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Take-Aways
	Public relations is the "management of communication between an organization and its constituents.”
	PR deals with trends, analysis, predictions and counseling.
	PR can support marketing by building awareness and credibility, controlling promotional costs and boosting sales.
	PR professionals must develop newsworthy stories to gain media coverage.
	Brands are "trust marks" designed to gain support and loyalty from target audiences.
	"Spin" is a derogatory term for the "exaggeration...or fanciful interpretation" some PR practitioners use to make clients look better.
	Corporate identity is not image. Identity comes from your logo and other symbols.
	PR uses four communication practices: "press agentry, public information, two-way asymmetric communication and two-way symmetric communication."
	Public perception of your company matters. Consumers notice, first, your firm’s social responsibility and then its brand and management.
	Losing customers is expensive. Finding a new client costs five times more than retaining a current one.


Recommendation
The academic side of public relations is often overlooked, but author Anthony Davis plunges in and takes a formal look at the often misunderstood practice of PR. Davis has given a lot of thought to the theories that drive PR, and the various behavioral and attitudinal models PR professionals should know. Occasionally, this gets densely academic, as he loses sight of the forest to dwell on specific trees. But, Davis is diligent in presenting almost every environmental factor that affects the practice of PR. With regard for the amount of work it would take to put all the ideas he has gathered and generated into practice, getAbstract recommends this book to veteran PR professionals, to the author's fellow academicians and to students, who should use it for background to complement their PR courses.

Summary
An Intellectual Discipline
Modern society has embraced public relations as a useful communications tool amid growing civic and commercial pluralism. One definition says that public relations is the "management of communication between an organization and its constituents or customers." In 1978, a group of practitioners defined PR as "a science and an art...concerned with trends, analysis, predictions, counseling and developing action plans for organizations that will serve the public interest." This neatly avoids the controversially debated question as to whether PR is an art or a science.
“Public relations is communication with people who matter to the communicator, in order to gain their attention and collaboration.”

Public relations professionals examine each client's operating environment to identify issues and analyze how they will develop in a social context. This is called "issues management." It fits the part of PR that maintains and enhances a client's reputation and customer relationships, and that endeavors to create goodwill.
“Image, identity and reputation are closely linked.”

Public relations outreach increases a company's status and influence. It establishes a product or service brand, and imbues it with certain values, implying that the advantage of those values will be conferred on the user. A brand is a mark of trust which conveys strengths and attitudes that can influence consumer behavior in three areas: 1) "Attribute" brands offer reliable usefulness; 2) "Aspirational" brands describe a desirable way of living; and 3) "Experience" brands have an emotional link with the consumer.
“A successful leader, in any environment, has to be an effective communicator, in order to arouse confidence, sustain credibility and generate excitement.”

In a commercial setting, PR uses communication about brands to affect purchasing behavior. In an intellectual setting, it uses communication to influence the outcome of debates. In an emotional setting, it can change the way people feel about a social issue or cause. However, PR is not always used to persuade. It has other goals, ranging from supplying information to facilitating mediation or promulgating propaganda. PR may include event promotion or publicity, but that is not its full portfolio.
“Powerful attributes may be assigned to an organization on the basis of perceptions created through observing and hearing the chairman or CEO.”

Publicity occurs whenever the public learns positive or negative information that provokes its attention, with or without the input of public relations counsel. However, the media is an essential PR partner, since it provides the vehicle for disseminating information and sometimes adds credibility to the message. Credibility matters, because media proliferation has increased people's tendency to question what they see and hear. As a public relations professional, you have the responsibility of making your client's information newsworthy so it can earn the credibility conveyed by media coverage.
The Early Days of Public Relations
Modern public relations can trace its roots to the American Revolutionary War, when a group of concerned citizens, notably including Samuel Adams, used propaganda to build public support for the revolution. The uprising was not popular, so advocates used certain techniques, such as attention-getting events and sustained campaigns, to shape public opinion. In 1829, a newspaper editor working for Andrew Jackson became the first presidential press adviser.
“Corporate life, just like 'real life,' is full of risks and potential crises.”

In the early 1800s, as newspapers and pamphlets became more widespread, the British government monitored public coverage of key issues. In 1809, the government empowered the British Treasury to release public information about the nation's overseas activities. By 1912, the government incorporated public education into its activities by hiring lecturers to explain its new National Insurance Law. During World Wars I and II, the British and U.S. governments used propaganda and public education.
“If a company at the center of a crisis is seen to be unresponsive, uncaring, inconsistent, confused, inept, reluctant or unable to provide reliable information, the damage inflicted on its reputation will be lasting.”

After World War I, Edward Bernays, a nephew of Sigmund Freud, applied some of his uncle's ideas to trying to shape popular opinions and habits. Bernays created the term "public relations counsel" and taught the first class on PR at New York University. Bernays and Ivy Lee, a veteran newspaperman, are seen as the first professional PR practitioners in the U.S. Lee worked as a reporter before he established his PR firm in 1904. He helped coal mine owners prepare press releases – a format he originated – and offered to get information for reporters. He was also the first to provide press tours of factories and railroad crash sites. Lee represented the Rockefellers and released information about their charitable contributions. He based his activities on his intuition about what the public wanted to know (art), while Bernays said he operated based on proven communication principles (science).
“Public relations uses the media...to communicate with its public and it benefits from whatever added credibility the chosen medium of communication may attach to its message.”

Today, corporations use PR in management, marketing and organizational communication, both internal and external. Some 70% of PR activities support various marketing efforts. A PR department's internal communication can help shape the CEO's credibility with employees and shareholders. Public relations also plays a critical role when a CEO's reputation or a company's image gets harmed. PR must step in to try to repair the damage, because the bottom line can be dramatically negative. When the CEO of the British national lottery stressed the extreme odds of winning, lottery sales plummeted. On the other hand, a corporation that can explain the value of its products to its customers and investors builds additional shareholder value.
“Marketing is a disposable subsystem...to market and distribute products and services.”

In a complex organization, PR performs a news gathering function and conducts competitive analysis to provide the information executives need to make business or managerial decisions. Thus, PR people are concerned about trends and issues, as well as other complex social, regulatory and competitive developments. PR professionals track other intangibles, such as image, identity and reputation. Image, which is steered by the company's consistent practice of its philosophies, affects corporate brands, personalities, expectations and behaviors. Corporate identity, derived from a company's logo and other unique symbols, is distinct from image.
Intersecting Publics
A company's internal and external PR audiences overlap. Organizations operate in two environments. The microenvironment includes employees, shareholders, suppliers, the media and regulators. The macroenvironment includes legal, economic, social, technological and environmental factors that shape overall operations. PR practitioners also conduct environmental analyses to seek new marketing opportunities or threats, and to identify power structures and competitors in each environment. Satisfied repeat purchasers provide a steady revenue stream, so public relations outreach must also target customers. Finding a new customer costs about five times more than retaining a current client, placing a large burden on customer loyalty programs.
“All public relations outcomes are measurable, by one means or another.”

PR departments also manage corporate social responsibility activities. In Europe, companies are ranked according to a Social Responsibility Index that compares their performance in such areas as the environment, workplace, community and human rights. A 1999 study of 25,000 citizens in 23 countries found that the public perception of a company is most closely associated with its corporate citizenship, followed by brand quality and management perception. The study revealed that working conditions are the most important aspects of reputation management, particularly centering on such issues as child labor, discrimination and human rights.
The Academic Theory Behind PR
The success of public relations is based on a circular communication process which involves one party sending a message to another. Analysis tries to determine who said what, using what medium, to whom, and what behavior resulted. This process explores how people receive, understand and interpret the message. Scholars in this area have defined four types of communication practices, as applied in the world of business: "Press agentry or publicity, public information, two-way asymmetric communication and two-way symmetric communication."
	Press agentry – This began in the 1830s and helped Daniel Boone reach folk-hero status. P.T. Barnum also became an expert in using celebrities, athletes and special events to generate interest and publicity.
	Public information campaigns – They began at the turn of the 20th century when 1% of the U.S. population owned 54% of the wealth. Practitioners disseminated information and data about the economy, finances and social research.
	Two-way asymmetric communication – This approach began as part of WWI propaganda efforts. It uses research to change attitudes and behavior. In this mode, a sender supplies a disproportionate amount of information to sway public opinion. 
	Two-way symmetric communication – This is based on dialogue and usually occurs in heavily regulated industries that seek better relationships with their constituencies. Bernays advocated this model in 1923 to help shape public opinion. Some consider it an ideal form of communication, but it is rarely practiced. 

“The relentless growth in the scale and influence of the mass media continues around the world, creating an ever-greater demand for materials to fill the pages of print and the airwaves.”

PR seeks to influence attitude and behavior. To explain this complex interrelationship, social scientists developed five concepts about the way people act.
	"Cognitive consistency" – To avoid tension, individuals want their attitudes, perceptions, actions and self-image to be aligned. 
	"Balance theory" – People want reassurance that their perceptions, favorable or unfavorable, are valid. Casting doubt on their conclusions makes them feel "unbalanced." 
	"Congruity theory" – People adjust the intensity of their feelings based on the strength of their attitudes toward associated people or things. That is why a celebrity endorsement can improve public perception of a product. 
	"Cognitive dissonance theory" – Individuals want any new information they get to match their existing concepts or decisions. They feel dissonant when fresh data forces them to question their ideas, seek more evidence or change their attitudes. 
	"Consistency theory" – Discrepancies create stress. People want explanations that mesh their current circumstances, actual and expected results, and prevailing attitudes.

“Frustrated talent has a tendency to quit, which may explain, at least in part, the apparent frequency with which most PR people change their jobs.”

While these theories can explain human perceptions and behavior, measuring the concrete results of PR requires planning, research, data and evaluation. While many PR people resist such measurement, the reality is that you can measure all the results of public relations practices.
Public relations is a key component of an organization's "marketing mix," along with its products, prices, distribution locations, personnel and processes. PR is also part of the promotional mix, including personal selling, advertising, sales promotions and direct marketing. PR can support marketing by building awareness, reinforcing credibility, helping to control promotional costs and building sales. Businesses with low marketing budgets should take advantage of PR's flexibility, and should understand that its impact grows when they can create links to topical news events or stories with wide public appeal. Many professionals integrate public relations into marketing communications to present a unified message, instead of having different, related departments issuing disjointed messages. A unified message is likelier to break through marketplace noise.
Political Image Masters
Over time, public relations has assumed an increasingly pivotal role in creating and managing politicians' images. A public relations agent first consulted on a political campaign in 1933, and now PR consultants – often referred to as "spin doctors" – are deeply involved in electioneering. Public relations professionals also promote the work of government agencies, dealing with issues of public concern. In this capacity, they must address the role of propaganda, which has a negative connotation, although government PR professionals can use it positively to promote public service programs or provide information. While propaganda is a form of public relations, PR is not propaganda. PR aids the political process, including lobbying and issues management.
“Public relations without research is pure adventure, and practitioners know it.”

Today, media proliferation and business globalization make public relations more important. The industry has expanded; some estimates now say there are about half a million people who perform PR functions in their jobs in the U.K. alone. In some areas, PR practitioners still strive to be recognized as professionals with high-level management status, and not as technicians. However, the field's increasing sophistication, the solid university training now available to future practitioners and the ability to authenticate results all polish the industry's professional profile.

About the Author
Anthony Davis, writer and management consultant, specializes in corporate and marketing communications. He has lectured at several universities.
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