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Illustrations and Tables

Activism: Unidentified activists from the AIDS
Coalition To Unleash Power (ACT UP) stage a
demonstration on July 11, 2000, in Durban, South
Africa, at the 13th International AIDS Conference.
ACT UP called on the World Health Organization
(WHO) to distribute antiretroviral treatments to
poor countries.

Asia, practice of public relations in: Far Eastern
Economic Review (FEER) journalists, British citi-
zen Rodney Tasker (left) and United States citizen
Shawn Crispin (right), attend a press conference at
the Thai Immigration Bureau in Bangkok on
February 27, 2002. Thai Prime Minister Thaksin
Shinawatra insisted that Thailand had the sovereign
right to expel the two foreign journalists over an
article they wrote that touched on the government’s
relations with the country’s revered monarchy.

Barnum, P. T.: A portrait of P. T. Barnum on a
Barnum and Company circus poster that advertises
an exhibit featuring “Great Jumbo’s Skeleton.”

Berlowe, Phyllis: Photo

Bernays, Edward: Photo

Bogart, Judith S.: Photo

Burson, Harold: Photo

Byoir, Carl: Photo

Collaborative decision making: Table 1. Common
Techniques for Collaborative Decision Making

Committee on Public Information: Poster for
“Under Four Flags,” one of a series of films by the
Committee on Public Information promoting the
United States’ efforts in World War I. Such films

were used both as propaganda and as fundraisers
for the war effort.

Communication management: Table 1. Six
Domains of Communication Management

Communication technologies: Table 1. Techno-
logical Considerations in Designing Messages and
Selecting Media

Community relations: Gray Panthers’ founder
Maggie Kuhn gestures and screams during her
address to the Poletown Neighborhood Council in
Hamtramck, Michigan, circa 1980.

Consumer/customer relations: Figure 1. Ten
phrases to attract return customers.

Co-orientation theory: Figure 1. Co-orientation
model.

Crisis and crisis management: Joe Allbaugh,
Director of the Federal Emergency Management
Agency (FEMA), briefs reporters on September 15,
2001, about the ongoing operations at the Pentagon
in Washington, DC. Workers started to remove the
collapsed portion of the Pentagon shortly after the
briefing.

Crisis communications and the Tylenol poison-
ings: James Burke, Johnson & Johnson executive,
displays a new tamper-resistant Tylenol bottle on
November 11, 1982. Nearly eight months earlier,
six Chicago-area people died of cyanide poisoning
from tainted Tylenol tablets.

Cultural topoi: Table 1. Cultural Topoi Compared

Cutlip, Scott M.: Photo

Drobis, David: Photo
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Dudley, Pendleton: Photo

Ellsworth, James Drummond: Photo

Environmental groups: Protesters at a 1990 Earth
First! protest hold up a banner reading “Stop
Redwood Slaughter.”

Exxon and the Valdez crisis: Cleanup workers
spray oiled rocks with high-pressure hoses after the
Exxon Valdez ran aground on March 24, 1989,
spilling more than 10 million gallons of crude oil
into Prince William Sound.

Exxon and the Valdez crisis: An Exxon memo
proclaims the rules of zero tolerance, posted after
the 1989 Exxon Valdez oil spill in Alaska.

Federal Trade Commission: The former R.J.
Reynolds cigarette advertising mascot, “Joe Camel,”
plays pool and smokes cigarettes in an advertisement
for Camel cigarettes that covers a billboard in a field.
The FTC and antismoking advocates pressured R.J.
Reynolds to eliminate the “Joe Camel” campaign in
1997, accusing the company of using a cartoon char-
acter to attract young smokers.

Focus group: As a focus group in Needham,
Massachusetts, watches an interview of Monica
Lewinsky on televisions in 1999, members’ reac-
tions are displayed directly on screen in graph form.

Four-Minute Men: A 1917 poster for one of the
Four-Minute Men speeches. President Woodrow
Wilson recruited 75,000 speakers called Four-
Minute Men to give short talks on United States war
aims to the public at theater intermissions and other
venues.

Frede, Ralph E.: Photo

Hammond, George: Photo

Health Belief Model: Figure 1. Health Belief
Model.

Hill, John Wiley: Photo

Hoog, Thomas W.: Photo

Hunter, Barbara W.: Photo

Image restoration theory: Table 1. Image
Restoration Strategies

Industrial barons (of the 1870s-1920s):
Industrial baron J. P. Morgan (1837-1913), founder
of U.S. Steel, shakes his cane at a passerby on a city
street. Although Morgan is alleged to have said, “I
don’t owe the public anything,” he called upon early
public relations practitioner Theodore Newton Vail

to help save the American Telephone & Telegraph
Company in 1902.

Integrated marketing communication: Table 1.
Strengths of Alternative IMC Tactics

Involvement: Figure 1. Motivation-ability-
opportunity model for enhancing message processing.

Labor Union Public Relations: Local 600 of the
Congress of Industrial Organizations (CIO) electrical
workers electrocuting an effigy of Hitler in a 1942
Labor Day parade. Public relations philosophy,
strategies, and tactics have been used in struggles
for organized labor and its goals.

Lucky Strike Green Campaign: Lucky Strike
Cigarettes used a variety of campaigns to sell prod-
ucts in the 1930s, from promoting green—the color
of their cigarette packaging—as fashionable for
women to featuring Santa Claus as a customer, as in
this 1936 advertisement. “Luckies are easy on my
throat,” Santa is quoted as saying. “There are no
finer tobaccos than those used in Luckies, and
Luckies’ exclusive process is your throat protection
against irritation . . . against cough.”

Muckrakers (and the age of progressivism):
American journalist and political philosopher
Lincoln Steffens (1866—1936), who published
many articles exposing urban political corruption.
He was prominent among the writers Theodore
Roosevelt called “muckrakers.”

National Investor Relations Institute: Chairman of
the Board of the General Electric Company, Ralph J.
Cordiner (center), pounds the gavel here to open a
meeting of share owners of the firm. Some 2,500
owners attended the 68th annual meeting of the firm.
Flanking Cordiner are Robert Patton (/eff), President,
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Preface

deserving topic for the extensive analysis it

receives in this encyclopedia. After all, many
might think, it is “just PR.” In the view of some or
even many, public relations is the art of sham, spin,
buzz, sandbagging, and “being nice.” Others fear it
as deep-pockets lobbying that gives privilege to
powerful companies and special interests. Having
said that, some critics and many in the general
public might be satisfied. They may take a dismis-
sive attitude. That attitude, however, can be coun-
terproductive. Public relations does not slink into
the corner because it is dismissed. It is there to be
seen and to exert influence. Thus, engaged and
thoughtful analysis of the profession may be
required before a final opinion is formed on the
ethics and societal role of the practice. Otherwise,
critics and students of public relations may make a
couple of serious mistakes.

First, a dismissive attitude toward public relations
often is based on a narrow and considerably naive
sense of what public relations is and what practi-
tioners do. This sort of flippant dismissal can lead
one to miss the darker side of the practice, which
indeed adds evidence to support many of those
claims. However, such dismissal causes one to avoid
considering the reality that when mispracticed,
public relations can divert attention from the real
issue, giving a false sense of how popular and favor-
able a product might actually be. Endless public
relations efforts exist, some heavily masked or even

S ome may wonder why public relations is a

dismissed by the half-sibling of public relations,
marketing. Thus, when we watch the Super Bowl or
the Academy Awards (or any of the endless list of
similarly high-profile events), we may fail to recog-
nize the hand of public relations being played.
Publicity and promotion are the often silent tools of
public relations; some will argue that the best public
relations is that which is not recognized as such.

The second mistake is failure to understand that
public relations also plays a large role in public pol-
icy issue debates. In fact, during the 1970s, when
the term issues management was coined, that aspect
of the practice was started in large part by advertis-
ers who believed that issue advertising could com-
bat the critics of large business activities. This was
not a new era in public policy debates. Many senior
practitioners had a long reputation of working in the
public policy arena. Many believe that the enor-
mous, society-defining debates in the last decades
of the 19th century spawned much of the practice as
we know it today. But practitioners quickly realized
that issue advertising had limited likelihood of
appeal and impact as a means of narrowing the
chasm between corporate performance and public
expectations. In such debates, members of various
segments of the general public and opinion leaders
may be more interested in the arguments made in a
well-crafted editorial or book by an expert—or a
feature article—than an advertisement. Thus, the
work of the public relations practitioner came to the
fore—once again.

XXiii
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Society could exist without public relations, but
it won’t. This means that public relations, for better
or for worse, is here to stay. What we think of as
public relations may not be in dispute, but what
practitioners do and the good or bad they accom-
plish will be the subject of debate. The challenge
facing the profession of public relations, and the
men and women who serve as practitioners, is to
earn the trust and respect of critics and the general
public. Senior practitioners and academics do not
take this challenge lightly.

Public relations gained professional and acade-
mic status during the 20th century in the United
States and from there it spread to much of the rest
of the world. That is the good news. In that regard,
public relations in the minds of many people and
academics came to be viewed as a positive way for
organizations to get their message before markets,
audiences, and strategic publics, the critics and sup-
porters of such organizations. In a positive sense,
then, public relations helped organizations build
mutually beneficial relationships with customers,
critics, and other stakeholders. This effort will
continue. However, because of its contemporary ori-
gins, it has often been associated with propaganda—
a label that senior practitioners tend to avoid and
reject.

The bad news is that public relations, in the minds
of some or many, is the dark art of manipulation and
confusion. For some, it is a shifty business. It
occurs in the White House as well as board rooms
of businesses, nonprofits, and governmental agen-
cies. It has been characterized as ‘““a stealth bomber”
that can deliver persuasive messages in ways that
get through people’s defenses. Seen in this way,
public relations can be viewed as a tool that large
organizations have and will continue to use to engi-
neer consent. That means that people should not
trust public relations or its practitioners if they are
sneaky, manipulative, deceptive, and dishonest—if
they do not tell the truth, if they engage in spin, or
if they are expert sandbaggers and flacks.

The Encyclopedia of Public Relations is a vehi-
cle that may help the field to reach a wide array
of readers who can serve as opinion leaders for
improving the image and ethics of the practice. This

work intends to provide an honest but positively
biased treatment of public relations. It strives to
give a sound, insightful, and appreciative view of
what public relations is and does as well as the eth-
ical challenges it must meet to be seen as a positive
force in society. From its launch, this project has
been a substantial, even daunting, undertaking. Like
all edited projects, this one has been a difficult and
exciting journey. The most fascinating part has been
wrestling with the list of practitioners who should
be featured with their own biographical entries.
Talk to 20 senior practitioners and academics, and
you will get a list of names they believe deserve
recognition in a work such as this. Some people will
be on all lists. Some lists will be substantially dif-
ferent. Some people will argue that certain people
should not be featured, although others will insist
that such a work would be inadequate without them.

Consequently, we created a list of names of
extraordinary practitioners who have helped define
the profession by what they have said and done. The
next problem was getting authors. Many of the
people who were qualified to write certain bio-
graphical entries deserved entries themselves. So
we did some trading. Some potential authors of
various entries were not in a mental or physical
state to contribute. We even had some people pass
beyond this physical existence during the process.
Often the “only person” who could write an entry
was unable to do so, but never unwilling. For the
subjects of some entries, documents and others
source materials simply were not available or were
in storage somewhere unknown to the authors. In
some crucial instances, the person featured in the
entry was mentally or physically unable to provide
additional information.

Out of these difficulties, however, we did find
worthy entries and came to see this document as the
most authoritative reference source on many of the
persons who crafted the profession in the 19th and
20th centuries. In finding subjects and authors, we
were even able to reach beyond the boundaries of
the United States and feature key players in other
countries, such as Great Britain and Germany.
Public relations neither started in the United States
nor does it reside exclusively there. So we were
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fortunate to give voice to the presence of the
practice and key practitioners in other countries.

Still, there are omissions. Some will never be
recovered. Facts get lost in time. We were fortunate,
if for no other reason than this, to undertake this
project when we did. The lives and careers of these
pioneers are fleeting. And most of the people who
made the profession what it is today lived and
worked in the 20th century.

PUBLIC RELATIONS: WHAT'S IN A TERM?

Other than the people who made their livings from
public relations, what is this book about? One of
the longest entries is devoted to a terribly inade-
quate definition of the profession. People in public
relations can’t universally agree on what the prac-
tice constitutes or what the term means. For this
reason, the definition of public relations is offered
as a dialogue on public relations to help students,
practitioners, academics, and people in general
appreciate the scope and purpose of the term. If the
book helps readers to think about the meaning of
the term and consider its many facets, then those of
us who contributed to the definition will feel satis-
fied. We simply don’t like the term to be treated as
a stereotype. And for the most part, practitioners
and academics prefer the term public relations to
PR because the latter is invariably associated with
the dark side of the profession.

As long ago as the 1970s, attempts were made
to sort out definitions. Senior practitioners such as
Edward L. Bernays and John W. Hill had by then
published books in which they offered their defini-
tions. By the early 1970s, the term had been defined
by the Public Relations Society of America. Several
textbook authors had tried their hand at defining the
term. Endless efforts at definition have occurred in
journal articles and critical comments by journalists.

As is true of many crucial words for professions
in society, this one passes through history, profes-
sional practice, academic classes, media commen-
tary, and everyday conversations. The passing flows
as easily and unstoppably as water through cupped
hands. It just won’t stay put. But just as medicine
once was generally referred to as quackery, public

relations practitioners in some circles are known as
flacks and journalists are called hacks—a term that
was used in that context long before it was made
popular in reference to cyber-intruders.

Some practitioners and academics have tracked
the various definitions of this wily beast as hunters
pursue their prey. Writing in 1977, Dr. Rex Harlow
observed, using the start of the 20th century as his
benchmark,

A review of the history of the definition of public
relations shows that the definition has changed con-
siderably over the past 70 years. This historical
review reveals how inextricably the development of
the definition has been and is bound to the movement
of thought and action of the society in which the
public relations practitioner does his [or her] work. It
shows the present form, content and status of the
public relations definition, but even more the effect of
environmental factors and change upon its develop-
ment during the past quarter of a century. (p. 49)

Without a doubt, then, a discussion of public
relations is necessarily a discussion of the society or
societies in which it is practiced. We can’t discuss
this topic without considering the human drama of
change, markets, public policies, and the public
policy “fistfights” that go along with all of that. We
added the word her to Harlow’s comment because
today the public relations professional is more
likely to be a woman than a man.

ELEMENTS OF THE PRACTICE AND
STUDY: WHAT MAKES UP THE PRACTICE?

One of the goals of this book is to make the practice
of public relations more adequately understood by
an array of readers, including the general public.
For better or worse, public relations plays a vital
role in commerce, nonprofit activities, and the
processes of government. Movies such as Wag the
Dog give people a shocking view of how people
might be able to manipulate the media by manufac-
turing news that shapes policy—thereby manipulat-
ing what people know, think about, and end up
doing. That’s a lot of power. It must be guided
by a strong sense of professionalism and sound
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ethical principles. In the conduct of their business,
practitioners have a lot of “tools” in their kits. Each
day, they get more. What’s in the tool kit?

Mission/Vision

Organizations craft mission and vision state-
ments to help them know where they are going and
to chart their plans to achieve those outcomes.
Pubic relations is a useful tool to help frame mis-
sions as well as to accomplish those ends. Also,
persons who practice public relations operate
out of stated and unstated mission and vision
statements. Organizations such as the Public
Relations Society of America and the International
Association of Business Communicators voice
their own mission and vision statements to serve
as broad guides for the practice of professional
communicators.

Strategies

Perhaps the broadest tools in the kit are strate-
gies. It is here that public relations’ reputation for
manipulation is often deserved. One of the strate-
gies available to practitioners is manipulation.
Practitioners have made the small seem large, and
the large seem small. They create buzz to compete
with disinterest. At their worst, they can be masters
and mistresses of attracting attention and framing
statements—manufacturing reputations and craft-
ing images that may be far from reality. They have
created pseudo-events. Many of the entries in this
book look at the strategies of public relations.

In a broad sense, some of the strategies include
publicizing, promoting, engaging in issue debates,
informing, persuading, and working to create mutu-
ally beneficial relationships. They can entail negoti-
ation, collaboration, and cooperation.

On the down side, just as practitioners know how
to open the flow of information, they also may stop
that flow through spin, sandbagging, and diversion.
Practitioners may cover up as well as uncover.

Functions

The functions of public relations often are part
of the list of services announced by agencies. They

may be job descriptions and divisions in large
corporate public relations departments.

Functions are used to accomplish or implement
strategies. Thus, for instance, if publicly traded
companies are required by the Securities and
Exchange Commission to communicate with share-
holders, they have an investor relations function.

Nonprofits engage in fundraising or develop-
ment, a function. All organizations engage in media
relations, another function. They may have a cus-
tomer relations or employee relations function.
They may engage in issues management. Universities
and colleges have sports information functions,
marketing functions, development functions,
student relations functions, and so on.

Counseling is a vital function. Counseling is the
stock and trade of the senior practitioner. Such
persons work to position organizations to help them
earn respect and support and to avoid collisions with
opinions and competing interests. Acting wisely and
ethically, the counselor can help the organization to
operate in ways that do not offend the sentiments
and expectations of key publics. Engaged in as
manipulation, counseling can help an organization
to appear to be something quite different from what
it is and thereby enable it to earn falsely deserved
rewards. In the worst sense, perhaps, such counsel-
ing can keep a politician from being found wanting
or help a business to seem to be worth much more
than shareholders would otherwise suspect.

A function is a broad category of tools to achieve
specific strategies for a particular purpose in work-
ing with some definable audience, market, or public.

Perhaps the ultimate function of public relations
is the creation of meaning. Here also, practitioners
and academics confront thorny ethical issues. What
meaning needs to be created to help build and main-
tain mutually beneficial relationships? How can
practitioners help shape the meaning that strength-
ens community through diverse voices and alterna-
tive opinions?

Academics tend to look at process more than
meaning. Practitioners never forget the importance
of meaning. The meaning may center on the favor-
able attributes of a product or service. Meaning may
seek to foster a favorable image of an organization.
Employee relationships depend on meaning. So do
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donor relationships. The list is long. The challenge
is great.

Serious, ethical, and responsible practitioners
know they cannot manipulate meaning. Meaning
must be based on sound judgment, high ethical
principles, and a mutuality of interests.

We may add ethical decision making to the
list of functions. That notion may baffle critics.
Practitioners, however, are in an excellent position
to hold and apply sound, ethical principles to guide
the organizations they serve.

Tools and Tactics

How a function works to implement strategies
depends on and defines the tools or tactics that are
specialized to that function. Thus, for investor rela-
tions, one of the tools is the annual financial report.
Another tool, used especially by companies that
manufacture chemicals, is the health, safety, and
environment report.

The media release—what used to be called the
press release—is a standard tool practitioners use
to feature newsworthy facts and opinions for the use
of reporters and editorialists.

Events, or what some call pseudo-events, are vital
tools. Many newspapers carry regular features giving
the details of some fundraiser. A charity for children
might hold a gala to raise funds and honor those who
work hard to raise those funds. The practitioner
makes sure that a photojournalist gets the obligatory
shot of three or four—never more —of the persons
who help publicize the event. From the most ancient
times, manufactured events have been a vital part of
society—business and government administration.
That trajectory is unlikely to change soon—if ever.

Press conferences are a counterpart of media
releases, as are backgrounders. Practitioners create
media kits and groom Web sites. They create 1-800
hotlines and FAQs for Web site home pages.

Practitioners engage in crisis prevention, plan-
ning, and response. During a crisis, we like to have
practitioners and others help us understand what
happened, why it happened, and what we should do.
During a hurricane or a chemical release, we like to
have emergency plans to execute to know how to be
safe. Practitioners help us in these ways.

We may appreciate learning about cures and
treatments, as well as the symptoms of ailments.
Medical researchers discover medical facts and
offer treatments, which professional communica-
tors may publicize and promote.

ONWARD INTO THE FOG-BUT
PERHAPS WITH A LANTERN TO LEAD

Public relations as demonstrated in this encyclope-
dia is timeless. And it is here to stay. Some see it as
the essence of a democratic society, where all sides
of an issue can be contested, examined, and
weighed. But it is also a tool usable by the worst
despot to manufacture his or her image and craft
support for his or her regime.

Ethics and social responsibility are key concerns
of our day and age. That is not new, but corporate
scandals and attempts by government officials to
manipulate public opinion have emerged as deep
concerns. Some observers watch for missteps and
call for remedies. But a cynical culture that con-
vinces itself that no one tells the truth and that
believes in no one can be even more of a threat to
civil society.

As much as it features the positive service and
contributions of practitioners, this work also
attempts to display the theoretical and ethical con-
cerns that consume academic and professional
attention and consideration. Because of the role
practitioners have in society, they must be attentive
to such concerns. So must the academics who work
to shape and guide the profession—as well as edu-
cate the next generation of practitioners.

In that vein, the FEncyclopedia of Public
Relations may serve some as a primer. Others may
find refreshing or even disappointing comments and
concerns. However, we hope the book advances the
dialogue that can make the profession ever more
healthy. It is here to stay. It serves society best by
asking more and more of itself.

—Robert L. Heath
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to provide sufficient information or a willing and
capable author to choose the words to capture their
contribution. Many of us recognized that a genera-
tion of legends was nearing its end before our very
eyes. We were reminded of how fragile the telling
of history can be. We did the best we could and
hope to catalyze others to plow the fields, cultivate,
and harvest more biographies to honor as well as
evaluate the contributions of the men and women
who crafted public relations into a honed profession
during the 20th century.

Along this journey we lost travelers: W. Howard
Chase and George Hammond—two legends. At the
beginning of the project, Bill Adams played a vital
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make this influential practice worthy of praise and
respect. This challenge is best met by moving stan-
dards up rather than wallowing in despair, denial,
disgust, or doubt. Practitioners and academics have
met and will continue to meet the challenge.
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ACCOMMODATION:
CONTINGENCY THEORY

Accommodation occurs when public relations prac-
titioners attempt to meet the needs of their organi-
zation and a stakeholder group through dialogue,
negotiation, and compromise. Contingency theory
defines pure accommodation as the polar opposite
of pure advocacy in public relations. Advocacy
occurs when public relations practitioners attempt
to meet the needs or desires of their organization or
a stakeholder group to the exclusion of the needs or
desires of the other side.

Accommodation is a central tenet of contingency
theory. The contingency theory of accommodation
in public relations has been under development
since 1997 by a team of researchers led by Glen T.
Cameron at the University of Missouri School of
Journalism. Contingency theory posits that ideal
public relations practice is constantly influenced by
variables ranging from the experience of the public
relations staff to the credibility of an external public.

An accommodation continuum ranging from pure
accommodation to pure advocacy was developed to
illustrate contingency theory and the dynamic nature
of public relations practice. A key phrase in early
contingency theory literature was “It depends.” The
ideal stance of an organization in a particular situation

depends on a variety of contingencies. Cameron and
associates argued that at any particular time a practi-
tioner’s position may shift toward or away from
accommodation or advocacy, depending on the
presence of influential internal or external variables.
Contingency theory claims there is no one-size-fits-
all normative approach to public relations practice. It
suggests that public relations practice is ever chang-
ing. Evidence that contingencies affect accommoda-
tion in normative public relations practice is the
primary contribution of contingency theory.

Contingency theory also suggests that there are
ethical implications to accommodation. Cont-
ingency theorists argue that there are times when it
would be ethically inappropriate to accommodate a
public. They have noted that any accommodation of
“the Hitlers of the world” (Yarbrough, Cameron,
Sallot, & McWilliams, 1998, p. 40) would be
unethical.

Accommodation has been compared to symmet-
rical public relations practice, whereas advocacy
has been compared to asymmetrical practice.
Symmetry and asymmetry are concepts articulated
by James E. Grunig and colleagues in their seminal
program of public relations theory building known
as the Excellence study (see Excellence theory).

Contingency theorists introduced 86 variables
that they suggest influence whether a specific public
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relations position will be more accommodation or
more advocacy. Variables in contingency theory are
categorized as external and internal. External vari-
ables fall into the subcategories of external threats,
industry environment, characteristics of the exter-
nal public, and the specific issue at hand. Internal
variables are subcategorized to address characteris-
tics of the organization, the public relations depart-
ment, management, individuals, relationships, and
internal threats.

As the program of research unfolded, external
and internal variables were further subdivided into
predisposing and situational variables. Predisposing
variables are those that are always present in an
organization and set the tone for the organizational
response to stakeholder groups. Predisposing vari-
ables are more influential than situational variables.
Situational variables are responsive to specific cir-
cumstances and settings and are therefore more
subject to rapid change.

Strong predisposing variables include size of
the organization, organizational culture, and inclu-
sion of public relations in the dominant coalition
of decision makers. Strong situational variables
include characteristics of the public and its claims,
potential threats, and the cost or benefit of a partic-
ular organizational position.

Case studies, depth interviews, and surveys have
been used to test contingency theory. Case analy-
ses of communication episodes during the 1996
Centennial Olympic Games illustrate the challenges
of accommodation when an organization is faced
with two or more diametrically opposed publics. In
this instance, contingency theory highlights the back-
and-forth, give-and-take nature of public relations
practice. When an organization, such as the Atlanta
Committee for the Olympic Games, is faced with
demands from two opposed publics, accommodation
of the two publics is likely impossible. Another
Olympic Games case shows how the relative power
of an organization and an external public can affect
the organization’s willingness to accommodate.

The Cameron team used depth interviews to
examine variables that affect the level of accommo-
dation by an organization. Practitioners at larger
corporations reported that the corporation’s size

often made them more likely to accommodate a
powerful external public such as consumer activists.
Corporate culture variables such as the position of
the CEO in a specific public relations situation were
also identified as potentially strong influences on
the level of accommodation.

With the use of 86 variables central to contin-
gency theory to define in detail the impediments to
and supports of accommodation in practice, some
scholars have suggested that the theory is unwieldy.
Attempts to bring some parsimony to the theory
have included identifying proscriptions to accom-
modation. Regulatory agencies, moral convictions,
legal constraints, contending publics, and jurisdic-
tional issues have been identified as proscriptions to
accommodation of a public.

Recent developments in contingency theory
include scale development for select internal and
external, predisposing and situational variables, and
exploring emotional “weight” and “heat” at different
points on the continuum.

Some public relations scholars have suggested
that contingency theory is simply an extension of
excellence theory. They have argued that models
such as the mixed-motive games model promoted by
Priscilla Murphy and the new model of symmetry as
two-way practices outlined by David M. Dozier, J. E.
Grunig, and Larissa A. Grunig address the dynamic
nature of practice within the framework of the
symmetry/asymmetry paradigm. Contingency theory
scholars have acknowledged that contingency theory
extends excellence theory, but they argue that it pro-
vides unique contributions to public relations theory
through analysis and description of the dynamic
nature of public relations practice, evidence that ideal
and ethical practice is conditional and depends on
a number of contingencies, and identification of
specific contingencies to accommodation.

—Bryan H. Reber
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ACCOUNT EXECUTIVE

The term account executive (AE) refers to the practi-
tioner within an agency or public relations firm who
is responsible for day-to-day contact with a client or
clients. As such, the AE is responsible for managing
all agency-client initiatives, including publicity, press
relations, special events, crisis communication,
the creation and production of communication
messages, and media buying and placement. In many
instances, AE or assistant AE is the title of the entry-
level position in public relations agencies.

In the earlier days of the profession, the AE’s
function was viewed as the agency’s liaison with
a client or clients. It was the AE’s job to represent
the agency to the client. However, in today’s
consumer-driven environment, the AE is seen as

functioning best as the client’s representative within
the agency. In that role, it is the responsibility of the
AE to ensure that the interest of the client is fore-
most in all initiatives undertaken by the agency on
behalf of the client.

Activities performed by the AE include the
following:

e Developing and maintaining expertise in the
client’s business and industry

e Understanding the structure and policies of the
client organization

e Scanning the economic, political, and social
environment for challenges and opportunities
vis-a-vis the client

e Maintaining an ongoing base of information con-
cerning competitors for the client’s interests

e Developing relationships at a minimum of three
levels within the client organization

e Acting as consultant to the client with regard to
communication planning and implementation,
including advertising, media relations, Web con-
tent, media planning, and other activities

e Maintaining day-to-day contact with the client’s
representative(s) to maintain goodwill and keep the
client “in the loop” regarding all activities on its
behalf

e Representing the agency at client meetings

e Coordinating activities with the agency’s creative
director and media director as appropriate

e Monitoring and protecting the agency-client
relationship

e Working with the client to develop planning
documents

e Summarizing agency-client meetings for distribu-
tion within the agency and to the client organization

e Ensuring that all creative messaging and other
initiatives are fully supported by the client prior
to implementation

e Making certain that all members of the agency
team assigned to the client’s account understand
the needs of the client and act accordingly

e Ensuring that all creative is “on target” (creative
refers to the text, graphics, pictures, and other
tactical tools that are crafted for each client as
contracted)

However, the central focus of the AE has always
been—and always will be—to effectively and
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efficiently manage the relationship between the
client and the agency to protect the interests of both
and to ensure mutual benefit. Moreover, the agency
tenure of an AE is directly linked to the mainte-
nance of that relationship.

The appropriate educational background includes
public relations, advertising, or journalism.

—John A. Ledingham

See also Account manager/account management;
Client/agency relationships; Public relations
agency
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ACCOUNT MANAGER/
ACCOUNT MANAGEMENT

The term account management refers to the co-
ordination, billing, and evaluation of all activities
undertaken by a public relations agency or firm on
behalf of a client or client organization. Unlike the
account executive (AE), who is in day-to-day con-
tact with a client, the account manager (AM) acts
as a higher-level planner and coordinator, working
within the agency environment with various AEs
and creative and media directors to assess the
future needs of the client, to develop strategic plans
to meet those needs, and to put in place evaluation
strategies to determine the success or failure of
programmatic initiatives. In agency tradition, AEs
report to AMs. A central concern of the AM is to
look for opportunities to grow the agency’s busi-
ness through the expansion of current work under-
taken for the client, or by working with the client
to develop new initiatives. Moreover, the AM may
be responsible for several accounts at the same
time.

As a senior member of the executive team, the
AM also is responsible for initiating, nurturing,

and maintaining mutually beneficial relationships
between the agency and the client. Research indi-
cates that these relationships follow a familiar
pattern of growth and decline. The effective AM
must understand and appreciate this process and be
able to recognize the current phase of the relation-
ship and how to alter that relationship, if necessary,
to ensure that it is positive. Moreover, research has
demonstrated that the dimensions of openness, trust,
involvement, commitment, and investment are cru-
cial in managing the agency-client relationship. In
this context, “openness” is the degree to which the
agency and the client share plans for the future with
each other. “Trust” refers to the degree to which the
agency or the client can be relied on to do what it
says it will do. “Involvement” refers to the willing-
ness of the agency to become actively involved in
the business of the client. “Commitment” addresses
the need to demonstrate an ongoing interest in
helping the client organization achieve its goals.
“Investment” concerns the amount of time and
energy the agency is willing to put into maintaining
the agency-client relationship. A simple “relation-
ship audit” can provide an illustration of the state
of the agency-client relationship as well as indicate
areas for improvement.

Despite a substantial increase in the number of
AM positions, many companies continue to report
dissatisfaction with the ability of the AM to build
sustaining relationships with strategic clients. To a
large degree, responsibility for the inability to sus-
tain a relationship is claimed to rest, not surpris-
ingly, with the selection of a client. This usually can
be traced to a “poor fit” between the agency’s and
the client organization’s business.

—John A. Ledingham

See also Account executive; Client/agency relation-
ships; Public relations agency
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ACTIVISM

Activism is the process by which groups of people
exert pressure on organizations or other institutions
to change polices, practices, or conditions that the
activists find problematic. Activism has generally
been seen as one of the catalysts for the growth of
the public relations profession, because some of
the most significant periods of development in the
field have featured high levels of activism. More
recently, public relations has been seen as necessary
for activist organizations both to make their case
and to sustain their organizations. Activists generally
practice public relations “from the bottom up,”
using the strategies and tactics of the field to
achieve goals that are not that dissimilar from those
of other, more institutionalized organizations.
Activism generally arises when members of a
public perceive some problematic situation. Socio-
logical explanations of activism typically identify
major social divisions, such as race, gender, or
economic differences, as the preconditions for
activism. This view also privileges ideological moti-
vations for activists, that is, the position that those
who engage in activism are driven by political, reli-
gious, or economic ideology. This has led to the
common perception that most activists are radical
reformers, when, in fact, activists come in all ideo-
logical stripes and may actually seek to resist social
change. Although it is true that many activist orga-
nizations are ideological, not every activist public is
driven by ideology. From a public relations stand-
point, problematic situations arise when people
perceive some adverse impact of an institution’s
actions or policies. For example, when an organiza-
tion appears to be responsible for something that
harms the public, activists call for some corrective
action. Whereas some activists are motivated by

ideology, others are simply reacting to what they
interpret as impositions from organizations. For
example, the NIMBY (“not in my back yard”) phe-
nomenon often pits otherwise docile community
members against organizations that they see as cre-
ating problems in their communities. The resistance
to the construction of a new Wal-Mart store in a par-
ticular area seems grounded more in the perceived
impact that the store would have on older busi-
nesses than in any anticapitalist harangue.

Activists share many of the traits that James E.
Grunig and Todd Hunt have identified as character-
istics of active publics. Activists recognize some
problem and feel empowered to take some action,
to seek information, and to communicate with each
other and with the institution they deem responsible
for the problem, and are likely to organize to address
that problem.

Activism has been one of the catalysts for
the development of public relations throughout the
field’s history. During what is generally seen as the
period of the field’s inception, activism played an
important role. In the late 19th century, progressive
and populist groups in the United States sought to
limit the power and scope of monopolistic organi-
zations. The press, partially prompted by activists,
sought to reveal problematic conditions caused by
corporate practices. Groups seeking fair and safe
treatment for workers, the vote for women, sanitary
practices in food and drug production, and other
social goals pressured organizations through either
direct confrontation or increased government regu-
lation. In response, corporations hired the first public
relations counselors or established departments
designed to tell the organization’s story. Ivy Lee, for
example, was hired by the Rockefeller family to
help craft responses to labor activism.

During the 1950s and 1960s, American corpora-
tions were again forced to respond to a wave of
activism. A number of significant activist move-
ments reached their peak of influence and public
attention. These included the women’s rights move-
ment, the civil rights movements, the consumer
safety movement, environmentalism, and the anti—
Vietnam War protests. What distinguished these
confrontations from those of the seedbed years
of the public relations field was the presence of
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television. The muckraking reporters of the earlier
period begat those who carried cameras and micro-
phones. Public opinion was galvanized around
specific issues and corporations, and government
officials were pressured to solve problems.
Corporations, which had largely been using public
relations to support the marketing function, turned
to public relations professionals to defend compa-
nies in the court of public opinion. The need to
anticipate problematic situations and to engage in
public debate with activists gave rise to issue man-
agement and crisis communication. Scholars and
practitioners alike began to examine the develop-
ment of activist organizations and the tactics they
employed.

Activists themselves began to notice the need for
a more sophisticated approach to communicating
with supporters and opponents alike. For example,
Saul Alinsky’s 1972 book, Rules for Radicals, offered
practical suggestions for activists in organizing,
making their case before the public, and engaging
in a productive public debate.

In the first few years of the 21st century, activism
has taken several forms. On one hand, activism
has become almost institutionalized. Many of the
reforms sought by 1960s activists were enacted into
law or regulation, spawning government agencies
such as the Consumer Product Safety Commission
and the Environmental Protection Agency. Activists
continue to raise issues and monitor the perfor-
mance of these government agencies. Although this
is important work, it often does not generate much
public attention, which leads to the impression that
the level of activism has waned. On the other hand,
activism is embraced by a variety of publics with
a sometimes dizzying range of agendas. Cultural
norms and shifts in public opinion, as well as
greater access to organizations, has empowered
many activists. There is such a broad range of
empowered activist groups that virtually no corpo-
rate decision can be made without taking into
account activists’ likely reaction.

As with most other communication functions,
inexpensive computers and the development of
the Internet and the World Wide Web have revolu-
tionized activism. Activists use e-mail chains and

Web sites to share information about issues and to
organize collective action. This trend has necessi-
tated an increasingly sophisticated response on the
part of organizations engaged by activists.

Activism has been so closely linked to important
developments in public relations that it is now seen
as one of the preconditions for the field. Larissa A.
Grunig, J. E. Grunig, and David Dozier argued
that “a turbulent, complex environment with pres-
sure from activist groups stimulates organizations
to develop an excellent public relations function”
(2002, p. 16). Krishnamurthy Sriramesh and Dijan
Vercic indicated that activism is one of the essential
characteristics that shape the creation and develop-
ment of public relations internationally.

Despite the importance of activism to the devel-
opment of the field, public relations practitioners or
scholars do not universally value or respect activists.
The strategies used by organizations in response
to activism run the gamut from attacks and resis-
tance to the formation of cooperative relationships.
Christine Oliver outlined five strategic responses
organizations typically adopt toward activists:
(1) acquiescence, which involves giving in to the
activists’ demands; (2) compromise, which occurs
when the organization negotiates with activists to
resolve problematic situations; (3) avoidance through
concealing problems or otherwise erecting barriers
between the organization and outside pressure;
(4) defiance, which involves actively engaging
opponents in debate, challenging new regulations or
proposals for change, or attacking the organization’s
opponents; and (5) manipulation, typically through
co-optation, which involves making cosmetic changes
to an organization’s practices without changing their
substance.

The shape of an organization’s response to
activism depends on the assumptions of the com-
pany’s managers toward both public relations and
activists. Many organizations resist being “man-
aged from the outside” and thus resist pressure from
activists. For example, when the Clorox Company
devised a crisis communication plan in response
to environmental activism, some of the strategies
included questioning the activists’ motives and
undermining the credibility of the activist group.
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Other corporations have observed a strategic benefit
in working with activists to pursue common goals.
Merck Pharmaceutical Company and the AIDS
activist organization ACT UP (AIDS Coalition to
Unleash Power) worked together to persuade the
U.S. Food and Drug Administration to speed the
approval of AIDS treatments. The drug company
was able to get its product to market faster, and the
activists saw an effective treatment become avail-
able sooner.

Activist groups compel organizations to create
excellent public relations programs, but they also
can be viewed as a locus for public relations activi-
ties themselves. Activists use public relations strate-
gies and tactics to pursue two general goals. The
first is to influence public opinion and behavior
to rectify the situation they see as problematic. The
second is to create and maintain organized, struc-
tured, and coordinated efforts. These goals are not
that different from those of other organizations,
which use public relations both to pursue their
strategic goals and to maintain the organization.

The area that has received the most attention
from practitioners and scholars is the strategies that
activist groups use to pursue their goals. Activists
often seek to “make an issue” out of the problem-
atic conditions they have identified. Whereas the
study of issue management has often examined how
institutionalized organizations proactively or reac-
tively deal with issues, the study of activist groups
focuses on the creation and promotion of issues.
Michael Smith and Denise Ferguson claimed
“through its public relations activities, an [activist]
organization communicates its positions on issues,
solicits support for action, and ... engages target
organizations in policy discussions” (2001, p. 294).

Activists use a range of strategies to pursue their
goals. The iconic images of activists tend to involve
mass protests or violent demonstrations. Media
accounts of the so-called new activism of the late
1990s invoked images of violent confrontations
between antiglobalization protestors and authorities
in Seattle; Washington, DC; and several foreign
cities. However, activists use a variety of strategies
and tactics to pursue their goals. Some tactics are
confrontational, including boycotts, demonstrations,

and symbolic events, which are often designed to
dramatize an issue or galvanize public attention.
For example, anti-handgun groups staged symbolic
demonstrations outside the premises of gun manu-
facturers one Memorial Day. The activists lined the
fences outside the sites with the shoes of victims of
gun violence. Pictures of the event were featured in
newspapers around the country.

Other strategies are more informational, designed
to raise awareness and increase understanding of an
activist group’s issues and proposals for resolving
those issues. These tactics typically involve media
relations, including news conferences and inter-
views. Groups with sufficient resources can run issue
advertisements. For example, an animal rights orga-
nization wanted to claim that animals being raised
for food were often treated poorly. The activist orga-
nization ran an ad that played off the notable “Pork:
The Other White Meat” campaign and claimed
that the “other white meat has a very dark side.”
Web sites allow activists not only to provide a great
amount of information about their issues, but also to
direct members and others on how to take action to
promote policy solutions. Throughout the legislative
process, for example, activists regularly update the
media and other interested publics as the bill moves
through committee to wider consideration by the
legislature.

The final set of strategies employed by activists
involves building relationships with the institutions
or organizations that the activists hold responsible
for a problematic situation, with the goal of negoti-
ating an outcome satisfactory to all parties. As
with corporations’ use of symmetrical approaches to
public relations, this approach is not as widely prac-
ticed as the ones described previously. In the early
1990s, Vermont’s Deerfield River generating plant
spent four years negotiating with environmental-
ists, business owners, fishermen (who wanted calm
water for angling), and kayakers (who wanted
rough water for training) to craft a mutually benefi-
cial agreement for controlling the flow of the river
through the plant.

As with other strategic public relations practices,
the strategy that activists select depends on how
those who run the organization value the role of
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public relations. Often, the choice of strategies
is prompted by the response of the target of the
activists’ efforts. The 2003 dispute between the
National Council of Women’s Organizations
(NCWO) and the Augusta National Country Club,
host of the Masters Golf Tournament, became con-
frontational only after Augusta’s president publicly
chastised the NCWO for urging the private club
to accept women members. The dispute escalated
quickly once Augusta National went public.

Activist groups use public relations strategies
and tactics not only to promote their causes, but
also to maintain themselves. Activist movements
tend to pass through various stages of develop-
ment. At each stage, the organization faces various
communication and organizational challenges. One
fertile area of research has been the identification of
the various stages in the “life cycle” of activism.
Robert L. Heath, for example, identified five stages.
The first stage, strain, happens even before organi-
zations form and consists of publics recognizing
and defining issues. Once issues are identified,
activists move to the second stage, mobilization,
which is when organizations are formed, issues are
promoted more widely, and the activists begin to
marshal resources to correct the issue. Activists
then seek to confront corporations and/or the
government in order to resolve problems. Follow-
ing this is negotiation, during which the parties
involved exchange messages designed to reach
some agreement. Finally, the activist group enters
the resolution stage, during which the controversy is
resolved, perhaps only temporarily. A number of
issue management scholars have noted that
although issues may disappear from the public’s
agenda, the conditions that led to the issues may
still exist. Thus, activist groups often continue to
exist with the goal of monitoring issues and making
sure the resolutions are carried out.

The organizational and communication chal-
lenges facing activist groups are many and change
as the groups move through the life cycle of
activism. An activist group must recruit members,
gather resources, and establish the organization as a
legitimate advocate for an issue during the strain
and mobilization stages. In addition to gaining

public attention for their issues, activists also
create communication networks designed to alert
members to coordinated action, from organizing
rallies and training sessions to urging people to
contact elected officials regarding legislation. A
number of organizations establish so-called rapid
response networks through which members can be
contacted quickly.

During the confrontation and negotiation stages,
activist groups must maintain member motivation
over the course of long campaigns. They also have
to compete for members and resources with other
activist groups pursuing similar issues. As issues
are seemingly resolved and fall lower on the public
agenda, activists often see membership and finan-
cial resources decline. The Committee in Solidarity
with the People of El Salvador (CISPES) went from
publishing a four-color, tabloid-style newsletter to
a photocopied two-page briefing paper when peace
treaties were signed. Sometimes activists groups
cease to exist altogether.

Activists use a variety of internal publications,
including newsletters and Web sites, to maintain
contact with followers, sustain interest in issues, or
redefine the issues that the group addresses to those
that are higher on the public agenda. For example,
when the United States and Russia signed nuclear
weapons accords in the early 1990s, the anti—nuclear
weapons group SANE-Freeze changed its name to
Peace Action and began to redefine nuclear weapons
issues as an environmental problem just as the envi-
ronment was becoming a hot issue.

—Michael F. Smith

See also Co-optation; Follower/member newsletter;
Issues management; Lee, Ivy; Social movement
theory; Strain
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ACTUALITY

An actuality is an audiotape recording of a human
news source that is intended to be played as an inte-
gral part of a news story prepared for broadcast
in an electronic medium. The term is often used
interchangeably with bite (or sound bite), although
purists among media workers consider the two
terms distinct in their definitions and proper use.
Specifically, the second edition of the Broadcast
News Writing Stylebook (2002, p. 93) notes that
actuality is a radio term whereas bite is a television
term. Of course, the latter would include video.

Nevertheless, those in radio today commonly use
the term sound bite, so any subtle distinction may
be lost on many electronic media news people.
Common usage in television coverage of politics
also seems to have popularized the term sound bite
among the lay public, whereas actuality seems to be
a term that is used and understood mostly among
media workers.

Both actuality and bite (sound bite) describe the
actual sound of someone talking as a part of a news
narrative, for example, the recorded speech of a
source from the public relations practitioner’s orga-
nization who is a newsmaker or who is being used
as a secondary source for a news story. An actuality
is analogous, indeed equivalent, to a direct quote in
print media and thus adds credibility and interest;
furthermore, a colorfully expressed actuality often
provides a unique—and highly effective—means to
emphatically express a fact or point of view.

An actuality may be part of a story narrative that
is being prepared by an electronic media journalist
to be aired on a newscast, but such recording of an
actuality often is included in a media release being
prepared by the public relations practitioner for
a news release to be submitted to electronic media
as an information subsidy for broadcast news
programs.

Actualities or bites are to be differentiated, nev-
ertheless, from natural sound, background sound,
ambient sound, and other types of sound that may
be used as background under the voice track of
a reporter or news source. Such background sounds
can give the listening/viewing audience a sense
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of being at the news site but do not include
recognizable, or at least primarily important, speech.

The public relations practitioner must use caution
in preparing and coaching her or his organization’s
people in acting as sources for actualities, whether
the actuality is being produced by the public rela-
tions practitioner to be included in a news release to
electronic media, whether the source is a speaker at
a news conference being hosted by the practitioner’s
organization, or whether the source is simply partic-
ipating in an unexpected interview sought by an
electronic media news reporter because the repre-
sentative is a credible or important source for news
that involves the practitioner’s organization.

If the public relations practitioner produces
the actuality, the utmost care must be taken to exer-
cise technical excellence in recording the spoken
words. Poor technical quality may prevent an actu-
ality that accompanies a news release from being
used by electronic media or, at best, will detract
from the message that the source is trying to
convey.

—Dean Kruckeberg
and Marina Vujnovic

See also Interview as a communication tool; Media
relations; Sound bite
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ADVANCE

An advance is a story that public relations pro-
fessionals and others send to the news media
to announce upcoming meetings, performances,
speeches, sports events, news conferences, fundrais-
ers, hearings, rallies, conferences, and other activi-
ties. The goal is to tell people about the event in an

interesting way so they can decide whether or not to
attend. A good practitioner will avoid hyperbole,
which puts people off—particularly the editors who
decide whether or not to publish the advance.

A good advance begins with the event’s main
topic (what the speaker plans to say or the main
agenda item), the main purpose (to raise funds for a
charity, for example), or a key personality (such as
the star of a musical performance). This is followed
by the time, day (date), and place (with room
number) of the event. An advance also reports
the exact name of the group holding or sponsor-
ing an event, background information about the
speaker or primary issue, other important items on
the agenda for a meeting, and mention of other key
personalities.

An advance for a print publication or Web site
typically is no more than two or three paragraphs
long. This allows an editor to slip it in almost
anywhere in a newspaper, newsletter, magazine, or
Web page. An advance for broadcast typically is no
more than 25 words or so and is written as a public
service announcement. This also can be used to fill
space during a broadcast. An advance writer must
always remember that a release that doesn’t get
published or aired is worthless.

In olden times, before 1995 or so, advance stories
were mailed or faxed to newspapers and some
broadcast outlets. The distribution process today is
more sophisticated. Advances may still be mailed or
faxed to local news media, but some editors prefer
to receive advances electronically. A writer creates
the advance in a word processing program, pastes
it into an electronic mail message, and sends the
story. A recipient can paste the advance into his or
her word-processing program, and no retyping is
required.

An advance writer also can bypass the middle-
person by posting all advances in prominent posi-
tions on the organization’s Web site with links to a
speaker’s biographical information, background
material to be discussed at a meeting, and other rel-
evant information. It’s a good idea to send advance
stories to interested parties on listservs. News
media writers may be on the listserv, but the list will
include names of people who are simply interested
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in the organization’s activities. Advance writers
should make sure their lists are accurate and cur-
rent, for this is a good way to get the advance to the
people most likely to attend the event.

—Michael Ryan
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ADVERTISING

Advertising, as a tool used in public relations,
involves the purchase of paid space or time in news-
papers, magazines, radio, television, out-of-home
media, or the Internet to communicate messages to
target audiences.

More broadly, advertising encompasses an array
of other, ancillary promotional tools to promote
interest in products, services, organizations, candi-
dates, or causes. These include direct response
(including direct mail) and sales promotion (includ-
ing point-of-sale materials, collateral, sweepstakes
and contests, advertising specialties, and special
events). Advertising can be contrasted with publicity,
that is, unpaid coverage in the news or entertainment
portion of media.

Public relations practitioners use advertising
when they want complete control over a message—
including when and where the message will appear.
In contrast to publicity and many other public rela-
tions techniques, audiences often are skeptical
about advertising because they attribute its purpose
to persuading rather than informing. As a result,
people often avoid, resist, or discount advertising
messages.

TYPES OF PUBLIC
RELATIONS ADVERTISING

Public relations advertising takes several forms.
Institutional advertising promotes an organization

(versus merely a product or service) and typically

is used to announce a new corporate identity, to

attract investors, to enhance an organization’s
overall reputation, or to reach out to local communi-
ties by promoting the sponsor as a good citizen
engaged in social concerns such as the environment.

Financial advertising is used by for-profit corpo-
rations to announce new financial developments.
Securities underwriters routinely publish simple
tombstone ads when new securities are offered for a
client. These ads are published as a matter of public
record as reputation enhancement, not as an offer to
sell or a solicitation to purchase securities (which
requires receipt of a prospectus). Many firms try to
attract investor interest through ads that tout their
financial performance. Other financial ads are used
in contested tender offers, where proponents or
opponents of an acquisition urge shareholders to
either sell or not sell their shares to the acquirer.
Minority shareholders and activists also use adver-
tising to sway shareholder votes in proxy fights or
other actions to be considered at corporate annual
meetings.

Issues advertising enables an organization to
speak out on an important social problem or situa-
tion in which it has a stake. Advocacy advertising
is being used with increased frequency as part of
issues management programs to sway public opin-
ion on public discussions of social issues. Issues
ads also can be run as part of government relations
programs to influence voters in local ballot mea-
sures, referenda, and initiatives and to reach con-
gressmen, state legislators, and local officials when
votes are pending on important legislation.

Political advertising is used to lend support to
political candidates that a sponsoring organization
supports (or to undermine or attack a candidate
they oppose). Such independent expenditures are
permissible under federal election laws (and under
state laws) but have been the focus of intense
scrutiny in recent years as labor unions, corpora-
tions, and advocacy groups have become major
factors in elections.

Crisis advertising involves the use of print ads
or broadcast commercials to inform people about
how an organization is responding to an adverse
situation—such as a natural disaster, strike, or other
event that disrupts service or relationships.
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Events advertising is intended to promote public
attendance or participation in special activities that
organizations want to promote. Not-for-profit orga-
nizations (sometimes funded by their for-profit
partners) use paid ads to create public support for
upcoming fundraising activities.

Not-for-profit organizations use public service
advertising to promote social causes and ideals
(also referred to as social marketing). Public service
announcements (PSAs) take the form of print ads or
broadcast commercials in the non-editorial portions
of public media as well as messages that appear in
out-of-home media (billboards, transit ads, etc.).
Media organizations donate the space or time as a
public service—to engender themselves to audi-
ences and to demonstrate social responsibility to
their regulators.

Public relations advertising differs from tradi-
tional product or service advertising by its focus
on promoting an organization’s image or advocat-
ing a position on a particular topic. However, fully
separating product/service promotion from organi-
zational goals is often difficult. Many product adver-
tising campaigns, for example, seek to enhance the
organization’s reputation while also selling prod-
ucts. Similarly, some public relations firms provide
product advertising and related promotional services
as part of an integrated marketing communications
program for clients.

ADVERTISING MESSAGES

Effective advertising messages focus on a single
topic and include a clear call for action. When
developing ads, sponsors confront several basic
creative decisions. The most important of these is
to develop a “big idea” or creative concept around
which the message will be constructed. Sponsors
also must choose how direct they wish to be. A
direct message strategy uses hard-hitting language
and images that leave little doubt about an ad’s pur-
pose; indirect strategies are more subtle so that the
intent is less obvious.

Another major creative decision involves
whether to use rational or emotional appeals. Both
techniques can be effective. Rational advertising

appeals focus on logic and argument strength and
rely on facts, figures, and illustration. Rational ads
can be particularly effective with audiences that
possess the ability and motivation to process com-
plex arguments. Emotional advertising appeals
to the heart (versus the head) and tugs at people’s
affective responses by relying on illustrations,
anecdotes, and related devices. Emotional appeals
often draw the interest of people with little previous
involvement in a topic.

Ads also can be structured as lectures or dramas.
In a lecture, a speaker addresses the audience using a
first-, second-, or third-person narrative. In a drama
format, the audience eavesdrops on a scenario involv-
ing others and participates vicariously. Dramas invari-
ably provide lessons that are inferred by the audience
and reinforced in the ad’s closing.

ADVERTISING FORMATS
Print advertising

Effective print ads follow generally accepted
conventions but can vary considerably in terms of
design (layout, typography, color scheme, etc.).
Print ads use a large headline or strong graphic
device to attract attention. Headlines telegraph
the key message to audiences and are sometimes
followed by overlines (secondary headlines that
appear above the main text). The ad’s body copy
then presents explanatory or supporting arguments.
Most ads end with a strong call to action and a sig-
nature element identifying the message’s sponsor.
Advertising slogans and organizational logotypes
serve as continuity devices between messages.
Legally required (known as mandatory) disclosures
and other pieces of information generally are
included in fine print at the bottom.

Print ads are most useful when a complex or
detailed argument needs to be presented or when
people must respond using coupons or forms. News-
papers and magazines usually sell ads in standard-
sized formats. Most public relations advertising in
newspapers strive for page dominance by using
standard advertising units (SEUs) that are at least
one-quarter of a page in size, preferably larger. In
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magazines, half- and full-page ads are the most
frequently used formats. Other formats include
double-truck ads (a two-page spread), multiple-
page series, and inserts. Smaller formats can be
used in both newspapers and magazines but often
fail to generate sufficient attention. Smaller ads are
also less efficient generally because they cost more
on a per-inch basis.

Broadcast advertising includes radio and televi-
sion commercials. Broadcast messages must be
especially cogent, draw people into the message
quickly, restate the key points several times, involve
the audience, and clearly describe the actions to
be taken. Broadcast advertising uses a variety of
devices to attract attention—sound, music, a famil-
iar voice, or (in television) strong visuals. All of
these elements play a critical role and must be used
imaginatively and integratively to create a persua-
sive message that can be told in 10, 30, or 60
seconds—the typical lengths of broadcast commer-
cials. On radio, critical points must be repeated
orally; on television, text can be added to empha-
size key points (such as an 800 number to call). Text
can be superimposed over video and frequently
takes the form of a billboard or closing title (signa-
ture) of a TV commercial.

Internet advertising is becoming increasingly
popular. Various types of ads can be purchased on
sites operated by third parties (search engine sites,
media sites, and many special-topic portal sites).
Banner, skyscraper, pop-up, and superstitial ads
create can create awareness of an organization or
offer (in ways similar to the use of outdoor bill-
boards) and can drive traffic to a sponsor’s own site
using a hyperlink. However, click-through rates
generally have disappointed sponsors.

ADVERTISING MEDIA PLANNING

Much public relations advertising involves purchas-
ing time and space on a one-time or very limited
basis. In such cases, the appropriate media outlets—
such as a particular local newspaper or a handful of
trade/financial publications—are quickly identifi-
able. However, when advertising is used to sway
public opinion over time or in more than a single

media market, advertisers need to follow basic
media planning principles (the same ones used by
product advertisers) to maximize their impact and
avoid wasting precious advertising dollars.

The focal concept in media planning is the
impression—the opportunity for one person to be
exposed to one of a sponsor’s messages. Cumulative
exposures are calculated as gross impressions by
adding together the total impressions created in any
particular media buy. The number of exposures cre-
ated can be expressed in actual numbers of impres-
sions or, more commonly, as ratings. A rating point
represents 1 percent of the total potential audience
for a message. A particular vehicle’s rating is the
percentage of total audience reached by that news-
paper, magazine, or radio or TV show.

Gross rating points (GPRs) are the total percent-
ages reached over a particular time frame when two
or more messages appear in combination, whether
in the same or in different advertising vehicles or
media. The calculation of gross rating points pro-
vides a metric for ascertaining the cumulative total
number of unduplicated impressions in an advertis-
ing effort. Generally, advertisers strive to generate
the largest possible GRPs that a budget will allow
(but avoid overspending).

Generally, advertisers seek to maximize a cam-
paign’s reach, or the number of distinct individuals
exposed to a message at least once (eliminating
duplication). Advertisers also want to optimize
Jrequency, or to create multiple opportunities for an
audience to be exposed to a message. More than one
exposure to a message is usually necessary for
people to pay attention and understand an ad
message, but excessive exposure can waste dollars
because no additional persuasion effect occurs.
Excessive exposure can also annoy audiences so that
they disregard or respond negatively to a message.
Thus, frequency involves balancing the need for
wear-in of a message and the avoidance of wear-out.

Advertisers generally want to gain maximize
effectiveness by spending the least total dollars
possible in a campaign. In choosing media, advertis-
ers also strive for optimal efficiency by selecting
media that deliver the largest audience (on either a
duplicated or nonduplicated basis) for the same
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dollars. An important consideration here is timing.
Some campaigns rely on continuous exposure, that
is, repeating the message in steady increments over a
period of days, weeks, or months. However, in many
instances advertisers can create or maintain share-
of-mind awareness among audiences by staggering
exposure. Total expenditures can be stretched by
alternating between periods of high and low levels of
exposure ( pulsing) or between periods of nonexpo-
sure and exposure during key time blocks ( flighting).
Because of the high costs of advertising, many public
relations advertisements are purposely timed to
appear in a specific time period, such as the days
before an event, election, holiday, or critical legisla-
tive vote. With a few exceptions, such as evergreen
public service campaigns, most public relations—
oriented advertising uses flighting schedules to opti-
mize exposure and minimize costs. The absence
of ads during periods of low or no exposure is offset
in part by advertising’s carryover effect, in which
people remember a sponsor’s name or message.
Cost per thousand (CPM) is the shorthand index
used to compare the cost efficiency of two or more
media. CPM is computed by dividing the total
expenditure for an ad in a particular vehicle by
the number of people in the audience and multiply-
ing the result by 1,000. The result is an easy-to-
compare dollars-and-cents figure. When two media
are considered, a $3.50 CPM would compare favor-
ably with a $4.25 CPM, suggesting that the first
medium is more efficient—if it can be assumed that
the quality of the audiences reached is the same.
CPM rates of $5 to $10 are common in consumer
advertising, but the cost per thousand can escalate
in business-to-business and other situations where
the audiences are small and the rates charged by
media for advertising are comparatively high.

—Kirk Hallahan

See also Integrated marketing communication;
Online public relations; Public service announce-
ments (PSAs); Publicity; Third-party endorsement.

Bibliography

Argenti, Paul A. (2002). Corporate advertising: Why and
how companies use it. In The power of corporate

communication: Crafting the voice and image of your
business (pp. 105-138). New York: McGraw-Hill.

Roman, K., & Mass, J. (with Nisenholtz, M.). (2003). How to
advertise (3rd ed.). New York: St. Martin’s Press.

Sethi, S. P. (1977). Advocacy advertising and large corpora-
tions: Social conflict, big business image, the new media
and public policy. Lexington, MA: Lexington Books.

Sissors, Jack Z., & Baron, Roger B. (2002). Advertising media
planning (6th ed.). Chicago: McGraw-Hill.

Wells, W., Burnett, J., & Moriarty, S. (2002). Advertising
principles and practice (6th ed.). Upper Saddle River, NJ:
Pearson Prentice Hall.

Wilcox, D. L. (2001). Direct mail and advertising. In Public
relations writing and media techniques (5th ed.,
pp- 399-429). New York: Longman.

ADVERTISING EQUIVALENCY

Advertising equivalency involves calculating the
value of public relations—generated media coverage
by determining what the air time/print space would
have cost if the organization had had to pay adver-
tising rates for it. For example, if a print medium
charges $200 per column inch for an advertisement,
a five—column-inch story generated through public
relations efforts would have an advertising equiva-
lency of $1,000. For broadcast media, if a 30-
second spot costs $10,000, then a 15-second news
mention would be worth $5,000.

Although many organizations have used advertis-
ing equivalency in an attempt to assign a value to
public relations efforts, the practice is fraught with
problems. First, most newspapers, for example, don’t
sell ad space on the front page of a business section,
where strong public relations efforts often appear.
Comparing such a placement to an advertisement is
thus an apples-and-oranges situation. There is no true
basis for calculating the cost of the space.

A second issue is the credibility difference
between an advertisement and an objective, third-
party story. The majority of the public today has
enough media savvy to understand that ads are con-
trolled in both content and placement by the orga-
nizations that pay for them. People tend to be more
skeptical about the veracity of and motivation
behind ads. A news or feature story, however, has
the credibility boost of being produced by an inde-
pendent, third party. Although there have been
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notable media honesty scandals, for the most
part people still seem to trust mainstream media
sources. Generating a placement in such a source
has inherently more credibility than a paid advertis-
ing placement. A multiplier is sometimes applied
to the advertising rate to compensate for this differ-
ence. However, the question then becomes, what is
the appropriate multiplier? How much more credi-
ble is a story on the front business page written
by a business reporter than an ad on the third page
of the section produced by a company? Such an
attempt to demonstrate the value of public relations
efforts can produce more skepticism than it allevi-
ates with an analytical manager or client.

Clearly, the need exists for an adequate and
appropriate manner through which to value public
relations efforts. Although still used, advertising
equivalency is not that method. The inherent differ-
ences between advertisements and independent cov-
erage make advertising equivalency too imprecise
to reflect the value and credibility of public rela-
tions efforts. If asked to provide such a figure, a
practitioner should explain to the client or manager
the limits of this method.

—Maribeth S. Metzler

AFRICA, PRACTICE OF
PUBLIC RELATIONS IN

PUBLIC RELATIONS PRACTICE

The public relations profession in Africa achieved
momentum only during the last two decades. As in
other parts of the world, many African practitioners
enter the profession through journalism, often being
trained abroad since few facilities exist locally.
African public relations practitioners have a dif-
ferent role than their U.S. counterparts. In the West,
it is assumed that public relations practitioners will
be socially responsible. In the Third World, public
relations practices are designed to be consistent
with political ideologies, levels of development,

and sociopolitical controls. African public relations
practitioners are thus expected to be team players
on the side of the government. In politically unsta-
ble Africa, governmental public relations is used to
present an image of a unified country.

The development of public relations on the
African continent has been influenced by the avail-
ability of mass media. For example, Nigeria, with
its extensive system of mass communication, has a
thriving, professional public relations community.
The Nigerian Institute of Public Relations (NIPR)
was established in 1963, and after the oil boom,
public relations exploded. By 1993 the NIPR had
2,000 members as well as a constitution and a code
of ethics. The NIPR’s current president is Bobo
Brown of Shell Petroleum Nigeria (bobo.s.brown@
spdc.shell.com).

Egypt—for reasons of history, culture, and
geography—has influenced public relations beyond
its borders. The “godfather” of the public relations
profession in Egypt, Prof. Dr. Mahmoud EI Gohary,
founded the Arab Public Relations Society (APRS)
in 1966, first in Egypt and then in other Arab and
African countries. For 28 years he was chairman
of its public relations institute, editor-in-chief of its
journal, and chairman of the International Academy
for Public Relations and Information.

The field of public relations in Egypt is still rather
misunderstood. There is confusion between public
relations, marketing, and advertising; many organi-
zations see sales as the primary goal for public
relations. In many instances, publicity is paid for out-
right. Public relations departments have no power to
answer the questions of journalists and have to seek
answers from superiors. Maybe because of a lack of
formal education, only 10 percent of individuals in
the public relations business are considered to be
skilled professionals. If offered at universities, public
relations is limited to a single course in the business
or communications department.

The Zimbabwe Institute of Public Relations
(ZIPR) was founded in 1957 and has made enormous
progress. Among the principal players were George

Author’s Note: This entry reports on African countries (excluding South Africa) for which information on public relations practice and
education was available electronically. In some instances, the information is likely dated. It is not certain that all of the educational insti-

tutions and public relations associations mentioned still exist.
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Foot (who retired from the IPRA board in 1993 and
received an IPRA Gold Medal for his work on the
Consultants Committee) and Helen Tinker (presi-
dent of ZIPR in 1993, who received both an IPRA
Golden Award and a UN Award for a public rela-
tions program on AIDS awareness). By 1993 ZIPR
had 207 members, most working in the capital city,
Harare. Over 75 percent were in-house practitioners
in the industrial and commercial sectors, and less
than 15 percent were consultants.

In other countries in southern Africa, professional
organization in public relations started later than
in Zimbabwe, and public relations is served by few
practitioners. Swaziland has its own public relations
association, and PRISA has recently formed chapters
for practitioners in Namibia and Botswana.

The Public Relations Society of Kenya (PRSK)
was established in 1971; its current president is
Fatuma H. Mohammed of Nation Media Group
(fhmohammed @nation.co.ke). The Sudan Public
Relations Association was founded in 1973, and the
Public Relations Association of Uganda originated
in 1976. The current president of the Ghana Institute
of Public Relations is K. O. Bimpong (oseibim-
pong@ssnit.org.gh). By 1981, 9 of the 56 national
public relations associations in the world were
in Africa. The public relations associations of
Kenya, Nigeria, Egypt, Ghana, Uganda, Cameroon,
Swaziland, and Zimbabwe are registered with [PRA.

FAPRA (Federation of African Public Relations
Associations) was formed in Nairobi in 1975 with
the aim of uniting the Francophone and Anglophone
parts of Africa. Some say that FAPRA has had little
effect on the development of the profession—Ilargely
because of a lack of resources, communication diffi-
culties, and the lack of general professional direction
in the field of public relations. The current secretary-
general is Kabir Dangogo (kabirdangogo@hot
mail.com) from Nigeria, and its president is J. E.
Allotey-Pappoe (jeap200@yahoo.com) from Ghana.
The 16th FAPRA public relations conference, which
took place in Accra, Ghana, in March 2003, was
attended by more than 200 members from the
African continent. Addressing this conference,
Ghana’s President Kufuor called on FAPRA to assist
African leaders in managing the image of the

continent globally. This annual event was held in
May 2004 in Abuja, Nigeria, and will be held again
in Nigeria in 2005 and in Johannesburg, South
Africa, in 2006.

The East African Public Relations Association
(EAPRA), in cooperation with the PRSK, hosted the
second EAPRA Conference in Nairobi, Kenya, on
November 27-28, 2003. The theme was “Excellence
in Public Relations—Opportunities and Challenges
Towards Successful Strategic Public Relations.”

EDUCATION AND
TRAINING IN AFRICA

Public relations education in Africa ranges from
formal tertiary diploma, degree, and postdegree
courses to in-service training by employers and
government ministries (such as the Tanzanian gov-
ernment’s initiative to train their most senior com-
munication officials in strategic public relations in
2003). Formal public relations education is most
active in Egypt, Zimbabwe, Kenya, and Nigeria.

At the tertiary level, many public relations
programs in Africa are taught as part of a bachelor’s
degree in communication, mass communication, or
journalism (e.g., in Egypt). The University of Nigeria
started public relations training in 1960 and now
offers a M.Sc. degree program in public relations, in
association with the professional association. Public
relations courses in Nigeria are also an integral part
of mass communication programs; in 1992 there
were more than 40 schools of journalism/mass com-
munication in Nigeria. At that time, the University of
Nigeria was the only institution offering mass com-
munication training up to the doctoral level.

Some universities teach public relations to com-
plement other disciplines, such as marketing and
business management. A number of distance learn-
ing public relations programs are also available in
Africa. South African courses include degree and
postgraduate courses offered by UNISA; as well as
diplomas offered by the IAC and Technikon SA.
British courses include the CAM in communication
studies, the CEM diploma in public relations, and
the MSc distance learning program offered by the
University of Stirling.
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A variety of short courses are offered by
professional institutes and private colleges. Foreign
governments and development agencies also sponsor
communication-related training in African countries
(e.g., the Dutch government, the Norwegian Agency
for Development Co-operation, UNICEF, UNESCO,
SIDA [Swedish Development Agency], CIDA
[Canadian Development Agency], and the Ford
Foundation of the United States).

RESEARCH IN AFRICA

Public relations research is practically nonexistent
(or does not get published). Database searches pro-
duced only a few articles in local or international
academic journals. Private companies and govern-
ment ministries occasionally contract international
consultants to do ad hoc research projects (some-
times funded by the UN Development Program).

In a search of the database of African Theses and
Dissertations (a project of the Association of African
Universities), only one master’s thesis in public rela-
tions was found—written by Margaret Gyan. She
was of the opinion that public relations, as a practice
and an academic subject, has received little attention
in Ghana. Before independence in 1957, typical
public relations functions were performed by orga-
nizational departments such as personnel, adminis-
tration, welfare, and sales. After 1957, the need for
black intermediaries was fulfilled by information
officers who practiced press agentry.

Currently, practitioners study through the Ghana
Institute of Journalism and the School of Communi-
cation Studies, Legon. However, public relations
still occupies an insignificant place on the list of
professional bodies in Ghana and is quite low in the
organizational hierarchy.

Betsie Ferreira, a senior lecturer at the Port
Elizabeth Technikon in South Africa, conducted an
ad hoc research project on the state of public rela-
tions education in Africa (excluding South Africa)
between 1994 and 1998. Information was solicited
from 45 countries, and information was obtained on
28 countries.

Gené van Heerden, a lecturer in communication
management at the University of Pretoria in South

Africa, is currently completing her master’s thesis
on public relations practice and education in Africa
(including South Africa).

CONCLUSION

It is difficult to comment on public relations in
Africa because there is little information available.
It is, however, clear that there are pockets of excel-
lence in public relations practice and education on
the African continent.

—DBenita Steyn
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AGE OF DEFERENCE (END OF)

At some point during the 1960s, the United States
experienced a sharp trend that led to the end of the
age of deference. The point when deference ended
is not clearly marked in the sands of time, but it
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clearly is the result of reduced belief in the honesty
and ethics of American business practices as well
as government policy. The age of deference ended
when people moved from trusting to distrusting
large companies for what they did, for the values
they used to guide operations, and for what they
represented.

One of the strongest indicators of the end of
deference can be found in poll data results. In 1966,
55 percent of the public had a great deal of confi-
dence in the management capability and ethical
standards of American business executives. A
decade later the confidence level had fallen to
16 percent. Tracking the status of executive man-
agements on these indicators, polling companies
such as Gallup found that after post—World War II
highs, company executives and other societal
leaders have tended to receive very low honesty and
ethics ratings for over three decades.

American business leaders used much of the
last part of the 19th century to create a rationale
supporting the concentration of capital as the oper-
ating financial and business arrangement. Tug-of-
wars occurred between executives, media reporters,
labor leaders, consumer advocates, civil rights
advocates, and government leaders during the early
years of the 20th century. The Great Depression
dampened this corporate effort, which was lifted to
new heights by World War II. During the war effort,
American industry contributed to democracy,
prosperity, and the dream of a new lifestyle. Public
relations practitioners featured in this encyclopedia
helped to position companies through counseling
during these years of the 20th century. They com-
municated messages for and listened to concerned
citizens. Slowly, deference was earned and granted
by statement and deed.

After having worked successfully to create and
then restore confidence in large business practices,
many executives and senior practitioners were
caught off guard by the events of the last half of the
20th century. They saw a slow erosion of faith in the
American dream that had been created by capitalis-
tic concentration of publicly held wealth and that
had produced what many thought was the most
envied lifestyle of the world.

Not only had business executives suffered a loss
of deference, but so had many other categories
of societal leaders. Gallup poll data revealed that
legislators, government executives, reporters, news
anchors, advertisers, marketers, and others had high
honesty and ethics ratings with only a small fraction
of the public. None of these categories enjoyed high
ratings with more than a third of the population, and
many of these positions were associated with hon-
esty and ethics ratings in the single digits.

Many factors account for this slide. People in
the United States were looking for a morale
rebound after the despair of the Great Depression.
World War II gave a substantial boost to the collec-
tive feeling of well-being and goodwill. Industry
had excelled in its ability to innovate, invent, and
manufacture materials. A new lifestyle was created
by the abundance of goods and materials, research
and development achievements, and the manufac-
turing capacity created during the war.

Women and minorities had gone to work in
large numbers. The loss of servicemen to death and
wounds had created jobs after the war. The GI Bill
trained men and women for new occupations that
changed their lives and the national lifestyle. The
nation felt that its role in the war had been righteous.
Words such as freedom and democracy became the
hallmarks of the age—and the challenge.

The civil rights movement was sparked by many
events during the war, but protest was unpatriotic.
Postwar criticism focused on the disparity between
claims of a new country dedicated to freedom and
democracy. In marked contrast were myriad institu-
tional and cultural barriers against people of color.
Thus, the civil rights movement began to scrutinize
every aspect of American business and government
looking for gaps between promise and delivery.
Many gaps were found, and substantial opposition
arose to efforts to close these gaps. The 1950s and
1960s witnessed an era when civil rights leaders
examined the ability of government and business to
deliver on promises.

Without a doubt, the civil rights movement created
a foundation for the dozens of activist movements
that occurred over the latter half of the century. The
antiwar efforts examined the rationale and strategic
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military choices made in Vietnam. Deference toward
the presidency of the United States hit a low when col-
lege students and other antiwar activists chanted, “Hell
no, we won’t go” and “Hey, hey, LBJ, how many kids
did you kill today?”

During the last three decades of the 20th century,
more regulation and legislation was enacted to con-
strain corporate actions than had been put into place
during all of the rest of U.S. history. Activists from
all points of view converged on the federal and state
capitals with a list of grievances about corporate
behavior. They also doubted that congresses and
city governments had much stomach for constrain-
ing corporate actions. They became prone to sue
government to force them to create and implement
regulatory and legislative change.

This outburst signaled that the era of deference
had ended. No longer were significant parts of
the society willing to trust business or government.
The ringing call for “power to the people” shouted
by civil rights activists had become the soul of
American politics.

Businesses and government agencies were
caught off guard by this sudden and profound
change. The initial reaction in the late 1960s and
1970s was to dismiss the critics and denigrate their
motives. Some of the denigration brought up Cold
War claims of communistic leanings. Reactivity
was the spirit of the day.

Eventually, more proactive measures were inno-
vated and implemented. One of the innovations was
the creation of issues management as a strategic
response discipline and corporate program. This
move followed a similar initiative that included the
creation of the concept and practice of public affairs,
a term coined by larger companies to reshape the
public relations discipline to make it more responsive
to government relations. The traditional approach to
public relations, these innovators believed, had been
slanted toward publicity responses and reputation
management rather than the public debate of the
merits of various issues of fact, value, and policy.
Legislatures became the battlegrounds for dealing
with complex issues related to every aspect of
society. Topics ranged from civil and human rights
to environmental quality and product safety.

Governments responded by creating new government
agencies, such as the Environmental Protection
Agency and the Occupational Safety and Health
Administration. Regulatory powers and budgets grew
rapidly as government was given new charges to
protect the public interest.

In addition to the creation of issues manage-
ment and public affairs, other measures were imple-
mented. The most important of these measures
was the broad and deep reexamination of corporate
ethics. Some of the 1970s and all of the 1980s saw a
surge of interest in the generic topic of business and
society. Dozens of books and hundreds of articles
discussed the new operating standards that must be
considered by executive managements. Blue ribbon
panels were created to formulate standards and new
directions to meet this challenge. Executives were
offended by the accusations they were destroying
human rights, consumer interests, and the environ-
ment. But the indictments stuck and responses other
than offense and denial were needed.

Corporate responsibility received considerable
attention and took on new meaning during this
era. First calls asked for responsiveness—businesses
must be sensitive and responsive to the interests of
their stakeholders. This discussion elevated to the
demand for responsibility. A new sense of corporate
responsibility carried organizations into thinking
in terms beyond merely paying salaries and taxes
(reluctantly, according to some pro-corporate
thinkers, such as Milton Friedman), providing goods
and services, and sponsoring visible philanthropy.
Now calls came for organizations to achieve an
even higher moral standard, rectitude. They had to
consider higher-level values focusing broadly on
considerations of fairness, equality, safety, and
environmental quality. Executives and their coun-
selors could not simply defend themselves by point-
ing to the goods and services provided and the cost
that change would cause. Defenders of corporate
policy learned that some methods of response were
clearly outdated, such as responses by electricity
generators that the critics could just “freeze to death
in the dark.”

Generations of public relations practitioners
had fostered corporate sensitivity to the quality of



20 Age of Deference (End of)

relationships with members of the public. Now two
changes had occurred that strained or ruptured those
relationships. One was the failure on the part of
business to recognize that values of American
society had changed. Progress was no longer the sin-
gle rationale for business activities based on execu-
tives’ preferences. The quality of goods and services
had been engineered to the point where planned
obsolescence had prompted a high level of con-
sumer dissatisfaction. The American automobile
industry, for instance, had been so focused on style
and cost reduction that they failed to realize that the
public was more concerned with safety and quality
than with style and price. Imported automobiles set
a high standard on both counts. The slogan “Buy
American” now rang hollow because that meant
going along with American businesses for their sake
rather than the interests of customers. The incentive
to increase profit margins for the company had led to
a loss in buyer confidence. Relations were asym-
metrical, with the balance going toward the interests
of business.

The other dramatic change resulted from the
creation of new standards of operation and environ-
mental excellence. Slowly, various publics had
developed a higher sense of value on all aspects of
corporate operation. Each critical statement by
activists added to growing zones of meaning regard-
ing operating standards. People were offended by
discrimination in hiring and promotion of women
and people of color. They came to criticize many
business practices as being unfair. They looked at
the environment and indicted various industries for
health and aesthetics violations. The right of wild
animals to a natural habitat came to take precedence
over corporate desires and plans to harvest timber in
the most cost-effective manner.

Once the demise of the age of deference began,
the role of the public relations practitioner changed
and smart companies realized that many new func-
tions were needed. An old, and now outdated, sense
of public relations and reputation management
argued that reporters could say anything they wanted
about businesses as long as they got the names
correct. This approach to public relations held
that favorable publicity could combat unfavorable

publicity. Advertising dollars were assumed to mute
or soften media criticism. Industry held an elite
status with the media. Neither could exist without
the other; criticism could only go so far, or it would
kill the goose that was laying the golden eggs. This
tension has not stopped, but more and more practi-
tioners are in a counseling position to caution man-
agements that if they “like that planning decision
they are opting for, they will be happy to see it on the
front page of the newspaper or at the top of the hour
on radio or television news.”

During the change from deference to doubt, the
United States witnessed a 180-degree change in the
definition and locus of responsibility. Once caveat
emptor—buyer beware—had been the standard.
Industry softened this harsh reality by using their
earned deference to say, “Trust us.” People, thus,
were responsible for the safe use of automobiles—
which were built to safety standards preferred by
Detroit executives. If consumers hurt themselves or
were hurt, they were responsible for their injuries.
The bias in understanding and attributing responsi-
bility favored industry. Today, the equation has
reversed. No one is responsible for any misuse of a
product because they can and do argue they were
not properly warned of the hazards in using the
product.

In the public policy arena, the debate continues in
legislatures and regulatory hearings over corporate
operations, planning, and policy. However, much of
this debate has now fallen into the hands of litiga-
tors, judges, and juries. Class action suits with dam-
ages in the billions have become so standard that
juries make awards at levels that could cripple the
industry or company, if not put it into bankruptcy. A
list of the products and industries that have been
slammed by such litigation would be too long to
print, but two products—asbestos and tobacco—are
indicative of this trend.

Trust is basic to the business transaction—the
relationship between vendor and customer, between
vendor and citizen. After having worked hard to
build trust and demonstrate that they had earned the
public’s trust, American industry failed to maintain
the level of deference they had earned. Whether the
indictments against it are fair or unfair is moot.
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What is real is the evidence that managements,
including public relations counselors, now operate
in an era where deference must be earned, not taken
for granted.

—Robert L. Heath

See also Activism; Corporate social responsibility;
Executive management; Government relations;
Hearing; Issues management; Proactivity and
reactivity; Public affairs; Public policy planning;
Publics; Stakes; Symmetry; Zones of meaning

AGE OF PROGRESSIVISM

See Muckrakers (and the Age of Progressivism)

AGENDA ONLINE

Imagine the details required to plan an event. The
challenge of event planning increases if the event
is scheduled to occur out of town. Agenda Online
(www.agendaonline.com) is one answer to the
planning challenges of making an event occur in
a seamless fashion. To an extent, the site is an
e-commerce link to help event planners make con-
tact with vendors, most particularly hotels, conven-
tion centers, and other key elements of an event.

As stated in its Web site, “Agenda is a business-
to-business directory providing relevant informa-
tion about sites and services that event planners
need to plan and produce special events of any size.
Agenda also offers its readers a free referral service
to help corporate planners plan their events. This
service is entirely free to planners and their resources
and always helpful.”

One of the close companions for event manage-
ment is the hospitality industry. A diverse array
of professionals in that industry create and
offer services that assist event planners to make
arrangements in as efficient a manner as possible.
Traditionally, event planners might be specialists
in the public relations industry or the hospitality
industry—or both. Even with specialists, organiza-
tions planning events had to rely on a plethora of

directories for cities where they might want to hold
an event but with which they were not familiar.

Agenda Online is a Web-based service that can
help bring the planner together with persons who
will help to make arrangements and deliver servi-
ces to make the event pleasant and productive. It
features the relevant contacts and services for
various major cities and convention sites.

The Web site includes advertisements for attrac-
tions in those cities that might appeal to the event
participants and their families. A bookstore is also
available at the site. The user will find a bulletin
board and an e-bulletin board, as well as events
calendars. This part of the site allows planners and
schedulers to make contact with one another and to
coordinate their efforts. The site also includes refer-
rals and agenda contacts.

One of the most helpful parts of Agenda Online
is the tips it provides. This window is designed
based on various categories where the planner—
however skilled—can get relevant advice such as
beverage services convenient to the locale of the
event and group activities. It includes such tantaliz-
ing options as tips for holding events on yachts and
ways to choose the right floral designer.

—Robert L. Heath

AGENDA-SETTING THEORY

The focus of social science and the new field of
mass media research on the social and psychologi-
cal effects of new, widespread media technologies
and vehicles dominated communication theory
and research during the first 50 years of the 20th
century. In mid-century, however, University of
North Carolina researcher Maxwell McCombs and
his partner Donald Shaw returned to an original
theme focusing on the power and effects of media
itself. Their three presidential election studies
explored the relationship between media presenta-
tions of news and the resulting importance recipients
of that news assigned to it. Thus was born the theory
of agenda setting, which McCombs continued to
study for the next four decades. This theory advances
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the theme that reporters serve as gatekeepers to filter
news events and by their reporting set an agenda. The
agenda results from the kind and amount of attention
that are given to news events, especially in the con-
text of elections, where candidates chase news to
keep their views before the voters.

The original agenda-setting proposition was a
direct reflection of 1920s public opinion scholar
Walter Lippman’s statement that the press formed
“pictures in our heads” (Lowery & DeFleur, 1995,
p. 266). McCombs and Shaw tested that idea in an
exploratory study of the 1968 presidential election
coverage in Chapel Hill, North Carolina. What they
discovered was a high correlation between what the
news media reported as issues and what voters iden-
tified as issues. Their findings helped clarify the
definition of agenda setting—focusing on the cog-
nitive (awareness) level rather than the affective
(feeling) level; in other words, media make voters
aware of the issues, but do not tell them how to
think or feel about the issues. Also identified
were suggestions about media’s limitations in the
process, specifically the impossible task for media
outlets of covering all issues. These findings refo-
cused attention on the media as a powerful force in
its own right, rather than just another variable in the
viewers’ social and psychological processes.

McCombs and Shaw then used the 1972 presi-
dential election to conduct a more comprehen-
sive study of agenda setting in Charlotte, North
Carolina. They expanded the scope of the 1968
study to include voters’ information from other
people as well as from the media, voters’ own
personal characteristics, the influence of time on
setting agendas, and the role of politics in agenda
setting. This study confirmed the general hypothe-
sis about creating awareness from the 1968 study
and led them to concentrate on awareness and infor-
mation as critical stages in opinion formation. It
also reconfirmed media limitations in covering all
events and issues, and clarified how these limita-
tions influenced the complex process of how and
why media make decisions to cover or not cover
certain issues.

Next came the study of the entire 1976 presiden-
tial election year in three communities: Indianapolis,

Indiana; Evanston, Illinois; and Lebanon, New
Hampshire. This study revealed more contributing
factors: (1) newspapers and television influence
voters more in the early campaign stages; (2) voters
did seem to rank the importance of issues in the
same sequence as the media did; and (3) voters with
personal characteristics such as higher educational
levels, more political knowledge, and more interest
in political matters were more inclined to use media
on a regular basis, making them more likely to be
influenced by the media.

These three studies spawned more than 200
studies exploring agenda setting during the next
25 years. Significant studies include the following:

e Doris Graber’s 1980 study looked specifically at
the strength of the media’s influence on voters’
judgments; she found that the influence varied
depending on environmental circumstances as well
as media content.

e Dominic Larsorsa and Wayne Wanta’s 1990 study
added interpersonal experience to the agenda-
setting paradigm of newspaper and television news
on issues’ importance.

e Scott Hays and Henry Glick’s 1997 study extended
the agenda-setting idea from its news effects to
policy adoption effects, and concluded that when
environmental conditions in the political entity (the
state) and media influences are similar and con-
vincing, “the policy in question is more likely to be
adopted” (p. 511).

McCombs then expanded his study to the inter-
national arena, studying the 1996 general election
in Pamplona, Spain; the 1994 Taipei mayoral elec-
tion; and the 1993 Japanese general election. He
concluded that the idea of what the media presents
to voters as issues holds across cultural differences.

McCombs identified two levels of agenda set-
ting: a level that embodies the original concept that
media tells voters what to think about, and a second
level that adds the idea that media select attributes
to cover to the exclusion of others, creating a way
of thinking about what is presented.

From his extensive research, McCombs further
refined the roles of agenda setting in terms of how
the news media builds consensus. He suggested the
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media play four roles in agenda setting and thus must
exhibit four traits to build informed communities:

1. The media should be professionally detached,
reporting the facts and not determining the pros
and cons of issues.

2. One of the functions of news media is to recognize
their targeted involvement in putting issues on the
agenda.

3. The media are the precursors of issues.

4. The long-term effect of media involvement in
issues is the creation of a public agenda.

Criticisms of the agenda-setting focus range
from the strength of the media influence to recog-
nition of the effects of interviewing variables on
voters’ attitudes and behaviors. Everett Rogers and
James Dearing identified three distinct agendas:
media agendas, public priorities, and policy priori-
ties. They contended that the three agendas interact
at various times and to various degrees, rather than
assuming that the media agenda is always the dom-
inant factor. Denis McQuail claimed that there is
insufficient evidence to show a causal connection
between different issue agendas, and that the
perspective needs more long-term information on
party platforms correlated with long-term public
opinion panel data.

Sharon Lowery and Melvin DeFleur developed
a list of concerns related to the agenda-setting con-
cept, including the influence of different audience
categories, the individual characteristics of voters,
the role and influence of interpersonal communica-
tion on voters’ opinions, differences in the impor-
tance of issues, and the effects of political candidate
advertising in relation to news coverage.

Perhaps one of the greatest contributions of the
agenda-setting hypothesis is the variety of related
theories and perspectives it has spawned. The
following studies can all trace their theoretical
foundations to agenda setting.

Shanton Iynegar and Donald Kinder’s 1987 work
described media priming as “an extension of agenda
setting (that) addresses the impact of news coverage
on the weight assigned to specific issues” (McQuail,

2000, p. 456). They concluded, for example, that
priming in news portrayals causes politicians to try
to associate themselves with the issues they appear
strongest on and disassociate or distance themselves
from issues on which they appear weaker to create
congruence with the perspectives that the media have
presented.

Dearing and Rogers combined agenda setting
with other media effects, such as bandwagon, spiral
of silence, diffusion of news, and media gatekeep-
ing, in an effort to include the social and psycho-
logical components of the social science realm.

Framing theory, however, is one of the most visi-
ble extensions of agenda-setting theory. Originally
proposed by James Tankard, Laura Hendrickson,
Jackie Silberman, Kriss Bliss, and Salma Ghanem
in 1991, the concept holds that entities can create a
media frame to convey a central idea in a chosen
context; in other words, they can stage the idea
and plan the format in advance. Robert Entman
advanced the framing idea to include highlighting
certain elements within the frame—in essence,
including the most salient ideas to the targeted audi-
ence while excluding others.

These adaptations of agenda setting have moved
the concept of media influence into the repertoires
of other media practitioners, particularly in public
relations and advertising, which rely on creating
awareness as a condition for motivating behavior.

McCombs is still involved in exploring and refin-
ing the future of agenda setting. In a turn-of-the-
century review of his work, he outlined two major
directions he sees for agenda setting. First, agenda-
setting research will continue to move from its jour-
nalistic roots to other areas such as public relations
and advertising: ‘“Public issues are not the only
objects that can be studied from the agenda-setting
perspective” (McCombs, 2000, n.p.). Second,
agenda-setting research will continue to study the
relationships among factors influencing individu-
als’ decisions on how to vote and other issues.

In addition to McCombs’s defined directions, a
third major direction should be considered: the inter-
national study of agenda-setting effects. McCombs’s
own Spanish election research and other scholars’
work in different cultural and political settings
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provides yet another vast arena to explore how
media and people interact to decide what’s impor-
tant and how to think about it.

—Barbara DeSanto

See also Diffusion of innovations theory; Framing
theory
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AILES, ROGER EUGENE

Roger Eugene Ailes has been referred to by politi-
cians, media personnel, and media critics as the
most effective conservative political consultant
and media manager of the last 40 years of the 20th
century and the early part of the 21st century. His
work on behalf of conservative candidates, person-
alities, and causes has affected the political and
media spectrum in the United States through the
election of three conservative presidents and the
establishment of significant and successful news
organizations.

Ailes, a 1962 graduate of Ohio University, began
his television career in Cleveland, Ohio, where he
was the producer and director of a local talk/variety
show called The Mike Douglas Show. He became the
executive producer for the show and led it to national
syndication. The show would eventually win two
Emmy awards. According to Linda Lee Kaid, it was
in this milieu that Ailes met Richard Nixon, a show

guest, who at the time was out of office. Kaid wrote
that Ailes, in a spirited interchange, convinced Nixon
that television was more than a gimmick and that
Nixon would need to develop a television persona if
the former vice president were to return to promi-
nence in American politics. When Nixon gained
the Republican nomination for president, Ailes was
appointed the executive producer of television for the
successful campaign.

Following the success of the Nixon campaign,
Ailes formed his own political consulting firm,
Ailes Communication, Inc., in 1969. For the next
23 years, Ailes successfully consulted with a large
stable of local, state, and congressional candidates
as well as a number of successful business and
media corporations. Ailes returned to presidential
politics in 1984, when he was asked to coach
President Ronald Reagan in his second debate with
Democratic candidate Walter Mondale. Reagan’s
performance in the first debate was considered by
many to be lackluster. In the second debate, Reagan
was able to use humor to successfully upstage
his rival in the eyes of political critics and the
American voters. The performance put the Reagan
campaign back on track toward a landslide victory
in November.

Ailes was again active in the 1988 campaign,
mentoring George W. Bush. Bush had trailed early
in the campaign but finished strongly with effective
attacks on Democratic candidate Michael Dukakis.
Ailes did not consult for Bush’s losing 1992
campaign.

While effectively working in the consulting field,
Ailes was also pursuing his interest in television.
His abilities were recognized in 1977 with an Emmy
nomination for his production and direction of
Feiini: Wizards, Clowns and Honest Liars. In 1984
he was awarded an Emmy as the executive producer
and director of the television special Television
and the Presidency. In 1988 Ailes wrote, with Jon
Krausher, You Are the Message: Secrets of the
Master Communicators. In that volume he outlined
his strategies for successfully dealing with the
public media. Following his 1992 announcement
that he would no longer be active as a political
consultant, Ailes returned to television.
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Named as president of CNBC in 1993, Ailes
built the NBC cable network into a successful news
organization. He is credited with increasing the
ratings by 50 percent and tripling the network’s
income. While in this position, he developed a new
all-talk network for NBC, called America’s Talking.
The network debuted in 1994.

In 1996, Ailes was named chair and chief execu-
tive officer of FOX News and the FOX News
Channel, and he is credited with building the net-
work into a serious competitor with the established
networks ABC, CBS, and NBC. Ailes was able to
convince a number of reporters, commentators, and
talk show hosts with conservative viewpoints to join
the organization. The network also was able to post
substantial ratings against their more established
competitors. Several media critics and politicians
have condemned the network for its conservative
perspective. However, Ailes and his allies argue that
the network is an effective counterbalance to the
generally accepted liberal perspective of other tele-
vision networks and print news media.

Ailes is not a legendary public relations practi-
tioner in the strictest sense, but he is typical of the
sort of political strategist who sets the tone and
style for winning campaigns. He knows how to read
voters’ preferences and cast candidates in a light
that is most favorable.

—John Madsen
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ALUMNI RELATIONS

Alumni are graduates of or former students who
did not graduate from a school, college, or university.
Alumni relations, a function of public relations,
centers around relationships—not only forming
them, but nurturing and maintaining them through-
out their duration. Most institutions have an entire
department devoted to alumni relations, and many

of the large institutions have separate organizations
that exist to support alumni activities.

Using the proper terminology when addressing
or referring to alumni is critical, especially for the
public relations practitioner who is employed by an
alumni organization or an educational institution.
An alumna is a woman graduate or former student
of a school, college, or university. The plural form
of alumna, used to refer to more than one woman
graduate or former student, is alumnae. The singu-
lar form of alumni is alumnus. When referring to a
male graduate or former student, use alumnus as the
singular form and alumni for the plural.

According to the American Heritage Book of
English Usage, coeducational institutions usually
use alumni to refer to graduates of both sexes.

The word alum refers either to one of two color-
less crystalline aluminum-containing compounds
or a colorless aluminum salt used to purify water.
Therefore, this word should not be used when refer-
ring to graduates or former students of a school,
college, or university.

Although students who attend or graduate from
a school, college, or university are automatically
considered alumni of that particular institution,
they most likely will be asked to pay dues to join an
alumni organization or association (not paying dues
does not mean that a person cannot claim alumni
status of a particular institution). This is where the
role of public relations becomes essential. Alumni
organizations exist to help sustain a particular insti-
tution. Here the notion of “giving back” to an insti-
tution comes into play, and the role of the public
relations practitioner is to identify those alumni
who are willing and able to give (not just finan-
cially) and facilitate the ways in which alumni are
recognized for their efforts.

Often, alumni organizations or associations
offer various levels of membership, with increasing
increments of membership dues. Many associa-
tions offer a “life” membership, often at a high dues
level, to those alumni who are financially able and
willing to support the organization at a higher level.
Memberships at all levels are an important aspect of
alumni relations, especially the acknowledgment of
all donors, whether they can give $10 or $1,000.
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Upon joining an alumni organization or associa-
tion, alumni undoubtedly expect to receive benefits
as dues-paying members. Benefits such as continued
use of the university’s library services or free
parking in student lots should appeal to local
alumni. When the objective is to appeal to nonlocal
alumni, benefits will mean less; but if they support
the university, they should join regardless of
whether they intend to continue to use the univer-
sity as a resource.

Public relations practitioners who work in the
area of alumni relations are faced with the critical
task of directing, implementing, and evaluating all
communications with alumni. Equally challenging
is the fact that alumni tend to be scattered across the
globe, and communications cannot be limited to
local alumni. Keeping track of alumni who gradu-
ated more than 30 or 40 years ago is not easy, and
part of the responsibility falls to the alumna or
alumnus to provide the alumni organization with
updated personal contact information. If alumni
organizations offer services and benefits that appeal
to alumni, then those alumni should want to keep
their information current so that they may be con-
tacted about upcoming events, such as reunions and
homecomings, and stay current on news about their
former institutions.

Another way to keep alumni connected who do
not live close to the university area is to form con-
stituent groups of alumni who are based in other
regions of the country or world, such as the
Southeast or Southwest. This enables alumni who
live near one another to meet and hold events and
still feel connected to the university and other
alumni.

Research is essential to learn what alumni want
and how to effectively maintain relationships with
them. Making assumptions is risky. Surveys are
important and simple ways for alumni organiza-
tions and universities to gain an understanding of
how their alumni view their respective institutions
and how willing they are to support them, whether
financially, as volunteers, as mentors to current
students, or most important, as spokespersons.
Their experiences and the way they were treated
bear heavily on their decision to stay connected and

also determine how and if they will support the
university financially.

Constant and continuing communications with
alumni are perhaps most important to maintaining
healthy relationships, and it is the role of the public
relations practitioner to guide the organization
in these communications. Alumni magazines pub-
lished quarterly or alumni newsletters published
monthly are essential to maintaining contact.
Offering a section within these communications
pieces for class updates and personal information
encourages alumni to keep in touch with their
former classmates. In the world of electronic com-
munications, alumni Web sites provide easy ways
for alumni to register and keep their contact infor-
mation current, as well as allowing them to con-
nect to their former institution on a daily basis.
The job of the alumni organization is to build the
bridge to make this possible. Capturing multiple
e-mail addresses for alumni may prove to be more
effective than trying to capture physical mailing
addresses, especially in view of possible compli-
cations such as job uncertainty and relocation.

Alumni recognition plays a huge part in main-
taining healthy alumni relationships. Recognizing
alumni achievements and support, and not only
those of alumni in high positions, goes a long way
in showing that the organization cares and takes a
vested interest in each individual who represents it
and the institution he or she attended.

Most universities maintain a list of “famous
alumni” to display the prestige of the university, as
well as of the alumni organization. This is to be
expected, as all universities and schools encourage
their students to continue on and make their mark
in the world. From a public relations standpoint,
recognition of alumni at all levels will serve the
organization well.

—Kelly M. Papinchak
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ANNUAL COMMUNITY REPORTS

Increasingly, the relationship between a manu-
facturing facility and its community is scrutinized,
challenged, validated, measured, and ultimately
redefined as the public’s expectations of the perfor-
mance of industrial neighbors evolve. One indica-
tion of a socially responsible facility is the extent to
which it engages in dialogue with the community,
typically using a combination of face-to-face,
printed, and electronic communication tools. One
of these tools, a community annual report, can be
particularly effective when it addresses local issues
and concerns, and is produced as one component of
an overall communications strategy.

Community annual reports have been around for
decades in one form or another, and the good
ones—those that have credibility with their target
audiences—go well beyond being public relations
vehicles for the publishing facilities. A public that
has grown comparatively more astute and less
accepting over time now requires, and in some
cases demands, the good, bad, and ugly of facility
operations that affect their quality of life. And
depending on the historical operations of a facility—
including its ability to quickly communicate in
response to incidents that directly impact neigh-
bors, such as noise, odor, lights, and possibly emer-
gencies—even a comprehensive annual report may
not be sufficient. Recurring or significant problems
that disrupt quiet residential life are clear justifica-
tions for more frequent communications.

The starting point for a community annual report
is understanding what constitutes community rela-
tions and social performance; who are the key, rel-
evant stakeholders; and what constitutes meaningful
dialogue with the community. Only then can a base-
line be established and a go-forward strategy imple-
mented that are critical to measuring the ongoing
effectiveness of a community annual report.

Community relations is the active management of
the relationship between a facility and the local
community interests around it. Community relations
may mean no more than “getting to know your neigh-
bors,” talking with them and inviting them to visit.
It might involve good site management—ensuring

that neighbors are satisfied that when issues
occur their concerns are handled promptly and
professionally. Two valuable benefits of good com-
munity relations are goodwill and trust, which
are almost always achieved through sincere effort,
action, and alliance with community residents.
Not to be overlooked are the employees, including
retirees, who can be among the best community
ambassadors.

Social performance includes all the ways a
facility’s activities affect society. At a local level it
includes employment, contracting, operations,
community involvement, security, social invest-
ments, and health, safety, and environmental issues.
It also reflects the local priorities and issues of sig-
nificance as identified through stakeholder engage-
ment. Nationally it might include the impact on
U.S. economic and social development; globally
it may include the impact and contribution of the
company’s products and activities.

A stakeholder is anyone who has an interest in
or can influence a business or facility. Stakeholder
cooperation or involvement is needed for the facility
to obtain and maintain its “license to operate.”
Stakeholders may be shareholders, employees, cus-
tomers, suppliers, contractors, families of workers,
business partners, people whose livelihoods are
dependent on the facility, and people who live and
work near the facility—the community—which
includes local media, elected officials, activists, civic
leaders, schools, and residential and industrial neigh-
bors. It is this community stakeholder group, along
with employees and retirees, who are the primary
audience for a community annual report. These
people are at the front line of a facility’s efforts to
develop and sustain community goodwill and trust,
also known as reputation management. In good
times, this bank of reputation receives deposits
through good operational performance and relation-
ship building; on the other hand, reputation
hits or withdrawals occur when facility performance
negatively affects the community, such as during
an accident that requires public action or, at the
very least, when operations are more noticeable than
usual to nearby residents. Slow response to and
public perception of indifference to a problem
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caused by a facility, particularly through inadequate
communication, also can drain the reputation account.

Dialogue with the community means engaging
stakeholders and listening to what they tell facility
representatives. Good dialogue sets the stage for a
community annual report and other communication
tools. Done well, it provides for mutual understand-
ing and respect, clear and open lines of communi-
cation, opportunities to identify common ground,
and other benefits. One limitation to dialogue is the
inability to reach everyone who feels he or she has
an interest in facility operations. Some people or
communities farther away from the facility, or
special communities of interest within the facility’s
operational area, may feel excluded. A community
annual report mailed to homes and businesses by
zip code is a way of reaching stakeholders beyond
traditional community boundaries.

Fit-for-purpose best describes the approach for
determining the content and appearance of a com-
munity annual report. In some cases a letter from
the facility manager to the community outlining
business and operational performance may be ade-
quate. At the opposite and more expensive end
of the spectrum, an elaborate full-color brochure
with graphs, photos, and text covering such issues
as health, safety, environmental impacts, taxes,
economic and other issues of local significance,
employee volunteerism, and philanthropic endeav-
ors—emphasizing with examples the facility’s
commitment to be a good neighbor—may be the
way to go. Again, producing an effective and well-
received annual report can be leveraged by up-front
analyses of community relations, social perfor-
mance, stakeholder identification, and dialogue as
they pertain to the facility-community relationship.
A disconnect occurs when the facility’s communi-
cation messages do not meet the community’s expec-
tations, are regarded as insincere or self-serving, or
simply are written at a level that is inappropriate for
the readers (the communication relies on corporate/
industry jargon and acronyms, misses the mark on
topics addressed, etc.).

As its name implies, a community annual report
is a communication tool that is produced and
distributed yearly. However, given today’s available

technology and the information-dependent public,
interim reports may be appropriate for the full annual
report stakeholder distribution list or subsets of
that list. These can take the form of printed pieces,
e-mails alone or with links to a Web site, open meet-
ings with the community, one-on-one with influen-
tial stakeholders, and other methods. Consideration
must be given to the relationship between the facility
and the community—“hot” issues that need atten-
tion—logistics, demographics, staff required to do
the work, costs, and other factors. Also, recognition
must be given to the possible barriers of each interim
approach; for example, everyone on the stakeholder
list may not have an e-mail address. Whether it be a
stand-alone annual report or a more comprehensive
approach with several elements, it is better to start
slow and build momentum than to launch an aggres-
sive communications program and curtail it later due
to resource limitations.

Finally, the value of a community annual report
is enhanced when readers have an opportunity to
provide feedback on the content, style, and fre-
quency of the publication. A postage-paid tear-out
postcard is an easy way for readers to rate the effec-
tiveness of the community annual report. Keep it
simple, with boxes to check and a space for general
comments and suggestions. Formal readership
surveys also can be productive, as can focus groups
and informal sensing of stakeholders. Options for
feedback include printed (mailed or faxed), elec-
tronic (e-mail or responses to a Web site), and
in-person (individual or group settings) formats.

Community annual reports can be an effective way
to stimulate meaningful dialogue between a facility
and its community. Basic or slick in format, mailed to
homes or distributed electronically, if the result is
open communication about issues and concerns of
mutual interest, and used in conjunction with other
regular communications that incorporate the princi-
ples of stakeholder engagement and dialogue, a com-
munity annual report is a worthwhile outreach tool.

—David B. McKinney

See also Community relations; Dialogue; Goodwill;
Mutually beneficial relationships; Stakeholder
theory
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ANNUAL FINANCIAL REPORT

There is probably no investor communications tool
discussed and “cussed” more in corporate American
boardrooms today than the annual report. Beyond
the document’s historical baggage, evoking many to
describe it as the “Rodney Dangerfield” of financial
publications, today’s intense disclosure environ-
ment—due in large part to the Sarbanes-Oxley
Act—has prompted a whole new role for the annual
report.

But first things first. What is the annual report,
and why are 12,000-plus U.S. public companies
spending literally billions of dollars each year to
produce such a document?

Simply stated, and as defined by the New York
Stock Exchange, the annual report is the formal
financial statement issued yearly by a publicly
owned corporation. The report shows assets, liabil-
ities, revenues, expenses, and earnings. The report
also shows the company’s financial condition at the
close of the business year and other basic informa-
tion of interest to shareholders.

Although there is no prescribed format for the
annual report, most companies organize their report
in four main sections: the president’s letter to the
shareholders, the “pretty pictures” section or opera-
tions review, the management discussion and analy-
sis, and the really boring but most important
stuff—the financials and footnotes. In his Investor
Relations: The Professional’s Guide to Financial
Marketing and Communications, author William F.
Mahoney likened the annual report to a multicourse
gourmet dinner.

If the shareholders’ letter is the main course, the finan-
cial statements/footnotes are the piece de resistance.
The operations review makes up the side dishes. The
management discussion and analysis is the special
salad. Not to be overlooked . . . are the corporate pro-
file (the appetizer), financial highlights (the soup), and
investor information (the sorbet or fine assortment of
fruits and cheeses, as you wish). (1991, p. 286)

Although the genesis of the corporate annual
report can be traced as far back as oral presentations
made at annual meetings of medieval craft guilds,

its modern form emerged from the Securities and
Exchange Act of 1934, which required all publicly
traded companies to provide yearly financial
reports to investors. But there has never been a legal
requirement for annual reports to become the show-
place publications many are today. This landmark
legislation specified only that publicly held compa-
nies make full financial disclosure of details rele-
vant to the current and future value of the company
to shareholders on a yearly basis. It did not say that
companies could turn their annual report process
into a beauty contest, spending billions yearly on
lavish graphics while being less than candid about
their financial doings.

Somehow, over the decades, Congress’s seem-
ingly clear and reasonable expectation has been lost
on corporate America. Whereas the remainder of
the 1930s and the 1940s brought cautious, colorless
reporting, the 1950s marked the Renaissance, when
“make it pretty” became the standard in annual
report design. The 1960s produced annual report
Impressionism. “Use color,” one designer would
say. “Just a little dab will do it.” The annuals of the
1960s brought drama and zest in design, but they
were blatantly shy of what the SEC Act mandated:
facts, figures, and analysis.

The 1970s and 1980s—the age of seriousness—
saw financial market turmoil and a corresponding
impact on annual reports, forcing companies to
become more cautious and thrifty in their spend-
ing. The 1990s and opening years of the new
decade may well become known as the new age of
corporate governance and transparency, as cCOrpo-
rate America was brought to its knees by an
unprecedented flurry of accounting and reporting
scandals.

Except for the 2000 passage of the Regulation
Full Disclosure (Reg. FD), which restricted selec-
tive disclosure of material information to analysts
and investors prior to its availability to the general
public, Congress and the SEC basically had stood
aside as corporations maintained their free-spirit
form of financial disclosure. For its part, the
annual report continued as a showy marketing
tool rather than a serious investor information
document.
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Then, in October 2001, the world learned that a
high-flying energy trading company, Enron, was
under SEC investigation for its accounting practices.
Within weeks the company collapsed, costing share-
holders and employees billions of dollars, and tak-
ing with it the long-esteemed accounting firm Arthur
Andersen. Over the next several months, accounting
scandals swept across corporate America, destroy-
ing several major Wall Street favorites.

Multiple issues were blamed: aggressive account-
ing practices to meet quarterly earnings ‘“consensus”
forecasts, conflicts of interest between research and
investment banking, weakness in board oversight, a
compensation system ill designed to align manage-
ment’s interest with that of shareholders, and con-
flict of interest between auditing and consulting in
major accounting firms.

Enron’s collapse, exacerbated by the other scan-
dals, triggered the most extensive wave of congres-
sional legislation and SEC regulations dealing with
disclosure seen on Wall Street in 60 years. Heading
the list was the 2002 Sarbanes-Oxley Act, which, in
its simplest definition, required public companies to
validate the accuracy and integrity of their financial
management. Moreover, the SEC began pumping
out 18 rule proposals beginning in 2001 designed to
help restore investor confidence. Although some
see Sarbanes-Oxley and the other rules as just more
compliance burdens, many see them as opportuni-
ties to make real improvements in governance and
transparency.

Enter the annual report. With mandates for
improved information and new financial reporting
standards, the annual report certainly takes on new
importance as a financial communications conduit
between public companies and their myriad finan-
cial audiences. Despite its maligned past, the annual
report remains probably the most important finan-
cial information tool in a company’s communica-
tions arsenal. Two major studies conducted nearly a
decade apart seem to support the annual report’s
continuing importance. In 1994 this writer surveyed
several hundred institutional investment security
analysts and found that the corporate annual report,
more than any other major communication tool,
was indeed meeting their financial information

requirements. In August 2003, Rebecca Aguilar
published similar findings of institutional analyst
support for the informational value of the annual
report in her master’s research thesis for the
University of Houston School of Communication.

Accordingly, the challenge now for annual report
producers is not in providing more information—
that’s easy. The real challenge is to produce an
annual report that doesn’t bury information in page
upon page of complex legalese, financial voodoo,
and corporate jargon. Moreover, the challenge is to
provide information in a way that all investors and
potential investors—not just financial profession-
als—can understand. That’s real disclosure and
transparency.

And although the following three communica-
tion dicta have been around as long as dirt, they still
serve as guidelines to helping meet the transparency
challenge.

e Use plain English. Direct, easy-to-understand,
short sentences remain the foundation of clear
communication.

e Keep it simple. The KISS rule lets investors know
where to look for important information, and then
helps them understand it.

e Tell it like it is. Be honest, open, and candid.
Evasive reporting will get you nothing but trouble,
and probably worse.

Is all this necessary? The answer is clearly yes
for companies who want to pull away from the pack
with meaningful disclosure and transparency.

—H. R. Hutchins

See also Appendix 5, “The Corporate Annual Report:
An Evolution.”
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ANNUAL HEALTH, SAFETY, AND
ENVIRONMENT (HSE) REPORTS

Environmental and community activists raise
doubts about companies’ willingness and ability to
reduce their impact on citizens’ health and safety
as well as environmental quality. In response, con-
cerned companies set goals and improve their envi-
ronmental performance. A second response is to
communicate their corrective actions and the results
of those actions to the communities where they
operate.

Health, Safety, and Environment reports typi-
cally are issued annually and tell of the progress
being made to change processes and procedures/
practices to reduce the company’s potential impact
on people’s health and safety as well as to protect
the environment. These reports are often abbrevi-
ated HSE or SHE, to highlight their content but
shorten their names. Health details relate to changes
that might include discontinuing the use or emis-
sion of products associated with long-term conse-
quences for people’s health. Exposure to some
chemicals in sufficient quantity, for instance, might
cause respiratory problems or increase the inci-
dence of cancer among community residents.
Safety issues relate to sudden occurrences that
might harm or kill area residents, such as explo-
sions. Environmental impact statements might
include reductions in emissions that change the
color of the sky or produce unpleasant odors.

Industries such as refining, chemical manufactur-
ing, and electrical generation have used trade asso-
ciations to get members to set and achieve higher
standards of HSE performance. They conduct, com-
mission, and respond to research in an effort to
understand the technical aspects of each issue.
They want to know what chemicals are harmful
and under which circumstances. They share best
practices that can improve the performance and
therefore enhance the image of the industry.

Some of these reports feature specific measures
being taken by individual companies. They might,
for instance, tell of increased maintenance routines
or manufacturing procedures that have been under-
taken to achieve positive HSE results. They may

report the installation of new equipment or
processes to enhance performance.

A typical aspect of these reports is to state the
mission and vision that guide a company’s strate-
gic business planning. In recent years, under pres-
sures from peers, government, and activists,
companies have also begun to state their mission,
goals, and objectives relevant to HSE perfor-
mance. For instance, they might report that spe-
cific processes are being implemented over a
five-year period to reduce the discharge of harmful
chemicals into water in the community. Each year
they might then indicate how the changes are
progressing and how discharges are being reduced
to acceptable levels. In some cases, a company
will publicly commit to reduce emissions beyond
the levels specified in permits issued by regulatory
agencies, or voluntarily relinquish the ‘“grand-
father” status of particular process units that, due
to their age, are exempt from current emission
standards.

Some HSE reports are highly technical and
specifically tied to best business practices. Others
tend to feature image more than substance. They
might indicate that a company is committed to a
clean, safe, and healthy environment. They even
include pretty pictures of birds, sunsets, and equip-
ment. But those reports might not indicate in a fully
technical and operational way what constructive
changes are being implemented. Early in the
modern era of increased openness by industry,
graphs illustrating downward trends of emissions
were common, because they demonstrated progress
over time. Companies were able to take credit for
reducing emissions without always focusing on
whether the current levels were still too high. As the
public grew accustomed to the trend graphs, harder
questions were asked, along the lines of “We see
you are reducing emissions of certain chemicals;
what we want to know is if the level today poses
any health risks to us.”

The incentive for such reports started in the
1980s when several major operating plant failures
alarmed community residents and citizens around
the world. The most notorious was the release of
MIC by the Union Carbide Plant in Bhopal, India.
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Citizens around the world feared for their health
and safety if they lived near chemical facilities.

Such concern sparked legislation in the United
States called Community Right to Know. People
have a right to know what is occurring in their com-
munity that could affect their health or safety.
Federal legislation and regulation sparked changes
in operations, including communication between
companies and area residents. One of the tools in
this communication was the annual HSE report. For
the chemical manufacturing industry, it was one of
the recommendations made by the Responsible Care
Program initiated through its trade association.

So that local residents could be informed,
state and federal regulatory bodies required compa-
nies to indicate what amounts of specific chemicals
were being released into the atmosphere. The fed-
eral Environmental Protection Agency was one of
the organizations spearheading this trend. Data col-
lected by operating plant experts are reported to the
EPA and to various state agencies.

These are public data. Activist organizations
such as Environmental Defense have access to
these data. Once they are collected, Environmental
Defense reports these data at their Web site. The
data are summarized so they can be accessed by
zip code. Thus, a concerned citizen could go to this
Web site, enter his or her zip code, and obtain the
relevant EPA-reported data.

Company versions of HSE reports were typically
published documents, either pamphlets or booklets.
Many more copies of such documents were printed
than needed. One solution has been to include HSE
reports at the company Web site. This makes the
information available to any concerned citizen who
wants to better understand a neighboring com-
pany’s HSE plan and progress reports.

Data tell only part of the story. HSE reports give
companies the opportunity to put those data in per-
spective and to show how changes are being made
to improve the HSE conditions of the community.
Under the best of circumstances, such reports
become part of the community dialogue and plan-
ning process. Citizen input is obtained. Concerns
are voiced and heard. Organizations use sound
science and responsible operating procedures to

make and report changes and improvements. Such
efforts become a vital part of these companies’
community relations operations. They want to
demonstrate their concern for citizens of the com-
munities where they operate. They want to be seen
as beneficial rather than harmful neighbors. They
work and report to achieve goodwill. Such docu-
ments are a means by which companies demon-
strate how they operate in the public interest.

—Robert L. Heath

See also Activism; Goodwill; Public interest

ANTECEDENTS OF
MODERN PUBLIC RELATIONS

Conventional wisdom marks the beginning of
public relations as we know it today as occurring
during the 19th century, in the United States. A con-
fluence of growing mass media outlets, a desire to
reach mass markets, and a need to create public pol-
icy support for large industrial complexes fostered
the practice and motivated the pioneers of the field
to refine and shape the practice to the conditions of
their time. Promotional giants such as P. T. Barnum
used the profession as a honed art. Industries such
as railroads and electric utilities used the profession
to gain acceptance for uniform operations.

Important to note, however, is the fact that
although the growth of media outlets offered new
challenges and opportunities during the 19th cen-
tury, many of the functions of the practice were well
established by this time. Pioneers of the practice
working in the 19th century built on a foundation
that arguably reaches back to the dawn of civiliza-
tions that are hundreds and even thousand of years
old. These origins are traceable by noting how
staged events, including all sorts of pageantry, for
instance, are virtually timeless. Such events, which
include pseudo events staged purely for publicity
and promotion purposes, are age-old tactics used to
attract attention and make statements about the
sponsors. For centuries, leaders of government, reli-
gion, and commerce have worked to inspire awe,
mystery, and obedience.
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Mercantile activities have required persons
who can promote products, services, and business
opportunities. Explorers opened trade routes and
created treaty relationships to spark commerce.
Shipping fleets, trade expeditions, and commercial
relationships offer anthropologists insights into the
forces that shaped cultures.

Governments of many types and in all regions of
the globe were crafted by strong central leaders
who used communication to manage their repu-
tations, to coordinate ruling structures, and to
command the loyalty of the governed. Changes in
government have often been associated with tradi-
tional public relations strategies, functions, and
tactics. Scholars have identified antecedents of
public relations with the communication efforts to
foster the War of Independence, by which some of
the colonies in the new America broke away from
England.

Public relations is associated with all aspects
of cultural growth and change. Political campaigns
are the playground of public relations. European
monarchies have used pageantry, diplomacy, war-
fare, executions, and managed marriages to create
and change governments. Colleges and universities,
in places as recent as colonial America and as old as
the centers of education of Alexandria and Athens,
used public communication to focus attention on
their educational accomplishments. The creation
and propagation of new faiths also provided
antecedents. Churches, perhaps most notably the
Catholic Church, have used techniques to attract
and keep converts loyal to the faith.

The historical antecedents of public relations,
therefore, are often entangled with communication
activities typically associated with what is called
propaganda. Even well into the early decades of
the 20th century, practitioners thought they were
engaged in the practice of propaganda. Once that
term became associated with manipulation, lying,
and deceit, senior practitioners such as Edward
Bernays and John W. Hill worked to divorce them-
selves and their practice from that aspect of public
communication.

Out of this plethora of activities arose what
we today call public relations. A brief discussion of

some of these antecedents illustrates how the
practice developed long before the 19th century.

A search for the antecedents of public relations
might focus on tools, tactics, strategies, functions,
and outcomes that characterize the profession
today. Tools and tactics include rallies, events,
newsworthy stories, editorials, buildings, logos, and
treatises. Strategies are timeless: inform, persuade,
identify, collaborate, compete, compromise, and
negotiate. The functions provide some of the
strongest evidence: government relations, market-
ing communication, publicity, promotion, investor
relations, employee relations, and student relations.
Outcomes seem timeless: motivate people to buy,
believe, fear, follow, live in religious faith, and sup-
port. These lists are more suggestive than definitive.
The following discussion indicates various
examples suggested by these lists.

The range of historical antecedents is more
limited if we think only of public relations as organi-
zations’ response to and utilization of mass media. If
we think of public relations more as a rhetorical
process of image, reputation, control, command,
marketing, and organizational—even empire—
positioning, then it is likely to closely parallel the
evolution of fledgling, formal, and ordered societies.

The history of public relations can then be traced
to ancient empires such as Persia, Egypt, India, and
China. The roots of public relations stretch back
4,000 years. They include the creation of the build-
ings, statues, idols, and governmental communi-
cation systems of highly sophisticated ancient
societies. The ceremonial burial of leaders, even
as deities, is part of the history of public relations.
Throughout ancient societies, statues and other
carved figures were widely used to capture the per-
sonas and personalities of government and religious
leaders. Coins often carried some logo or the visage
of some leader as a way of uniting that person or
image with the national identity of a people.

Researchers seeking to identify the antecedents
of public relations are prone to focus on instances
of governments asserting power, church communica-
tion, mystery, and symbolism. One of the universal
needs of people in power or those who seek power is
to keep in touch with the opinions of stakeholding
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publics. A key realization of the powerful is that
they rule and control only by knowing and molding
or conforming with the opinions of key publics.
Thus, for centuries those in power or seeking
power have commissioned individuals to “conduct
research” into the minds, wills, and motives of tar-
geted publics. Some of this research was conducted
by using espionage and even torture.

Antecedents include church communication, used
by religious leaders of all kinds to disseminate the
doctrine, foster loyalty to the faith, and establish the
symbols of the church as a vital part of people’s lives.
The antecedents of public relations include all of
those sources of power. Power is displayed not only
to intimidate but also to foster a sense of loyalty, sub-
mission, allegiance, and identification. It would be
incorrect to suggest that the power of emperors,
kings, sultans, pharaohs, and other magnates was
always unwelcome and that allegiance was not war-
ranted. Societies often emerged as people collec-
tively created agriculture, science, and art. Strong
central governments were a source of collective
power needed to advance scholarship, technology,
and commerce. Some researchers will see this as part
of the public relations of religion and government.

Antecedents of public relations can include the
creation and manipulation of mystery, by secular
and religious leaders. In particular, religious figures
have maintained control and faith by demonstrating
their understanding and perhaps even control of the
mysteries of life. Uncertainty is uncomfortable.

In addition to religious identification, antecedents
include efforts to foster national identity. Flags,
armadas, great walls, giant pyramids, and other
symbolic displays are vital components of national
pride and allegiance. Counselors of various kinds,
in the style of senior public relations practitioners,
offered advice and inspired efforts to demonstrate
the power and success of governmental leaders.
One widely examined antecedent is the public dis-
play of opposition and appeals for regime change.
Another is the display of leadership. This applica-
tion of public relations runs through many of the
antecedents noted.

Although lost in time or unknown because of the
limitations of travel, many roots of public relations

were well established by Persian kings as well as
the kings and emperors of China, Japan, and Korea.
Refined pageantry, sponsorship of invention,
poetry, agriculture, and scholarship, as well as mil-
itary display were the public relations stock and
trade of these civilizations. Magnificent structures,
mystery, and physical distance separated the rulers
from the people. What was known and believed
often resulted from proclamations and statements
circulated to the people through the contemporary
version of public relations practice. These might
include the commissioning of poems, sagas, and
songs. Proclamations of antiquity find modern par-
allels in statements by corporate spokespersons and
presidential press secretaries.

Once Philip II of Macedonia had subdued the
regions of the Hellenic peninsula, he commissioned
the creation of gold and ivory statues of himself to
adorn the temples. He taught his son, Alexander the
Great, similar techniques of power display. In one
way or another, living beings were proclaimed or
suggested to be closely connected with deities.
Hannibal’s army, like the armies of the Roman
Empire, moved with great pageantry. They often
proclaimed themselves religious or secular deities
and used cruel methods to enforce their power.
Symbols of power and spiritual connection were
carefully honed tools that are antecedents to
modern corporate and nonprofit logos.

Displays of power are a vital part of human
history. Leaders by all titles have recognized the
importance of developing and disseminating the
symbols of power. Such symbols have at least two
purposes: to foster identification and loyalty among
the faithful and to promote fear and intimidation in
the enemies of the governing regime. Colors are an
important part of this display of power. Generations
of battle garb featuring England’s red and gold with
the sign of the lion were pitted against the blue
and fleur-de-lis of France. The return of victorious
monarchs was carefully staged to foster identifica-
tion and intimation through the display of power.
Burials, without parallel in Egypt and China, con-
stituted great events used to empower parts of the
public and deify rulers. The grand cities, including
famous libraries such as that at Alexandria, were
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designed to celebrate the prominence, power, and
judgment of those who worked to keep themselves
as rulers.

The Romans were masters of the event.
Thousands of people witnessed long victory
processions designed to proclaim the might of Rome
and its ability to spread law throughout vast regions.
Although the Romans did not invent the circus, they
mastered it as a technique for demonstrating politi-
cal and religious views. Great arenas were created
that required advanced engineering and theatrical
skills. Into these circus arenas entered chariot
racers, wild animals, gladiators, and victims of reli-
gious oppression. Life and death were spectacles to
show how the emperor and the people could make
just and final decisions, often merely for amuse-
ment but always for ceremony to demonstrate
the power of Rome. Not only were such displays
intended to create identification by the people with
Rome, but they also were intended to show other
nations and competitors for political power how
decisive and warranted the rulings of the current
emperor could be.

Religions traditionally focus attention on key
figures. It is common for the personages of the faith
to be captured and presented in various forms—
statues, sacred artifacts, carvings, and paintings—
including Buddhas of various sizes, including giant
figures. Paintings and statuary abound displaying
the figure and face of Jesus Christ. The cross is a
universal symbol, as is the sign of the fish. The Star
of David has been a sign of religious affiliation
and affection as well as a target of hatred. In 1622,
under the leadership of Pope Gregory, the Catholic
Church developed the concept of propaganda as it
instituted the Congregatio de Propanganda Fide—
the Congregation for Propagating the Faith. Members
of various religious orders have been sent forth to
propagate the faith—proselytizing potential con-
verts to promise their adherence and support.

This battle for the faithful was ongoing. In 1351
John Wycliffe called for reform of the Catholic
Church, including the publication of the Bible in
the vernacular. Control of the Bible was an essential
tool to display church power. Until the printing
press and moveable print appeared in Western

culture, the production of Bibles through the
handwork of monks was a vital means for control-
ling access to the word of God. Bibles were physi-
cally as well as symbolically attached to churches.

Missionary activities are ubiquitous. Colors are
often associated with religious leaders, such as
the purple and saffron of the Dalai Lama. Religious
buildings are part of this display, as is the ritual of
religious expression. Pageantry and ritual play
prominent roles in expressions of faith and alle-
giance to a religious creed. Parallels to secular
expressions can be made. Such parallels do not
intentionally undercut religious adherence, but indi-
cate the close parallels between lay and secular
forms and people’s need to wrestle with mysteries.

Executions often constituted dramatic events.
They attracted crowds, often as means of impress-
ing the public with the laws and power of the state.
The Reformation launched by Martin Luther began
with the dramatic event of the proclamation of
the wrongs of the church. On October 31, 1517, he
nailed the 95 theses to the door of the castle church
in Wittenberg, Germany. Featured in these claims
were denouncements of the role of indulgences in
the daily lives of the faithful. Over the next century,
many events and actions acknowledged the war
among church leaders and the people. This battle
included public burnings and other torturous execu-
tions of those whose faith put them at odds with the
religious and secular leaders popular at the time.

Jousts were favorite pastimes in England,
Germany, and France. Although they featured the
prowess of individual knights, they were in many
ways similar to military maneuvers and grand
parades in later times. They provided opportunities
for kings and others nobles to display the caliber of
fighting equipment, men, and horses that could
be brought to bear—sometimes in the pursuit of
mercenary work.

The advent of democracy opened the doors
to additional antecedents of modern public rela-
tions. In many ways, the efforts of Stephen Langton,
Archbishop of Canterbury in 1215, are quite modern.
He mobilized a disgruntled group of barons who
confronted King John with ultimatums that eventu-
ally matured into the Magna Carta. Similar
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challenges of government are instrumental to
English and American history and are widely recog-
nized as precursors to modern political campaigns.
Kings sought through intrigue and pageantry to con-
trol the people of England, for instance. Their rule
was challenged by the church, reformation, national
identity, and the spirit of the new world.

The events leading to the American War of
Independence offer historians a clear link to the ori-
gins of public relations. The effort to create the sen-
timent for a Declaration of Independence required a
sustained campaign. It included the use of all of the
forms of mass communication of the time. It intro-
duced images, slogans, and icons. It used cartoons.
It created events, such as the Boston Tea Party. It
mixed ideology with flaunted displays to challenge
the authority of the king. At the same time, the
Revolutionaries tried hard to avoid a direct clash
with the House of Commons because it wanted to
showcase the virtues of popular government. Clear
evidence of what would be called propaganda by
the turn of the 20th century included the continu-
ing publicity and promotion of the Revolution.
Revolutionary leaders sought to create crises that
would defame British control. They engaged in issues
debates over principles such as local sovereignty
and taxation with representation. Colonists used
pamphlets, newspaper broad sheets, and clever
symbols including burned effigies.

The tools and tactics of the Revolutionaries
constitute a list familiar to current practitioners. It
included bonfires, fireworks, heroes and heroines,
victims to substantiate claims of atrocities, exhibi-
tions, slogans, speeches, and even crude lantern
slides. Legends include Yankee Doodle and The
Spirit of *76. The symbols of the Liberty Tree and a
chopped snake accompanied slogans such as
“Don’t Tread on Us.” Committees were formed to
create and disseminate the ideology, post lists of
complaints, and organize events. Some patriots
were skilled at recruiting rebels in taverns, where
ample amounts of spirits hardened the patriotic
resolve needed to oppose the British government at
the risk of death for being a traitor.

The activism and publicity components of the
formation of the new government in the United

States are often included in discussions of the
antecedents of public relations. Other aspects of
this effort also deserve attention. Perhaps no better
example of an issues brief exists than the Decla-
ration of Independence. It was a careful articulation
of the complaints justifying resistance to the British
government’s authority. Particular care was given to
placing blame on the king rather than on the House
of Commons. Also, as the new government strug-
gled to survive, emissary efforts by Benjamin
Franklin constituted early examples of the impor-
tance of skillful government relations.

The democratic spirit of popular governance and
free election opened the door to myriad political
campaign techniques that have long been the stock
and trade of political public relations experts.
Rumors, lies, and myths provided substance to polit-
ical campaigns—people born in log cabins, men of
the people, and Old Hickory. Songs were crafted to
praise one candidate and to defame his opponent.

Among the many antecedents, the origin of
the term public relations is obscured. Thomas
Jefferson, the third president of the United States,
as long ago as 1807 combined public with relations
in a statement about the obligation of government to
the governed. The more specific coinage combining
those terms as a field may have occurred during an
address by Dorman Eaton to the Yale graduating
class of 1882. Without a doubt, universities were
some of the earliest organizations to use public rela-
tions. Medieval universities announced lectures and
other academic achievements. In the 18th and 19th
centuries, intercollegiate athletic competition drew
crowds, which resulted in media announcements
and student and alumni interest. Formally, and
without reservation, the term was specifically and
functionally used in the naming of departments
and activities by the railroad industry by the end of
the 19th century. Now a fledgling profession by
name was able to draw on centuries of practice as it
refined techniques influenced by emerging and
changing communication technologies.

—Robert L. Heath

See also Bernays, Edward; Hill, John Wiley
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AP STYLE

AP style is a standard of journalism and a public rela-
tions writing style and format that is based on rules
and guidelines established by the AP Stylebook. In
June 1953 the Associated Press instituted some-
thing that would change the history of writing for
journalists, editors, teachers, and students. This
innovation was named the AP Stylebook, which cel-
ebrated its 50th anniversary in June 2003. The 1953
edition consisted of 12,000 terms and 100 pages. It
was written as a substitution for the first “16-page
AP Style Book and the AP Copy Book, known as
the Red Book” (Moynihan, 2003, p. 11). Today, the
AP Stylebook contains over 400 pages.

Although the 1953 edition was the foundation
for future editions, Norm Goldstein, AP Stylebook
editor for 14 years, stated that the 1977 edition
marked the beginning of the newer, more precise
versions. The structure was changed and entries
were organized in alphabetical order so that users
could find what they needed in a timely manner.
Louis D. Boccardi, Associated Press president and
CEO, stated in an article on AP style that “compli-
cation of style rules was accompanied by the accu-
mulation of so much fact and information that the
effort resulted in ‘a Stylebook,” but also a reference
work” (DiNicola, 1994, p. 64).

The Associated Press defines the AP Stylebook as

the journalist’s “bible,” the style manual that is an
essential tool for all writers, editors, students and
public relations specialists. It provides guidelines on
spelling, capitalization, grammar, punctuation and
usage, with special sections on business and sports.
Included is a guide on media law, with practical
guidelines on libel law, privacy, copyright and access
to places of information, and a special section on

Internet and computer terms, a comprehensive effort
to unify spelling and usage of computer-related terms,
from Web site and e-mail to URLs and ‘“cyber”-
prefixes. This segment also offers Internet searching
tips and cautions. (Associated Press, September 15,
2003, n.p.)

The Elements of Style by William Strunk, Jr., and
E.B. White is also an important book that writers use
when dealing with style and word usage. This book,
popularly called the “little” book, educates writers
on how to use words in the proper manner, how to
form meaningful paragraphs, and how to use expres-
sions correctly. It also consists of a section that
reminds writers of dos and don’ts in writing. For
example, it explains the importance of rewriting and
revising. It also encourages writers not to overstate
their points and never to make the reader guess what
you are stating. This is accomplished by clarifying
what is meant in a simple, comprehensive way.

Many journalism teachers consider the AP Style-
book the most important tool for assisting students
in their classes. It educates students on how to use
certain writing techniques in different situations.
For example, when using numbers, a student is
taught to always spell out numbers one through
nine and to use numerals for numbers 10 and above,
with some exceptions, such as ages and percent-
ages. If a student cites an address in a story, he or
she must also use figures for the address number to
represent the location.

The stylebook also assists students with punctu-
ation, spelling, government matters, state abbrevia-
tions, explanations about how court cases are written,
and other points. Teachers have found that certain
entries within the stylebook, such as “political cor-
rectness,” can be used as learning tools. These
issues open the door to dialogue and student partic-
ipation about current events. Although the AP Style-
book does not explicitly state guidelines for
inclusion of entries, it makes an effort to take into
account changes in language and social norms.
Public relations professionals find the stylebook
very important in assisting them in their writing,
since their work is routinely disseminated to
journalists.
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Due to the rise in Internet usage, a stylebook
subscription can now be purchased online. “Editors
at AP, as well as faculty at journalism schools and
editors at newspapers around the world, make sug-
gestions on style changes as they arise” (Moynihan,
2003, p. 11).

The AP Stylebook is often used as a guide for
proper word usage, punctuation and spelling for news
releases, news stories, annual reports, brochures,
media kits, radio and television news broadcasts
and all other aspects dealing with public relations.
Writing for the public relations field is similar to
writing for journalism, so the same rules apply.
Professionals have found that AP style is just as
important in the profession as it is in classroom set-
tings. The tools learned early on are implemented
throughout their career.

Whether composing a news release or a 20-
second public service announcement, professionals
as well as students have learned that writing is the
most common form of communication. To commu-
nicate effectively, rules and guidelines must be fol-
lowed. The AP stylebook sets the foundation for
this. The lessons learned in the journalists’ “bible”
should never be taken for granted. These lessons
shape today’s and tomorrow’s journalists, writers,
teachers, and public relations professionals.

—Brenda J. Wrigley
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APOLOGIA THEORY

In today’s increasingly turbulent and mediated
environment, companies regularly face criticism for
their actions. How they respond to allegations of
wrongdoing constitutes the form of communication

generally recognized as corporate apologia. A
corporate apologia is a response to accusations of
ethical misconduct in which a company has as its
primary motive the defense of its reputation and to
which it offers discourse in self-defense that denies,
explains, or apologizes for its actions. It should be
noted that an apologia is not an apology, though it
may contain one; rather, it is a justification of its
actions that seeks to present a competing interpreta-
tion of “the facts” and, in so doing, repair an organi-
zation’s damaged reputation. Although the success
of apologiae in repairing damaged reputations is
arguable, a central benefit appears to be the fact that
they provide a conclusion for a negative story, one
whose purpose is to disentangle companies from a
difficult news cycle.

The ability to navigate apologetic situations
successfully is critical, given the high costs of prod-
uct development and production, the aforemen-
tioned turbulent media environment in which news
magazines and 24-hour news outlets are incessantly
searching for more grist for the media mill, a
dynamic and complicated legal environment, and the
confessional nature of contemporary culture.

CRISIS SITUATIONS

The study of apologetic communication by and
large has focused on understanding the situation
that necessitates an apologia as well as explicating
the message strategies that constitute this form of
address. As to the situation that necessitates an
apologia, B. L. Ware and Wil A. Linkugel defined
an apologia as a response to “the questioning of a
man’s moral nature, motives, or reputation” (1973,
p- 274). In dealing with more organizational
contexts, H. R. Ryan has expanded the concept to
include allegations against not just character but
also the policies of individuals and institutions.
Given that there exists a “legitimacy gap” between
societal expectations for corporate behavior and the
reality of how such organizations are seen to act, the
situation that necessitates an apologia is better con-
ceptualized as a legitimation crisis where an apolo-
gia 1s needed because organizational actions are
seen to have violated commonly held public values,
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resulting in public animosity and antipathy toward
the company. Such hostility takes the form of social
sanctions whereby media, consumers, and key opin-
ion leaders criticize said organizational actions.

APOLOGIA STRATEGIES

As to the substance of a corporate apologia, scholars
have spent a great deal of time and effort to articu-
late the different message strategies used by organi-
zations. One such strategy is to deny—to reject
charges by characterizing them as false. Those not in
a position to deny that they committed an act often
find it useful to deny that they intended to do so,
for intent is a key factor in gauging culpability.
Concomitantly, bolstering constitutes an indentifi-
cational strategy that focuses on the strength and
benefits of a past relationship. One way that corpo-
rations bolster is to remind constituents of the
number of jobs they bring to a community.

Strategies of redefinition are a major category
with which apologists are able to deal with the
public perception of their guilt. Differentiation is
one strategy, in which a narrow context is redefined
into a broader one. An additional strategy of redef-
inition is transcendence. Transcendence differs
from differentiation in that the redefinition is to a
broader, more abstract context and often involves a
religious dimension. Other strategies of redefinition
include provocation, where an organization claims
that it simply reacted to the hostilities of another;
the use of defeasibility, where corporate officers
claim that forces beyond their control were at work;
and the good-intentions strategy, where a company
claims it had good intentions in creating a specific
policy that only recently has faced criticism. Finally,
in minimization, an organization seeks to lessen its
responsibility by claiming that the problem is actu-
ally small or insignificant.

Another strategy of redefinition includes the con-
cept of dissociation. In using dissociation, organiza-
tions seek to deal with the problem of their guilt by
claiming that criticisms are but an “appearance” and
do not accurately reflect the “true facts” of the case.
This dissociation often takes one of three forms.
First, when the facts that precipitate an allegation

of wrongdoing are in doubt, many apologists will
employ an opinion-knowledge dissociation. In such
an instance, an apologist will claim that the media
organizations that have leveled the charges are
trafficking in the realm of opinion and do not have
all the facts. A frequent corollary to this approach is
to level a counterattack against the accuser. A sec-
ond dissociational strategy used by apologists is a
scapegoating strategy in which the apologist uses
an individual-group dissociation. As a rule, organi-
zations and corporations go through great effort and
great expense to craft carefully constructed images;
yet when wrongdoing occurs, such companies are
quick to bifurcate such images by separating the
individuals from the group and locating guilt in
those individuals. Such a move, then, moves the
guilt from the company as a whole to said individ-
uals, who may then be disciplined or fired. A final
form of dissociational strategy is accident-essence
dissociation; here organizations find it rhetorically
useful to claim that a criticized act was an “accident”
and that, as such, it does not represent the essence of
the organization, which is made up of dedicated
employees who should not be judged on the basis of
one aberrant act.

Conciliation strategies represent another major
defense used by apologists. They are chosen by
apologists who decide it is in their best interests to
utilize a strategy of mortification in which guilt is
accepted and forgiveness is sought—typically in the
form of an apology. Bradford and Garrett (1995)
found that a concession strategy is more rhetorically
resonant with audiences than any other approach.
Conciliation attempts often are coupled with two
additional strategies. The first, corrective action,
occurs when an organization announces steps it is
implementing to fix a problem and ensure that it
does not happen again; and the second, compensa-
tion, occurs when an organization reimburses
victims in the form of monetary reparations.

COMPETING TENSIONS

Corporations caught in wrongdoing face two com-
peting tensions as revealed by research into apolo-
getic communication. On one side is the fact that an
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organization has committed a wrong, and it is the
impulse of organizational officials to want to “do
the right thing” and own up to their misconduct.
Moreover, media and consumers clamor for an
apology, the absence of which causes ongoing dam-
age to a corporation’s reputation. Finally, drawing
from any number of ethical standards, it is easy to
deduce that an accommodative message strategy is
the preferred ethical response to the crisis situation.

Yet standing in conflict to this so-called public
relations response is the argument that corporate offi-
cials realize that to apologize and accept responsibil-
ity would incur direct costs for the organization in
the form of significant liability judgments. Indeed,
research suggests that when a company is caught in
a crisis, defensive message strategies are responded
to favorably by investors and accommodative ones
are viewed negatively. Hence, to meet its fiduciary
responsibilities to its stockholder interests (its only
interest enshrined in law), managers conclude that
they cannot apologize. Organizations typically
respond to such a quandary with equivocal commu-
nication—which often includes a statement of
regret—a carefully crafted statement in which they
acknowledge the tragedy or injury but carefully con-
struct their own account to avoid assuming culpabil-
ity. Such an approach puts an organization in the
position of denying it has done anything wrong while
promising never to do it again.

—Keith Michael Hearit

See also Crisis and crisis management; Crisis com-
munication; Exxon and the Valdez crisis; Image
restoration theory; Legitimacy and legitimacy gap
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APR

APR (Accredited in Public Relations) is a voluntary
professional certification for public relations practi-
tioners designed to identify professionals with
demonstrated competency and experience. Practi-
tioners holding the credential may use the letters
“APR” after their names.

The credential was created by the Public
Relations Society of America (PRSA) in 1964,
motivated by a desire to enhance the professional
image of the field. It required passing oral and writ-
ten examinations and a minimum of five years’
public relations experience. Since public relations
has no mandatory entry standards such as educa-
tional exams or licensing, practitioner accreditation
provided a way to distinguish highly competent
practitioners from others and offered some form of
quality assurance to potential clients and employers.
Today, the APR certification is recognized as an
important step in the evolution of public relations
toward professional status.

The APR program is the largest certification pro-
gram for public relations practitioners in the United
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States and has been most successful in producing
accredited members. As of 2003, 21 percent of
PRSA’s members were accredited. According to
PRSA, the average pass rate over the five years
between 1998 and 2003 was 62 percent. Other
organizations in the United States and abroad offer
similar certification programs. Most notable in the
United States is the International Association of
Business Communicators’ Accredited Business
Communicator (ABC) designation. Internationally,
a number of public relations professional organi-
zations, including those in Australia, South Africa,
and Great Britain, offer accreditation programs with
criteria similar to those of current U.S. programs.

In the early 1980s, leaders of several public
relations organizations in the United States began
advocating for “universal accreditation”—the con-
solidation of accreditation programs that had
sprung up among a number of public relations asso-
ciations. A unified accreditation program would
help to standardize professional expectations for
public relations practitioners, as well as the conse-
quences for accredited practitioners who violate
codes of ethics. Competing interests among profes-
sional organizations stymied these efforts for nearly
two decades. Eventually, PRSA and eight smaller
public relations bodies forged a partnership called
the Universal Accreditation Program (UAP).

In 1998, oversight for APR certification was
transferred from PRSA to the new consortium. UAP
partners include PRSA, the Agricultural Relations
Council, the National School Public Relations
Association, the Religion Communicators Council,
the Society for Healthcare Strategy and Market
Development, and several state and regional public
relations associations. A governing board composed
of representatives from these organizations develops
and maintains the accreditation examination and
related policies, reviews appeals, and grants the
APR accreditation. Day-to-day operations are
administered at PRSA headquarters in New York.

Eligibility for accreditation is limited to members
of UAP partner organizations who have at least five
years of paid, full-time experience in the practice of
public relations or in the teaching of public rela-
tions courses in an accredited college or university.

Nonmembers who belong to member organizations
of the North American Public Relations Council
and who meet the same employment requirements
as members are also eligible. Candidates must
pay a fee of several hundred dollars and complete
an application form. They may access a study
guide, online self-study course, and instructions for
preparing a portfolio from the Universal Accredit-
ing Board.

Since its inception, the APR examination has
required demonstrated understanding of the public
relations body of knowledge and the ability to apply
that knowledge in practice. Until 2003, the accredi-
tation process required a written examination and
an oral interview before a panel of accredited peers.
In July 2003, after a three-year period of research
and testing, the UAP replaced the oral examination
with a preliminary “Readiness Review,” designed to
assess whether candidates are likely to succeed in
the written examination. The UAP also revised the
written examination to cover 10 specific clusters of
knowledge, skills, and abilities.

Once a candidate’s eligibility for the exam
process has been confirmed, the candidate requests
a Readiness Review through a local chapter of
PRSA or partner organization. The Readiness
Review is a one- to two-hour interview and port-
folio presentation before a panel of accredited
members. It includes a written submission address-
ing open-ended questions related to the candidate’s
position and experiences, submitted to the panel in
advance; a portfolio review; and an assessment of
readiness to take the exam. The review panel uses
a point system employing standardized criteria to
assess the candidate’s responses and supporting
materials, and scoring the candidate’s knowledge,
skills, and abilities in 16 areas, including public
speaking, interpersonal skills, writing skills, and
management skills. If any weaknesses are identi-
fied, the panel will suggest study materials to
strengthen those areas. Candidates may not take the
written exam until they pass the Readiness Review.
Candidates who do not pass the Readiness Review
portion of the process may repeat the Readiness
Review after a waiting period. Candidates are
informed of the panel’s decision by the UAP.



42 Asia, Practice of Public Relations In

The computer-based written examination
contains multiple-choice questions related to 10
competency clusters: public relations history and
current issues; business literacy; ethics and law;
communication theory; the public relations process
of researching, planning, implementing, and evalu-
ating campaigns; management skills and issues;
crisis communication; use of information technol-
ogy; media relations; and advanced communica-
tion skills such as consensus building, consulting,
and negotiating skills. The typical candidate
requires two to three hours to complete the written
exam.

Practitioners accredited in 1993 or later must doc-
ument their continuing professional growth every
three years in an accreditation maintenance program
that requires the accumulation of points in continu-
ing education, professionalism, or service categories.
Accredited practitioners must maintain their mem-
bership in PRSA or a partner organization in order
to continue use of the APR designation.

Although the accreditation of public relations
practitioners is widely viewed as a step forward
toward professionalism, it alone is unlikely to lead
to universal acknowledgment of the value of public
relations. However, within the field, increasing
recognition of the APR designation is evidenced by
public relations job listings that specify “APR pre-
ferred” as a candidate qualification. Although little
research exists that compares accredited and non-
accredited practitioners, evidence does suggest that
accredited practitioners are somewhat more likely
to embrace professional values than nonaccredited
members.

Accreditation remains a favorable alternative to
licensing in the eyes of many practitioners, who
view licensure as infringing on free speech rights
and unnecessary governmental interference. Enforce-
ment of ethical behavior remains a limitation of
voluntary accreditation, however. Unlike failure
to attain licensure, loss of accreditation does not
prevent an individual from practicing public
relations.

—Katherine N. Kinnick

See also Public Relations Society of America
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ASIA, PRACTICE OF
PUBLIC RELATIONS IN

Asia is the largest continent both in geographical size
and in population. It is arguably the most complex
region as well. Particularly in the past decade, Asian
countries such as China and India have emerged as
large and significant markets for multinational
corporations. This process of cross-national trade in
Asia continues to expand as evident during the ninth
ASEAN summit that concluded in Bali, Indonesia,
on October 8, 2003. At this summit, the 10-nation
ASEAN (Association of South-East Asian Nations)
signed mutual trade and security agreements with
China, Japan, South Korea, and India. The goal is to
create a huge Asian trading zone that will involve
more than 60 percent of the world population. The
creation of these new markets will continue to
demand an increase in the level of public relations
activity in the continent. However, despite its rich
heritage and vast potential, Asia has largely remained
a silent continent as far as public relations pedagogy
is concerned. There is little doubt that conducting
empirical analyses of the public relations industry in
Asia and incorporating these findings into public
relations pedagogy are long overdue.

PUBLIC RELATIONS IN ANCIENT ASIA

The existing, relatively small number of publica-
tions about public relations in Asia has chronicled
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this continent’s rich and varied history and the use
of public relations since pre-biblical times (see
Sriramesh, 2003, for a more elaborate review). For
example, there is archeological evidence that
India’s Emperor Asoka used rock and pillar edicts
for such things as communicating the policies of his
government to his subjects, persuading them to
observe those policies, creating harmony among
them, and propagating Buddhism, to which he had
converted later in life. In the Arabian peninsula, a cir-
cular handwritten on crude paper around 2000 B.c. is
known to have advised farmers of Babylonia on
ways of increasing their crop yields. Even in recent
times, Arab cultures have used fora such as the
Okadh Souk and majlis, where the ruler and the
ruled gathered and debated issues using speech and
poetry—evidence of symmetrical communication.
In addition, there are references to the use of pub-
licity techniques in the Holy Land in biblical times.
Unfortunately, the lessons from this rich heritage
have not yet been adequately incorporated into the
public relations body of knowledge or practice.

Globalization has opened up the economies of a
dozen or so Asian countries, resulting in a signifi-
cant influx of multinational corporations into the
region. A concomitant result has been the entry of
leading multinational public relations agencies into
Asia, resulting in an infusion of Western perspec-
tives of public relations practice. Some observers
have rightly commented that this development has
led to an increase in the level of professionalism
among public relations practitioners in the conti-
nent. However, it is also important to recognize that
there has been no corresponding flow of informa-
tion out of Asia that could help in the development
of effective strategies for conducting public rela-
tions globally. It is reasonable to believe that a
continent as rich as Asia, with its long heritage, has
something useful to offer the public relations indus-
try and pedagogy.

Most of the multinational agencies operating in
Asia have limited their operations to about 12
countries primarily based on demand and economy.
As other Asian countries develop, there is bound to
be significant growth in cross-national public rela-
tions activities in those regions as well. Multinational

public relations agencies have typically used three
strategies to establish their presence in Asia. Some
have opened their own offices in Asian cities often
under an executive from the home office while
employing host country employees at lower levels.
A second strategy has been to establish “exclusive
representation” affiliations with well-established
domestic agencies of the host country. Finally, these
agencies also have bought partial or total equity in
successful domestic agencies, while retaining a part
of the original name and much of the local staff in
recognition that retention of local staff is instru-
mental to success given the complexity of the Asian
environment, which will be discussed presently.

TERMINOLOGY

Although public relations has been practiced since
prebiblical times in different regions of Asia, the
term public relations and the modern version of the
profession can be traced to Asia’s recent colonial
past. The concept of public relations was alien to
the Japanese until it was introduced by the Supreme
Allied Command in 1945 as part of the democratiza-
tion of postwar Japan. The U.S. military also intro-
duced public relations to South Korea in 1945 when
it established the Office of Civil Information in
Seoul. Singapore was introduced to modern public
relations by British colonists who “were primarily
propagandists seeking to promote the credibility of
the British especially after their defeat by the
Japanese army in World War II” (Chay-Nemeth,
2003, p. 87). Sam Black noted that it was only
in 1981, after Chairman Mao’s death, that public
relations was introduced to China in the Shenzhen
Special Economic Zone ‘“through contacts with
foreign joint venture partners” (1992, p. 41). Among
others, Hamoud Al-Badr has noted that modern
public relations was introduced to Saudi Arabia in
the 1930s by the Arabian-American Oil Company
(ARAMCO) to reduce the communication prob-
lems between its Arab and American employees.
As in many other parts of the world, the terms
public relations and PR carry a pejorative meaning
in Asia, often taken to be synonymous with spin
doctoring. Not surprisingly, the mass media often



44 Asia, Practice of Public Relations In

portray public relations negatively. For example,
the premier newspaper of Singapore reported the
launch of the PR Academy set up by the govern-
ment principally to train government ministers in
public communication with the lead “Top former
White House spin doctors will be in town next week
to share tips on public communications with civil
service chiefs and spokesmen” (Straits Times, June
21,2002, n.p.). It is also important to recognize that
the modesty prescribed by Asian cultures often
makes publicity a shunned, if not alien, concept,
although modernization (some would call it
Westernization) has been changing some of these
values, at least in the urban areas of some Asian
countries. Cultural factors, among others, make it
imperative that new and culturally sensitive ways of
conducting public relations be identified and incor-
porated into organizational strategies.

CULTURES OF ASIA

The cultures of Asia are steeped in religion, which
is not surprising for a continent that is the birthplace
of all the major religions of the world, in addition
to being home to some of the most ancient civili-
zations, existing millennia before biblical times.
Stark cultural differences are evident even within the
political boundaries of the same Asian country. For
example, India, seen by the uninitiated outsider as a
homogeneous society, is an example of unity in
diversity of culture, religion, and language. Countries
such as Malaysia, Singapore, and Indonesia have
multiethnic societies. To be effective, public relations
professionals need to tailor their communication
initiatives to these cultural differences.

Geert Hofstede (2001) concluded that most Asian
cultures are collectivist in nature. Although this is
an accurate framing of a cultural dimension of most
countries in Asia, it is important to recognize that
collectivism is manifested in different ways in dif-
ferent countries. For example, the Japanese quest for
wa (harmony with fellow humans) makes them reti-
cent to disagree publicly. C. Carl Pegels wrote, “The
quest for wa is a national cultural philosophy. . .
Attaining wa does not allow for individualism—wa
demands considerable conformity, and the Japanese

are trained to conform from early childhood” (1984,
n.p.). This cultural trait has a direct influence on
public relations; this is evident in the press clubs of
Japan, which ensure that all members of the club
receive the same information, negating the possibil-
ity of scoops by individual reporters, for example.
Press clubs also are indicative of an insular system
that is based on personal influence—widely seen in
Asia in different manifestations. Further, the con-
cepts of honne (private self) and tataeme (the public
persona and behavior of an individual) play a large
role in maintaining harmony in Japanese society.
Publicly criticizing an individual is shunned because
it leads to a loss of face for the other, thus destroy-
ing wa (social harmony). For this very reason, the
Japanese prefer to build stable personal relationships
(typified by the personal influence model) by com-
municating in informal settings, which are ideal for
exchanging honne.

The public relations industry in China and
Taiwan, as well as other countries that have a
significant Chinese population (such as Singapore
and Malaysia), is influenced by Guanxi. Just as cul-
ture is hard to define, the term Guanxi defies easy
definition because its practice varies from context
to context. Andrew Kipnis addressed this issue
succinctly:

No unchanging, single form of guanxi exists. [There
are] urban guanxi, rural guanxi, business guanxi, all-
female guanxi, owner/tenant guanxi, class guanxi,
marriage guanxi, comrade guanxi, husband/wife
guanxi, mother-in-law/daughter-in-law guanxi, class-
mate guanxi, and more. Each of these relationships
carries its own connotations and its own social/
historical specificity. (1997, p. 184)

The caste system in India, even in its modern
(post-independence) manifestation, is a mixture of
collectivism and personal influence mostly among
members of the same class. Singapore’s culture
is best described by kiasuism (fear of losing) that
breeds the conformist outlook of most Singaporeans.
David Chan described kiasuism as “a herd mental-
ity where everyone goes after the same things and
avoids the same things” (1994, p.71). Many
observers have noted that kiasuism has fostered a
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culture of self-censorship in Singapore, where
individuals perceive the OB (out-of-bounds) mark-
ers and refrain from violating them. Of late, nation-
alistic and religious sentiments have begun to run
high in most Asian countries, which makes it imper-
ative that communicators take extra care to design
culturally sensitive messages and communication
campaigns.

POLITICAL SYSTEMS IN ASIA

Although many Asian nations call themselves
democracies, each country has its own version of
democracy. Covert and overt government influence
is so pervasive in most Asian nations that the gov-
ernment often becomes the most relevant, if not the
sole, public for the public relations practitioner. For
example, prior to the liberalization and democrati-
zation of South Korea (particularly after the 1988
Seoul Olympics), the term Gong-Bo (public rela-
tions by government) typified the public relations
industry in the country. Since 1988, the word Hong-
Bo (wide dissemination of information) has been
used to describe the industry in South Korea. Hong-
Bo originated from the Chaebol (business conglom-
erates) system that was instituted in South Korea
in the early 1960s. An offshoot of the Japanese
Chaibatz system that ended in Japan after World
War 11, the Chaebol system was set up by the South
Korean government to develop a partnership
between corporations and the government to pro-
mote national development. Although this was a
laudable goal in principle, in reality it ensured that
only a handful of Chaebols dominated the South
Korean economy. Particularly after the 1961 revo-
lution led by Park Chung-Hee (whose reign ended
in 1979), the Chaebols rapidly expanded their out-
reach with the consent of Park’s administration. In
this symbiotic arrangement between the govern-
ment and corporations, the Chaebols had near
monopolistic control over different sectors of the
economy while the economic development they
brought helped Park stay in power. The largely
unpopular Chaebols resorted to using Hong-Bo
(public relations) to either evade or counter media
criticism.

The political system in Singapore also has a
great influence on the role of public relations in
the society. Observers such as Chung-Kwong
Yuen have critiqued the level of pluralism in this
economically advanced democratic republic:
“Singapore is a place that arouses deeply divided
feelings among observers. Economically, it is one
of the great success stories of this century, but it is
also widely seen as an authoritarian state that limits
freedom of speech and political rights” (1999, p. 1).
Yuen stated that the version of democracy that for-
mer prime minister Lee Kuan Yew has proposed for
Singapore and other Asian nations is based on
“‘Asian’ values of studiousness, achievement
through hard work, and deference to authority and
group [italics added]” (p.1). Yuen noted that
Western journalists have consistently focused on
“Lee’s speeches and the actions of the Singapore
government, hoping to detect chinks in their
armours, while [members of the government]
answer in kind through their various public rela-
tions channels” (p. 1).

Ho Khai Leong (2000) highlighted the minimal
role that corporations play in public policy making
in Singapore, and S.P. Tan observed that whatever
influence corporations have on public policies is
derived primarily from their use of the personal
influence model. The impact of culture on the polit-
ical system in Asia and the different worldviews of
what democracy encompasses are evident from
Ho’s comment that the Asian version of democracy
advocates community interests over individual
rights and consensus over dissent.

MEDIA CULTURE IN ASIA

The direct influence that the political system has
on media culture is evident in an example from
Singapore where the acting Minister for Infor-
mation and the Arts exhorted the media to play their
“social role” as partners in nation building despite
the “pressures” of globalization: “Our local media
have played an important role in building modern
Singapore. By communicating the government’s
message across to the people, it has [sic] helped to
rally support for policies that have brought us
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progress and prosperity” (Straits Times, March 8,
2002, n.p.).

The Western democratic notion that the mass
media should operate as “watchdogs” of society is
seen either minimally or not at all, even among
the Asian countries that claim to be democracies.
For example, in early March 2002 the World
Association of Newspapers and the World Editors
Forum, which represents more than 18,000 publi-
cations in 100 countries, complained to Thailand’s
prime minister, Mr. Thaksin Shinawatra, that his
government’s decision to expel two correspon-
dents of the Far Eastern Economic Review
(FEER) was “a breach of the right to freedom of
expression.” The FEER had incurred the wrath of
the Shinawatra government when it reported on
the tensions between it and the Thai monarchy.
There are numerous cases from an array of Asian
democracies where overt and covert pressures are
placed on editorial freedom, which force public
relations professionals to operate within these
constraints.

Far Eastern Economic Review (FEER) journalists, British
citizen Rodney Tasker (left) and United States citizen Shawn
Crispin (right), attend a press conference at the Thai
Immigration Bureau in Bangkok on February 27, 2002. Thai
Prime Minister Thaksin Shinawatra insisted that Thailand had
the sovereign right to expel the two foreign journalists over an
article they wrote that touched on the government’s relations
with the country’s revered monarchy.

SOURCE: © AFP/CORBIS

ACTIVISM

Although activism resulted in the freedom from
colonial rule for many Asian nations (as in the case
of India, for example) and revolutionary social
movements helped change political systems (as in
the cultural revolution of China), until the mid-
1990s activism against corporations had largely
been limited to trade union movements. But the
influx of multinational corporations has met with
increased opposition from nationalistic interests.
Not only is activism increasing within countries, but
Asian countries themselves are becoming activists
when global issues are involved. An example of this
was evident in the leadership role that India and
China took when the G-21 effectively challenged
the industrialized countries at the ministerial meet-
ing in Cancun in September 2003, which led to the
collapse of the meeting. Agricultural and environ-
mental activists have increased their activities in
recent times, and this will induce organizations to
pay greater attention to their role as responsible and
communicative corporate citizens in Asia.

THE CHANGING STATUS OF PUBLIC
RELATIONS EDUCATION IN ASIA

Finally, it is important to note that one of the
primary reasons Asia has not been well represented
in the public relations body of knowledge is the rel-
atively small number of graduate public relations
programs in Asian universities. This has resulted in
an inadequate number of well-trained public rela-
tions scholars in Asia. Most of the current public
relations scholars have had their graduate education
in the United States or Western Europe. The major-
ity of empirical studies on public relations in Asia
have been conducted by Asian graduate students
predominantly in U.S. universities. These scholars
have continued their programs of research and con-
tinue to help build the fledgling body of knowledge
of public relations in Asia. However, the number of
these scholars is currently rather small, and they
hail from a small number of Asian countries. There
is a dire need to develop a larger and more diverse
pool of Asian public relations scholars, and this
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calls for a greater number of graduate programs
in Asian universities. Even the few public relations
graduate courses that currently exist in Asia are pre-
dominantly skills oriented and generally lack theo-
retical and methodological rigor, which inhibits
efforts at advancing education and the profession. A
more diverse pool of students and educators should
help build a robust body of empirical knowledge of
public relations in Asia in the near future.

—Krishnamurthy Sriramesh
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ATTRIBUTION THEORY

Understanding causality and responsibility is at the
base of interpreting social behavior, and attribution

theory explains how we assess the causes of behavior,
both our own and others’. In sense making, inter-
actants reason “backward” from observed behavior
to determine underlying causes, so that they may
know how to proceed in specific interactions and
predict future behavior.

Although primarily used to examine inter-
personal processing, attribution theory has been
applied in other contexts. For example, Timothy
Coombs revised attribution theory definitions and
concepts to apply to organizations and examined
perceptions of crises and their impact on reputation.
With unexpected events, such as crises, individuals
strive to explain causes. If an organization is seen
as responsible for an event, its reputation sustains
damage. When conditions of stability (i.e., a history
of such problems) and control are believed to exist,
organizations are likely to be seen as responsible.
Thus, attribution theory has promise for organi-
zational and public relations research.

Three assumptions undergird attribution theory:
(1) individuals assign causes to behavior they
observe, (2) individuals use systematic processes in
explaining behavior, and (3) once attributions are
made, they influence feelings and subsequent
behavior.

There are two types of attributions, internal and
external. Internal attributions place the cause for
behavior within a person, whereas external attribu-
tions assign the cause to some factor outside the
person. In other words, internal attributions focus
on some aspect of a person, including stable traits
or characteristics, such as intelligence or personal-
ity; variable behaviors, such as effort; and tempo-
rary states, such as mood or exhaustion. Locating
the cause outside the person, external attributions
place responsibility on some force or agent in the
situation or environment. Such agents include rules
and restrictions, difficulty of tasks, availability of
resources, and chance or luck.

Much research has examined factors affecting
the choice between internal and external attribu-
tions. For example, Fritz Heider discussed differ-
ences in self versus other attributions. Individuals
tend to attribute responsibility for their own failures
to external causes (e.g., bad luck) and the failures of
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others to internal causes (e.g., lack of intelligence),
and to attribute responsibility for their own suc-
cesses to internal qualities (e.g., intelligence) and
the successes of others to external factors (e.g.,
good luck).

Widely regarded as the father of attribution
theory, Heider said that like “naive psychologists,”
people work to interpret human behavior—to
understand why people behave as they do. Because
many interpretations of a given behavior are possi-
ble, he argued that we start to recognize individual
patterns of perception, labeled “perceptual styles.”
Heider’s theory is regarded as the first attribution
theory, and it has spawned considerable theoretical
extension and research.

Most research in attribution theory has revolved
around two models, Harold Kelley’s and Bernard
Weiner’s. Kelley’s model, or Kelley’s cube, is espe-
cially concerned with attributions regarding the
behavior of others and has been the “primary para-
digm for describing how people use information
to make social attributions for the behavior and
outcomes of others” (Martinko & Thomson, 1998,
p. 271). Weiner’s work, involving the achievement-
motivation model, is focused on self-attributions.

Although recognizing self-attribution, Kelley’s
work primarily covers attributions made to explain
the behavior of others. Two tenets underlie this
work. One is the covariation principle, employed
with multiple instances of behavior, which asserts
that “an effect is attributed to the one of its possible
causes with which, over time, it covaries” (Kelley,
1973, p. 108). That is, when an observer has more
than one instance of behavior to evaluate, the
observer assesses which outcomes covary (i.e., are
associated) with particular causes. The other is
the discounting effect, used for single instances of
observed behavior, which suggests that “the role of
a given cause in producing a given effect is dis-
counted if other plausible causes are also present”
(Kelley, 1973, p. 113). That is, observers assess
possible causes relative to one another. These tenets
assume rationality where behavior and varying
possibilities are carefully examined.

According to Kelley, three types of information
are employed in making judgments: consensus,

consistency, and distinctiveness. Consensus asks,
“Do other people exhibit this behavior in this situa-
tion?” If so, consensus is high; if not, consensus is
low. Consistency asks, “Does this person exhibit
this behavior in other situations like this one?”’ If so,
consistency is high; if not, consistency is low.
Distinctiveness asks, “How does this person behave
in other situations?” If the person behaves differ-
ently, distinctiveness is high; if the person behaves
similarly, distinctiveness is low.

Evaluations regarding this information lead to
conclusions on causes—person, stimulus, or situa-
tion. Attributions are likely to pinpoint the person
when there is low consensus, high consistency, and
low distinctiveness. Attributions are likely to
pinpoint the stimulus (or entity, such as an organi-
zation) when there is high consensus, high con-
sistency, and high distinctiveness. Attributions are
likely to favor the situation (e.g., event) when
there is low consensus, low consistency, and high
distinctiveness.

Beyond the three general categories (person,
stimulus, and situation), Kelley did not address how
information is used specifically in refining evalua-
tions. Although attribution to the person is one of
Kelley’s categories, his model does not address
varying personal attributions. Assigning cause to
effort or ability is an attribution to person. However,
findings suggest that these attributions lead to
different responses.

Weiner’s work in attribution theory has played a
major role in explaining motivation for more than
three decades. His interest is in individuals’ inter-
pretations of their achievements. The following are
key achievement attributions: ability, effort, diffi-
culty of task, and chance. In Weiner and his col-
leagues’ work, three dimensions of causality are
used to predict these attributions. The first is control
locus (i.e., internal vs. external). The second is sta-
bility, the degree to which change occurs across time
(i.e., stable vs. unstable). For example, ability is seen
as stable, whereas effort is variable. The third is con-
trollability, whether something was intentional or
unintentional.

First proposed by Weiner and colleagues in 1971
and later modified, this achievement-motivation
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model has primarily dealt with examining one’s
own behavior. The resulting judgments influence
future beliefs about capabilities. Whereas Kelley’s
model looks at processes involved in attribution
formation, Weiner’s concern is motivational and
behavioral outcomes. Although the focus is self-
attributions, especially achievement-oriented ones,
Weiner’s recent work includes attributions of
others’ behavior and social responsibility.

Though the Kelley and Weiner models have dealt
with self and other attributions, they highlight
different facets of related processes. Recently some
attempts have been made to integrate the models.

Criticisms of attribution theory include its
reliance on normative models, which assume logi-
cal processing of information, and lack of recogni-
tion of the role of emotion. Further, as Mark
J. Martinko and Neal F. Thomson point out, as with
other complex kinds of information processing,
attributions result from the interactions of a number
of variables. Several attribution biases are common,
including the fundamental attribution error, actor-
observer bias, hedonic relevance bias, false con-
sensus effect, false uniqueness effect, self-serving
bias, and male gender bias. Other concerns include
dependence on experimental tests, issues with gen-
eralizability, and insensitivity to actual interaction.

—Joy L. Hart

See also Corporate social responsibility; Impre-
ssions; Interpersonal communication theory
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AUSTRALIA AND
NEW ZEALAND, PRACTICE
OF PUBLIC RELATIONS IN

The development of public relations in Australia
and New Zealand can be traced from its early media
origins through to its current status as a complex
profession that may be broadly characterized as
Westernized, localized, informal, and nonspecial-
ized. The public relations profession in Australia
and New Zealand evolved from journalists moving
into the field of media relations. In Australia, public
relations practitioners in New South Wales became
the first to form a professional body in 1949. Today
each Australian state has a division of the Public
Relations Institute of Australia (PRIA), which is the
national professional body. In New Zealand, the pro-
fession traces its birth date back to 1954, when a
group of demobilized military press officers formed
what was to become the Public Relations Institute of
New Zealand (PRINZ). In the days before airmail or
the Internet, New Zealand and Australia were iso-
lated from developments elsewhere, but relevant
information was sought from the United States
and Europe, which were leading the field of public
relations.

Public relations was originally practiced as
an organizational or political function, and the
primary task was to secure positive media coverage.
Practitioners worked as consultants or internal organi-
zational media and publicity experts. Anyone—
regardless of education, experience or understanding
of ethics—could claim to be a public relations prac-
titioner. There is still no requirement in either
country for a public relations practitioner to belong
to one of the professional associations, so the role
of public relations practitioner has not been regu-
lated or standardized. Titles given to or adopted by
practitioners include corporate communications,
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business communications, corporate affairs, media
relations, press officer, in-house journalist, external
relations, and executive assistant. Titles that do not
include the term public relations are sometimes
chosen out of a desire to dissociate the position
from public relations or in an attempt to elevate
the position. The public relations industry in both
countries is focused on achieving professional
status but is subject to media disparagement.

Acknowledgment of public relations as a “profes-
sion” has been complicated by the voluntary nature
of PRIA and PRINZ membership. Both professional
bodies provide education and professional standards
and promote the role of public relations, but practi-
tioners are not compelled to join. In joining either
PRINZ or PRIA, practitioners are arguably demon-
strating their commitment to the development of
public relations as a profession. However, they are
also submitting themselves to the external rigor and
security to be derived from an accreditation system
and a code of conduct or ethical practice. In both
countries, practitioners who have been accused of
misconduct generally choose to avoid censure by
resigning. PRINZ had a membership of 760 in
October 2003, while the membership of PRIA stood
at 2223. The demographics of their memberships
bear striking similarities. In both countries around
60 percent of practitioners are women.

Education has been a key factor in the progress
of public relations as a profession. Public relations
education is now widely available in both Australia
and New Zealand. Students may take degree and
diploma courses at universities, polytechnics, and
technical and further education (TAFE) institutes.
Practitioners can select from a wide variety of short
courses run by PRIA and PRINZ or any of a variety
of private training organizations. PRIA also over-
sees an accreditation system for public relations
courses, which guides students toward qualifica-
tions that have industry recognition. No similar
system exists in New Zealand. PRIA and PRINZ
are not, however, the sole organizations serving
the interests of public relations practitioners in
Australia and New Zealand. The International
Association of Business Communicators (IABC)
has strong membership in Australia, but the New

Zealand chapter recently closed. Unlike PRIA and
PRINZ, IABC does not offer accreditation exami-
nations for practitioners, nor does it administer a
disciplinary process for members who transgress
the organization’s code of conduct. Accreditation
examinations were initially a source of tension for
PRIA and PRINZ because senior practitioners
resisted the notion that they should take an exami-
nation in order to be an accredited member of the
professional body, but there is now greater general
acceptance of the accreditation process.

Professional public relations codes of ethics
or conduct are now commonplace internationally,
and within Australia and New Zealand, PRIA and
PRINZ are the professional bodies that devise
and implement the codes of ethics. Australia has
two separate codes in operation: the Consultancy
Code of Practice and the Code of Ethics. The
Consultancy Code of Practice has sections on “gen-
eral standards” and ‘“client relations,” as well as
guidelines for fees and income. According to the
“general standards” section of the code, a registered
consultancy

accepts a positive duty to observe the highest standards
in its business practice and in the practice of public
relations; promote the benefits of public relations prac-
tice in all dealings; and improve the general under-
standing of professional public relations practice.
(Public Relations Institute of Australia, 2001, n.p.)

Consultancies are thus charged with respon-
sibility for “professionalizing” public relations and
strengthening its reputation. This section also binds
consultancies to observe the code, to adhere to “the
highest standards of accuracy and truth,” to ensure
that employees adhere to the code, and to refrain
from recruiting the staff of their clients.

The “client relations” section of the code sets out
a framework for the conduct of relationships. This
section requires consultancies to safeguard client
confidences unless required by a court of law to
divulge them. Consultancies are also barred from
offering their services simultaneously to clients
with competing interests. They may not make unre-
alistic promises to clients. Soliciting others to
engage in unethical conduct on behalf of clients is
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also prohibited. Australian consultancies are not
required to either affiliate with PRIA or apply the
Code of Practice. However, a register of affiliated
consultancies is operated by PRIA, and only those
consultancies that adhere to the code are able to list
their services in this widely used directory. Thus,
there is a real incentive for consultancies to affiliate.
PRINZ also has a register of New Zealand public
relations consultancies. However, the absence of a
consultancy code of practice means that the list
functions as a trade directory rather than as a mark
of professionalism.

PRIA and PRINZ each have a code of ethics
for individual practitioners. The PRIA code focuses
primarily on the obligations of practitioners to
clients and employers. Overall, the PRIA code is
more extensive, with an emphasis on the activities
of consultancies. The PRIA code is designed to
ensure that members comply with PRIA’s profes-
sional standards. Members are required to “adhere
to the highest standards of ethical practice and
professional competence.” Key regulations include
public relations practice (honesty, fairness, and con-
fidentiality), business practice (treatment of clients
and employers), and commitment to the profession
(promoting the profession, building the body of
knowledge, and surveillance of other members’
practice).

The current PRINZ code of ethics was developed
in response to concern over an ethical issue that
focused media attention on the profession and ten-
sions in organizational versus societal obligations.
In New Zealand the profession faced a major prob-
lem following disclosures in a book titled Secrets
and Lies: The Anatomy of an Anti-environmental
PR Campaign. This 1998 book by Nicky Hagar and
Bob Burton mapped a prominent New Zealand
public relations consultancy’s role in assisting
industry to continue the logging of native forests.
The book accused the consultancy of a range of
activities, including spying, lying, media manipu-
lation, and undermining the democratic process.
Following censure, the practitioner involved
resigned but has since rejoined PRINZ.

In response to the media criticism and public
condemnation of such practices, PRINZ developed

a new code of ethics. The code marked a shift in
understanding of the role of public relations. Public
relations was no longer conceptualized and pro-
moted simply as a communication role but was
explicitly repositioned as an advocacy function that
promotes an organization or client’s identity, ideas,
products, services, or position. The code empha-
sizes the sensitive judgment required for acceptable
and ethical public relations practice: “We must
balance our role as advocates for individuals or
groups with the public interest. We must also bal-
ance a commitment to promote open communi-
cation with the privacy rights of individuals and
organisations” (Public Relations Institute of New
Zealand, 2001, n.p.). Although the Code does not
specify how that balance should be determined, it
does make it unmistakably clear that public rela-
tions obligations and responsibilities extend beyond
the client to the public interest. Like the code of the
Public Relations Society of America (PRSA), the
PRINZ code of ethics outlines a set of values that
guide behavior and decision-making processes. The
PRINZ values are advocacy, honesty, expertise,
independence, loyalty, and fairness. The code then
sets out the principles and standards for the practice
of public relations in New Zealand. Members are
required to balance advocacy and honesty as well as
openness and privacy, disclose conflicts of interest,
abide by the law, and act in a professional manner.

The codes of Australia and New Zealand are
therefore different in orientation. PRINZ has
redesigned its code to more accurately explain the
advocacy role of public relations and position that
role within the context of society, whereas PRIA is
more concerned with client/employer relations.
However, both codes aim to provide a professional
standard for public relations practice and enhance
the reputation of the industry. Both PRIA and
PRINZ are members of the Global Alliance of
Public Relations and Communications Management
Associations. The Global Alliance is a framework
for public relations associations to ‘“‘share ideas
and best practices, seek common interests and stan-
dards, and better understand the unique aspects of
each culture in which practitioners operate” (Global
Alliance for Public Relations and Communications
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Management, 2002, n.p.). The Global Alliance has
established a protocol on public relations that is
based on the “fundamental value and dignity of the
individual” (Global Alliance for Public Relations
and Communications Management, 2002, n.p.).
This individualistic focus may create challenges for
public relations associations that have more collec-
tivist, community-based values. For example,
PRINZ has to balance the dominant Western indi-
vidualist focus with the more collectivist values of
the indigenous people, the Maori. The Global
Alliance protocol is based on the principles of advo-
cacy, honesty, integrity, expertise, and loyalty. The
ethical standards of the protocol emphasize respon-
sibility to clients, client publics, and an informed
society, along with professional competence, devel-
opment, and commitment to the public relations
industry. As members of the Global Alliance, PRIA
and PRINZ now have greater access to international
networks, knowledge, a virtual ethics forum, news,
and examples of best practice.

The major practice-related issues confronting
practitioners are similar in Australia and New
Zealand. Western global business practices have
come to dominate the practice of public relations,
although they are to some extent balanced by local
multicultural and bicultural policies and issues.
Information and communication technologies,
including the Internet, e-mail, databases, mobile
telephones, and personal computers, have all
speeded the process of globalization. Technology
has also been responsible for enabling public rela-
tions practitioners to rapidly disseminate infor-
mation on behalf of their clients to wide-ranging
audiences. However, in Australasia, as elsewhere,
technology has also given voice to a wide range of
stakeholders and stakeholder concerns, making the
work of practitioners more complex and challeng-
ing. Public relations is no longer something that is
the preserve of the organization. Any individual or
community group with access to computers and the
Internet can set up Web sites, issue media releases,
and lobby decision makers.

Public relations practice in Australia and New
Zealand is characterized by a small market size,
which results in a high degree of informalization,

accessibility, lack of specialization, and localization.
Media relations in the two countries are rendered
less formal because public relations and media pro-
fessionals have often been educated together and
have worked together. Common backgrounds and
experiences mean that public relations practitioners
are able to informally approach journalists with the
expectation that they will receive positive media
attention and possible coverage. This degree of
informality results in what Norman Fairclough
termed cultural democratization, that is, greater
accessibility to public figures and a reduction of
elitism (Fairclough, 1995, p. 13).

Another consequence of smaller market size is
that public relations practitioners are more likely to
develop generalist skills rather than specializing
in a particular public relations function. Within
the smaller consultancies in Australia and New
Zealand, practitioners must be able to undertake a
range of tasks, such as lobbying, managing events,
and developing corporate brand and reputation pro-
grams. Although international public relations con-
sultancy firms have affiliates and offices in both
Australia and New Zealand, the work is most often
based in those countries rather than internationally.
Australia has a multicultural policy, whereas New
Zealand has a bicultural policy that is enshrined in
the Treaty of Waitangi, a document that acknowl-
edges the rights of the Maori. Consequently, local-
ized public relations approaches have developed
that embrace multicultural and bicultural communi-
cation and relationship challenges.

A more sophisticated understanding of public
relations is evident within both public relations asso-
ciations. The 2003 national president of PRIA, Liz
McLaughlin, argued that Australian public relations
has matured from “words to strategies to leadership”
and that practitioners need to work toward being
part of the dominant coalition (McLaughlin, 2002,
p. 113). For McLaughlin, the challenge for public
relations professionals is to balance the leadership
role that public relations plays with a responsibility
to society. PRINZ has indicated that public relations
is centrally concerned with stakeholder manage-
ment. The 2003 national president of PRINZ, Tim
Marshall, promoted the role of public relations as
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“stakeholder communication, public consultation and
education, and reputation management” (Marshall,
2003b, n.p.). Thus, public relations has moved a
long way from its early media relations beginnings
to positioning itself as a professional leadership role
in stakeholder management.

—Judy Motion and Shirley Leitch
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BACKGROUNDER

A backgrounder is one of many written public
relations tactics that often supports and explains an
accompanying news release. It is an in-depth docu-
ment that provides an information base by offering
relevant background information on the organi-
zation. Backgrounders can be a good reference tool
for journalists, who want an explanation of main
areas of interest relevant to their target audiences.
They are often included as collateral materials in a
press kit or distributed at a news conference.

Backgrounders are similar to a more detailed
version of a fact sheet, usually presented in a brief
“who-what-when-where-why” outline or bulleted
format. The factual information is presented in that
traditional list (the five W’s) of journalist topics. The
details are featured to make the writing of the story
easier and more orderly. Both backgrounders and
fact sheets are objective in nature, which makes them
different from position papers, sometimes called
white papers. Position papers usually take a stance or
position on a particular issue. A position paper uses
evidence to make a case for the specific viewpoint of
the organization. A backgrounder, however, is a more
neutral and thorough examination of either a specific
topic or the organization in general.

Backgrounders normally appear on organiza-
tional letterhead and are between one and five pages

long. They may be written in one of two styles: a
concise, inverted-pyramid style; or a longer, more
descriptive narrative style that provides more depth
than a news release. It is important to avoid jargon
and advanced, industry-specific language unless the
backgrounder is designed for a specialized or tech-
nically oriented audience, as for a trade publication.
Backgrounders are meticulously researched and
often require the use of subheads or main points of
interest so that the reader can skim and quickly
digest the most relevant material.

The content of a backgrounder can include infor-
mation on organizational management, organi-
zational history, biographical information on the
company CEOQ, target markets, products or services,
testimonials, explanations or elaborations of the
findings of a survey or other research, and the orga-
nization’s Web site address. Because a backgrounder
often provides supplemental information to an
accompanying news release, it can contain material
on any topic that would help a journalist write a
comprehensive story. A backgrounder is usually
longer and more general in content than a news
release, which is limited to information announcing
a specific news item.

When composed for an external audience (such
as journalists), it is essential that the backgrounder
appear in a journalistically approved style. As with a
news release, no payment or compensation is made
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if the content of the backgrounder is published. Also
similar to a news release, backgrounders are sent on
the basis of news interest and timeliness for the
audience. They can be very valuable for a journal-
ist and are often kept on file for future reference
by both journalists and public relations practition-
ers. However, they should be updated regularly to
keep information current and accurate. Other exter-
nal audiences for a backgrounder include opinion
leaders, regulators, legislators, and special interest
organizations. Backgrounders can also be used for
internal audiences as an information resource for
management and employees. They may supplement
content for speeches, annual reports, or internal
magazines, for example.

—Lisa Lyon

See also Fact sheet; Position and positioning
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BAKER, JOSEPH VARNEY

Joseph Varney Baker, born on August 20, 1908, was
a South Carolinian who was once described by
a newspaper as a ‘“short, crippled, intense man”
(Binzen, 1967). In 1934, Joseph V. Baker left his
job at a newspaper to become the first African
American public relations practitioner to gain
nationwide prominence by obtaining major accounts
from large corporations. It was at this time that his
career in public relations was solidified and he
became a communications pioneer. More specifi-
cally, to devote all of his time to his newly found
professional interest in public relations, he resigned
as editor of the Philadelphia Tribune to work as a

public relations consultant for the Pennsylvania
Railroad Company. This act ultimately led him to
an entrepreneurial endeavor that allowed him to
start his own firm, Joseph V. Baker Associates, in
1934. An astute business mogul, Baker determined
that his mission as a public relations practitioner
was threefold and could be delineated as crucial in
the areas of community relations, press relations,
and publicity.

Arthur C. Kaufman and Baker, cited as a publi-
cist, were given the Phi Beta Sigma annual Awards
for Public Service at the fraternity’s annual Better
Business Week’s dinner at the Bellevue Stratford in
1954. Baker was cited for being a public relations
leader and for being active in the public relations
business for over 20 years. At the time of the award,
he was credited with having persuaded several large
corporations to “increase qualitative opportunities
for Negroes and to include that group’s purchasing
power in policy planning” (“Fraternity to Honor,”
1954, p. O).

Baker traveled in journalistic and industrial
circles for over 50 years. In 1955, he was dismissed
or resigned as Philadelphia’s chief of Negro
research and planning, a position for which he was
being paid $5,652.

Having made a name for himself in public rela-
tions, Baker became the first African American
president of the Philadelphia chapter of the Public
Relations Society of America (PRSA) in 1958. He
was unanimously elected. At the time of his elec-
tion, his firm had been in business for 22 years.
Baker was a charter member of the Philadelphia
chapter of PRSA and had served as vice-president
prior to assuming the helm of the organization.
Furthermore, he became the first African American
who was accredited by one of the premier national
organizations for public relations practitioners,
PRSA. Also at that time his public relations agency
served as counsel to a number of leading industrial
and business ventures. More and more corpora-
tions, organizations, businesses, and other entities
hired his firm to design community-related events
and public relations campaigns. His firm also was
known for the comprehensive research on the black
consumer market that it provided to its clients.
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A multidimensional professional, Baker was
designated as an assistant on Vice President Nixon’s
campaign staff by the campaign director, Robert H.
Finch, in 1960. He was charged with preparing
background information for Nixon’s presidential
campaign. At the time of Baker’s appointment,
Nixon was at a speaking engagement in Greensboro,
NC, where he was defending the Eisenhower admin-
istration’s record on civil rights.

In 1963, Baker addressed delegates who
attended the American Gas Association’s
Mideastern Workshop, which was held on May 2
and 3. Baker was a featured speaker at the two-
day workshop that was directed by Charles R.
DeHaven, manager of public relations at the
Philadelphia Gas Works. The workshop attracted
gas industry public relations executives from 10
Eastern states. As reported in the Pittsburgh
Courier on May 18, 1963, Baker gave a speech
titled “Public Relations—Sociologically Speaking.”
Baker immediately captured the attention of the
audience when he asserted “the Negro is at war
with every vestige of the old order and everything
which even vaguely reminds him of the century
just passed” (““‘Old Order’ Association,” 1963). He
further stated, “a hundred years ago, four million
human beings who had been legally regarded for
three hundred years as chattle property were set out
under the skies.” He then outlined the history of
African Americans in the United States from 1619
to the year 1963. When he discussed the modern
black community, he focused on the sizable annual
disposable income and purchasing power of blacks
and noted that Philadelphia was at the epicenter of
a movement spearheaded by black ministers
“expert in the balancing of numbers.”

The public relations practitioner then turned his
attention to public relations and warned that “PR
men must do their homework and recognize facts—
here is a people who have read the books and
listened to the patriotic speeches. Here is a people
with ballots and dollars and in this democracy these
two sit on the right hand of the Father” (“‘Old Order’
Association,” 1963).

Baker ended his remarks by observing that
“some increasing loud knocks are now being laid

upon the doors and hearts of mankind . . . as public
relations people we have committed ourselves to
know what these sounds will be like even before
they come—it may be that some people are trying
to get in the human race.”

The idea that a black person was invited to speak
to such an esteemed group during that period in
history, a year prior to the Voting Rights Act of
1964, which gave African Americans stronger vot-
ing rights, is illustrative of Baker’s influence during
that time. The other distinguished panelists on the
program included John McCollough, account direc-
tor, art department, N.W. Ayer & Son, and president
of the Philadelphia Art Directors Club; and Rev.
Carter W. Merbrier, pastor of the Messiah Lutheran
Church.

An article published in the New York Times
in 1966 titled “Racial Image Challenges Big
Business” spotlights Baker’s views, which were
often opposed to those of his white colleagues. The
article focused on the fact that public relations exec-
utives thought that corporate executives were very
naive regarding the functioning and needs of their
employment departments. Noting Baker’s expertise
regarding the employment needs of large corpor-
ations relative to blacks, the journalist recorded
Baker’s opposing views. “The higher you go in
these corporations, the less knowledge you find. So
public relations men have to be knowledgeable
and they have to have the guts to transmit cold
facts to their clients” (Lelyveld, 1963, p. 59). Baker
proceeded to share his company’s techniques for
dealing with employment challenges by finding
and providing corporations with exemplary black
employees.

We start talking with the top management, then we
drop down an echelon, then we drop down another ech-
elon till we’re talking with the personnel man who sits
at the interview desk. The moment I get the guy at the
top willing to understand the motives and objectives of
these things, the second and third-echelon people get
religion very quickly. (Lelyveld, 1963, p. 59)

The public relations guru then opined that it was
much more profitable for blacks in business to
specialize in areas that pertain to blacks.
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In an article published in 1967 by the Pittsburgh
Courier newspaper titled “Negro Entrepreneurs
Here Face Heavy Odds, Successful Ones Say,” Baker
voiced his concern regarding the growth of black
businesses in Philadelphia. At that time in Phila-
delphia, only 27 black-owned manufacturing and
wholesaling establishments existed. He did not see
much of a future for black businesses in Phila-
delphia. “I can see Negroes in business, but not in
Negro businesses,” he said (Binzen, 1967). “Top-
flight Negro minds are not thinking that way. They’re
committed to big business almost down to the sopho-
more year in college. And the big corporations have
a lot more opportunities for talented Negroes today
than there are Negroes to fill them” (Binzen, 1967).

A Philadelphia black opinion leader who agreed
with Baker was William C. Wingate, Jr., secretary of
the Wingate Beauty and Barber Supply Company.
The company was founded by Wingate’s father in
1926. “You just don’t reap the harvest you’d expect
for the hours you put into it,” he said. “I’m afraid that
small businesses—not just those run by Negroes—
are on their way out” (Binzen, 1967). Wingate agreed
with Baker that “bright, ambitious, Negro business-
men will increasingly move into executive spots
in big corporations” (Binzen, 1967). “Not only do
Negroes lack entrepreneurial experiences,” said
Wingate, “but until recently it was extremely difficult
for them to negotiate bank loans.”

Another business owner who added his voice to
the chorus of blacks discussing the plight of blacks
in business was E. Washington Rhodes, publisher of
the Philadelphia Tribune. At that time Rhodes was
the owner of what was considered the largest and
most prominent enterprise in Philadelphia. Rhodes,
a former board of education member, worried about
the trend that Baker and Wingate forecast.

In 1967 Baker’s agency had 19 employees and
represented 12 blue-chip firms, including some of
the most well-known and largest names in
American business. Over the next 40 years, Baker’s
firm, located in New York City, amassed a blue-chip
roster of clients that included RCA, Procter &
Gamble, Chrysler, Gillette, DuPont, U.S. Steel,
Western Union, Scott Paper Company, Hamilton
Watch, and the Association of American Railroads.

In 1968, when Baker became chairman of the
board of his own public relations firm, Joseph V.
Baker Associates had been in business for 34 years.
A much-revered entrepreneur within both the black
community and corporate America, Baker was
seen as a formidable force in bridging the two con-
stituencies. One newspaper article asserted, “Baker
is the big corporation link to the Negro consumer
and job market” (Binzen, 1967, p. 21). According
to Baker, there were two primary reasons that big
business should be interested in the employment of
blacks. The first was that if blacks had jobs, they
could use the money they made to make their
communities financially stable. The second, he sug-
gested, was that more money in the black commu-
nity would mean more money for black businesses
to borrow. He ultimately asserted that this would
make the federal government, an entity that he
called the biggest customer in the country, one of the
biggest allies for the black consumer. “Who wants to
get into an argument with the federal government?”
Baker asked (Binzen, 1967, p. 21).

Baker saw a lot of opportunity in the advertising,
marketing, and public relations industries for black
professionals. “Big business was a leader in hiring
Negro, p.r. and marketing people. Business men
were smart and alert enough to see this is good
business” (Ryan, 1968). He argued that many large
corporations recruited Negroes as “urban affairs
specialists and sales promotion executives years
before the Negro revolution” (Ryan, 1968). To fur-
ther substantiate his point, Baker highlighted the
career path of Raymond S. Scruggs, a black man,
who held a position as a personnel director for
urban affairs at American Telephone and Telegraph
(AT&T), virtually a public relations position as
described by Baker. His career began with
Michigan Bell in 1939, and he joined AT&T in
1963. Baker asserted that Scruggs was of the opin-
ion that urban affairs was developing into a public
relations function and that corporations needed
connections—those owned by whites as well as
those owned by blacks—to guide them relative to
problems occurring in the city of Philadelphia.

By 1968, Baker had owned his agency for over
34 years and employed 20 workers. He could count
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among his clients DuPont, Procter & Gamble, and
Western Union. Speaking tongue-in-cheek, he
referred to corporate recruiting as “raiding.” Thus,
he suggested that mainstream corporations had
raided black public relations agencies, newspapers,
the Urban League and NAACP, and black universi-
ties and colleges in an attempt to diversify their
companies. To further reinforce his thoughts, he
mentioned the fact that Pepsi-Cola hired a market-
ing professor who previously taught at Howard
University and promoted him to vice president of
special markets. According to Baker, the professor
served as a role model for justifying the “recruiting
raids” because it offered job opportunities for tal-
ented blacks. Baker had firsthand knowledge of the
raids because Barbara Harris, a black woman whom
he had groomed for over 30 years and who had
served as president of his agency for at least 10
years, had left three weeks earlier, about mid-
September 1968, to work as a consultant for the Sun
Oil Company. Following Harris’s resignation,
Virginia Clark was selected president of Joseph V.
Baker Associates on October 7, 1968.

Baker also served as a mentor and opened the
gates for the advent of African American women
into the public relations profession. One of his most
celebrated protégés was Barbara C. Harris, men-
tioned earlier. Harris began her public relations
career with Joseph V. Baker Associates after com-
pleting high school. When she took on this assign-
ment, she became the first woman of color to
handle major corporate public relations accounts.
While working at Baker’s firm, she handled press
relations for such luminaries as Roxie Roker (a
black actress on the television program The
Jeffersons whose character was married to a white
character), RCA, Johnny Hartman, Harry Belafonte,
and Marian Anderson. She established and devel-
oped a Division of Women’s Information and edited
a monthly publication for homemakers. In 1958,
Harris became president of the firm. And following
in the footsteps of her mentor, Joseph Baker, she
became president of PRSA’s Philadelphia chapter.

Harris, a public relations pathfinder, later pur-
sued her religious interest and was ordained to the
priesthood in the Episcopal Church in 1980. She

thus became a trailblazer in another arena, and
in 1990 became the first female bishop in the
Episcopalian Church. Her religious work culmi-
nated with Harris receiving the American Black
Achievement Award in religion in 1989 and 1990.

Baker opened the doors to his agency in the
year 1934. For his many achievements in public
relations, the PRSA Multicul named one of its
Excellence in Multicultural Communications
Awards (EMCA) in his honor in 1990. The Joseph
Varney Baker Award recognizes multiracial
practitioners who have designed campaigns for
corporate and business entities with budgets under
$100,000.

By the time Baker’s agency closed its doors, the
society in which he operated had changed signifi-
cantly. In 1934 he did not have all the rights that
should have been readily accorded to all American
citizens. He was classified as black, and depending
on where he lived, he may not have been able to
vote, use public facilities, or have equal opportuni-
ties to obtain education, housing, and employment.
He may not have had the opportunity to frequent a
restaurant for a meal. Thirty years later, in 1974, he
had been guaranteed the right to vote, he could go
to a restaurant and sit down to have a meal, and all
public facilities were integrated. Some would argue
that he served as a catalyst in making some of those
rights a reality.

Baker had a passion for public relations, and he
shared that passion with other colleagues every
chance that he could. He serves as a role model for
all prospective business owners, especially those
who are black. He was one of the first blacks to
introduce black shoppers to corporate America and
to get Madison Avenue to recognize the purchasing
power of the black consumer market.

Baker, who had been described as the “dean of
Negro public relations men,” died on May 7, 1993,
in Philadelphia.

—Marilyn Kern-Foxworth

Bibliography

Binzen, P. (1967, May 8). Negro entrepreneurs here face heavy
odds, successful ones say. The (Philadelphia) Bulletin.



60 Barkelew, Ann H.

Dougherty, P. (1966, December 1). Advertising: From NAACP
to an agency. New York Times, p. 95.

Fraternity to honor Kaufmann, Baker. (1954, April 25). The
(Philadelphia) Bulletin, p. C.

Lelyveld, J. (1963, December 19). Racial image challenges big
business: Business views its racial image pervaded by
fervor best for company supervision recommended
policies assesses. New York Times, p. 59.

“Old order” association. (1963, May 18). Pittsburgh Courier.

Ryan, S. D. (1968, October 6). Future seen for Negroes in P.R.
work. The (Philadelphia) Bulletin.

Weaver, W. (1960, August 18). Nixon goes south, pleads on
rights, New York Times, p. 1.

BARKELEW, ANN H.

Ann Barkelew has established a reputation for being
one of the best public relations professionals in the
field. Ms. Barkelew recently retired from her posi-
tion as senior partner and founding general manager
of Fleishman-Hillard Inc., an international com-
munications agency, in 2001. She is now a senior
counselor for the agency, providing expertise to
Fleishman-Hillard worldwide on special projects.

Ann Barkelew was born in St. Joseph, Missouri,
on March 21, 1935, to Alexander Hamilton, an engi-
neer, and Ruth Welsh Hamilton, a teacher. At the age
of 12, she moved with her family to Jefferson City,
Missouri. Ms. Barkelew recalls that her mother
always worked, from the time Ann was little. She
characterized her as an “incredible person” (Barkelew,
personal communication, October 20, 2003). Active
and involved, Barkelew’s mother served as a strong
role model for working women. Her father’s politi-
cal career helped Barkelew embrace a life of
service, encouraging her to not stand idly by, but to
jump in and take an active role in her community.
A Girl Scout throughout her public school years,
Barkelew credits this experience as very important
in shaping her personality. Ms. Barkelew had
one brother, William Warren Hamilton, who died
in 1984.

Ms. Barkelew graduated from Central Missouri
State University with a bachelor’s degree in 1957.
After graduating, she taught English and journalism
in high schools in California and Missouri until she
entered a master’s program in 1965. She finished her
master’s degree in 1966, taking a year’s leave of

absence from her regular job to complete this
advanced degree at the University of Missouri-
Columbia. Her master’s thesis, which organized a
program of public relations for the Santa Barbara
schools, so impressed administrators that she was
invited to work in the district’s central office to
implement the public relations program. Although
Ms. Barkelew acknowledges that she never wished
to be an administrator, this assignment allowed her
to test her management skills and propelled her into
a very successful public relations career.

She worked in community relations for the Santa
Barbara schools from 1966 to 1971. From 1972 until
1981, she was the chief public information officer
for the Los Angeles County Office of Education.
Ms. Barkelew characterized the Compton, California,
teachers’ strike as the first big strike in a series of
strikes in the 1970s, which created great challenges
for her and for California public education. Rather
than deal with strikes once they began, Barkelew
encouraged administrators to work to avert strikes.
This was during a period of severe enrollment
decline and the closing of more than 100 secondary
schools in Los Angeles County. Barkelew’s formula
for using communication to manage these crises
included honest communication with teachers about
the school district’s finances. She believed in
keeping school employees informed because she
saw them as the most important group in the school
system.

She entered the field of corporate public relations
in 1981, when Munsingwear tapped her to help
manage a major plant closing in Minnesota, fol-
lowed by plant closings around the country. She
joined Munsingwear Inc. as the vice president of
corporate relations in order to build a corporate
communications department. What was supposed to
be a six-month leave of absence from Los Angeles
County turned into a permanent move to Minnesota,
a state she says she quickly came to love.

She joined Dayton Hudson as the vice president
of corporate public relations in 1982 and played
a major role in avoiding a hostile takeover threat
to the corporation in 1987. Ms. Barkelew holds
the distinction of being the first woman to be named
a member of the Dayton Hudson Management
Committee.
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In 1984, Ms. Barkelew joined the Board of
Directors of the Children’s Theatre of Minneapolis.
After just two weeks on the board, Ms. Barkelew
and the board of directors faced an issue that would
tear the artistic community apart. Just before the
Theatre’s Spring Show opened, John Clark Donahue,
the Theatre’s artistic director, was accused of sexu-
ally abusing young boys. Known for her ability to
work and succee