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PREFACE

Public Relations as a profession has made rapid progress
uring the pest two decades. The najor public-sector and private
organisations today have recognised the importance of Public Rela-
tions, thereby creating new job opportunities for young men and
women. Moreover, Public Relations as a management function is
fast gaining recognition in our ceuntry. Further, there is a wide
scope for Public Relations consultancy service. The number of new
openings advertisied in the mass med'a makes one optimistic about
the growth of the profession. The next decade with its over all
progress in agriculture, industry, commerce and greater awereness
among the masses owing to increased exposure to mass media will
call for greater two-way communication and Public Relations than
have hitherto been needed.

The sacial responsibility of a Publ'e latidns practitioner is
greater in a devefopino country like ourgdhan he developed co-
untries. The professional will have & role 10 play in the near
future, whether it is that of fighting a t untouchabifity, poflu-
tion, or campaigning for afforesta small family, or for bringing
in Computer technology.

The Post-Graduate loma in. Public Relations offered by
the Andhra Pradesh '@ University aims at training persons as
Fublic Relations profe als. The course covers all aspects of
Public Relations keeping® in view our social, political, cultural and
economic imperatives. [t introduces the students to the basic
principles and practice of Public Relations,
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The Courss consists of the following five papers :

1. Principles of Communication and Public Relations.
Public Relations Media.

2
3. Public Relations Management.
4

Editing and Production of Corporate Publications, and

b. Advertising.

In the paper, Public Relations Management, the student is
explained the organisation and operation of various Public Rela-
tions activities in an organised way. The Public Opinion, PR
Publics, Social responsibilities of Public Relations, Government,
Financial Public Relations, Role of Public Relations in Public and




Private sectar, Mutti Media PB.R. campaigns. Problem ana‘lysils,
Communication Audit, P. R. Objectives, Message formulation, P. B,
Frogramme, P, R. budget, P. R, reporting, evaluation, assessment
of results etc are covered, Some Public Relations case studies are
included to explain to the students the various problems and how
they were handled. !

In this text, Public Opinicn, P.R. Publics, Employee, Commu-
nity Relations and Financial Public Relations aré covered. Under-
standing Public Opinion is most important fo P.R. Managemeqt.
An organisaticn exists because of the good will of the employees
and the community, their impoftance need not be over empharised.
The student would greatly benefit by keenly observing the variotls
developments reported in daily newspapers. magazines and overT.V.
regarding topics on Public Opinion, employee and community
relations. !

I

This text deals with the topics includedin the syllabus for
the Post-Graduate Dinloma Course in blic Relations offered by
the Andhra Pradesh Open UniversityNThg svllabus, for the sake
of convenience, s divided into iis each of which comprises:a
number of lessons. Fach unit g ly covers a specific area of the

subject, The {essons are ar=0'By specialists in accordance with: a
format intended to enablr%ludent to read and understand them
withnut much diffin EXch lessan bagins with a statement of its
objectives follown@!’nopsis and has atits end assignments

aimed at testipathe Swdent’s comprehension of the subject matter.
|

The Uni y hopes that th's material would help the
student 1o get agousinted with the basic principles of Public Rela-
tions Managemend. : |



-CONTENTS

&1

Unit 1 PUBLIC RELATIONS MANAGEMENT

\

} ' Lesson - 1 Public Helati.ons —~ An overview
: Lesson - 2 Public Opinion |

! Lesson - 3- _P.R. Publics

Lesson - 4 Employee Relations

Lesson - 5 Community Rélations

Lesson - 6 Financial Public Relations

o -
S

11
16
24






mitl PR PUBLICS

UNIT INTROGDUCTION

In the unit, Public Refations, Publics, the student is introduced
to the imporiant role which Pubtic Relations plays in (manage-
ment of) an organisation. The major activity of Public Relations,
understanding and meuiding public opinien is discussed. For Public
Relations Management, identifying various publics, their nature and
needs, and how to effectively formulaie and communicate the message
is explained,

Community (Relations), Financial customer and government
" relations are discussad,

Because of thedropvih g an organisation - present and antici-

pated—maintaining goodMmployee relatsons bezomes a must, Similarly,
with greater indusf@)gatioh, awareness has increased among the various
publics, Thus Co: ty vefations is today acquiring a new dimension
in our country. To cle an example, the recent poisonous gas leaks in
the various parts of the country has awakened the people to ihe hazards
of potlution of various types. The siudents can leain more about the
importance of Public opinion, Employes and Community Relations
through keen observation of devetopmenis which are reporied in news-
papers, magazines and over the T. V.

The imporiant publics for I WAL isation like Empioysees,




" society.

Lesson - 1 PUBLIC RELATIONS - AN OVERVIEW

Objestive : ' |

To provide gereral introduction tc Fubiic Relations (PR) a?d
the managsment of PR function in crganised context. |

Synopsis

1. The need for public Relations (PR) ' |

2. PR in an organisation |

VYWhat ie Public Rslations? What does a Public Re!atioﬁs
practitioner do 7 What role does Public Relations play in an organisa-
tion? How does one go aout organising Public Relztions activity in
an organtsation ? Waat s meaini by Public Relations Management|?

These are guwsstions that are often asked by “geople wanting to know
about Public Helatiens, the way it wo argl ‘the role it playsina

i crder to get a gensgtal Q ding of the practice of Pub]ib
Befations managsment, it is firs gssaly 10 gel a broad overview 'o|f
the discipline. |

Like any other, Pulljjc Kelations is a profession. A pro?essi'onalt
aided and guided b e draws on a body of knowledge to advise

~ others. A public rela man is as such a profassionai who, relying on

a body of knowiedge, advises, guides of counsels oihers. As such, an
PR man, according 1o Katman &, Druck “who daes not draw upon &
‘body of knowisdgs’ to advise, counsel and guids others, is neither a
nrofessional nor a puelicraiations man. He 's not engaged in the prac-|
tice of public refations as it is understood in ihe modern times'’.
. THE NEED FOR PUBLIC RELATIONS I
| |
From the foregoing it should be clear that just as PRis a
professiona! discipline, management of PR also calls for professional|
expertise. This emphas’s on professiona! expertise has contributed in |
no smail measure ihe world over, to the groath of public relations
discipline over the last two decades. The growiih has beesn spurred by |
the wortd com'ng closer, both &3 a resuli and be2caus: of, the coammuni- |
catlon explosion, ' :




Verily, public relations has giown in slature and scope in the
past two decades. Today, a major activity in the corporate scetor, PR is
also an importani tooi for “Corporate” individual and smsll business
firms. There is increasingly greater awareness that this activity, subject
to obvious constraints, can deliver the goods, Qne can wall question
and indeed one should question why this should be so 7 The answer is-
quite obvious. Today, mors than ever, thaere is a need 1o project the
image of an organisation. No maiter what &n organisation does, where
it operates, it has become imperative io make the public known about
the organisation, iis policies, products, perfoimance with a view to
gaining public understanding and support and may be even sympathy
for the organisation, when it is beset with pioblems. Again, one might
ask “why all this when things went on apparznily well enough without
“formalised” puolic relations in yester-years” ¢ Again, this question 100
is not without an answer.

In this age of industriai development, an organisation no matter
what its size, must be known and undesioodin order 10 sell its product
or services 10 ihe custumers.  Public gecd '
can be enjoyed by an crganisation opr ien s the 1108
powerful force. Pub.ic optnion that j W nfurmed or uminformed can
De hostile a::d damaging. Public ref§
public opinon wrough a weil
persuasve public rziacons
including governmentsl hg
people, that organtsed P

trie: t3 ainleve a favourable
Grone trated, el guent and
IR Misrsavasr, oriasisation,
=0 barge in size” smpleying so many
wnicatcn have vecome vital,

Whie whatl heoen »aid d.es yive an deveivie . of ,’Jub“C
relations, let us now get back to the questions that have been raised
in the beginning of the lesson,

What does a PR practiticner do ?

Though there are several definitions of the puiiic relations,
PR can be aescribed as plamed connniiication between an organisation
and 11s different publics for the puwposs of achieving unasrstanding,
accoptanse of the organisatien's goods, policies, programmes and
products.

A PR person communicates with the publics of an organisation
a} tq atisact their attention

b} to win their belief with susiained astivity



cj to impait understanding eventually resulting in  moulding
their epinion which will be favourable to the organisatioin

d) obitain feedback from them, and | N .

e) communicais the feedback 10 the management of the
organisation so that corrective action can be taken ti)r L
initiated.

|
2. PUBLIC RELATIONS IN AN ORGANISATION

Public Helations serves as an interface with different function's
such as personnel depariment in the area of employee communications,
marketing department in the sphere of total customer refations, finance
depariment in relatien to financial community such as bankers, share-
holders, eic.  in othier words, PR provides the commupnication intes-
face/backup to an organisation’s varied aciivigies, whether they are of 3
technical, non-iechnical or even governmeptalolitical nature, |

How to organise PR activit organisation ?

Public Belations doss and cainot funciion in a vacuunj.
Organised acxivity alone piovidogfihs basic thrust for any public rela-
tions activity, PR can oy ad thrive only when there is o-rganise!d
activity. PR tries io prom®s thai orgamsad activity. In other words, PR
promotes an argagalion &nd its activities and it can do so only when
the orgaiisation ha defined objectives and activities which arle
promotabls, As suca, Tirst it 1 nacessary to understasd the organisa-
tion's goai, ebjeciives and evoive PR goals and objectives., Often PR
objeciives is to promoeie or subserve the jarger corporate objectives,
PR objsciives cannvt be divorced from larger corporate objectives, P
persofinel thus evolve suitable communication packages to promete th
corporate objectives, policies and prograrames.  In the larger comextl,
the corporate objectives flow from, say public sector objectives and in
turn, from netisnal and interational objectives.

What is mieant by PR Managemeni ? |

Just the way different functions such as personnel manage.
gneni, finance managemeni, matesials management, marketing manage-
ment, operale in an organization, to schieve desired goals, that working
which aims at gaiaing public uaderstanding and acceptance of an wg—*am‘sat:’ah
goals, plans, products, seryices is known as managemsit of Public Res‘atfmsr

- ' ,,%




The How of Public Relations,

Communication is the main pillar of all PR activities. Public
relations thus in a way can be tarmed as Public Communication. Indesd
in the corporate sector, PR is termed as Corporate Communication. In
the total context, we talk in terms of Public Affairs, Human Behaviout
etc., giving a very wide base to the discipline of Public Relations,

Author of the Lesson: My, P. L. RAGHU RAM




Suggested Reading

10.
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Puﬁiic Relations - Principles, Cases and Problems by Bertrand |
R. Cantield and H. Frazier Moore
Hencbock of Public Relaticns by Howard Stephenson- |
Mg Graw Hili 2oek Company .
|
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Allied Publishers
Prefitabie Public Relations by A:thur R. Roalman, Tarapore- |
vela Publishing Pvi Ltd, Bombay i
Effective Public Relations by Scott M, Cutlip and Allen |
H. Center
Pubiic Relations for Manggement Sucgess by Fiank Jetkins |
Mass Comimunicatien in India Ly @. Kumar, Jaico |
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Practical Public Relgiiondy Sam Black
Fublic Relations - Afcientific Approach by Bed'eo Sahai
Public Relat y Raui De, L Furtzdg,

New Book Company, Bombay

Assignments

1. Answer the following in 30 lines

1.

Discuss the need for Public Relations in an organisation.

2. What is PR Management ? Explain its role in an organisas-

tion,




lesson-2  PUBLIC OFINION

Objactive

To study the relevance as well as importance of Public Cpinion
to the practice of Public Relations management,

Synopsis

1. Public Opinicn and advantages of Good Wil
2. The study of Puklic Opinion
3. Advantzsges of favourable Pubtic Opinion

One of the moest important 2spects of modern life is the way 1he
opinion of people matier in relation to an orgenisation end even
governments. With public epinion in favour ofan organisation, rothing
shall fail and with public opinion against an grgalisation, nothing shall
succeed either, ' '

1. FUBLIC OPIMICN AND ADV®G£5 OF GOCD WIiLL

We have seen how Goverffnents had fo go out office due to
ghift in public opinion. ne had hzppened to large corpofate
organisaticns which had to up or drasticalty curtail their operations,
when they lost out ﬁ’ gurable public opinion.

Organisaticns whether they are in public or private serfor,
industrial or commercial bodies znd even government and internatien={
organisations ars today covnssions of this when they tallk of “pubtia
good will”, Public good wiil means not anfy the attitude of the rusin-
mer towards the company’'s products, but also the attitude of employers
the shareholders, the supptiers, the bankers, daalers, distributors, the
government and a host of other relevant publics at the national and =
international levels., All these groups are important to the success of a
company,

The gnod will of every one of the ahove segments of public is
essential. .

The value of favourable public opinion is striking when itis
absent. For instance, the productivity of the werkforce in an  organi-
sation may be lower than in & competition’s plant: employee morale

7



. |
may be poay; their absentesisty may be high - all this fesulting in” h!grla
preduction costs and conseguent inability to compete with companies
that have a higher level of gond will among thsiv smployees. |

o . . |
Similarly, 2 high volume of customer complainte, frequent

gomplaints from dealers, distributors are indieations that the opinion of
these groups is unfavourable io the organisation and its predusts o:l'
garvicss, '

The two situations cited shove bring into sharp Tocus tha‘tI
production, sales, finance and other related functions by 1hemselvesl
cannot fully see through an organisation successiully emerge unless it
also takes care of fostering favourable public opinion. This is bﬁcausel'
everything that an organisation daes affect the public at some siage oF
the other, ' ' !

2. THE STUDY OF PUBLIC OPINION i

|

The sfudy of public opinion invcives complete analysis and
understanding of all factors that influence pecile’s attitudes towards an
organisation. Usually, the study of publit\gpifjon can be achieved

through 1 _ | :
® -
1. Analysis of general a2titd o¢ Publies relevant to an

organisation. This is attempt ugh *pulse feeling” of attitudeg

of people towards an organjeation)
. Determiging attitudes of each of the group. This:

may be employses, erg, shareholders or some other segment of
public, When the at es are Imoyn, it is sasisr 1o know wherg m3|
arganisation is misunderstood.

Ml Amalysing the state of opinion. The state of opfnfonl
among different segments may vary, Analysis will aid in making plans
to improve the opinign of the varied groups about the company ‘isl
gonceined, !

3. ADVANTAGES OF FAVOURASLE PUBLIC OPINIDN !
l.
Through favourable public epinion, an organisation can derive .~

several advaniages. Significant among them aie : |
1. Faveurable image for the organigation ! -
: _ |
2, Improved moraie of the employees

3. Easier promotion of producta or seyvices of an arganisation |

8




Good wilt of emplovees, custemers, suppliers, shareholde's_
government, media and the legizlature bodies™

Easier to atiract good personne! o the company
Improved preductivity and profitabilizy

Betisr growih piospacis.

Author of the Lesson! N, P, L. RAGHU RAM



Agsignments ) | g

1. Answer the following in 30 lines

' ' e 2. . !
1. What is the imporiance of public epinion in Public Belationg
management 7 '

2. How do you evaluate Public opinion ?

1t. Write short notas on the fol.!owing_
a) Advantages of favourable public opinion.

b) Public Opinion Vs QOrganisation. .

&

0



Lesson - 3 PR PUBLICS

Objective

To explain how rublics are segmenfed in the practice of PR
and tabulate the different segments of sublic,

Synopsis

1. Segmentation of Publics

2. Methodo'ogy in facing the Publics

1. BEGMENTATION OF PUBLICS
One of the first steps in the practice of biic Relations is to
segment Publics. The publics can be segmeniSd brfadly into internal

public and extsrna! public. ' O

Public fighs

Internat Public Relations Y&isé External Public Relations (Also
known as Internal Commun catlon) known as Externai Communi-
cation)

Internal Public: The employes segment of an organisation is
the Internal public of an organisation. Some organisations treat the
sharehoiders segment also as the Internai Public of an organisation
while some put it as a part of External Public. '

External Public: A vast aray of publics such as customers,
suppliers, bankers, dealers, disiributors, media, the legislature, local
government bodies, the community within which an organisation
operates, and &ll those groups of public who might interact with the
company of the groups that the company may find it necessary 'Q
interact, can be treated as relavant groups of external public.

11



PUBLICS

l | | |

INTERNAL PUBLIC EXTFRMAL PUBLIC |
Ermploveas, beth man2gement Customars '
and nan-management Suppliess
Sharsholders | Ea—nlceys!Fiﬁancial |
Trade union teaders institutions |
(internal) Dealgrg/Distiibutors |
M.Ps/M.L.As

Local Govetnment bodies |
Community | |
Educational Institutions |
Trade bodies/Chambers of

omheice
O Voluntaty organisations
such a2 Rotafy/Liona
?\ Clubs |
Q~ Trade Unions |
"N Intespational organisations |
@ like 1LO

The above segmentation is only broadly indicative, Depending
on the naturs of operations and peculiar reguirements of an organisation,
the segmentation of publics can be suitably done. Moreover, emphasis
may differ, eg. in an industrial crisis, the most important pubiic may be
the U :ons,’ns leaders., i

The need for s:egmentaﬁon : |

Ditferent groups of publics have different interests and needs,
The interests and needs, more specifically informatian needs of a group
like employees will certainly be at variance with & group tike customers.
While the employees would be interested in knowing more aboutan
organisation, its persennel policies, wage policies, incentives for work-
force, the custemers would be keen on knowing the product range, quality
of preducts, prices, after sales service otc, Whatls truz ef a divergerce

12 |
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in interest amang the two segments such as employees and  customers®
is true of sther segments. What is to be noted is that information needs
of different segments of public would depend on their inferesis. It is
precisely because of this that the different publics are segmented into
differentcategories. Communication with different groips based on
their information needs and interests make the job of public r'elat_ionfs a
more pointed, focussed and purpaseful exercise rather then treating all
the groups of public asa single entity requiting the same kind of
thrust. :

2, METHODOLOGY IN FACING THE PUBLICS

- It is appropiiaie to desciibe the meihiodology of facing the publics
as a b- step process beginning and ending with research, The methodo-
logy begins and ends with research, Th: process is known as the
*Circular Process™. The five steps are: {1) niernal research {2) Integra-
tion with policy  (3) Formulation of message W¢) communication and
() research on the impact of the message.

generaied 2 E \ 1. internal Research
4. Commupicaticn t

5. Research on
the impact

2. Integration with
organisaiional
Poligy

3. Formulating message

1. Internal research concerns itself about exploring the base
on which data can be organised. It is mostly in the form of information
generation on organisation pbjec tives through interviews etc policies
based on which PR ¢asks can be identified.

2. Intergration with policy is essentially doveiailing PR
effort into organisation and natural objectives. This way PR subserves
the larger organisational objectives. This means that PR cannot be
divorced from organisational objectives but instead should reinforce anp
further promote them,

13



. N . . . . |
. Formufation of wiessage is in tenms of words and images

truly reflect its image of the institution. |
|

4. Communication is the ‘iransmission’ process. |
5. Beszarch on the impact of the messags is an evalualtion
process 10 assess whether the communication achieved the deéired
objective or not and if not, what were the lacunas? !
|
PR in our daily life
|
Public relations is batically a process of engineering human
consent obtaining people’s approval for a policy or product and what
happens to individual human interactians is what is ultimately relevant
to organisational public relations. indeed, PR has a great deal tciw do

with human interactive situations.
|
|

ross thres sets of pegple
us but do not ke us
jike us. in these three

in our life situations, we come
who kniow us and tike us, paopla w
and thirdly people who neither kno

situations, th 3 first situation is wh be ter ned as anideal situati!on.
We would certainly like those p who know us to coniinue 10
like us. ¥
We would als ecple who know us but dislike us 10 s'top
disliking us and start kg us. Similarly, we would like peopie who do
not know us to owing and liking us. Buthow does this happen ?
it is through su ed process of conmunication that this starts
happening. _ :

Similariy, in the case of organisations, they too are confronted
wizh the above three types of situations. Any ergan‘sation that wou'ld
like to be known well in a society shouid go about the way people do,
s0 as to have all t7e thres situations favourable to it Even in the case
of organisations, it is onty througha pracess of sustained conunuiication
that it gains acceptability over a psried of time, '

|

Authoy of the Lesson:  Mr. F. L, RAGHU RAM
: o

JM-H |



Assignments |

l. Answerlthe foliowing in 30 lines

1. What is the need for segmentation of Publics ?
Explain Internal and External Publics,

2, Describe the five-step process in facing the publics.

Exercise

fdentify the internal and external publics of the following
organisations. State the interests of ¢a:h publg you have identified,

1. " Andhra Pradesh State Elec s Board
- 2, .Andhra Pradesh State Roamsport Corporation
3. A High School
* 4. Maruti Udyog@gd (Maruti Cars) |
. A private pany*producing pressure cookers, T.v. Sets,

typewrit%

aP‘u LA
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Lesson - 4 EMBLOYEE RELATIONS

Objective

To give a broad overview of employes communication high-
lighting the importance of employee gsod will to an organisation and o
describe the nature of information that the employees want. |
. : |

Synopsis
Employee good will |
Employse communication
Media of internal communication |

Major areas of employee communication

What ic & house journal 7 ) . |
House journals in india 0 '

: . I
" For the successful functioni % y orgaitisation, employee goodlwill

;s essential.  Without the good willRg support of the work force, lit 15
difficult to visualise the &tfe$nd successiul werlong of any orqani-

oo wn

sation. Further, it is the wilihg pariicipation of the work force in ths

organisation’s progiaig that® contributes to the overall productivity

and profitability of thalNgrganisation. I

S At_\this% it i necessary o undarstand that the emp!oYees
constitute an impoNdnt “segment’, or 'constituent’ of every organsa-

tion. liis the employses who convert raw material into finithed
products, [t is they who put to use the machinery in an organisqtton
and halp it meet the market nesds by tae products they make, ltis the
empoyees who generate money for the organisaticn. As such, toa
considefadie exwent, if is the employees wiy duerminz the sacczss or fu {l!ure
of a company, K

1. WHAT IS EMPLOYEE GOOD WILL ? I
i
The acceptance and appreciation of an arganisition, its policies
and programmas by the emplayees and their working for achieving the
policies and programm2s can broadly ba term>d a3 emloyes grod be 11

How Is employas gosd will ‘generated 7 |

Just as good wili among two persons or a group of persons is

brought about through a sustained process of understanding, uader-
standing of an organisation and ils poiicies and ocbjeciives by the

16 }



employess can result in good will, But then, how dees this andersiand-
ing come about ? Simply stated, understanding between two persons
or a group of persens can  be brought -about thiough commuhication.
Simifariy, a sustained procsss of cémmunication befween an ¢crganisation
and the employees san result in the uriders:andmg, acceptance and
appreciation of the organisation’s yoals, pelicies and programmes. Thus
-employee good will towards the organ.sation is bult through cormmu-
nication. :

Why employee good wiil ?

As mentioned in one of the preceeding lessons, nothing can
ever succeed without public good will andg nothing can ever fail with
public good will in its {avour. In ihecase of an organisation, just as
materials, machinery anrd monsey constitite resources, men aiso consti-
tute a resource base which is known as human resource, Without the
human resoutce input none of the other resources can work., Hence, the
human resource is the key 12 ths progress and prospenty of an organisa-
tion. If we were to look at asuccessiul orgaMgation such as Tata lion
and Steel Compeny (T1520), we wouild rd hat the company has
been doing exceedingly well in compeMeun with other steel plants in
productive working on the
1500 has been having good
diarly, Dharat Heawy Electricals
ver the last 10-15 years primaiily
because of good employ 1ons inits plants all over the counuy.
There are a faw orge tonPwiich Couid not grow due to disiwrbed
industiial relations. g brings inte sharp focus ihe fact that a clunaie
of peaceful indystrial Mfaions ch'y can help In the growih of 2n argani-
sation. And this is dependent, in no smali. measure, on the good wili
of employees. Generating that good will on  the part of employees is
thus very inmiporant. ‘

part of the employces. Incidgey

2, EMPLOYEE COMMUNICATION

Communication between ihe management and the empiovees
has never been as imporiant as it is today, besauss industry is bacoming
increasingly complex in strusture and purpose, Today there is an urgent
need for the management 10 maiatain cordial relations with the empio-
yees keeping in view the ten:.ons that are ansing in iadustrial relations.

There is a nesd for the employee to know what goes onin the
company. They need information about their work, environment, and
besides they need to know that the management cares for them and
that their caring is gonuina.

2) . 17




According to a former Chief  Executive of ° Uu F’t:hn‘i|
Company in the United States, "informed employees are beiter, more,
productive employees, They get more out of their work and they do a
better joix for the company. What the Chief Execuiive of Du Pont has
said 15 something akin io the empioyee communication philosophy of
Arthur Page, pionesr of Public Relations in US, who felt that informed
employees had a high moraie and that a high morale made them good
ambasszdors o the corporation’s external public, Arthur Page also felt
that the more the employees know gbout their business, the more!
intailigentiy they could do their jobs, |

Role of Public Relations |

.
11 is hers that the pubiic relations department of the organisa-

tion has 1o step in and take over the respousibility of establishing a suitable
and workable infernal communication system.  In other words, public rela-
tions should give serious thought and devote a major share of its activi-
ties to internai relaifons.  Although public relations has been termed a
~fledgling discipling”, it has siarted piaying an increasingly important

function within the corporate sector in India. far, public relations’
has been mainly externaliy-osiented but now We @ime has come to look |
inwards and realise that the employee an Jmportant public too.

Public relations make usagf seVElal media available o it to!
communicate with its nternai ics, the employees of the

organisatiot. |
!
3. MEDISOF INTERNAL COMMUNICATION |

For internal ¢ dnicaiion, an organisation can use print, oral ;
audio and audio-visual miedia depending on its needs, sunability and
resoutces. o the developed countries, audio-visual media like video-
casettes are beceming more and more poputar.  Interviews based on
imnporani issues end dacisions with the Chief Executives, or Union
{gaders are snown to empioyzes. In India, the print medium continuss
to be the most populdr one for internel communication.

Print Mudivm
House magazines g
Bullstins
Handbooks
Bookieis and pamphlets
Pay insarts |
Letiers t¢ employees from the chief executives !

18 [



Cral Madiom

Face-to-face discussions
Small group meaetings
Open houses

Visual and Audio-visual Madia
Displays
Demonsirations
Motion pictures
Slide shows
Film strips

4, RAJOR AREAE OF EMPLOYEE COMMUNICATION

. Organisationsal information

Objactive: To provide employees with organisational information such
as history, inception, growti profile, product tange and broadening the
perspective of ihe employees - 1o create a sgnsegf belonging, to help
smplovees to integrate themselves with comp urposes, and ultima-

tely help them undsrsiand organisation icies and iden.ify themselves
with the goeals of the organisation, :

Communication content ?\
a) Organisa%iona@@ation
by Details ofgrodude range

¢) Financia

d) Profitability statements
¢} Major events and landmarks elc.

{l. Job information

Obiestive : To provide employess an exposure to idb data
which woulid help them to perform efficiently.

Communication content

a) Basic job information

b) Personnel pelicies

¢) Establishiment Manual details
d) Standing orders

e) Conduct Rules eic
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. Coliective bargaining issues - |

Objactive : To malke employee demands more reasonable, to
-encourage responslbie umun leadershsp and reduce industrial disputesf
strikes etc. _ o |

Communication content S s o |

a} [Information on management-union agreements |
b} Infcrmation on collective bargaining issues : |
¢} Information on socio-economic developments in the -
couniry. - . |

V. General education '
Obiective : To belp in shaping the employee into a well deve-
joped, socially conscicus individual- a good citizen in general, participal-

ting in community evenis.

Commurnication conteni L _ |

“a} Sociological infarmation

b} Community development
¢} Anysubject of interggi to €

USE JOURNAL ? |
|

The house j al ich is a company pericdical, is a medium
of communication w ojects the image of an organisation toits
“various publics with a pWpose of building a channel of communication within|
the organisation, cieating or tostering a favourable climate for the working|
of the organi:ation and 1ar promoting good WI”

B, WH

|
The internal house journal which is intended only for thel
emplovess of the organigation, has particular relevance in the context
of establishing good empioyee communications. According to Bertrand |
Canfield the majar objectives of the internal house magazine are to |
inform e;-np!o yees about the company policies and practicesy to . stimulate in-
ereased production by publicizing good mc_ﬁviduaf performance and the need for |
increased outpur by workers; and to develop improved morale and promore i
loyalty.  They should also inforas employess  about company products and
operation, show them their role in the manufacture of the final product and |
lncrease company presiige among employees. _ |
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Canfield further says that emplovee newspapers are published
to improve labour refations, explain the financial structure and opsraticn
of a compsany and the role of pro’its, and expose rumours that bregd
misunderstanding and dissatisfaction. Thase pericdicals attempt to
build a favourable attitude towards a company by families of workers;
to promote safety practices and to promate employes actividies including
sports, entertainment ard social affairs.

6. HOUSE JOURNALS IN INDIA

House journals which are alternatively believed to be ‘a tocl
of the management” &nd “'a grievance platform for employses™-and are
treated as being inconsequential to both management and labour, have
been multiplying steadily within the Indian Corporate sector during the
last few decades. Moreover, confronted with the phenomerion of grow-
ing industrial unrest, an increasing number of corporate managets aie
gradually realising the need fo take house jourgals seriously and to use
them as a vital medium of internal commung which van improve
management less space labour relations in th term.

The importance acrorded to hc@mrnals as a8 usefu! medium
of communication is reflected in 1 blishment of professional body
of house journals editors - ThaAss@iation of Brsiness Cormuricators
of India (ABC1), FormertyGaMagthe Indian Association ef Industrial
Editors, this Association was $gt up in 1956 and is registercd under the
Societies Regiswatib 1860. It has a membership of £00 members

from all over the count th in the private and public sector.

A Directory of House Journals in India brought out by the ABCI
provides valuable statistics about house journals. Some salient features

are given below.

* There are 784 journals, covaring a teta! circulation of 3078
Iakh copies. Among tham are 280 guarterlies, 267 monthlies,
82 bimonthlies, 34 fortnightlies and 12 weeklies,

* The most popular language is English, with more than 50O
brought out in that language. There are 60 only in Hindi and
56 in other regional languages.

* 17 house journals were established prior to 1940, 22 were
started in the forties, 129 in the fifties, 300 in the sixties and
285 in theseventies. '
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The o'dest publication "Irdia Jourpal of Medical Resears h
New Cethi” was established in 19° 3. The oidest pbbincrtlon of
a manufacturing heuse is "Dethi Cleth Mille Panika’ which was
established in 1931.

The top house journals in ferms of girculation are ! I

2} Llarsen & Toubro Newsletter Quarterly by Larsen & Toubro
Bombay - 1,30,000 copies,

d} Medica! Timas - Monthly .
by Sandoz {india}, Bombay - 1 00,000 copies :

c) Colleagus - Quartetly
by Siate Bank of India, Bembay - 80, 000 copies !

The top house Journa!s in terms of excellence are !

1 1980— ‘M & M Newsletter’ of Mahendra & Mahendra Ltd.

1879— ‘Necil Creckes of Nationa) anic Chemical industriss.
1978— 'L & T Newsletter of Lar Toubro, :

1977— 'Mico Wheel’ of M dusiries Co. Ltd,, |
1976— ‘L & T Newsletter’ Ofbrsen & Toubro, i

E . |
erw of the Lesson : My, P. L, RAGHU RAM,
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Assignments

1. Answer the following in 30 lines,

1,

The Success of an organisation depends on employee good
wili*', Discuss.

What is the importance of Internal Communication ? What are
the major areas of empioyee commurication ?

Discuss the 1ole of an Internal House Jouinal in internal
communticaion,
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Lesson-5 COMMURNITY RELATIONS

Objective .
|
To explain the concepi of Community Relations and highlighti

how the Public Relations ofiicer csn go zhout the job of Community
Relations, ’

Synopsis :
1. Whatis a Community ?
2. Community and Business Symbicsis
3. PRole of PR in Community Relatiors
4, Commurnity relations and businessN\grgan sa-

tions-an example
B. Social Audii

explained as an organisation’s pla? aciive and continuolis participa-

Community Relationg as§ Public Reglations function can be
tier with and within a con ity 1% meat its necds, i

1, {oeT 1S A cOMMUMITY 7

Perhaps no other area of Fublic Belations has changed as much
In the last few years ag communily relatiens. And perhaps ro other
area is having so profound an sffect on the practice of Public Relations,
Taday, no matter, how large and importapt én  organisation may be, it
2an be undermined, if it is indifferent to community needs.

The term "Community’” means not merely tha group of people’
living in tha vicinity of an organisation buf virually every segment of
public that way be interacting with the organisation from time te time.

"Commanity' consists of individuals, In other words indivi-
duals make a ““Community”, Individuals create gioups, Ioin Qroups,
oppose graups, This brings into sharp focus that “Community’ does
not mean merely collection of peorle. The “Community” means complex
groups of people constanily changing in their outlock and the “Community” isa
Fowerful foree,




2. COMMUNITY AND BUSINESS SYMBIOSIS

Pusiness organisations erd the community bhave a simbiotic
relationship. One thrives onthe other. They have a profound effect on
each other,

From a practical standpoint, we find that there are several
things that an organisaticn providss to the commun'ty and vice-versa,

Firstly, the things that an organisation gives to the community 3
a} capital investment (b) emplayment opportunities (c) new
products (d) tax suppeft (e} educational and health facilities, ete.

Secendly, the things that the company gets from the
community :
a) land (b) workforce (c) power (d) water (e) transpo-
tation, etc : :

The needs of the organisation and the cnmunity as explained
above brings into fecus the symbiotic relatfgnshid between the two.
Nurturing this symbiotic relationship is jp. way™he job of public rela-
tions in comrmunity refations, O '

3. ROLE OF PUBLIC REU&T!O% COMMUNITY RELATIONS

Public Relations d @ {and cannot operate in vacuum. In
order that public relstions pllys a role in community relations, it is
necessary that an or tion has a community relations policy and
programme. :

For example, in the cass of the House of Tata, by far the most
striking corporate examplie that one can thisk of in the area of commu-
nity relations, the organisation has been having a community relations
policy for decades. The House of Tata is unique among industrial houses
in that 80 per cent of the profit of the parent firm, Tata Sons, goes to
publc trusts, Profits of some other Tata cempanies 2lso go 1o Tata
foundations. It is the policy of the House of Tata to promote community
welfare that has corned for them a distinet position as a good corporate
citizen. )

From the foregeing, it should be clear that good community
relations can spring from & sustained policy on the part of en organisa-
tion with reqavd 1o community relations.Public Relations can subserve the
policy on communiry relations and af any rate can never be a substitute to a
policy or programruz,  Murc clecrly, if <11 organisation, does not have a pilicy
regarding community relations, there is little that Public Relations can do.
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Very often, ths question is asked, where and how does commu-
nity relations begin end how does rublic velations {itin she field oe
community relations 7 Like any public relaticns pregtarrme, public fela-
tions in the case of community ralations takes recourse to the usual flout-
step process. !

a) Fuoct Firding is the first step. It is primarily to know the
cemmunily, reasenably intimately, &nd understand: its
reeds.

|
hY  Plamning is to evelve suiteble plans that can promoteiand
maet community neads.
[
|
£) Execution is to impiement community-oriented plans with
the =zctive participation of the community and Voluntary

organisations within the cormunity.
|

d} Evaluation is to assess the cffectiveness or otherwisz of

s . . [
the organigation’s community relations programme. |

tion has a clearly 1aid out
of public relations cah be
take an example. The Bharat
drapuram, near Hyderabad,  has
complex and develop it socio-gco-

can serve as a cataly tin nromrhnp ’th sncio- econOmlc deve-
lorment of the vi
the commun'ty. the mnhllc _rﬁrl.--Lmns ect[ww can take recourqe to
finding out the facWrecarding the th'ngs the community needs - the
things the eoreaniestinon can provide for such as primary education,
herlth facilisies, family welfare counselling, adult literacy etc., and
evolve suitable plars 10 meet these needs. In the matter of execution
of these plan=, as mentionsd asrlier, there iz a lot of scope for involving
" voluntary organisations such as Fotary Clubs, Lions Clubs, NCC, NSS,

Scouts and Guides, Youth Clubs, atc, |

|

4, CORAVURMITY RELATIONS AND BUSINESS
ORGAMISATIONS |

The very nature of operations of busiress organisations whether

they are in public or privaie sectars makes them sommunity - oriented.
In the casa of public sec'or, one of 1is oblactives is to setup industtrial
units in backward sreas 1o subserve the cause of developing them., In
the case of nrivate sextor, the government encourages the setting u'p of
new units in netified backward areas with subsidies and incentives, Thus
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both the public and private sectors show a definite propentity towards
backward areas  As ths industial units some up, they imptove the life
styles of the community by fulfilling s vera!l of their needs, Tuking the
example of BHEL ai Ramachandrapuremy acain, let's see how the
company fulfilted its cbligations to the community.

Ramachandrapuram, #hout 25 kms sway from Hyderrbsd was
a nearly desolate plece seme 15 yeers azgo. As the lend was
acquired for BHEL unit, the orcanisation had o develop the infrastruc-
ture for the plant. However, it staried off by drawing upon *he existing
infrastructure such ae roads, water supply etc, As time paseed by, there
came new facilities that the cempany created snch as rehoels, heaith
centre. recreaticral facilities which ccuid be vused by BHEL employees
as well asthe people living in the vicinity-the community.

In cource of time BHEL supported the setiing up of several
small scale arcillary units generatirg further employment, Today
Ramachandrapuram ro lopoer wears 2 desolage look as it was 15 years
ago. BHEL stands out as a unis that brovght Mput a “multiplier” effect
multiplying facilities in the visinity,

Similarly, ECIL, near Moula AT at Jeedimatla, |DPL at

Balaragar have contribisted sio tlv to the prooress and advarce-
ment of the pecple in the yjcinit§ f these organisations.

Sim'larly, private §ector oroanisations such as Tata lron and
Steel Company, B @ a'am Papers L'mited (an' |TC Limited Company),
Voltss just 1o neme Nghv, havae done sgn'ficiant werk in the sphere’
of community relstiens-by pescieving comrmunity neede znd fuifilling
them.

5. SOCIAL AUDIT

Social audit is a relat'vely new conecept in public relations.
Time was when, if the accounts of a company were audited by a firm
of Chartered Accountants and cerfifiad to be in order, that was the tast
word. Now social auditis gaining considerable importance. Social
audit means that anything that an organisction does is open for scrutiny by
the society af large. In other worde, the activities of an organization
must be compatible wiith that of the sccie'y  and cannot tianegress sacial
limits. Vhas then are sorial limits?  Society, i5 pot an zmorphous
entity, Saciety, iike community consists of individuzls. Whatever that
is compatible with individuals’ interest becemes sociaily 1elevant and
~working within those soclal patameters, fulfiling social neims and with-
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standing scrutiny by the society can broadly be explained as social '
audit, : I

Preserving environment by checking any possible potlution by
' an - organisation, helping economically and secially weaker sectlons',
promoting child nutrition, adult literacy, working towards eradication
of caste evil, dowry can be broadly termed as socially relevant actions.!

|
Community Facilities ' |

|
When we survey the facilities that are created by an organi-

saticn, no matter whether itis IDPL ot Bhadrachalam Papers lelted|
they are not mesnt for merely meeting the needs of its employees,
The community in the vicinity of these organisations has as mucH
aclaim on these facilities. That’s just about the reason why they aré
looked at as community facilities. Schools, recreational facilities,
health centres, adult literacy centres are facilities thata corporaté
orgamsatlon could provide te thc community its welfare,

' I

Author of ton.‘i Mr.P. L. RAGHU RAMi
v '
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Assignments

1. Answar the following in 30 lines

1. Why is it necessary for an organisation 1o maintain good
Community Relations ? Explain the reasons,

2. What role does Public Relations play in maintaining
positive Community Relaticns ?

3. lfan organisation does not have a clear cut policy for
Community Relations, can tha Public Relations department
play any rofe ? If not, give reasons,

4. What do you understand by the term "Social Audit’ ?
How does it help in developing cogdial Community
Relations ?

. Answer the following in 10 lineO
1. Describe the necessi maintaining Community
Relations by an organi$ftion.

2, ~Community R is a part of Public Relations~,

Justify. @
1. Exercisé

Visakhapatnam Steel Plant is acquiring hundieds of acres of
iand for its project. As incharge of Community Relations,
Identify the publics and give a plan of action to promote
favourable Community Relations.
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lesson - 6  FINANUCIAL PUBLIC RELATIONS

|
Objestive _ _ o O )
: ) |
To expiain how companies are constituted and bring into focus
the role of Fublic Relations with special reference 10 Public Limite’d 4

companies and the sharehoider public, : |
Synopsis ' . E |

Suucture of companies |

M-ﬂ

Going for Public 1ssue
Public Relations suppori for Pubiic Issus
Annual General Meeting |

Open Housa for Shareholders

o & oRkw

Sharchoider Newsletter and Annd

1. STRUDTURE Q TP ANIES :
To urderstang Financial PR, should kaow the styugiure «:1|f ‘

companies aisd their pattern of ship.

j Report 'i

Ganerally. comn i@ constituted as proprigtory concems',,_
partneiship firms, privaie ited companies and public iimited compa-
nies. A propries is a hrm which 15 owned Dy a single person,
while a parinsiship owned by iwo or mors peisons, in the case
of hmuted Lompanies, & phiva.e limiied 07 @ public hmited company iIS
owned by shareholdeis, aise kKaowa as staoukho.ders. Asis evider{'t
from the absve, m ihe case of projnelory and partneisnip firms, the
owners arg drawn  from amalig themseives. ASs sucn, théy aie no!t
accouniable 1o omers wiiereas in the case of fimited companies, thb
sharenoloars bhesng the owners, iimited companies are accouniabie W

the sharehoiders. |
|
How are companies formad ? |

While proprietory and partnership firms are refatively simpler to
form, limited companies are required to be incorpovated under th
Companies Act of 1986, The Act stipulates thai a private limited coml-
pany may have no more than EC shareholders while in the case of public |
limited company, there is no such restriction on the number of sharé-
holders that it can have. |
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*Private Limited companies can come obout with the shase
investment of a cougie of individuais or a comgact group of people
who obiain shares in the company. The share allogation is done priva-
tely and the law allows such &n atlocation whicl: is why they are called
private limited companies, Alse, shares transfers are privately managed,
The shares of such companies are not listed nor are they required
to be listed with any Stock Exchangs.

On the contrary, & public limited company is a company the
shares of which are offered 10 the general pubiic, bought by ihs public
and traded, i.e,, purchased and sold in share or stock market,

2. GOING FOR PUBLIC [S5UE

Since the Finansiai PR has a |6t to do with piblic limized compa
Nies, it is necessary to take a luok at the way they are promoted and the
way they "go public’ and secure shase invastinent from tha public. This
would be clear if we take up any pubiic fimite mpany. For exampie—
Allwyn Nissan.

L7

Allwyn Nisszn is a public Mg company pramoted by
Hyderabad Ailwyn and has sta:ted its o] & recently. The company
has been set up to manufacture Lighg commercial vehicies of 3-ionne
capacity each. '

The financial sfructu the company envisages that the pro-

moters of Allwyn Nissa uld hold shares, and also offer a part of the
shares 1o the public. g sharas to tha puslic is gencrally known

as 'going public’

What the company does is thai it deiermings the total financial
outlay for the organisation and works out the quantum ot equity (share
investment) and debt that the company can havs. Generally debt equity
will be in the ratio of 2: 1. This means that company can borrow from
financial institutions such as Industrial Deveiopment tank of india, and
industrial Financial Corporation of India twice as much as the share
investment. As his been mantioned sarlier this shate investment comes:
from promoters and in this case itisthe Hyds:abad Aliwyn Limited as
also the general public, '

Securing share investment from the general public is where
public relations has arele to play, Thz PR focus ison informing
potential sharehotders about the company. Financial public relations
is a planned, organised communication effort 10 gain rscognition for the
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. | i
t“-‘cornpan'\y and its pohcles The underlying motive is to gain theit accep-
tance for the company, its goals so that they eventusilly become the

shareholdars of the company.

. | | |
Once a decision is taken about going public, there are certain
requirements under the Companies Act of 1556 which are rhas:.ly of the
- nature of statutory requirements. These are taken care of by the Company
Secretariat or the Finance and Accounts Department of an 0rgamsat=f3n.
However, the Public Relations Deparument of an organisation has a l-fey
role to perform, prior, during and aftar a public issua.

3. PR SUPPORT FOR PUBLIC 1SSUE l

' |
Prior to public issue, while ths ¢ompan}- is fulfiiing statutory
requirements, PR provides the necessary intetface by creating a climate
or an environmsnt where the public issue will be a success. This| is
done by bailding the corporate image of théNgrganisation, by dissemina-
- ting information among prospactive shar fs o such agpects as (he
history of the organisation, policies, fies, productrange, market
share, growth prospects, anticipate Ntability. Disssmination of this
information can be done through cofpesfite publiications such as bogk-

- lets, brochures, and audio vii sgentations. However, by far the most
effective means of dissgaynatiQg infonnation aboui a public isaue| is

through the media of n rs, financial dailies and magazines.
Public R - Departments plan and secure covarage for l|he
organisation at the tifie of pre-issue through news media by organising
press conferences at feading share market centres such a3 Rombay, ihus
news coverage in important daily newspapes neips one wiio s looking
for share investment opporiunities information on an eigenisaiion and
~who may be eveniuaily inflisnced and persuaded 1o buy shares. Tnis

type of ~'build up” inmadia is aimost invariably anterated by orgaql—.

sations planning to go public. The press confersnce gain, i amoo.'tanﬂe
since it is addressed by the chief execulive of a vompaay. As it
happens, the press conference and the resultant nedia coverage, geng-
raie a great deal of interest and need far informauon in prgspecmre
shareholders. This is where the corporate publications mentioned eartier
can fulfili the information needs of the public., . _ |

Public relations has a rale 1o pisy duving tha pedod of pubi|ic;-
issuie by sustaining pubiic intetest in the ongoing public issus. qun :

a good corporate image, the public issue is bound o sucteed. |
- :
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itis after the public issue that the role of public relations
becomes even more pronounced having to address *“Welcome Letters” to
the shareholders, establish a ehannel of communication with them and
sustain the communication link. While the company secrata iat or the
finance department would mail to the sharehclders the share certifi-
cates, it is the PR department that would send out the welcome letters,
With crealive orientation, public relations can eontribute a lot to
making the shareholders teel happy with the company.

4. ANNUAL GENERAL MEETING

In public timited companies it is mandatary that onge a year
a meoting of all shareholders is hsld 1o review tne parformange of the
¢ompany, to appoint directors of the company as well as auditors for
the next financial year. This meeting is known as Annual General
Meeting. While, here again, the company secretariat calls for the
Annuat General Meeting, the PR department provides the necessary
interface by evolving su table communication sgaterial covering financiad
highlights of the company, new product dew@nw, and other related
information which wili make for appreciat of the company, its
policies and programmes,

The Annual General Me rovides an opportunity to the PR
Department to provide an oygrvieW of ths company and also an occasion
for the shareholders to g ation relating to various aspects of the
company’s performance. is generally in the form of question and
answer session wit ions posed by the shareholders and answers
given by the Chairma ithe company,

5. OPEN HOUSE FOR SHAREHOLDERS

Shareholders would be interested in knowing what production
facilities the company has, how products are made, how the quality of
the producis is ensured, They would generafiy want to know about the
working of the organisation. This aspect is taken care of by throwing
open the company to the shareholders who can inspect it. The open
house for shareholders is planned and executed by PR Dapartments.

6. SHAREHOLDERS NEWSLETTERS AND ANNUAL REPORT

Different companies have different approazhes to sharghoider
newsletters. while in some coapanies this may be a monthly news-
letter, in others it takes ths form >f quarterly reports or even half yaarly
review regorts. At any rate, all the companies provide annual reports

3) 3
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to shareholders, 1t is necessa ty to understand the distinctions between |

these different types of reports.

The Annual Report is a document brought out by companies |

providing information as per statutory requirements, whereas monthly or
quarterly or half yearly reports are not govern ed by any statutory require-
ment. Public Relations Department plays a key role in the presentation

of such reports. Indeed, most companies’ Annual Reports are designed |

by Public Relations departments with considerable creative inputin
them. Here again, the Public Relations Department has to work in

co-ordination with the company secretariat and the Finance and

Accounts Departments,

Author of the Lesson: M. P. L. RAGHU RAM
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Assighments

1. Answer the foliowing in ebout 30 lines each

1. Discuss the importance of Financial Public Relations to a
Company. How does it help boih ihe Fublic and the
Company ?

2. How doss Financial Public Relations hefp a Company at the
tima of going public ? Discuss Public Relations support for
Public issue.
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