below, consider four of the key contrasts between these two promotional tactics and let them guide you on deciding which to employ in boosting your business.
· COST: Paid vs. Free
Traditionally speaking, marketing is paid advertising and PR is free coverage. Many companies have marketing teams or budgets, with PR lumped somewhere inside—“but this is usually for logistic management reasons rather than because PR skills are a subset of marketing skills,” says blogger and marketing professional Simon Wakeman.
Marketing efforts typically require financial investment, whether to purchase advertising space or enact a campaign, hence the need for allocated funds and resources. PR, on the other hand, can in fact be cost-free, as it is most focused on getting newsworthy information picked up by other outlets, such as social media or journalists, effectively promoting your brand.  Nonetheless, to say marketing costs money and PR doesn’t is not the whole story. As Wakeman writes, “That answer misses so many of the differences that it’s not really valid.”
· CHIEF OBJECTIVE: Value vs. Image
While both marketing and PR are communication efforts designed to boost business and promote a brand, their chief objectives are not the same. Marketing focuses on the market and building sales; PR focuses on relationships and building trust. 
“Marketing is analytical and sales oriented,” says Jayme Soulati at Ragan's PR Daily. “Its job is to generate leads, sell stuff, and influence the buy.” You could say marketing is about pushing the product or service a company provides, particularly in a way that appeals to the audience. Contrast that with PR, which “is about building positive relationships with the public primarily through exposure and coverage in the media, for example, newspaper, radio, and TV newscast interviews,” according to Andrea Baxter of Bratface Marketing in an article she wrote for Design Sponge.
While marketing and public relations often work together as a team, they are distinct in their particular purposes. To put it simply, marketing is about building customer interest; PR is about building customer relationships.
· CONTENT: Spin vs. Straight
When it comes to content, marketing is all about spin—finding the right creative angle to package products or services in a way that draws the audience. PR, on the other hand, is more no-nonsense, traditional, with the tone of a press release or a news story. Content is what does the work in marketing, communicating and informing the customer; but content is just the beginning with PR, where the goal is to create something newsworthy and attention-grabbing that can be grown. 
· CONTROL: Full vs. Released
Perhaps one of the biggest differences between marketing and PR is the level of control they offer companies. With marketing, a business can enjoy full authority over promotional materials, from branding to contests to messaging. With PR, on the other hand, a business releases control as soon as it submits its press release or story, letting it explode in ways it cannot anticipate, expect or plan for. In her Design Sponge article, Andrea Baxter points out that “when it comes to PR…companies often do not have control over how the media presents information, if they use a company’s information at all. The PR department can pitch any story, emphasizing areas they want the media to mention and focus on, but the media won’t always ‘get the word out’ the way it was intended, nor is it obligated to share/cover your story.”
 
Which to Choose? Should You Choose?
 
As the lines between marketing and PR blur through social media, it’s possible that the fields will continue to have more and more overlaps and similarities. Recent marketing grad Jake Cripe, in the blog PR at Sunrise, writes, “Companies are using their Twitter streams and Facebook pages to both market themselves and carefully craft consumer perceptions. While press releases and marketing campaigns still show the differences between the two subjects, the new shiny mediums are blending the two together, complementing each other and making businesses more efficient and effective.”
So what does this mean for your business? Should you choose one or the other? Which is more important? The best answer is to consider your particular needs and devise a strategy that responds to them. Do you want total control through marketing, or are you willing to release control in favor of potentially free publicity? Are you most concerned with promoting your product or service value, or is it more important that you boost your company’s image to the public? The better you understand your goals, the better you’ll be able to respond to them with marketing, PR or a combination of them both.
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