Chapter 1

THE PURPOSES OF PUBLIC RELATIONS

The case study method of applying principles, history, and theories of a field of study to actual situations is recognized as a highly effective way to teach decision making. Therefore, it is applicable for seasoned professionals, as well as university students who are grooming themselves for future management positions.

An organization invests its resources into public relations because it seeks some sort of desired behavior on the part of key publics. The behavior may be one of three types: (1) getting people to do something, (2) getting people to refrain from doing something, or (3) convincing people to let the organization do something it seeks to do. Examples of such desired changes may be: increased purchases or customer satisfaction with those purchases, improved employee loyalty and productivity, more confidence in the organization by community leaders or members of the financial community, less interference from watchdog agencies, or active support among opinion leaders of the organization’s position on public issues.

Public relations practitioners must engage in six activities to effectively carry out their function: research, strategic planning, counseling, internal education, communication/action, and evaluation. Chapter 2 reviews the way this sequence is applied, using a four‑step model.

The primary value public relations promotes inside organizations is the open system. This is seen as a management sensitive to all interactions in the environment. An open system leads to outside‑in thinking in strategic planning, with consideration given to the current beliefs about the organization held by key publics and their expectations of what the organization should be doing.

The chapter discusses seven “common denominators” that tend to prevail in all public relations campaigns and 18 “proven maxims” that have been developed through practice over time in the fields of persuasion and formation of public opinion.

The authors introduce the cases in the book by suggesting that the reader utilize the situations described to determine if public relations practitioners are meeting seven criteria commonly ascribed to a communication profession: 

1. A codified body of knowledge and a growing bank of theoretical literature, precedents, and case studies; 

2. Insight into human behavior and the formation and movement of public opinion;

3. Skill in the use of communication tools, social science technology, and persuasion to affect opinions, attitudes and behavior; 

4. Academic training including the PhD, offered in colleges throughout the world, and professional development available through a multiplicity of professional societies;

5. A formal code of ethics;

6. A service that is essential in contemporary society;

7. Nobility of purpose in harmonizing private and public interests—thus enabling individual self‑determination and democratic societies to function.
Exam Questions for Chapter 1:

1.   Case studies are frequently employed in educational programs designed for future or current managers. What is the purpose of the case study approach in professional training?

2.   If a public relations program is to be effectively planned and implemented, it should incorporate at least six essential activities. Identify and briefly explain each.

3.   The text talks about seven “common denominators” in public relations campaigns and 18 “proven maxims” in persuasion and the formation of public opinion. If you were to discuss “strategic” and “tactical” considerations in public relations cases, how would you characterize “common denominators” and “proven maxims”?
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