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PREFACE

Public Relations as a profession had made rapid progress during the
past two decades. The major public sector and private organisations
today have recognised the importance of Public Relations, thereby
creating new jeb opportunities far young men and women. Moreoever,
Public Relations as 2 management function is fast gaining recognition
in our country. Further, there is wide scope for Public Relations Con-
sultancy Service. The nuimber of new openings advertised in the miass
media maies one optimistic about the growth of the profession. The
next decade with its over all progress in zgricuiture, industry, commerce

i and greater awareness amaony the masses nwing to increased exposure
to mass media will call for greater two-way communication and public
relations than have hitherto bezn needed.

The Socizal respensibility of a Pubiic Relations Practitioner Isgreater
in a developing country tike ours than the devgloped gountries. The pro-
fession will have a crucial role to play in the nr fuiure, whether it is

that of fighting against untouchability, pollg or campaigning for
afforestation. small family, for bringi omputer technology.

The Post-Graduate Diploma irse in Public Relations offered by
the Andhra Pradesh Open Univars aims at training persons as Public
Relations proftessionals. Tl aursd covers gl aspects of Public Relati-
onrs Keeping in view ou cidl, political. cultural, and economic
imperatives. it introd the students to the basic principies and practice

of Pubiic Relations.

The Diploma Course consists of the following five papers
1. Principies of Communication and Public Relations

2. Public Relations Media

3. Public Ralations Management

4. FEditing and Production of Corporate Publications; and

5. Advertising.

Inn this text Public Relations Media. Film as a PR tool; Praduction
of Film; £xhibitions as & PR medium; Traditional Media like Burraxatha,
Harikatha., etc its impact. advantages, Various Media units and its
functions; Press Relations atc and final, two case-studies on multt- media
appraach are discussed. The students by listening, watching the various
programme can benefit themseives in a practical way.
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This text deals with the topics includead in the syllabus for the Pl. S5t~
Graduate Dipioma Course in Public Relations offered by the Andjpra
Pradesh Open University. The svilabus, for the sake of convenience, is
divided into units, each of which comprises of a numbet of lessons
Each unit generally covers a specific area of the subiect The lessons are
prapared by specilists in accordance with a format intended io enable
the student to read and understand them without much difficuit. Edch
lesson begins with @ statement of its objective followed by synopsis

and has at its end assigniments, aimed ai testing the student’s compre-
nension of the subject matter.

|
With this text. we complete the syilabus for the paper ‘Public Relalti_-

ons Media’. Detailed syllabus of the course apps=ar towards the end jof
the taxt. !

|
The University hopes that this material would help the student to

get acguainted with the basic principles of Public Relations Media. |
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UNIT 6 FILMS

Lesson 16 Film as PR Tool

Ohijective

Films as a medium of communication are discussed in this lesson.
The characteristics and advantages of this medium are also described.

Synopsis
1. Importance of Visual Communication
2. Characteristics and Advantages
3 Film and other media
4. Types of Fiims

5. Films Strips

1. Importance of }isual Communication

The word 'Cinema’ is deg®ed fm the word ‘Kinema’ which means
movement in Greek. The ovie' comes from the Latin ‘Movere’
which slso means to e. movie or motion picture is a film which
conveys motion ot m nt. (Before the advent of talking pictures

or talkies. movies meanNdtlent cinema but now they mean films).

Cinema has been defined as un appearance of continucus motion
created in the minds of the viewer by presentation of a series of motionless images
inrapid sequence.  Cinema is the most exciting art form, being called “the
art of el aris”t  Other art forms like dance, drama. photography, music,
painting, architecture and ¢reative writing form part of the movie. The
word ‘films’ is used generatly for the craft and technigues of cinemato-
graphy. Film is 2 thin material prepared of a substance used in making
photographs and cinema picture.  As a tool of public relations, film is
an audio-visual medium.

Visual communication is one of the most effective methods of con-
veying messages. Scientisis believe that visual impressions attract 25
times more attention than those received by the ear. The sense of sight
is very fast in registering images on the human mind. About 85 per cent




of all the knowiedge is usually acquired visually. When visual and aural
impressions are cambined, as in the case of films, the |mpact0n r'omrmu-
nication is maximum.

If has been scientifically established that "We remember only 10 per-
cent of what we hear and 20 per cent of whatwe see, but we remember

B0 per cent of what we see and hear simultaneously.
l.

The visual portion of a film gets the attention of the viewer and
creates the atmosphere of moeod, and the human voice-audio-providing
an emotiorial fink, imparts realism and conviction. Films which combine
art forms like dance, music. histrionics or acting etc exert a strong
impact on the audience sitting in darkened room and giving undivided
attention to the pictures on the screen. The attention of the weweﬂ is
held for a longer period of time by a film than by a newspaper.

|

Public Relations messages are communicated effectivelv'through:the
medium of films. [t is done through documentary films, short films,
newsreels, which are different types of the sgue medium. The entertain-
ment component of the film medium addsgoe iTjusefulness as a means
of mass communicaticn for the purpose of ¢ ying information, impar-
ting education, and generating motiy@tic This medium is, therefore,
extensively used in Public Helat marketing, sales promotjon,

education and advertising. Ag@wgat this background, the PR manager
must study this medium as one §f the tools of his trade, - a very ir_nmor—
tant one, in fact - to kno an be most effectively used in his work

-
2. Clraracteristics and Advantages |

. ) |
Like other mas edia. fitms have their own. characteristics.
They are : :
1. It is an audio-visual medium which appeals to both the im'por-

tant senses of seeing and hearing.
|

. . . 1
2. Cinerma serves the trinity of journalistic purposes. namely to

inform, to educate and to entertain. !
|

As the film combines colaur, sound and motion, it lends reé}lism
and authenticity to the messages. ' [

w

|
4. A film like a book can be preserved and screened at any 'time

with projection facilities.
I

5. The film being essentially a source of entertainment communi-
catesthe message in an easily assimilabie farm. it is like ﬁ;kills
acquired at play. There is no drudgery.

2 o




Advantages

1. Ideas communicated through the film are retained longer than
those received through other media of cemmunication.

2. The films has no literacy barrier. Through the spoken word it
’ reaches unletterad peaple also.

-3. Because of its motivating capability, the film is halpful in najion
building activities.

4. The impact of a film lasts long. Some films have permanent
value. One can even turn the ciock back and witness the
history of the past.

[4]

The film provides a universal language and contributes to
fostering a sense of oneness in a multi-lingual country like India.
Fims in one language can be understood by the people spea-
king other tanguages.  This is the greMNgst advantage of the
film.

3. Films and o edia

1. For PR purpose. while soun padcasting in transient and news-
papers are shortlived. films ha ng life and can be preserved for
years together.

2. The film is not agginstdgtanecus medium compared to radio and
television. Com tion of messages through films is not as fast
as through radio orygfevizion. '

3. The film is a costlier medium compared to the newspaper, radio or
television. Production of film invovles expenditure of a good
amount of maney, whereas time on radic and television or space in
a newspaper can be bought at less cost.

A, The cinema in India is urban-centered; most of the cinema houses
are located in cities and towns while radio sets are spraad through-
aut the country with their coverage extending to nearly the entire
pepulation.

5. Films cannot be screened without electricity and projection
facilities.

6. A film creates better impact on the Indian mind than radio and
newspaper.

[




4, Types of Films | |

Every fifms, be it a teature film or a documentary. has a theme alnd

purpose. But all films cannot be put in the category of PR films. PR filrins
are produced for the purpose of either projecting the image of an organisa-
tion or informing, educating and motivating the public for a desired effdct
which serves the interests of the organisation. The purpose ofa PR fitlm
~ is also to create and maintain understanding between the organisation
and its publics. It can be on the basis of projection of an idea or actitn
or promotion ol a product or service. !

Documentary films are basically descriptive in nature. They aiso
constitute an important means of public communication. PR films can
also be a mix of different types. The Government of Andhra Pradesh
produced a film catled ‘Freedom Blossoms’ to propagate the idea pf
Panchayati Ra] and decentralisation of administration. it was intended
to educate the people on the advantages of dgcentralisation of admini-
stration and to show how the people ang tha\Government are brought
nearer. It had a good impact on the target abgiénces. |

[
Fiims are of different types depe on their subject matter and

the nature of the audience for Vthey are meant. The types of

films are : |

I. Featare Filins !

|
These are usua it fength entertainment films based on a story
with a cast of papular actors. The story may have a moral but conveying
it is secondary. The Films Division of the Government of India productlas
featurettes or small feature films on tonics of public interest with a Vielw

10 convey a message. )
Sometimes commercially produced feature films are centred o:n
themes highlighting virtues like self-raliance. resilience, determination
of purpose etc. ‘Mayuri’ a Telugu feature film produced by Usha Kiran
Movies, Hyderabad, which won the best film award for 1935 from tHe
Government of Andhra Pradesh is a good example of such a feature fi!rJlm

The film was inspired by the real-life experience of a2 young dancey.
who lost her right leg in an accident. Dancing was in Sudha's bloculi.
So, she got over the disability by using an artificial limb for dancing.
She achieved her life’s ambition of giving successful dance perfor-
mances. The role of Mayuri was played by Sudha herssif in the film. :

4




_ Socio-economic problems confronting the country such as commu-
nalism, populiation explosion. poverty, etc. are also tackled in feature
films for bringing aboaut a change in the outlook of the peaple.

2 Documentary TFilms

The documentary {ilm is an instrument of public education and
enlightenment. Itis like a document, down to earth. I tells the story
of a person, object or event in a matter-of-fact manner. Documentaries

are produced by the Governments, industrial and other undertakings
for educating the people.

For instance, the Films Division of the: Government of India made
a documentary called ‘Fodder grass for more milk’ to convey a lesson
in dairying. It is, that even cross-bred cattle, capable of high milk
yield, fail to do so because they are not provided with nutritious green
fodder which can be grown all round the year by the farmers them-
seives. [t tells the story of a farmar who hasN\grown the fodder.

3. Newsreels

Newsreels are producad by the F@ivision of the Government of
India and the State Government As the name indicates. they are
coilections of visuals of importa events of a week or a fortnight.
They are exhibited throu inema houses as well as by the field
publicity units in tha rural The Film Division used to produce
52 national nzwsre regjtonal newsreels and about 160 documen-
tary films every vyeca t has lately stopped producing neswsreels.
However, the State Governments continue to produce newsreels af their
own Cultural and Sports events, visits of VVIP's are also covered in
the newsrezl. °‘ASIAD 22 News-1, a newsreel produced by the Fims
Division received tha best Indian News Review Award at the National
Film Festival in 1983. '

4. Children's Fiims

The role of the film in moulding the ¢haracter of children is uaiver-
sally recognised. As children constitute an important segment of popu-
jation and since society has an obligation 10 educate and groom them,
separate films of interest to children are produced. The Children’s Film
Society of India produces, distributes and exhibits fitms made for chi-
dren. The Society's short film "Raju and Tinks won the Rajat Kamal
award for the best animation film at the 30th National Film Festival.
Ganga Ki Lahri’, ‘Scout Camp’, ‘Allauddin and the Magic Lamp’ are some
aof the othar films produced by the Children’s Film Socisty. Private

§
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producers aiso make children's films.  Such films have to be simple in
theme, direct in their approach and entertaining in their content.  The
focus shiould b2 on child stars. |

5. PR Filns |

PR fiims are as stated earlier, didactic. But the message nead not
always be the sale of a product or service, Government and local bodigs
also make PR films. A number of films propagating limited families
come under the category of PR fitms.  The Municipal Corporation of
Hyderabad produced a PR film to educate the public about the menaqe
of stray dogs and the danger of rabies. |t portrayed the measures taken
by the corporation to contain the nuisance of stray dogs and shows holw
the public can aiso help. The film also depicts how pet dogs should be
vaccinated against rabies so that they are not affected by the diseage
and endanger the lives of humans. As a result of this campaing. the inch-
dence of dog bites cama down from 200 to 60 per day and the number
of dog licences taken hadrisen from 300 in 19%d to 6000 in 1376 it W?S
estimated that there were about 2 crore sir dlgs in 1982 and over
2000 persons died of rabies in the counfry i 3. :

6.  Advertisement Films !

A number of commercial mg?tions and industrial houses pro-

duce advertisement films. esegare purely commercial in nature al:’ld
ate intended to promote t ucts. They are short in duration but
are made with great cgeg in Owder to attract tha attention of the viewers
10 then"products. advertisement films. sometimes, utitise the

services of famous film¥fars as models to popularise particu!ar produdts
and consumer articies like cosmetics, refrigerators, television sets, tex-
tiles ete. They have a great impact on people and help push up the saies
of the products. The advertisement films are shown in ¢inema houses

along with feature films  The producers pay for their screening. :

"B Film Strips :
A film strip is a short film on which individually projected still pic-
tures are printed. Each frame contains a caption, a picture, cartoon 1or
an appropriate diagram. This is an economic form of visual medium
not requiring the techniques of cinematography. It is not as lengthy as
a documentary film. !
[
The pictures in a film strip are not a haphazard coliection. Tiliey
are made on a particular theme or subject and are arranged in a related

sequence so as to shaw a film strip in the form of a story. The number

& : !




of pictures used in a fifm strip range from 20 to 50. It may even have
more than 50 or fewer than 20 frames. The number of frames in a {ilm
strip depends on the subject matier, its treatment and the type of audi-
ence from whom the film strip is intended. A {ilm strip of fewer frames
will have a better impact on illiterate or rural audiences because their
concentration is fimited. Unlike slides, film strips cannot be rearranged.

Film strips are a half-way house between colour siides and films.
They are much cheaper to produce than documentary films. Film strips

‘with sound track are known . as taikie strins, with both visuai and aural

communication. In a sound film strip the positive transperancies or
pictures are accompanied by a recorded talk or commentary read or
music in the background.

Advantages

A film strip has advantages over a full-length fitm in the sense that
it can be held on the screen as long as it required. This refention of the
picture image on the sreen has several instrudgonal values allowing the
sudiences to imbibe the ideas or participafgin @discussion.  Another

advantage is its low cost of producti It n also he transporred
gonveniently fiom place to place. '

Cinema _Slides

A Cinema slide is a o@' pigce of film in a frame. By passing a
nowerful beam of light thragh it. the picture emerges on the screen.
it is also a still pict ansperancy in @ mount containing a mask.
Though they are les dfamatic, film slides are very successfui PR
vehicles. Their effetiveness is enhanced by repetition before a large
audience. Slides are even less expensive than film strips and are exire-
mely useful in the classroom as teaching aids in place of cumbersome
charts and diagrams. Slide projectors for screening the slides are
easily available and nominally priced.

The disadvaniages of slide show is the limited range of projection.
1t does not have the depth and clarity of pictures screened by movie
projectors. But they have flexibility. Slides can be changed, updated,
omitted or used in a different sequence to suit the circumstances. The
success of the slides depends on the guality of photography and the
iransparancies.

Author of the Lesson : Mr. €. V. Narasimha Reddi
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Suggpested Reading |

iMlass Media in India 1981-83, Research and Reference Division,
Ministry of Information and Broadcasting, Govt. of India. |

. |

How to be a Good PRO-The Guide to PR by C V. Narasimha Reddi,
Sharada Publications, Srinagar colony, Hyderabad |
[
Planned Press and Public Relations by Frank Jefkins - Inter taxt.
’ |

Practical Public Relations by Sam Black. Universal Book Stall, New

Dethi, 1976 _ .

Assignments ' |

Apswer the following in 34 lines éach |

1-’

Define Cinema. Describe its characteristi@advantages over other

media like radio and newspapers. !
|

What do you mean by a PR film ? w does it differ from adver-
tising and feature film ? '

|
What are the various types o% Discuss each type offilms ?l

Write Short notes on . |

{i) Film Strips @in a Slides.
. : |
|




Lesseny 17 Production and Exhibitien of Fiims

Objective

The production and exhibition of films are explained in this lesson.
Synopsis

1. Film making

2. The Production Team

3. Cinema in India

4. Exhibition of Films

5  Impact of films

Production and exhibition are very impggtanNgegments of the subject
of films  In the earlier lesson we discussedNighs as a public relations
tool and types of films and film strips mechanics of making and
exhibiting films and their impact on 1 an mind are discussed in
this lesson. Using films for PR gcommMfication is to influence the
human mind by audio visual mea ards desired aegtion.

Making

A Public Relatig nager is expected to know the various stages
of production of films? need not be a producer or director himself
but he should know the art of film making so as to guidsa the production
of Public Relations fims. '

Before a decision is taken to produce a fitm, the PR manager has to
consider the following vital aspects.

1) The theme of the film 2} The objective
3) The target audience; and 4) The cost of production.

It is the job of the PR manager to guide the management on tha
above essential points. Once management clears the project for produ-
cing a film, the job is entrusted to a production team. Normally a good
film maker is choosen for the purpose instead of the work being under-
taken by the organisation itself. The organisation may alse consult’ a
panel of producers and directors approved either by the Government of
India or any of the State Governments or -the Film Chamber of Com-

merce.

]




2. The Production Team !

The production team consists of producer, director, scripf writer,
director of photography, cameraman, artdirector, music director, editior
etc They form the creative team in the production of films. Before the
production team get going, the cost of making the film has to be worktizd

out and agreed upon perwaan th2 organisation and the production team.
|

I. The Producer |

Tiwe producer conceives how the organisation’s objective is 1o be
achieved through the medium of fitms. He translates the idea into a
concrete theme and briefs the production team about it. Normally the
organisation making the film is the producer. The producer supervises
the production of the film within the earmarked budget He selects e
director and other members of the team. |

2. The Director |

The director is the key person in the progucgion of the film becauée
he is responsble for the selection and#PPgoval of the script. the choide
of the artists and the actual shootin film. The success of the
film depénds on the diractor's agility and the professionalism he and
his team bring to bear on their > |

3. The Script Writer |

The script writef pgegares the shooting script which describes hoxlfv
the film is to be mad&ygfh details of the roles of the different _ partici-
pants. The shooting scCript is interpreted by the director, who guidels
the camerman in picturising the subject Among other things, the

. \ . . . |
script contains the fitms dialogue and shooting tipes to the cameraman.

4. Cameraman

The Film is shot both indoors and cutdoors, by skilled cameramerlL
Normally not more than one cameraman is needed for a short duratioln
film. It is advisable to make still pictures during the shooting as they
are a kind of byproduct and will be useful later for publicity purposé,
The director of photography supervises the lighting and other effectls
which are essential for modern film-making.

5. The Art Divector !
|

The art director is responsible for the visual setting and style of the
film. He selects design materials utilised in the film

10 i




6. The Editor

Editing is the most important aspect of Him making. After the film
is shot, the editor cuts and joins the seels to improve their impact and
omit superfluous scenes. It is like editing a news report o public rela-
tions handout. the purpose being to arrange the scenes with a view to
ensuring continuity and effectivenass.

7. The Rough Cut

The editor arranges the scenes shot according to the sequence indi-
cated in the seript and prepares what is known as the ‘rough cut. The
rough cut is the first phase of the film, It contains only the visuals
without the sound track. tt is like a collaction of photographic slides
arranged in a schematic order. After viewing the reugh cut the producer
can suggust alterations or deletions. He does it on the advice of theiPR
manager, who being a professional. assesses the film from the point of
view of the purpose it is to serve

8. The Fine Cut

After the rough cut iy edited, the fin s prepared. Meanwhile. the
music director supervises the regegding of the music and other sound
effects including the comment_a?ﬁey are recorded and the picture
and scund are married to e the film. The film is now ready for

screening. .
@ Cinema in India

The first silent Indian feature film “"Raja Harischandra™ was pro-
duced by D.S.Phalke in 1913. During the last seven decades, the Indian
film industry has made rapi¢ progress, both qualitatively and quantitati-
vely. Today India produces the largesr mumber of films in a single year, as
many as 760. In 1932, India produced 763 feature films. Most of the
films had social themeas though crime stories alsc are popular with pro-
ducers and viewers.

In 1985, there were over 12,450 public cinema houses in the
country. They screen feature films. advertising shorts and documenta-
ries. As many as 7,670 permanent and 4,780 temporary cinema houses
wetre functioning in that year. Andhra Pradesh has the largest number
of cinema houses in the country - over 2,230. The salience of cinema is
reflected not in the number of cinema halls but by the number of cinema
seats per thousand population. The national average at the end of Mareh

11
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1982 was 7.37 cinema seats per thousand population. it is estimatéd
that over ene crore people go to cinema houses to watch movies eve-;ry
day in our couniry.

fn addition, film societies, film clubs. mobile film units of the Cer|1—
tral and Stata Governments:and Public Relaticns organisations exhibit
fitms. The mobile film units have their own projection equipment to

screen films. very often PR oriented productions.

Under the compulsory exhibition scheme and the cinema licensing
faw, every cinema house in the country is required to exhibit films n(!Jt
exceading 608 metres in fength supplied by the Films Division of tf?e
Government of India. One per cent of the average weekly net collection
is charged as rent tor these fiims.

The Central Board of Film Cestification, based in Bombay with
regional boards in Madras and Calcutta, certifies films for public exhi-
bitien in India. Even after obtaining ths censor certificate. PR films
have to ba cleared by the Film Advisary Boar Bombay. for screening
in Cinema houses through the Films Divisigon cifguit.

4. Exhibiti Films |

Production of a PR film is ogly th rst step. It has to be widely
distributed and exhibited befor target audience. Considering the
farge numder of cinema houses i§ the country besides the film clubs
and motiie field public s, the film enables the PR managert
convey his message { assWe sections of the population. Before we
discuss the actual ion of films for the target audience, let ugs

look &t the various ty of film audiences
The ¢cinzma audiences are broadly divided into threz categories:

1. Theatrical audience 2. Non-theatrical audience i

3. Invited audience. |

1) Those who regularly watch feature films in the cinems houses conf
stitute the rhearirical qudiznce. Most of them are urban-oriented and edu-
cated. Thers arg ovar a crore people who see movies everyday in our
country. Thair influence as opinion leaders on other audiences is of
great sighificance. |

' 2) Schoois. celleges, social clubs and other institutions organise film
shows from time to time. They do so with help of 16 mm projectors and
a relatively smali screen. Theose who watch such movies are called #on-
theairical audience. Feature films are not shown to them axcept in rar&!a
cases. Documentaries, PR films, educational films etc., ars shown thig

way. Ths audichces are both urban and rural.

12
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3) Most. producers érralnge pre-views of their films before invited
audiences In the case of feature films, the previews are meant to let
critics assess the movie and introduce it to the public. it provides
advanee publicity for the film. Similarly, film festivals are a means of rea-
ching select audiences High quality films are often shown at fitm
fastivals. Business organisations have film shows of their activities for
their stock-hoiders. Films screened before invited audiences create
greater impact than those released through general circuit.

District Public Relations Officers of Stats Governments, Field
Publicity Officers of the Government of India. Public Relations Mana-
gers of various public sector undertakings and PR dapariments of
industrial houses organise film shows both in urban and rural areas..

Guidelines

A numbet of factors hava to ba kept in viaw by tha PR manager in
organising film shows. Thz nature of the filnMthe composition of the
audience, the place and timing of the screefing Nave ali to be correlated.
There is a close linkage batween the theme o ilm and the audience.
Fitms on agriculture should be shawn o farmers. They will be out
of place for industrial workers. With to sustaining the interest
of the viewers, there s hould be Mg of publicity and entertainment in
the movies shown. [Inforgatior films are thus interspersed with
feature films.

‘Topicality

PR films can be scr¥ened at any time bul occasions on which a
targe number of persons from different arcas come together bike annual
canference of organisations, fairs and festivals are the best from the
topicality point of view. Aiso occasions of special interest will be
appropriate; for instance, a fitm on health if scresned on the World
Health Day will be better raceived than otherwise.

Place and Time

Place and time of screening are equally important. Film shows must
be organised at places convenient to the audience. Similarly, tha time
should be suitable for alarge number cf pecple as possitle 1o view
it. 1t is normal practice for Field Publicity units of the Government to
organise films shows as soon as it is dark so that they do not have to
keep a late night. But it is not a suitable timz2 for rural audiences.
Films shows in villagss must be arranged only after 8-00 p.m. when the
people have had thsir evening meal and ar2 in 2 mood to relax.

18



The screening of films should not be left to the projector 0perat0||'

As far as possible, the PR manager should be present at the film show.
Before the commencement of the show. a brief outiine summary of the
films being screened may be given for the benefit of the audience. At
the end of the screening the reactions of the people have to be ascer-
tained by informal discussions with a view to knowing to what extent
they have assimilated and the message of the movie. Thus. every’ film
show must be so planned as to lead to desirable audience reaction. In
fact. film shows should be result-oriented

5. impact of Films

What is the impact of the films on the masses ? In a country til%e
ours where illiteracy is on the high side and the majority of the pecple
live in the viltages, fitms being an audio-visual medium have a wide
raach and appeal  Like television, films ganvey their message through
both sight and sound. But the cinema is more accessible, being nomi-
nally priced and publicly available. it is well3gjigh impossible in aur
vast country to reach the entire target audi edwith a single medium
or two. There is therefore a media ¢ r inadequacy of the means nlaf
communicating with the people. Fi re useful in reaching the
message 10 the educated and thgynedUCated, to the rich and poor alike.

a E

But in the case of the poor and \YWe®uneducated. they are the only

medium. But most of the ma Bouses are iocated in cities and tawns,
although residents of su g villages go ito towns to see tr:ne
movies Still the ¢ erict¥l cinema in India is urban-oriented. Bt
PR fiims can be ta the rural areas through mobile audio-visual

units. It may be relevaft to peint out here that the Government of
Andhra Pradesh had organised over 30,000 film shows in the viliages
of the State through its field publicity units during 1985.86. These
film shows conveyed public relations messages en development, cul-
tura! heritage of the State and similar topics. Exposure to films brings
a change in the outlook of the people In tribal areas and in villages
remocte from towns, the residents are not exposed to other media of
comnmtunication So films have greater impact on them.

Political Stars |

Weli-known film actors like M.G.Ramachandran and N.T.Rama Rap
entering politics and becoming Chief Ministers in their respective states
is eloquent proof of the impact of films on the mass mind. Heroes on
the screzn become leaders off the screen because the masses identified

them with the rotes they played. '
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The impact of the medium of cinema in other spheres incfuding
deveiopment is equally impressive. In his book ‘Communication and
Devetopment’, Dr. Y. V. Lakshmana Rao describes how mass media par-
ticularly the films hetped in the trade of a tailor in a village in Visakha-
patnam district. It was based on the study of two Indian villages. The
study team asked the tailor, Ayyanna, if he watched movies often. The
answer was 'yes’ “In fact, § see every movie show in nearby towns ”
fie added. His experience was very instructive. His business picked up
because of the movies. The women the village fancie the cut of blouses
worn by the aclresses in the movigs. One women was reported to have
asked the tailor. ““‘Can you make me a blouse like the one the heroine
was wearing in the scene in which, she eloped with the tandlord’s
son in the film "Modern Gird’ . He complied with the order. That was
a breakthrough. Other women followed Ayyanna's first customer,
Appamma, and orders poured in.

The reaction of the men of the village too was similar  More and
more of them are emulating the styles of cityg foltks So much so the
traditional collar-less shirt has virtually gong oufof vogue.

This is a clear case to show how” tig dress styles in the movies
promoted urbanisation in the villages 3g bw a source of entertainment

fike the films was also a mean change and economic betterment.
Less tangible aspects of fitm3 lik jection of untouchability, accept-
ance of widow ramarria tc wre also propagated. The films have

hecome an important mediuMf social reform and economic development.

Similarly, young@ and women try to imitate the jeweliery,

dresses, hair styies etc. worn by actors, actresses. even news readers and
announcers, who appear on the T V. screen

Check List

1. Have you a detailed plan for using films as & medium?

2. Have you decided to produce a film for your organisation.

3. Has the objective of the fiim been set?

4. Have you made the required budget provision for films as a
separate PR effort?

5. Has the target audience been identified ?

&.  Has the cost of the film been worked out with the film making firm?

b
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7. Have production schedules been finalised ?

{a) Synopsis

(b) Cheice of film making firm
{c) Briefing
id) Signing Contract for production of film

(e) Approval of script Visual treatment

(f)l Shooting schedu!g ‘
(é) Assembly of rushes. |
{h} Screening of roughout ‘
{i) Sourd recording

(j) Screening of fine cut

(k) Approval of complete film 0 i
(1} Publicity ‘
{m) Distribution O ;

{n) Exhibition ?‘ ' o
8. Has the exhibition onﬂm been arranged ?

9. What is the im the film on the target audience ?

10. What is the action or result of the film ? |

Author of the Lesson: Mr. C.V. Narasimha Reddi.
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Suggested Reading

1. Annual Repor: 1985-86 of the Minisny' of Information and Bread-
casting, Government of India.

2. Public Relations in Municipal Government by C.V. Narsimha Reddi,
Sharada Publications, Srinagar Colony, Hyderabad.

Assignments

1. What are the various stages involved in the production of a film ?
Describe the role of Director ?

- 2. What are the opportunities in the medium of Cinema ? Discuss.

3. Describe the guidelines to be followed in organising fitm shows.

4, What is the impact of films on the Inddgn mind ? Discuss with
examples.

O

\g
Q;Q.
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UNIT 7 EXHIBITION N

Lesson 18 PR Exhibition |

Objective |

This lesson explains the concept of Exhibition as a visual medium.

The vartous PR opportunities available with the medium of Exl‘nbut:on
are also discussed.

Synopsis [
1. Seeing is Believing
2. What is an Exhibition ? [

3. Types of Exhibitions !

|
4. Theme, Design, Exhibits O ,
- 4 - - |
1. Seen?sﬁeiaevmg I
|

‘Seeing is believing ybition, be it local, regional, national., ?r
international one is bgged oMghis principle and assumes great importance
in the nromotion of ideas, and socio - economic development of

country. It has been ablished that aboui 87 per cent of impression's
that we receive are through the medium of sight and the ideas received
by this sense organ are retained longer than those received through
other media. We are accustomed to accept most of the idzas in second-
hand terms from books, newspapers, radio, television, film satc. '-|ow
many of us have reaily seen the moon rock ? Yet we formed some adea

i the moon rack by seeing it in pictures and by reading in newspaperu
Thls is otherwise known as knowlsdge by indirect method. But the
moon rock which was displyed at Kaia Bhavan, Hyderabad, howevel
enabled some people to see it in real shape. This makes all the more
difference in framing an idea than by reading in nevwspapers and directiy
seeing things in three dimension. "Seeing’ sense gives the viewer greater
scope for translating absiract concept into realities. it also creates a
lasting impression on the human mind. [n fact, it is the means whereby
a message, whether it refers to a product or an idea is brought to

perception of a person by actual visual presentation. This is the concept
of Exhibition



2. What is an Exhibition ?

Exhibition may be described as a public show of certain objects. }t
also means the display. ‘Display of what? A display of products. pain-
tings. photographs, models or of an idea. [t has both merchandising and
public relations value. The main functicn of an exhibition is to present
the products and ideas in such a way as to enable the people to see for
themselves and judge their merit for use. Apart from the selling impaet.
exhibition have an informative and educative function of no mean
importance to reader.

‘Fair’ is yet anaother model held at a particuiar place at regular
periods for selling products and display of goods.

Hoary Past

Fairs and festivals which are even now hedg in villages are the origin
of modern exhibitions. The melas, fairs, artg feslivals have been the
institutions of hoary past and formed apgart a arcel of the life of the
villagers. inthe olden days, the pro brought their goods to the
fairs for barter and they developed tra ations and social contacts
only by way of participating and ?@g fairs and festivals.

The Industrial Revoluti nd Mmformation Explosion which resulted
in a new era has widened e of exhibitions in the spheres of eco-
nomic activity. Thus,hibi ns have proved to be effective medium
of providing a commm for producers sellers buyers and to those

who are keen in promoimig new ideas.

Exhibition have close relations to Public Relations, foritisa
medium for premoting a product or an in idea and brings about human
understanding. |t provides greater opportunities for Public Relations.

There is some confusion about its use as PR and Advertising media.
The question is asked whether the exhibition is an advertising medium
or a PR effort. The answer lies in the purposs of the exhibition. 1f it
is to inform and to educate the public on an idea, say family planning,
then itbecomes a PR medium.If the exhibition is intended to influence
the consumer to seil products, it perhaps may be the advertising medium.
The majority of the frade exhibitions fall into the adveriising category.
However, it is the responsibility of PR Manager to organise both the
types of exhibitions whether they relate to PR or Advertising. They are
inter-linked and intended to promote Pubtic Relations of an organisation.
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Characteristics ' [

Like any other media. exhibition has its own characteristics, advaln-
tages and limitations. |

1. Exhibition is a visual medium which attracts the 'EYE". |

2. It provides the use of mulii-media at the same place. PR managex
can arrange talks filmshows, song and drama performances, distri-
-bution of publications, display of photographs. relay of TV and

radic programmes sic.
|

3. h enables to get fair coverage for th: organisation through press,

radio, and television. |

|
4. |t explains the product in three dimensional effect. (length, depth

and height). :

5. It provides mare scope for realism. !

. . . o
6. It informs, educates, entertains and m tes people for actiofn.

7. 1l acts as a catalyst for socio-ec s@ devefopment |

. [
8. lteliminates the middleman rings the sellsr and buverjuser
face-to-face, [

Advantages

. |
1. His asource of%erc%al contact !

2. It provides the market to introduce naw products at regronal staté,
national and international flevels. '

. . . . . .|
3. Itis a mesting point for comparing technological and econamic
progress . |

4. Uhlike other media, it provides immedia te feedback. !
|

5. When compared to media like the radio, televison and film, the

people can see the exhibition leisurely in a conducive enwronment
till the idea displayed is imbibed.

Limitations '
|

Exhibition is expensive. This is the major I;mltatron of this medlum|
in comparision with other mass media. !

a0 !




3. Types of Exhibitions

Exhibition are generally classified into three categories depending
on the theme. They are Art Exhibitions. Commercial Exhibitions or
Trade Fairs, and !nformative Exhibitions.

1.  Art Exhibitions

Art Exhibitions are crganised to display wotks of an artist and his
skil! in'painting. Such exhibitions are usually held in Kala Bhavan at
Hyderabad or Art gallaries which are centres for fine arts. Sometimes,
a famous artist organises an indepasndent exhibition of his or her pain-
tings enabling the public to see the contribution made by that artist for
the promotion of art. Art exhlibitions, if possidle can be sponsored by
some organisations as part of its public relations efforf to build up the
image of their organisation. Thereis a lot of sgope for such sponsorships
in India.

2. Commerciai Exhibition or Trade Fairs

Commuargial exhibitions or Trade @ are designed primarily to
promote business transactions a ublicise new products. About 80
per cent of exhibitions are congfrntd with the business of seiling
gooads. The india Internstiof@Wlrade Fair being organised every year at
the Pragathi Maidan, New Wis a shining example of trade fair. The
objective of commercjahexh:®ition or trade fair is to promote sales and
exchange trade relat etween different states within the country
and among different n ns. '

3. Informative Exhihitiens

Exhibitions are being used for putting across ideas. informative
axhibition are organised by Central and State Government to educate the
people an spacific subjects for adopting new ideas. They are also hald
to project the image of an organisation.

For instance, the exinibition on 'Family Planning  is iniended to
motivata the public to adopt family welfare measures as to contain
popujation explosion. The theme of family planning can be picture-
squely displayed in ths form of an exhibition. The Department of
tnfarmation and Public Relations, Sovernment of Andhra Pradesh,
through its pavilion at the All India Industrial Exhibition-1986 at Hydera-
badprojected the theme of three years of progress of the State.

>IN
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|

[

i
The Field Exhibition Units ofthe Directorate of Advertising and Visual
Publicity, Ministry of Information and Broadcasting. organise exhibitions
indifferent parts of the country on important themes like Mational Integr-
ation and Communal Harmony, Uplift of the rural masses, 20- pomt
programme etc. Such informative exhibitions are organised either

independently or as part of the commercial exhibitions or trade fairs. !
|

Rural Exhibitions |
I

india lives in its villages and about 80 per cent of its populations
resides in the rural areas. Rurai Exhibition as one of the tools of rural
communication aducates the rural illiterate masses. Big sfze photographs
nuge illustrations. models and larger size captions attract the EYE, of
illiterates. As such. the Government and other organisations use thls
medium either to promotie ideas or to seek new markets for their pro-
ducts in rural areas. 'Rural Exhibition’ utilising the services of trad:tmnlal
media create greater impact on the rural mind,

Exhibitions can also be categorisffd d§pending an their mobility as
Permanent, Portahle and Travelling hifions. i
. :?’ [
i. Permanent Exhibitions |

Some organisatiops ere®§ permanent exhibitions in their own prﬁ:!—
mises enabling the s to see the exhibits. A permanent exhibition
i5 more suitable for a ganisation which receives groups of visitors
regularly. Health museums in our country have permanent exhibitions
where people come regularly and see exhibits on hygiene. '

Other Types

|
2. Portahle Exhibitions . |

A set of photographs, models, panels or framesis designed and const!-
ructed for the purpose of display atany venue where an event is likely to
be held. They are prepared and kept in the office for use at & very short
notice. Portabis exhibits or "Mini Exhibition’ may be assembled at any
conference point. public [ibraries and such other places where peopl'e
congreate. Stands used in such exhibitions are also portable. "Mini Ex-
hibitions’ couid be organised by PR Managers on topical subjects at
important conferences, seminars, public meetings. etc.. by transporting
the portable material. Every PR department must have one portablé
exhibition kit. : i
|
|




3. Mobile or Travelling Exhibitions

Mobile or Traveiling Exhibitions are fitted to railway coaches and
mobile vans. The Department of Information and Public Reiations,
Government of Karnataka has mobite exhibition vans "Pragathi Pradhar-
shan’ containing the exhibits on history. cuiture and progress of the
state. They move from place to place and enable the public io see the
exhibits. The areat advantage of travelling exhibition is parhaps not
so much that it reaches a lot of people but it reaches people in the right
place at the right time. Travelling exhibition will be a spectacular event
in villages and small towns. That is why such exhibitions are more
popular in rural areas. The vehicles and trailors are converted into
mobile stands and used to make complete and self-contained exhibition.

Norms for participation

A number of requests come to an organisation for participation in
exhibitions. Some times, organisations arrangdNindependent exhibitions
of their own. Whethar independent or part 8§a I&ge scale commercial
exhibition, the Pubiic Belations Depgpggent 2Cts as a model agency
hetween the organisation and the exhili puthorities. The professional
work in setting up the exhibition is doMedd® the PR Deparimant. As an
adviser to the management, the nager has a vital role to play in
taking a decision with regardg_to rticipation, erection and setting up
the pavilion.

iston ¥n regard to setting up of either an inde-
ting in the exhibition, the PR manager has
spects of the exhibition tike its PR purpose

Before taking a
pendant pavilionor p
10 consider cartgin vital

and trade value.

. Whether it is necessary to use the medium of exhibition for
sales promotion and PR purposes?

2. Whather tha exhibition coincides witir some local or seasonal
gatharing ?

What is the thems of the exhibition 7 ls it relevant ¢

o

4. Who are the Publics that arz2 going to visit the exhibition and
the size of the attendance 7

5. What are the exhibits thai have to ba displayed in the exhibition ?

6. Whether the location of exhibitien is suitable both to the
' organisetion and visitors
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|
7. What wiii be the returnsin terms of salss promotion. image
building, promation of ideas etg ? |
Having considered the above points., PR Manager should advice the
management whether it should take part in the exhlbit:on or not.

4, Theme, Design, Exhibits b

Each pavilion must present a theme of its awn. This is very |mp0r-
tant for creating impact on the visitors, ‘Village life’ was the theme of
the ‘Rural Complex’ pavilion in Asia-1972 Trade Fair held in New DeIEIH.
It was designed like a village wharein craftsmen, folk music and folk
dznces from all over thz couniry were shown. it gave an atmosphere as
if the visitors were in a village. :

|
The entire exhibition centres round the theme  The Directorate bf
Advertising and Visual Publicity (DAVP) designed a special exhibiti(:)n
on ‘NANMIBIA® - "Fricudship owr Herifare' at (Ng Non-Aligned Countries .
Meet on Namibia in New Delhi. The themeNgf the exhibition highiight(?d
the friendship of India with other coupgies Namibia in particular
which has been ocut heritage 'Parld A and the Commonwealth” was
the theme of another exhibition ocrgamgg@during the Eighth Conference
of the Commonwealth Speakers residing Officers held in New Delhi
in January, 1986. !

[
|
The Municipal Corpord§on of Hyderabad has set up an impressive
pavition based on eme ‘we  have a  beautifl  City' - Let's lteep it
clear’ in 1976 at the India industrial’ Exhibition, Hyderabad. This
was designed to creatd civic consciousness amang the people and also
to enlist their cooperation in improving the amenities of the city, Tt}e
pavilion presented a vivid picture of the myriad civic problems, tr}e
Corporation’s endeavour to solve them and of the citizen’s role Towords
a cleaner oity. Photogrphs, models, charts, cartoons, folders, posters
etc were used to explain the theme |
|
A few ftitles of DAVP indicate the themes of the exhibitions
“Jawaharlal Nehru's "Vision and our Goal' 'Indian’s Journey on the Road
to Self- Reliance, were the themes of ex hibitions organised during the
Silver Jubilee celebrations of India’s Independence. |

e 1
Design

- |
ased on the theme and brief given by the management, a demgn

of 'Iht. exhlbltlon ot pavilion has got to be prepared though an architect;
dasigner ot a specialist in designing exhibitions. Design gives details of

4!
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exterior view and interior segments of the exhibition. A model of the

pavilion can be prepared by the designer giving all details which forms
the basis for construction of the pavilion The design must reflect the

theme. The basic thing that has 1o be considerea in designing an exhi-

bitien is the pubiic for whom the exhibition:pavilion is intended. It is so

because it is the visitors that will determine the siyle and shape and

arrangement of the stands to be displayed.

Having prepared a design, tenders are invited from exhibition contr-
actors to construct the exhibition. However. the designer will have to
supefvise the work of the contractor during the erection stage. An
agreemeant also has to be entered with the contractor for completing the
exhibition. -

Exhibits

An exhibit is an ohject on display prim#&ly designed to tell the
story about a thing, or an idea. When the paplic §as been analysed for
whaom goods and exhibits are displayed,the acteristics of exhibits
have tc be such that they are attra @ o the potential buyers and
vigitors. There is a close linkage betwlgn ghe theme, the publics of the
exhibition and exhibiis on displa '

Exhibits by and larg be three dimensional. Fhotographs.
diagrams, illus*rations, are u%gd effectively to support a three dimen-
sional presentation. faghegtand is designed as to fit space earmarked
for the purpose.

Man is too busy and ke may not see the exhibits/data displayed lei-
surely. As such exhibits have o be dasigned to attract the attention of visi-
tors. The exhibition must therefore, adopt quick symbols. Once the public
is inside, the exhibition must tell its story brisfly. clearly and in as
interasting a way as possible. Exhibition is first and foremost a matter
of seeing things. Every stand should .therefore be designed to attract
the eye. The centre of interest must be placed at the eye level about
five feet. The exhibits should have a visual call signal effect. The design
of a visual must be very simple. Each visual must tell one idea. Too
many ideas in one visual not only derracis the attzntion of the visitors
but also reduces the impact on the mind. If there are many ideas ot
exhibits they can be spilt subject-wise into a sequence of visuals.
However. exhibits have to be arranged in such a way that the intersst
of the visitor is sustained throughout. This can be arranged based on a

stand layout.
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Monster-Mosquito

The Municipal Corporation of Hyderabad inits pavilion at the Al lnciua
Industrial Exhibition in 19876 displayed a huge muodel of moster- Iooklng
mosauito blown up a million fold size at the entrance with copy "Warlon
Moesquiioes” @§ a unique attraction and also to dipict the gigantic pro-
portion of the mosquito menace in city and the corporation’s war like
campaign against it. This massive mosquito was of particular atiraction
to the visitors and proved to b2 a favourable talking point of practically
evaryone of miltions of visitors.

Corstruction

. |
Once the theme and design are final sed, tenders are invited for t;he
construction of the pavilion from reputed exhibition contractors. Tha
tender has to be tinalised based an the price quoted. PR Manager will
coordinate and supervise the construction as par the design approvei&d.
Proper care has to be taken for interiror decoration during the constru-
ciion of pavilion If nacassary an exaert ma_ e sngaged for intericr

decoration. It should be clesanr and zps ofeh Too many thinigs

should not bz displya” ot one place. The th must be shown o 2
story from as to sustain the interest ors.
Pictures

Ideas and informatio convaerted into pictorical from in ex}i;i-
bitions. Products are shd in picturss for easy understandirﬁg.
Picures. drawings, is. maips, diagramwzs, . cartzons are of vital
'mportanca in exnibit convey maessages. Colour photogranhs muist

ba selacted for display in exhibitions. They should be largs enough 'Ni|‘ih
al details to be easily undersiood. =

Words

Like pictures. words add calour 1o the exhibitions.  Verbal infor-
mation when presented through words bacome very good visuats
Words, therefore deserve propar treatment as an integrated part of dis-
play. Captions in exhibitions can be divided into three main categories,
Those large and bold letterings either at the entrance of on the top ussd
for decoration and to attract the attention of visitors Thay are E}S
Important a3 exhibits and need oroper space.  They should slways ba
short Bold type faces are used in such letterings. those that
explain the exhibits, and those that give technical informatian. facts,
figures and explanations.  Typewriter type is too small for display.
Photo typesetting to the deserved size or hand lettering is good and
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works well if it is stylised. One quarter inch height is generally a
readable size. '

Cantions as far as possible must be in the {2¢al language. {ndia is
a multi-tingual society. Facts and information have to be displayed in
more than one language This is almost assantial in a ¢ity like Hyde-
rabad where more than ane language is spaken In such cases, it may
be satisiactory to pick up one key language for beld fettering and other
languages in small letters or italics.

Lighting

Light astracts or distracts tha attantion of visitors  Visitors eyes
alwéys atiract a brilliant object. Proper {ighting plays an important
role in illuminatind the axiidits. Exnibition without lighting is like
winking at a girl in the dark. 1t is the lighting after all that datermines
row we see” ‘whar we see’ and Chow we undersignd” about what we
see.

It is, nevertheless, coim noan practice to in mounting and arran-
gement of exhibits bafore considarin; they are i{c be lighted.
Lighting therafore, forms and integral Q, exhibition and it has to be
taken into consideration while d€8gning an exhibition.  Daylight is
rarely satisfactory as exhibition I%g, for it changes directions and
and quatlity throughout th

Artificial lightin ich can bafocussed, movad,. and coloured, and
that is independent r_ﬁ%«!eather is suitalde for exhibitions. Fluores-
cent ang filament lamps®are the main typss of souces of artifical ligh-
ting. And iamps in an exhibition are not usually meant to be seen, bug

they direct the Hght in and arcund the exhibition. Thase lamps used
for directional lighting must be concealed.

Human Taterest

Every exhibition must end in a show 1o remember. The best way
of creating human interesi is of course. to use "Live Models. They not
only provide irresistable attraction but aiso make the people to remem-
ber.

In the Rural Complex Pavilicn at Asia 72 Trade Fair held in New
Delhi, the late Prime Minister Mrs Indira Gandhi evinced keen interest
at a painting being drawn by an artist from Andhra Pradesh. Similarly,
the three vear old tusker 'Govindan’ from Keraia at the same trade fair
vwas also a star attraction. '




Side Attraction :
Sometimes side attraciions add colour to the exhibitions. The
Department of Information and Public Relations, Andhra Pradesh in Ilt&.
Information Pavilion always arranged two side attractions such as
"Automatic Counters’ whnich counted the person as one entered the stall
and other was ‘Automatic Vendor' of ‘Andhra Pradesh Journals. THe
vendor raised the demand for the journals beyond the supply capacity.
These side 2ffects are more appropriate if ralated to the theme of 'tllxe

exhibition. |

Budget |

Basea on the estimates. the budget for compiete pavilion has gottc Lil'e
sanctioned well in advance. A clear cut break-up of each item such as
cost of construction, extericr and interior decoration, preparation of
of exhibits, lightino, transportation, madia coverage, hospitality insurange
guice charges, staff, dismantling etc. Care should be taken to inciude
unforsseen expenditure. !

|
Media-BMix |
|

In fact, exhibition providas Sapartunity £r using almost ail the
large and =mall media Prints a is one of them. As thousands
of visitors are axpscted. it visable to get attractive fold lors/leatletls
with booklets for scslocied v15itor$-
This type of printed atireInust highlight the theme of the exﬁi’uil—
tion and activities of kganisation Th: Depariment of Informatiop
and Public Rolations, 59y, of Andhra Pradssh distributed a folder three
yaars of progress fraaly Moodeily Progathi’ at its pavilion in the All

india industrial Exhibition, Hyderabad, 86. :

PR Manager in cnarge of the exhibition can organise films showis
cultural programmas. talks and also closed circuit television  audio anq
video cassetlaes, use of regular radio news and television programmaes,
cinema slide show atc |
[
Guide |
Guides preferable girl guidses well acquintad with the theme anc%
exhibits should be posed in the pavillion to show and expiain the things
o display. One person should b= put in over all charge of the exhibiy
tion making him responsible for everything. The organisst will havel
adequate staff under his control to run the Exhibition.
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Eaguiries

The staff and guides on duty should encourage visitors to ask
questions. When enguiries are made they should be answered as fuily
as possible and details recorded as to reply even after the exhibition is
overcome has to be courteous and poliite in dealing with the enquiries
of visitors

Publicity

it is essential, that due publicity is given to the exhibition ‘before
during and after’. Media must be invited for a preview while individual
correspondents could be invited from press, radio and television during
the exhibition. At the ead of the exhibition whether it gets aprize or not
publicity can be given about the exhtbition and its participation. Many
exhibitor neglect publicity. This is nat carrect Sufficient publicity
must ba given about the participation of the organisation in exhibition
through all the medialik= press, radio, television. Mecessary background
material and photos may be supnlied to the me Advartisements may
be released This will not only create awardgesgfabout the exhibition

but also will increase the number of v@ to the pavilion. .
Visitors Book

ition ©epends on the interest that the
visitors have shown in wit " the things displayed. If it a trade
fair, its success is judged in Yrms of business and sales it had handled.
Lf it is an !nformatio Wition, the succass is basad on the grasp of
ideas by the visitors.

The success of a.'ny exhi

It is highly essential for the organisers of the exhibition to have a
feedback as to how visitors reaciad to the exhibition and benefitted
form from it. The best way to obtain feedback information is to provids
a visitors book, one for the general visitors and the second ane torecord
the impressions of imporiant persons. The opinions and impressions
recorded in the visitors books contains both positive and neguiive views
which will be of immense valus for conducting the future exhibitions
and solving some of the proplemsof the organisaticn. Nearly one million
people who visited the Municipal Pavillion in Hyderabad during 1976,
had something to record in the visitors book on what they felt about
the Municipal Corparation and the civic problams, including the display
of stands. Some appraciated the efforts of the corporation, while athers
made suggestions for improving civic amenities. Cne visitor. evidently
“an outsider was very much charmed by the city of Hyderabad and recor-
ded ‘T like the ctiy very omwch’ How I wish to setile here’. In 1983, the
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Department of Information and Public Relations conducted an esgay
writing competition on its pavillion "Telugy Vefugy' and prize won cgn-
didate were taken on a tour Nagarjunasagar, the world’s tallest
mogsonry dam besides heing awarded prizes. |

' . |
Author of the Lesson: Mr. C. V. Narasimha Relddi

Suggested Reading : |

1. How to be a good P.R.O., The Guide to Public Relations by
Mr. C.V. Narsimha Reddi, Sharada Publications, Srinagar Colony.
Hyderabad. |

Public Relations in Municipal Gom@f hy Mr. CV Narsim}xa
Reddi, Sharada Publications, Srinagar v, Hyderabad. |

w e Helter B.T. Batsford i-td,
London. ? |

|
4. Annual Report, 1985@n try of Information and Broadcasting.

[

3. Exhibition by James Gordner

Government of India. |

Q |

|

Assignments |

Answer the following in 32 lines each

1. Defina Exhibition. Explain the various types of Exhibition availablle
for PR to promote the interest of an organisation. !

2. How do you organise Exhibition 7 State briefly the criteria yqu
adont tn participating in an exhibition. i

|
3. Is Exhibition a forum for multi-rmmedia approach ? Discuss.
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Unit 8 OTHER PR MEDIA

Lesson 19 Traditional Media

Objective

;g

To highlight the role of traditional media as tool of communication,

- particularly with referance to its aspeal to th2 rural foliks. Various types

of fraditional media and their use in conveying davelopment communi-
cation are discussed.

ol

S¥nopsis
1 Traditional Media
2. Various forms of traditional media-Burrgjgath® Harikatha, Puppetry.

3. Advantages of traditional media.
A Traditional media - Elec'tr.Jniviia.
- Impact of traditional m

raditional Media

4]

Theatre. music and dance are ths thrae traditional art forms which
have been part of the Indian culture. The language of the theatre is
primarily spoken words; that of music songs and that of dance move-
ment. They are called performing arts. which create greate impact on the

A mind of the p2ople Traditional madia were the only means of entertain-
msnt for the peoplz in rural India. These madia are still alive in the vilia-
ges and continue to provide entertainment to the peoplain remote villages
who are not otherwise exposed to other media of communication.

Traditional medialike drama.folk dance,ballads, puppetry.burrakatha,

hatikatha, bhajans. Veedhinatakam, folk songs etc. are found very useful

- inour country fo educate and entertgin the poorer and illiterate sections

of the society. Every region in India has its own folk art form that is

immensely popular in that area. Jatra (West Bengal), Burrakatha (Andhra

Pradesh). Villupattu {Tamilnadu), Tamasha (Maharastra), Yankshagana
(Karnataka) are a few traditional media to mention.



|
A nail is used to drive out a nait  Similarly the traditional media
are the most anpropriate channals for changing the ftraditional !ndi:an
mind towards modarnisation. Being the ancient form, it is very close to
the hearts of people and bzcame part of life of the people. They
influsnce the rural mind regardless of thair educational. social a| d

financial background
|

The importance of traditional media was recognised earliest by the
political parties- Some of the political parties utilised traditional media
such as “Burrakatha' to propagate their political ideology in AndHra
Pradesh. Latar the Government have started utilising these madia :in

communicating messages on development and family planning themes.
[

9 Warious Forms of Traditioral Media '

i
Burrakatha |

Rurrakatha is a traditional performing art of Andhra Pradesh  which
has regained immeanse popularity in recent timBg No other folik formin the
State is beiitg utilised as much for communigaiigh puroose as Burrakatha
is. Burrakataa is a bisnding of sony g d musiz in structure and
diversity of themses have sarned this in mass appeal, a place next
only to Cinema. Burrakatha ad sme gither ancient oy mndeTn
relevant 1o the peopie. The troul atly contains three psrsons with
covsinmes like kurtha, tur s ag hand kerchief. The side artistes play

on “Burra’” a small sizs " !
!

y |
Harikaths
|
it is a stylised form of narration of stories from the Ramayana,
Mahabharatha epics and from mythological lore of the puranas. The
narrator, 'Kathak” wearing traditional dress, natrates the story. Both
men and women are engaged in this form of art.
|

Tholubommalata {Leather Puppst Show) is also very popular in
certain districts of Andhra Pradesh. It was the principal source &t
enteriainment in olden davs. With advent of Cinema. the art of puppet
has lost the patronsge of the peopie. However, puppet shows stifl
held sway emong rural masses. They are even popular in urban areas. |

Tholubommalats

The art of puppeiry is unique in the sense that it is a combination
of histrionics. literature, music. dance, drawing and painting-all of which
individully and coliectively play a role in presenting the delightful story
or any message. Thisis not only theatrical art but also one of the known

|
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handicrafts. Mythological stories are presented through puppst shows.
An interesiing featurs of the puppet show is that isather puppets are
handled by human hand very artistically to present the actions of each
puppet depicting a character. These puppets arz shown behind a thin
curtain and the people see the puppet show on the screen,

There are several other folk art forms in Andhra Pradesh such as
Jamukala Katha, Kolatam. Oggu Katha, Golla sudduiu. Chakkabhajana,

Tappetagully, Guruvayyalu, Garagulu etc. Thess folk forms are being
utilised by the Department of Information and Public Relations Govern-

ment of Andhra Pradesh and the Family Planning Oepartment for conve-
A ying message on family wealfare and othzr developmental projects.

3. Advantages of Traditional Media
Advantages

Traditional art forms have certain advantages over other media of
mass communication.

1. Persoaszl Contact

The audience comes into direct cd with the communicator and
stand face-to-face in the traditiopal med. As a rasuft, this medium
establishes a direct link betwesan mmunicator and the receiver. In
the case of electronic madi 2 m8ssage reachss the audience out of
an imparsonal box.

‘ 2. Feedback

An added advaniag? of traditicnal media is thst the communicaior

‘ gets immediate feedback vis-avis other mass media wheare the cormmuni-

catoy cannot talk to the audience directly. Doubis if any are cieared on

‘ the spot when a message is comnmunicatzd through traditional media.
In other words this is the best form of two way communication.

3. Language

The language and dialogues used in this media are the spoken
language of the local people. This enabias the audience to understand
‘ the theme very easily and makes it acceptable to the rural folk.

' 4. Audience Participation

‘ Audience also participates in some of the folk media. The entire
group assembled joins in the folk song. The audience participation
creates greater attentiveness among the audience and leads to better
understanding of the message.
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5. - Audience cxpectations
|
Since audience in this form comes into face-to-facé contact and
the audience is known to the communicator. the expectations of tne
audience to fune the message can be assessed. i

|
6. Flexibility
|
The folk media have greater flexibility in utilisation than the eletc-
tronic media. The theme and form can be adopted depending on the
|

audience and the subject. |

7. Cost i

[
Compared te other media, the traditional media is less expensive

and it is possible to repeat the performances any number of times

depending on the need. :

& Support medium |

- . , . |
Traditional media are employed in supporfNgf other media such as
film, exhibition. radio and television. Burrakath® or Harikatha is now
being used in almast all the media fo@urpose of communication. :

9. Effective reach |

. , , . |
Though the electronic media¥as wider physicai coverage of area,

its impact on the pecple i effective as that of traditional media.
Being limited to a jocal a and to local audiencea. the traditional
media create greaterd t on the rural mind with effective reach.

|
4 Traditional Media - Electrenic Maedia |

The First Five Year Plan Document on “Public Cooperation in
Naticnal Development and Reaching the Peopla’’ said: A wide spreadl
understanding of the plan is an essential stage in its fulfilment. The
plan has. therefore. to be carried into every home in the janguage of thé
people with the assistance of creative writers and artists which has to be
specially enlisted. All available methods of communication have to bée
developed and the people approached through the written and spoken
wards no less than through radio, film, song and drama.”

[

This statement is still valid even during the Seventh Five Year Plan!
period. Song and drame media could be utilised for popularising the

plan schemes and reaching the poorest of the poor in rural areas. l

|
Though the electronic media is being expanded very rapidly in our,

country, the traditiona! media still have relevance to us. [
|
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Here is an example of how an art form “mimickry’ brought deposits
for the bank. A nationalised bank has utilised the services of a mimick
to prorote its deposit scheme among the rural people.

Whenever bank officials visited villages, people generally tried to
avoid them fearing that they might have come for recovery of loans.
The viilagers hardly lend a ear to them to exptain the depaosit scheme.
When the bank announced a mimickry programme in the village, the
people flocked to it. :

The artist mimcks politicians and cinema actors and when the
audience was absored in the programme, he subtly puts across a bank
deposit scheme and explains how small savings would grow and come
to their rescue in future

After listening to the mimickry programme. one villager expressed
wonder and said he never knew that the banks had do many deposit sche
mes. The artist with ‘'mimickry” created better rapport with the people
than the bank officials and he was able to takeNhe message on deposits
in their own language. The mimic gave out 30 performances in
Guntur district and many people in ¢ areas came forward to open
new account with the bank. O

When a bank could mobil eposits through the medium of
mimickry. every organisatj e itpublic or private can make use of the
folk art form in rural areasN@ cOmmunicating their messages.

Song and Drama Div@

The Ministry of Information and Broadcasting Government. of india
established a separate media unit called Song and Drama Bivision. The
division functions at three levels-headquarters ai Delhi, regional centres
located at important State Capitals and Sub-Centres at important cities
of the country. This division utilizes a wide range of stage forms such as
drama, dance, mythological, recital, puppet. folk and traditional plays
besides the sound and light programme to focus the attention of the
audience on important aspects of couniry's life. These progranmimes are .
being presented to put across the message on national themes such as
communal harmony, national integration and family welfare. The
presentation of programmes in the field is carried cut by this division in
close collabration witihh other Central Govt's media units like the
Directorate of Field Publicity, Directorate of Advertising and Visual
Publicity, Department. of family welfare and the State Information and
Public Relations Departments,



Directorate of Field Publicity, Directorate . of Advertising and Visual
Publicity. Department of family welfare and the State Information a?d
Fublic Relations Departments. | '

Song and Drama troupes have baen racruited for the entertainment
of the people who live in far-flung villages along the international bafr-
ders to impart to them & sense of belonging. Similarly song and drari'la
treupes have been rzcruited for the sntertainment of Jawang in forword
areas. The division also utilizas wripal foik troupes for the purpo?e b
of organizing song and drama programmes in the tribal areas.
in addition to its own departmental troupes. the Song and Drama
Division utilizes private registered parties and artistes for the purpose
of social and development communication, _ | 1

5. Impact of traditional media |
Future ' _ |

Motwithstanding the expansion of electronic media, the' trad '=_t_ion$l
media have ks own role and scope in our couNgy. These art farms can
be utilized in rural areas where the poarer segtiofs of the society arle
not exposed o any media of mass coica on.  These poorer sed~

tions who censtitute about 40-45% i bauntry will be too receptivl
to witness the perfermances of traditichmedia not only for entsriain-
ment purpsse but also for educat purpase.  Thus the traditionqi
media can be uiilized by in oraging development themes or themek;
based on marketing etc. dium is now being utilized mostly by
the government infcypatioNservice. It can also be utilised by th

private secter and ector undertakings in influencing tha con

sumers towards their uct. If mass media like radic, newspapers
create awsreness among the public, the little iraditional media help u

1o a great exient in changing the attitudes of individuals towards bette

life. 'An ideal situation will be the coexisience of modarn mass media
and traditional media. A blend of these media can be of immense use.

Author of the Lasson: Mr. C.V. Narasimha Reddil
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Suggested Reading

1. Readings in Development and Communications-Edited b'y G.N.S
Raghavan. Indian institute of Mass Communication, D13 South
Expansion Part Il New Delhi:

2. Annual Report 198b-86, Ministry of information and Broadcasting

" Govt. of India.

3. Communication and the Traditional Media. Indian Institute of Mass
Communication, New Delhi

4. Burrakatha of Andhra Pradash by Kajal Kumar Das, Indian Institute
of Mass Communication New Dathi.

Assiguments

Answer the fallowing in 38 lnes each. 0
Define traditional media. Describle and scope with reference
to their appeal 1o the rural mind.

What are the various folk %}rms? Discuss the advantages of
these media compared e eltctronic media.

Explain the funcijaging Song and Drama Divison, Ministry of
Information an@casting. What is its role in disseminating
h

pubtic information e grassrooct level?
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MEDIA RELATIONS

Lesson 20 Media Units

To explain the functioning of Information Service as part of the >
Ministry of information and Broadcasting, Government of India. [t
also describes the working of various Media Units as public informatiion
disseminating agencies.

1} The Genesis and Growth of Central Infermation Service. ‘

Functioning of the various Media units. ‘

1. The Genesis and Growth of LeMral information

Servi ‘

-

The eariiest Information Service o Goveroment of India was
organised for press publicity and ganda under a Central Bureau lof
Informatien (now called essSInformation Bureau), which came
into existence after the fi id War. Besides other work, the Bureau
was made responsible for cOgwpiling the yearly moral and material pro-
gress of India for pr tion to the British Parliantent as required by
the Act of 1858, Th @au was placed under the Home Departmeﬁt.

in June. 1923, the Central Bureau of Information was made a
permanent organisation and steps were iaken to bring under it tire

information activities of the different departments. In 1939, a Directo
General of Information was appointed to control and co-ordinate war

publicity through the available media. in October 1941, the Department
of Information and Broadcasting was c¢reated and various publicity
agaencies then functioning under the controt of other deparments wete
braught under its unified control. However, the Directorate of Public
Relations continued to operate under the control of the general head-

F-

As for Broadcasting, an agreemant for having a regular broadcasting
service in India was entered between the Government of India andE
private company called the Indian Broadeasting Company limited in 192
and the service was started.  After about three years, the Indiafp



Broadcasting Compeny went into liquidation.  Howeaver, tha Goavern -
ment acquired the assets of the Company and managed te run the Rad:o
Stations at Bombay and Calcutta. In May 1932, the Governmeant of
India decided to continue the broadcasting ssrvice under its own mana-
gement and placed it under the administrative control of the department
of Industries and Labour. In March, 1935, the subject was put under a
newly created separate organisation hezaded by a Controller of Broad-
casting in the Department of Industries and Labour. In June, 1938, the
designation of Broadcasting Service was changed from the Indian State
Broadcasting Service to Ail India Radio In 1937. the subject wastrans-
ferred to the Department of Communications. in 1941, the newly created
Department of Information and Broadcasting tock over the subject
‘Broadcasting” from the Department of Communications.

The Department of Information and Broadcasting, on its creation in
1941. became the central agency for publicity and information activity
of the Govarnment of India The Department of Iinformation and Broad-
casting was regonstituted as the Department of Information and Arts in
February, 1946. But. the Department was rgnamgd as the Depariment
of Information and Broadcasting in SeptembeWN 1946, In August, 1947,

the Departmenf was designated as a m‘y.
in June, 1943, the subject 'Externa licity’ was transferred from

the Ministry of Information and B sting to the Ministry of External
Atfairs.  The Ministry of Exjgrnal Rffairs also took oaver iis internal
publicity work from the Mi information and Broadcasting in
Juiy, 1958.

After independen ia has built up an extensive network of mass

media facilities and utilisatian of traditional media in conjunction with
modern mass media. The modein and traditional media have worked
hand-in-hand with the object of informing, and motivating the behaviour
and attitudes of people to bring about rapid socio economic transfor-
mation of tha sociaty. Public Information of Gavernment of fadia is handled
by the Ministry Information and Broadeasting through its Execulive e paiit-
ments called Media units.

2. Functioning of the Various Media Units

The Ministry through its media units keap paople informed abeout the
policies, plans and progrommes of the Central Government. The media
units are

a) All India Radio

k) Doordarshan
¢) Films Divisign



d) Press Information Bureau

e) Registrar of Newspapers for india |
iy Publications Division |
g} Directorate of Field Publicity

h) Directorate of Advertising and Visual Publicity |
i} Photo Division |
i} Song and Drama Division, and

k) Research and Reference Division.

{a) All India Radio |
Akashvani Bhavan
Sansad Marg.
New Delhi-110001.

The All India Radio{AlR)headed by a B\rect®r-General is responsibie
for ail the radio programmes put ougiin country. |t broadcaéts
programmes of a varied nature such @ ts, entertainmeni, educat-
ion, etc., round the clock everyday, bW home and external services.
The Radic stations set up throu the country are under its contrquL
VWith its vast network of stagions Pread all over the country, AIR serves
80 per cent of the populay habiting abour 80 per cent of the area in t&'ne
country.

The News Setvicd vision of All india Radio is one of the bigge'st
of its kind in the world. All india Radio broadcasts every day 269 builci—z-
tins for a duration of over 36 hours inits hone, external and regional
services. Special News bulletins carrying world news. sporis news, sta%e
and develepment news and slow spesd butleting in English and Hindi
are aiso broadcast,

|

(b) Doordarshan .
|

Mandi House,
Copernicus Marg,
New Delhi-i10 001.

|

Television service was introduced in Delhi in 1959 as a pilot projedi
aided by UNESCO. Viewing was confined to rural areas. Villagers in
and around Delhi were given access to community viewing sets funded
by the Ford Foundation. Television was delinked from All India Radio
in April, 1976, under the name ‘Doordarshan’. During the past 27V
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years. Doordarshan has expanded its scope of work and activities. The
main objectives of Doordarshan are: to act as a caralysi for social
change. to premots national integration, to stimulate a scientific temper
in the minds of the pzople, to disseminate the massage of family plann-
ing as a means of popufation control and family welfare, to. provide
essential information and  knowledge in order to stimulte greater
agricultural production, to promote and help preserve environmental
and ecological batance. to highlight the need for social welfare measuras
including welfare of women, children and the less privilaged, to promote

interest in games and sports and to create values of appraisal of artistic
and culitural heritage.

The impact of Television is more powerful than that of Radio and
the printed word as it can attract the attention of the eyes  as well as
the cars. It has a useful role as an instrument of social change and
can be used as an aid to the speedy socio-economic development.

On August 1, 1975, our country launched the first T.V. experiment
in the developing world known as the Satellisg Instructional Television
Experiment (SITE), using a Satellite for telec ing teaching and
entertainment programmes 1o the far-flung ru areas. The impact of
the SITE programme has been good. resulted not only in sccial
awareness of educational, agricultural % ientific advances, but also

brought about a change in the ou%ﬁ the villagers towards better

life.

Following the puccess ITE srogramme, the Government of
India approved a propogal for & multi-purpose  fndign National Satellite
(INSATY. One of th Bgtives of the INSAT  system is to provide
nation wide TV broadc: g o rural communities in education, social
awarensss, health and family weifare, rurat deveiopment programmes,
etc. The other objective isto use INSAT for relay of television
programmes (National Network  Programmes) to a large number of
terrestrial television transmiiters which do not  have any facilities for
the production of programmes. INSAT-1A was operationalised for
National Networking on August 15, 1952, INSAT-1B  became fully
operational from Ociober, 1983.

The Audience Research Units attached to various Doordarshan
Kendras conduct feed-forward and feed-back {studies, inciuding pre-

testing of proto type programmes and . summative evaluations. The
findings of these studies help in programme planning.

(c) Films Division
24, Dr. G. Deshmukh Marg.
Bombay-400 025,
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() Films Division |
24, Dr. G. Deshmukh Marg. |
Bombay-400 028. '

The Films Division, set up at Bombay in 1948 utilises the medium
of films to disseminate information on important aspectis of the country’'s
lite and on vital issues like national Integration, eradication of untoucha-
bility. family welfare, eic. The division is responsible for the produ
ction and distribution of documentary films, newsreels and other fil%s
needed for educational purposes and for dissemination of information to
the public. Under compulsory exhibiticn scheme, over 12,500 cinema
halls in the country screen Film Division's documentaries and newsregls
in every show, It is estimated that about 10 crore pecple see them in
a woeek. The filins are also telecast by the Doordarshan Kendras. |

@} Press Iefoermaticn Burean,
Shastri Bhavan, ' |
New Daeihi. |

The Press Information Bureau (PIB) is aNeryfimportant organisaticn

of the Government of india in relatio iis deaiings with the newspa-
pers. Its principal functionisto keep t le informed of Governmenﬂl's
policizs, decisions and programgpes t gh the Press it also feeds
news to other electronic media! functions of the Bureau may be

summarised as follows |

a) Issue of Press releasesNpress communigues, feature articies

by  Arranging pres rences for Ministers and Secretaries

¢} Release of news ographs to the Press; and |
d) Arranging conducted tours of pressmen. |

The Bureau, through its oress clippings and press analysis uniis,
keeps the Government informed of the press and public reactions to iIs
policies and programmes, and about the puolic grievances as refiected in

the press. It providesservices in English, Hindi, Urdu and 150thqr
languages. '

The Bursau has a network of four regional offices located at New
Delhi. Bombay, Calcutta and Madras and 35 branch offices all over the
country. These offices are connected by teleprinter service for speedy
transmission of news. information Qfficers are atiached io varicus
Ministers {0 advise them on publicity matters. ¥PIB brings cut a Waekl|y
wall newspaper in 13 languages and dialects It is one of the largest
public information agencies in the world. PIB provides professional
facilities to correspondenis, cameramen and technicians accrediated t'[o
the Government of [ndia.

|
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e} Registrar of Newspapers for India

The office of the Registrar of Newspapers cams into baing in 1956,
It is responisible to study the various aspects of the growth of Indian
Press, with particular reference to ownership and circulation patterns.
It maintains the general statistics of newspapers in the couniry and looks
after the news print allocation policy and registration of new newspaper
and periodicals. The tittes proposed for new newspaper are clearad by
this office. '

f)  Publications Divison
Patiala House
New Delhi-110 001.

The Publication Divison is charged with the production, sale and
distribution of books and journals on matters of national importance, for
internal as well as  exiornal publicicy  This Division ulitises the printed
word as a medium of publicity. It is one of India’s targest publishing
houses in the public sector. It providaes authentid\information to educate
and inform the public through books. picto bums and journais in
English. Hindi, and major regional iang gs of the country. It publishes
a weekly newspaper ‘Emplovment . (English) and ‘Rozgar
Samachar’ {Hindi and Urdy) giving infortvfian on employment opportu-
nities in Government offices an lic sector enterprises. Another
publication is 'Yojana' a fortgighthK devoted to planning and develop-
ment. Besides publishing & d speeches and writings of national
Isadors iike Presidants and Plaie Min sters, the Division also brings out
‘Ruilders of Madern w S8ries.

g) Dircctorate of Field Plblicity
East Block-4, Level-3
R-K.Puram
New Dethi-110022

The Directorate of Fiefd Publicity is the largest rural oriented
publicity. set-up in the country which aperates at grassroots levels. The
Directorate of Field Publicity through its 257 field units located in diffe-
rent parts of the country crganises publicity programmes to educate the
people by utilising a variety of information media like films, song and
dramma. printed material. spoken waord, etc. Gach Field Pubticity unit
has a mobile publicity van fitted with audio-visual equipment for publi-
city in rural, backward and border areas.

The Directorate aims at reaching the people with aview to informing
them about the policies. programmes and achievement of the Govern-

i
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ment and to motivate them towards willing partnership in differdnt
schemes of national development. Its activities ara carried out in close
co-ordination with official and non - offigial functionaries  Public
reactionsto the Governmant policiss and programimes are also collected
to serve as feadback infoination service to the ministries concernzd.
Thus, it serves as a two - way channel of cammunication. T

h} Direcicrate of Advertising and Visaal Publicity ‘
P Tl Buildings
Sansad Marg
New Delhi-110001

The Directorate of Adverusing and Visual Publicity (DAVP) acis
as the central agancy for dissemination of the activ'ties, policies apd
programmes of the Goavernmant of India in the fisld of economic and
social development to the neople through the advartising and visual
media of communication. They include

2} display and classifisd advertisaments ag thAPress |
b) printed oublicity matarial like fold hrochures, booklats, poster
calendars

BN

c) exhibitions, and ‘

d)  outdaor wublicity in cinz na slidss. hoaardings, bus paneals,
afc , are used.

A number of pub mr'undartakin;s and autanomous bodies are
using DAVP forpublicify. There are over 40 Field Exhibhition Units of
DAYP spread all over India, including 6 mobile vans and 2 railway
coaches which carry its exhibitions on impertant nat'onal themes i
cifferent parts of the country

i} Phote Division ‘
Akashvani Bhavan ;
Sansad Marg ' ‘
New Deihi-110 001.

The Photo Division is the biggest production unit of its kind in the
country and is respansible for praparing photographs bath in colour an}d
black and white for internal as well as extzinal publicity on behalf qf
of the Government of India. It has to photographically document the
agrowth and sociaf change in the country and provide visual support {o
communication. It caters io the demand of photographs by the media
units as well as othar dspartmants. Photographs are also supplied to
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non-publicity organisations and the public on payment. The division
maintains a Library of photograshic negatives of great archival and
historical importance. '

The division has a well eguiaped laboratary for handling different
kinds of ahotographic assignments at its headquarters in New Delhi. It
has regional offices a1 Rombay, Calcutta and Madras and one sub-unit
at Lucknow for meeting the immediate publicity requirement in the
fespective regions.

i} Song and Drama Division

The Song and Drama division s2t up in 1954, utiliisesentertainment
media for inclucating a sa2nse of pariicipation in the peopls in the task of
national reconstruction. The meadia used by it inglude drama. folk plays
anddances, folk music, puppat shows, folk recitals, ballad, ete. Thase are
utilised for oublicity oriented programmes. The Division maintains
drama troupes for organising perforimances _on themes of national
interest like family weifare, nationat integratiorNgte.

ky Research and Reference Division
Ministry of Information & Broadc @
New Delhi.

The Ressarch and Refer &
ding research and referen
other nublic agencies,
reference gapers for
Government. The diviggdn also issues biographical sketches of eminent
Indians and preparas a fortnightly "Diary of Events’ covering  important
national evonts 1t runs documentaticn and research services on matters
of public interest, evenis and trends in the field of mass communication
in the country. The National Dacumentation Centre on Mass Communi-
cation was set up as part of this division in 1976 for collecting and
disseminating informaticn raiating to the agencies, events and trends in
the field of media of mass communication. including Press, Radic, TV,
Film. folk media and different media units of the Central and State
Governments. |t undertakes the compilation of two major standard
works of refarance -— ‘fndin - A Raference Manual’ and ‘Mass Media in
India’, an annuyal.

vision was set up in 1950 for provi-
ial to the Ministries, media units and

Author of the Lesson: Mr. C.¥V. Narasimba Reddi

4b




Assignments

I Answer the following in 3 lines each

1. Discuss the need for information service in Government.

2. Explain broadly the functioning of the public information agencies
in the Government of India. Evaluats their performance in reaching
the people at the grassroots level.

I1. Answer the following in 10 lines each. ‘
a} Press Information Bureau

b) Directorate of Advertising and Visual Publicity ‘
c) Films Division

d} Dirsctorate of Field Publicity

o

o
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Lesson 21 Press Relations

Objective

To explain the importance of media relations, particularly press
relations in public relations process toc get fair coverage for the activi-
ties of an organisation. :

Synopsis

1. Gomments of an Editor on the press notes from P.R.
2. What is media relations ?

3. Complaints frcm Press abﬁut P.R.

4_. Principles of good press relations:

5, Dealing with Government media.

1. Comments of an Editothe_ Press notes |

Here are a few extracts from rticle by the Editor-in-Chief of a
major daily newspaper on ‘nrggs notes’ from Public Relations Managers.

“The Editors are appalte®to see the sioppy copy that comes in the
form of Press notes. Bagh the author of such Prass notes are quali-
fied Public Relations O rs, there is no professional touch in many of
the Press Motes. Every copy needs a re-write man. " {t doesn’t mean
that the Editors look forward in such Press notes any ready-made
material that can go straight to composing. What is required is a good
copy-cirsp and upto-the-point. tn a day, an Editor receives 300 to 400
Press notes and if every Press note runs into a number of pages. not
only he may not have time to go through all, but he will be terribly
bored. with the result important ones will go uanoticed.

Press notses are not the only source of news for the Editor. He has
pages and pages of other eligibie matter from internal sources like
agency copy. and reports received from cortespondenisfreparters that
are fikely to get priority. The share of the press notes in the news column
may be in the range of only 5 to 10%. For this, one cannot expect the
Editor to spend his whole day going through the Press notes.

So, "‘the Public Relations Officer’s aim should be to fight for Editor’s
atfention within the limited time he has at his disposal. ™




“There is a tendency to stuff the Press notes with propaganda mate-
tial. The authors should first of all know the differenice bhetween the publi-
city and propaganda and they should confine themselves to gain public|ity
for a particular event or activity., and not try to brain-wash the editors
nor propagate their view poini. Editors are not that naive to be unable
to distinguish between the two. If the press notes are losing credibility
amoeng the Editors, it is because of this tendency of the Public Relations
Officers 1o toad them with propaganda material. The Public F{elatio!ns
Officers should make it a point to prepare the Press notes in a crisp
news form. On the contrary. i i is stuffed with propaganda, it is bound to
reach its due place in @ newspaper office, that is, “dustbin.” . |

"While sending the Press notes, if the Public Relations Officers
have the cheek to give instructions to thz Editors as to how they shoytd
be treated. it would annoy ihe Editor.

|

For example. thete was a press note with the following instructions
from a Government Department.

The message may kindly be published dethiled below |

1. Bize; 2col 15 cms

2  Photo of ‘X may be 2 x 11 on the left side of ihe message. |

3 F’osition:. _The messagemay kzdly be published by giving a Di’OnTI-'
nant position preferab aaibie front page.

I
g ifle message slong side the "X's’” photo and
s two columns below the photo.””

4. Kindly start cor

run on the same

There were instructions not only to the Editor, but also to the
Compositor. |

Very often thera are instructions to make a box for catching the
public eye. |

"It is therefore, better if the Public Relations Officers dan't v-enturje
to give instructicns to the Editors while sending the Press Notes.”

The views of Editor-in-Chief are very valid. Such ipress notes froin
PR crezte bad media relations. And PR suffers both in the eyes of mang-
gements and newspapers. MWhat is needed s that PR managers must know
the requirements of media and serve them with news the way in which they m‘L’.’

- aecusiomed to publish, This forms part of media reiations.
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2. What is Media Relations?

Public Relaticns in reaching its goals has to utifise varicus media
of communication such as the Press, radio, television etc. - Without
close rapport and better service, it will be difficult for any PR person to
get coverage for the activities of organization in the media. it is. there-
fore, necessary for a PR Manager to understand and study the concept
of media relations.

A PR Manager among others has to deal with the three important
media such as the newspapers. radio and television The radio and tele-
vision are controlled by the Government, while the press is in the
private sector.

Among the various media relationships, press relations., form an
important part of the PR process. His good relations with the news-
papers, undoubtedly, shape the PR campaign of the organisation for
the better.

In fact, the PR practitioner is a /i;bmetw the management and
the media. Being ‘a person in the @ the PR practitioner must
understand the needs and reguirements Both the management and the
media and gain their confiden ining confidence is not an easy
task, because the interests githe anagement and the media often do
not agree. Managemeants pews to be published in a manner that
will promote their policies am¥businzss interests. They do not relish any
criticism whatsoeverg media. Whenever criticism or critical writings
appear in the media th act There are certain cases both in the private
and the Goverament sector to stop advertisements to the newspapers,
when critical writings were published. Some organisations tend to use
advertisement support as a /lever to control the press. But this is not
the correct approach to deal with the press,

On the other hand the media particularly the newspapers like to
publish onjy such news that interests a large nurnber of readers. News of
readers interest alone is useful to the newspapers. Readers are conside-
red as the masters of the newspaper. The Editor always tries to keep the
master in view while publishing the news and not the managements-
masters of PR Manager.

It may thus be seen thai both sides-the managments of various
organisations and media managements have legitimate grounds about
serving their respsctive masters viz chief executives and readers respe-
ctively. PR Manager who is a link between the management and media
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has to bridge their view points and bring each side around to understand
the problems and perceptions of the other. This can he achieved through
betfer media refations.

Good media relations are ereated and ngintaived only throueh honest and
readers orfented useful news service provided In au gimosphere of nutual trust
and wnderstanding, Scrvice is the watchward in media relations.

PR Manager is. therefore, required to acquire knowledge of the tec-
hrigues of maintaining good media relaticns both in the interests of the
madia and the organisation which he/she represents. He has to develop
skills in media relations such as writing for the media, organising media
events like press conferences, pross briefings, press tours etc.

3. Complaints from Press about P.R.

Camplaints often heard from the Press ahout Public Relations press
releases are:

1. Public Relations Manager alway, s to colour ‘and suppress free
flow of legitimate news under th ence of management:

‘2. Public Relations Manager | free to select news of readers
interest. )

3. Managements in nce e Press for getting inio news columns .

4. Most of the Public Welations managers ars ignorant of media requi-
rements and that they do not have ths real concept of news.

5. Public Relations press releasss are boss-orientad and not readers
criented. Thay use adjectives to pleass their mamagement.

6. Public Relations Managers are ignerant of journalistic writing.

7. They do not have adequate knowledge of the latest techniques
in media trends.

8. FPress raleases are not delivered on time in the newspaper offices
in tune with the schedules of different editions

9. Public Relations lManagers give only positive naws., while conce-
aling news of negative nature.
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4. Principles of Good Press Relzations

Better press relations are maintained by PR Managers by practicing
certain principles such as good service, honesty, courtesy, frankness,
Impartiality. accuracy, helping attitude etc. '

1. Good Service

Better service is the kev to success of press relations. What the
press expects is that PR should feed them with the news of public interest.
The best way to gain the confidence of media is, therefere, toc provide
them with press material in the form in which it is published. News-
papers publish news and views in various forms, like news reporis,
features, fetters to the editer etc.

2. Impartiality

Public relations should never develop nartiality towards only a few
press men. A fundamental principle in public Mglations is that a P.R.
manager cannaot favour only one news sous ring others or at the
expense of other news autlets. When tha en come to know that
a public relations manager has given cular story only to a few
favourite friends, the PR, vhen risks th# ghfidenca and goodwili of

other news men. As part of goo ss relations, it is advisable that
press releases should be sent to al§@nd not to a few selected ones.

3. Oral request for pubiicati

It is the practice@ame P.R. managers to telephone and ask
newspapers to publish tNWr stories. It is interesting to know that once
a PR person representing the textile company wentto a News Editor
with a press note for publication. The PR person after some time asked
the news editor to return the press note if there was any difficutty for its
publication, so that it could be given te another newspaper. Nothing
irritates the media men more than & P.R.manager who goes onrequesting
the newspapers to publish their stories. If the material is not news
worthy, any amount of personal effort in getting it published wil be a
waste. :

4. No Suppression

Once a P.R.Manager working for a fertilizer manufacturing company
was asked to suppress the news about the strike of the employees. But
the P.R. manager told the management that it was not his job to suppress
the facts. Public relaticns is based on truth. The P, R. manager then

suggested that the news about the welfare measures taken by the
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company for the benefit of employees, the demands accepted and diffii-
culties in not acceeding to other demands of emyloyees could he
highlighted instead of prevailing upon the press o suppress the news
about the strike. The managment readily agreed to the suggestion ar?d
the views of thz management and ths news about the strike were pub-
lished simultaneously. |

A PR manager therefore has no right to ask a newspaper, radio or
television to kill a story or publish the way in which the managemept
expects. To any media man, such requests are nothing but a crude insult.
It is asking media men, to betray the trustreposed in them by the readets.
Such attempts will only bring i/-will and not goodwill from the press |

5. QOver communication

It is the practice with some of the PR managers to send press notes

regularly, whether they are of news value or not.  In fact we live in an
era of information explosicn and nswspapers get endless messages from
all over the world either from their own rrespondents or news
agencies. Against this background if Pub{i§Reilitions managers go on

flooding the newspapers with their magesigl of Wo relevance to readerss,
it may result in negative relations. utd be very selective [in
sending press notes. Remember that a ver communigation is counter
productive,

6. Helpful attitude in emex

Managemants ¢ t with crises, be 1t a strike, a natural calamity
ar an aceident. ins tuations, media men would like to have fuil
details of the incident ich has greatrelevance toreaders Anincident,
if not handied properly can, at one stroke, mar the reputation of the
management built up over many years. Cyclones, rail, road. air and ffre
accidents are a few to quote. The PR manager must be of great use to
the media and extend all possible help to them. The presentation |0f
unbiased facts and {ull information can prevent a bad situation from
becoming worse. |

In all crisises and emergencies the following vcuidelines may be
followed : |

a) Give the media men all the facts you have at your hand promptly
and explain to them what the organisation is doing in meeting tlhe
crisis. |

b) Establish a control room which could feed the media round the
clock.

&2



o]

Explain the measures taken by the organisation to provide relief
measures

d) Explain the losses and the extent of damage.
e} Explain the preventive measures the organisaticn has proposed.
f) The best way to explain the situation would be to invite the

media men 10 the scene of accident and enable them to see for
themselves and write stories

7. Press enquiries

Press men often ask PR managers certain information about the

- organisation, The PR manager must answer all questions promptly

and accurately. However, he should be careful in his comments.

H the PR manager does not know the answer, instead of telling the
press that he doesn’tknow, it would be more aphgopriate to tell the news
menthathe would check up from the officer 8gncefned and let him know.
The PR manager should follow it up a e thal the answer is provided
as early as possible. This type of he ss  will help PR in building
up long range media relations.

8.  Rapport with ail E

One day when a PR manfger visited the news room for handing
over a press note, a ub-editor indirectly commented "How is that
this PR manager who maintains contacts with the editor has come
1o the news room”. This indicates that PR manager was only in touch
with Editor and not the news editor and sub-editors who aciually handle
the news desk and who really matter in selection of news with all
scissors at their disposal.

PR managars generaliy keep contact only with the correspondents
forgetting that there are a number of other news men such as editors,
news editors, sub-editors, leader writers, special correspondenis etc
who matter much in the publication of news. PR mansgers must estab-
lish direer contact with ali levels of news men.  Such contact should
be regudor and not only when you have work with them.

9.  Ne confrontation

Sometimes uncomiortable news and critical news ate published in
newspapers against the managements. 7o deal with such siiuations,
highest skill is called for. if there is any critisism about the organisation

=
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in the press, it must be contradicted and corrected in prudent and rest-
rained tanguage. Rejoinders, contradictions of the management are bound
to get coverags in the newspapars. Confrontation with the press witl n|ot
augur well for public relations. We must remember that "the press _f‘:‘ri-e'.s'
the last shot™.

10. Beserve and Desire

Whila dealing with the subject “‘press and public relations”, a very
senior editor of a newspaper advised PR men (o remember the diCtL]m
‘first deserve and then desire’. This advice came in the context that the
press should be approached only if there is something worth while for
publication. In other words an item which has news value automati-
cally deserves publication. This is the best principle of press relations,

5. Government Media ' |

In addition to the press, the PR manager is expected to maintain
cordial relations with Government media such,as the All India Radio.
Doordarshan, Films Division, Press Information Wureau, Directorate of
Advertising and Visual Publicity. Diractorat i#id Publicity etc. which
are charged with the responsibility of gmiga paolicity to the various
activities of the Governmeant departme public sector undertakings.
PR managers connectad with Governmeg#and public sector organisa-
tions can get fair coverage throu se media units by adopting, J:)y
and large, the same principleg of 1ess relations. |

Enter Media Publicity Coordimiffion Committee _ |

The Governmen@ia have constituted a state level inter-media
publicity coordination mittee at each of the State capitals with
heads of varicus Government of India media units, Director of Informa-
tion and Public Relations of the State Government., PR managers of
of various Central and State public sector undertakings as members The
senior most officer of the Ministry of Information and Broadcas-
ting stationed in the city will be the chairman of this committee. The
committze provides an excellent forum for various PR managers of b0|th
the Central and State governments to design and launch publicity
programmes in collaboration with the Government of India media unitis.

Author of the Lesson . Mr. C. V. Narasimha Red|di
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Assignments

Amswer the following in 30 lines each

1.

2.

L)

What do you meen by Media Relations? How do you develop good
press relations for your organisation 7

Every PR manager finds himself “"the man in the middle’, forced 1o
face the dilemma posed by what the managements expecis him to
do and what is required by the eaditor. Discuss what do you
recemmend t¢ improve good press relations for your company.

What is the role of Inter-Media Publicity Coordination Committee ?

O
v

N




UNIT 10  CASE - STUDY |

Lesson 12 We have a beautiful city
Let's keep it clean |
{ A case study in multi - media appmac;i*ll 3

In the previous chapters, the art of Public Relations and its toois
have been examined. Each tool or medium has its own role to play|in
any Public Relaiions process It is wellnigh impossible for a single
medium to reach all the target audience. As aresult, there will bé a
media gap. But. the combination of various Public Relations media will
not only bridge such communication gap but also will bring in better
results in reaching the Public Relations goals. This is know as ;mdl&r;‘-

Cmedia approach or  multi-media  campoign For example, the aim of
Family Planning Campaign is to induce people to go in for planngd
families and thus control the explosion of poputation. Several media of
mass communication are available to approach and convince the people
on this programme. The message of Family Plgnning cannot be commu-
nicated to a large and diversified and ananygicu asses spread through
caut the country with a single medium, say sress or the radio. Tr'[;is
is a Mational campaigh to deal with itude of people and as such it
demands smulti-media approach. How@are has to be taken in em!p-
loying each medium best suited for thpurpose at appropriate stages
instead of attempting to press a ia into action simultaneously just
at the begirning of the Ca ign . |

Here is a case stu in multi-media approach. Hyderabad, the
capital of Andhra P consits of the twin-cities of Hyderabad and
Secunderabad conndgfeddby a mile-long tank bund across the Hussain
Sagar lake. One'of the We major cities of India, Hyderabad’s origin dates
back to 400 years age. Mohd. Quli Qutub Shah, the fifth King of QutLLb
Shahi dynasty, founded this historical city in 18917 as an expression pf
his love for a local courtesan, Bhagamati. Ferishta, a historian of the
Mughal Era, described Hydetabad as acity “the like of wihich for beazqu
il cleantines s is not to be found in the whole of  India, Fasr, West, South
or Norih"

Located in the middle of the country’ more or less equi-distant from
the north and the south. Hyderabad is typical of India in many respects-
a complete blend of various sub-cultural streams of |ndia. lts population
architecture,linguistic camposition-to mention a few of its characteristic
featuras—mirror the basic unity that underlines the country’s regionat
diversity. For the North, it is South, and for the South, it is North. Till
1948, Hyderabad was the capital city of the princely State of Hyderabad,
which was ruled by the richest man in the world-the 7th Nizam-Mir
Osman Ali Khan. In 1956, it became the capital of the State of
Andhra Pradesh.
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The Municipal Corporation of Hyderabad has been facing certain

problems in the realisation of its corporate objectives. Thoae problems
have been severely handicapping its smoth functioning.

The Problems

1}

2)

3)

4)

5)

6)

8}

9)

Due totheincrzasing tempo of industrial activity and the staggering
growth in population, the city has slid down on the count of
cleanliness.

Slums have pock-marked the beautiful face of the city. Over 300

slums have become fastering wounds and health hazards. Every
sixth person in the city lives in a slum

Stray dogs wandered merrily throughout the city, some of them
suffering from rabies. Pet dogs were being kept without licence and
they were not being vaccinated against the rabies. Everyday, an
average of 200 persons were being bittengby stray dogs.

Footpaths wefe encroached by petty tradgrsnd vehicular traffic in
these roads were perilous. -

Beggers suffering from contagjous diseases, especially lepers, were
at large and patronised by t;%aral public.

There was a commu i gap between the corporation and its
citizens regarding ail ci problems and programmes.

There was a lac 6 understanding of the corporate objectives
among its own employees.

Civic consciousness towards cleantiness had reached a new low,

Complaints of the citizens regarding civic affairs were recelwng
scant attention-

In the face of these massive prublems the Municipal Corporation

of Hyderabad launched in 1975 a bold and massive Public Relaticns
Campaign, with the avowed purpose of getting the city cleaned up and
educating the public of heaith, cieanliness and civic sense.

Campaign Objectives

The Corparation had the following clear-cut and well-aimed obje-

ctives before it when it taunched the campaign

s
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. I
a) Reverse the downward trend in the cleanliness standard of the city

. . |
and try to improve it. '

¢) Bring down the incidence of dog bites, persuade citizens to tdke
out licenses to keep dogs and provide facilities for vaccination

against rabies, |
|

b} Rebuild public confidence in the Corporation.

d} Increase civic amenities and improve city sanitation
e} Launch slum improvement programmes.

f)  Avoid footpath vending. |

g) Remove begger nuisance. ' |
|

h} Bridge the communication gap between the Corporation and the
citizens. |
|
b)  instifl a spirit of service in the Corpgratio mployees.
|
Diverse Target Audicace i

The City of Hyderabad has a¥opulation of aver 2 millions. They
hail from different cultug’agd linjuistic groups. They speak Telugu.
Urdu. Enrglish., Marathi, finaga and other South. Indian fanguages.
Rich and poor, iiterap®and itTterate co-exist in the city, Some of them
live in localities rese a@' villages. To communicate to such a molti-
lingual society with th® characteristics of both urban and rural back
grounds, ideal communication tools have to be carefully selected.
A majority of the people with the urban background are newspaper
readers, radio listeners and television viewers. People with a rural
background in the same city do not read newspapers, nar can they
afford to buy television.

How, then, Do we communicate with such an audience? The Muni-
cipal Corporation carefully chose the right mix of proven communication
techniques-both rural and wrban to suit the heterogengus composite of both
urban and rural audiences.

I
Messages |

Maintaining ideal public relations with over two million ¢itizens
and over ien thousand of its own employees, on a day-to-day basis,

. . . .
posed a challenge to the Public Reiations Department of the Municipal

58 |
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Corporation. A multi-media public relations campaign based on persua-

sive propositions, which in turn were derived from igentified problems.
was launched by the corparatian.

The foliowing propositions provided the theme of the campaign
1) We have a beautiful City. Let us keep it clean.
2} Lerus keep our streets clean, as we keep our homes c:’ean..
3} Fooipaths are for us to walk on, Let us not encroach them.
4} Dogs are man’s best friends. Let uy protect them against Rabies.
3; We must help beggars. Let us do i1 through the Beggar’s Home.
Medin-mix

The media-mix was elaborate and extensive since the message had
to reach every part of the city and every seqlicn of the population. It
included newspapers. magazines, exhibitigns, Woardings. radio, film,
cinema, shides, etc. The three-language ula-Telugu, Yrdu and
English-was adopted in view of the N-/lngual  targer groups.  Like
the Indian ‘'mixed economy’, the Corn adopted a mixed commu-

nication policy, combining the fe s of rural and urban communication.
to suit both the rural and urban addiences.

Hoardings

About 50 huge ressive hoardings with catchy messages came
up in every part of the .

Press

All the newspapers publishd from Hyderabad carried educative
slogans either an the front page or inside pages for a period of four to
six months. They did it free of cost as their contribution towards a
public cause.

Radio

The Nagaravani (Voice of the City). a Sunday feature of the Alj
India Radic, Hyderabad, becama the voice of the Municipal Corporation.
The programme highlighted a wids range of civic problems every sunday
at 8.30 A.M. In fact, it became "Civic Time'. Nagaravani covered various
aspects of civic life like births and deaths. building by-laws, lung space,
property, tax, etc. Citizens tuned in their radios for information on
civic issues and to get their doubts clearad. The radio also organised a




unigque programme, Radie visits sfums’, to ventilate the sium problems.
In short, radic bécame a forum for getting civic problems redressed and

it brought the Corporation officials and the citizens on a single platforrn.

Films

The Corporation, besides screening films with civic themes, produced
and exhibited movies of 4-minute dutation 'Advoid garbage’. Street en-
croachment’,  "Dogs are man's  best friends’, Let's paint our city green’
and “War on mosguiress’. They were very popular.

Song aud Drama

Traditional media like burrakata, mime drama. kavi sammelan,
mushaira were also used as part of the campaign.

Campaigo for Slum Areas

ix:nof the total popula-
n up for this particj-

lliterate slum dweilers constitute over one
tion of the ¢ity. A separate campaign, specia
lar audienue, was launchad in collaboratj
the All india Radia, Fitms Division, S A Drama Division Directorate
of Field Publicity, Mass Media Uni he Family Planning Bureau,
Department of Informaticn and V&Re!ations, etc. Oral communica-

arious medta units like

tion, traditional media, film_and¥adic were extensively used in this
campaign. ‘

Negative Feedback

The campaign in the initial stage drew an adverse feedback from the
public as well as from the media. There ware editorial commenis in the
newspapers while quite 2 number of citizens gave voice to their opinidns
and reactions through the column  “Letters to the Fditor. Streamsjof
letters poured into the office of the Corporation each day, giving vent to
specific grievance - all passing caustic comments against the campailn
as being the Corporation’s gimmick to pass tha buck on to the public.FA
few were cynical in their reaction. Even some of the Corporation
officials did not jike the campaign. since with the increase in the

number of grievances reported their responsibilities had increased.

in an Editorial. the Skyline commented "Propaganda and Education
are two different things and the objectives of the corporation cannot !be
realised merely by what they think to be catchy slogans and hoardintjgs;
It is easy to say uncleanliness is due to lack of civic sense among the

population’.
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in a letter to the Editor, the correspondent pointed out ‘The slogans
in the newspapers and the hoardings perhaps remind the Municipal
Corporation of Hyderabad 'Pracrise before you preach’. while another
letter said ‘'The motto of the Municipal Corporation seems to be ‘Ask not
what we can do for vou’ - "Ask if vou have paid taxes and why don’t you pay
more

Why ?

The local citizens had never before been exposed ta such a campaign
in Hyderabad City on civic problems, with catchy slogans and imagina-
tive itlustrations on huge hoardings, front page advertisements in news-
papers, supported by radio spots-all appealing to the people to share
the responsibility in keeping the city clean

The campaign kindled never-before public intrest in civic affairs.
1t was their doubt whether the Corporation would rise to the occasion

and put into practice what it was preaching.

Practitioners’” View

Public Relations Practitionars j city commented that the

campaign did create a new awarggess among tha public, as was evident

from the adverse reaction in the . Howaver, the Public Relations

deparimeant of the Corporaty@Mwastperplexed with the adverse reaction.

How did then they tackle lem? This will be interesting tc every
Public Relations Pracijoner’

Action Projects

Torouse up the enthusiasm of ths citizens, the Corporation swung
into action and launched a series of civic improvement programmes
such as cleanliness drives, anti-encroachment drives. mosquito and
malaria eradication programmes, elimination of stray dogs. opening of
dog vaceination clinics, slum improvement schemes, modernisation of

city public lighting, construction of markets, rehabilitation of pavement

vendors. import of capchur-gun for catching stray dogs, project habitat
for 13,000 slum families, rehabilitation of 1,000 teprosy patients, planting
of 10,000 saplings. widening of major roads, opening of major parks
{Indira Park. Sanjiviah Park)-all of which provided the necessary
momentum for a concerted drive for a better city.

The city genarated 1,000 tonnes of garbage everyday only half of

which was being clsared. The Corporation intensified its cleanliness
drive. 500 additional hands were recruited to augment the conservancy
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staff and new areas which were not previously touched were covereJ by
the conservancy staff. The number of garbage lorry trips was increased
from 3150 to 4200, representing 33% increase. ‘

There was a vigorous drive against footpath encroachment. Typicai
is what happend at Afzalgunj. An average of over 100 lorries, tourist
buses, bus chassis, motor bodies wera being parked on either side of
the road between Afzalgunj Mosqgue and the Nayapul-new bridge bus
stop-thus encroaching 48 feet of the main road. leaving only 24 feet for
vehicular traffic and causing great traffic hazards. The Corporajion
pressed into service a 300 H.P. mobile crane and cleared everything
parked on the road margins. Footpath vendors wers not only removed,
but they were also rehabilitated in the new markets with due finani:ial:
assistance.

All major roads were likewise cleared and the Corporation received
the acclaim of the general public.

Public Assistance Cells ‘

The Corporation established 3 sepagate fic  Assistance Cell with

a direct telephane undet the contrel ubtic Relations Department.
Such cells ware established in each six Municipal Circle Offi’ues
of

also. These cells wera instru | in redressing large number
public complaints.

Positive Response

Public Rélatio’@wpaign and  service-oriented acrion  projects
such as construction oWNfarksts, slum improvement programmes w'ent
hand-in-hand Whenever a public refaticns or educative campaign was
orgamised in any part of the city, it coincided with the iaunchmcu of
service scheme, enabling the nsogle to participate in programmes. Cons-
truction of community halls. sanitatien drives, launching of adult

education schemes. economic otiented programmes for shum dwellers
were taunched along with publicity programmas. ‘

" The action projects started by the Corporation aroused public inte-
rest and developed confidence in the Corporation that it was interested
in doing things for the citizens.

Local people appreciated the genuine effort of the Corporation in
keeping the city clean. There was a continuous flow of information
through all the media on the programmes of the Corporation and duties
of citizen which had bridged the communcipation gap between the
Corporation and the public, Even difficulties of the Carporation wﬁre

e
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made known to the public As a result, whole-hearted co-operation was
not only extended in the implementation of action-projects. but also in
diseharging their duties with all civic conssiousness in keeping the city
clean and beautiful,

Action projects and the sincere efforts of the Corporation in getting
the civic complaints addressed on priority basis converfed the negative
feedback into positive response. This made the Pubfic Relations effort
easier. Comments poured in, praising the Corporation.

The Indian Herald in its editorial commented, 'Hyderabad Municipal
Carporation’s multi-media intensive coverage campaign for the improvement of
sham in the twin-cities in the vight direction’.

Evaluation

The Evaluation Study of the Public Reiations Camgaign of the
Muncipal Corporation of Hyderabad was undertaken by the Department
of Communications & Journalism, Qsmania UnWyersity. It iranspired that
about 75, of city’s population, besides beifg exMpsed to the campaign.
was educated on the need to keep the city clealwhe citizens appreciated
the Corporation’s efforts to tie up a nugf of Action Projects with the
educative campaign. The several servi emes launched by Corpora-

tion were outstanding succes%fknd the pubiic co-operation

towards tha Corporation's efforts Wis Bverwhelming.

Tangible Results

The compaign w@‘:ently successful in achieving most of the
goals it had kept in vie However, they arethe results in two areas

were tangible and worth mentioning. They are:

Dog bites

The campaign solved the stray dogs problems. In 1874, about 200
persons on an average were being bitien by stray dogs every day in
Hyderabad. Accorsing to rules, every dog ownsr in the city is expected
to take a dog license every year and the Carporation is expected to
make arrangemenis for providing the vaccine against rabies. But never
in the his{ory of the corpcration the numbser of dog licences taken out
excoeeded 300, although the dog population was estimated at 15.000.
As a result of the Public Relations campaign, the number of dog licenses
taken out jumped upto 6.000 in 1976. The incidence cof dog bites fell
sharply from 200 a day in 1974 to 60 a day in 1376, About 717 of the
respondents to the Evaluation Study reported of their awareness of pro-
tecting the dogs against rabies.
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Bepgars

The Corporation’s attempts in reducing beggary and evacuating
teprosy patients also yielded significant results. The Sivananda Rehabi-
litation Home for Leprosy patients was opened at Kukatpally through
the efforts of a voluntary organisation, and 1000 leprosy patients were
accommodated there. All facilities for their treatment and rehabilitation
were provided. Not even a single leper was found begging on the streets
of Hyderabad city. While appealing to the public not to encourage
beggary by the lepers. the city had almost been freed from leper beggars
The tocal newspapers editorially paid kwdos to the Corporation on this
achievement. :

Emerges with a new Image

The image of the Corperation in the public mind was rather poor.
But the public inage changed considerably as a result of the campaign
and service schemes. The campaign was the rafk of the ciry and the
people had realised that the Corporation ayas really working forjthe
public. Peaple still were eloquent abo thy effectiveness of [the
campaign and the a/l-reund goodwill it cr It was a successful
exercise not only from the Municipa oration view point. but also
from the Public Relations angle. 1t gMe @fnew dimension of credibility
and effectiveness 1o a wetl-d&gublic relations job. It is a shining

cxample of the concept of resu§forfented public relations or multi-
media PR campaign.

@ Author: Mr. C.V. Narasimha Reddi
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Lesson 23 Case-Study of Feedback Aspect in AIR
(with Reference to Specici Audience
Programmses)

Qrganisation set up

All India Radio is basically a public sector department with its
motto- "Buhusana Hitaya - Bofujera Swelbfaya’. 11is under the Ministry of
Information and Broadcasting with an accountability to Parliament. At
the stations Director is the hsad of the organisation and various pro-
grammes officers assist him in Programme Production. Atthe Directorate
General of AN India Radio, Director of Public Reziations co-ordinates
with the stations and the Dircciorate. The main job of the Directorate is
to inform the Ministry and the Director General about ths press comments
and Public reaction ai various stations. Stations sand all the press
comments to this Qirsctor Tor comoilation.

Individual stations of Al India Radi zaded by the Stations
Director maintain public relations #0 utmost extent possible. fts
public are mostiy the fistencrs and t Q ists The dirsct contact with
the listeners is through letiors tem. The werkly rapliss 10 the
listeners programmes keeps in woth tine palse of the listeners.
them programmes are changed, if
esidas this programme, listaners express

osi
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they tend constructive criti )
their views through My crs ¥ the Editors’ in various newspapers. The
Audience Research C analyses the press comments and the stations
remarks are sent to Wz Diractorate and rfoiwdze is given throudh
tha press,

Artists and talkers get in touch with tha programme staff in day-to-
day functioning. Schedules of the programmes are preeared well in
advance and the contracts are sent to them atleast four weeks in advance.
When the artists attend the swdies for recording, the remuneration
cheque is given to the artist immeadiately sfrer the recordimg. Complaints
received from the artist are atiended to.

Internal PR (Emplovee Relutions)

Besides the external Public Relations AIR maintains internal public
relations with its staff. The staft welfare committee known as Srafy
Council meets once in a quarter to discuss various matters relating to
the welfare of the staff. Represantatives of all Unions meet with the
Statian Director to exXoress their griavenciss. But most of the problems




are to be solved at the Directorate level and they will be reffered to the
Director General in turn to the Ministry if necessary. Departmental
canteen is zlso being maintained besides the Akashavani Club whichis
a recreation ¢lub. Internal and Exterral PR «re thus maintained by AIR.

Let us now have a look at the speciu/ audience programmes and
their PR Perspective.

Advisory Bodics

The various Advisory Committees attached to Al India Radio advise
the Stations on grogrammes from time to ti-ne. The important committee
of such nature is the Programme Advisory Committee which meets onge
tn six months.

Normally the membership of the committee is fourteen, Station
Diaector is the Chairman of the Committee and the Aasistant Station
Director is the Member-Sceoretary. The complexion of the committee is
artists. musicians, poets, social workers stc.NRecommendations ate
made by ths members are discusssd at l¢fgth gnd the action taken is

-informed in the next meeting O
Joint Consuttative Paael

nel ached to Industrial Warkers Progra-
mmes caters fo All Indi dio Stations of Hyderabad, Vijayawada,
Visakhapatnam, and Cuddap®f. The members represent various indus-
tries and unions fr state. Thz commitiee meets once in 3 or: 4
months and the delib v of tha committes are circulated among all
the four stations for action. Officials from all the stations attend the

meeting. The Programme is meant exclusively for the Industiial workers.

The Jeint Consultative P

Problems

Pannel members feel that 12.40 p.m whichis allotted for the broad-
cast of Industrial workers is not suitable as the workers are at the work-
spot. They suggested an audience research survey to be conducted.
The stock characters of the programmes at Hyderabad are very popular.
it is a family serial broadcast an every sunday at12.40 p.m. Théy
educate the listenar with all the relevant information regarding the
recent industrial legislations and rutes. The meetings of the panel are
arranged by rotation at ail the four stations'in the States. For example
the suggestion of one of its members was immediately implementeﬁd._
One of the Labour leader suggested to broadcast a serial on the History
of Industrial Movement in India 1t got good listening and appreiation
from tha listeners. :
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Evaluation

A sample of 296 industrial Workers of different age and educaticnal
groups was interviewed in the survey of Audience Research Unit at
Vijayawada.

The main findings of the survey are as below

a) Only 9% of the industrial workers (27 among the respondents)
listen to Radio Plays and the reasons menticnad for the same
were non-availability of tims with them or notinterested in
Radio Programmes.

b) Listening to Industrial Workers Programme is comparatively
more among educated respondents,

¢} The rare listeners of the programms expressed their inability to
tisten to the programme because of their shift in the factories.

“ Acifon Points suggested by the Research b a5 folfows-

1. Though almost all Industrial Woisien to radio not all of them
are aware of the programmes for int rial Workers. The programme

should therefore be made more
impressed by the program an

gciive so that the listeners may be
publicise it among their frisnds and

relatives.

2. Some Industrial 1s espucicly the young ones are not satisfiad
with the presentation he Programmes and the performance of the
programme and the performance of ithe stock characteys. It is

suggested that the steck characters may be changed from time to time.

3. The industrial workers have shift ditiss in the f{actories all of
them cannot listen to the single programme regularly. L is suggested to
broadcast the Industrial Programma twice in difierent parts of.the day
so that industrial workers gei tho scopa of listening to industrial Pro-
gramme every day. Hyderabad ststion has accepted the suggestion and
it is broadcasting the programmc 12.40 p.m. and 5.30 p.m,

Rural Advinery Commitiee

Rural advisory committee also meets onge in 3 months. Members are
nominated by the Director Genersl of All India Radio. The Farm Radio
Officer is the Secretary;Convener of the committee. Members from the
the rural areas with agricultural background are nominated. Various
developmental departments like Agriculture, Animal Husbandary, Forestry
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Marketing and the Agriculiural University reprasent the meeting, They
suggested programmes for the ensuing quarter. The suggestions are
accepted and implemented. |

Msuin purpose of these advisiory Lodies istoguide the station authe-
rities on various specislised sobjects Experts from the depariments
render helo 1o chalkout the hardcors programmes broadcast over AlR.
Liaison batween the varipus Gantral and Siate Departmsantsis maintaingd
by the Farm and Home Unit Rural listeners  forums used to supply the
ieedback when the Farm and Home Units were started.  The coverage
of asricultural programmes in the field also is high. The farm radjo
reposters of the unit wisit various places to gst the impressions of the
progressive farmers on high yislding varieties etc., It creates awareness
among the listeners about the latest varietiss- and pesticides. With the
agrarian complexion of our country this unit has created good pub¥|ic

relations.

|

Fraluation

A survey was conducted by the Aw Reszarch Unit of AH
india Radio. Vijayawada to study mainly the slitative aspects of the
programmes broadcasi for rural audie e {ighlights of the survey are

1. Maiority of the listenzrs e, 1 of ten listensrs of AIR Vijath
wiada do pot find any probigy understanding the information provided

2 Listensrs of Yija s woulsd mostly like to listen talks. discuss|:i~
ons and interviews in t ural programmeas,

qgiven below

in the rural programmes.

3. Other than Radio, the naws paoners is the source of information Ljf
improved agricultrral practices to the farmears.

Action Voinis

in the light of tihe rssults of the survey on rural programmes the

follzwin g action point only was suggestad for considaration.
. ) |

It is suggesied 1o pay more attention (o the production of the
Velugubata Frograrune so as to make it more interesting and useful fto
the listeners. 1t is listencd by a comparatively lass proportion of listenérs
of AlR Vijayawada than the other rural programmes. Listeners above
435 years listen to the various rural programnes more ragularly than
atnzrs. Listensrs of Yiisvawads wara askad ta maiatain the raasons for
nat blsiening or raraly listeners to the rural sroyran nes. The ma!in
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" reason mentioned by them was that they were not interested in those

programmes The other raason maintained by some of the listeners were
that the time was not suitable for them and they remained engaged in
some other work at the time. Rural coverage of news should be improved.
Crime, decoity etc which craate a public aware should not be publicised.
At times very small events are getting disproportionately magnifiad,
Running commentary should be given on all important news events !t
should not be resiricted to Crickat Racent news commentary at the
time of the sad demise of Smt. Indira Gandhi, Prime Minister of India
had a good impact on the listeners.

Family Wellare Advisery Committee

The main crux of the rural folk is on Family Welfure Lducarion. The
Five year Plans of our country iaid stress on the welfare activities and
the Rural Advisory Committee represented by the State Medical and
Health Department suggests number of programmes to be broadcast to
communicate the message of Famliy walfare g
stress on the Family Welfare Programmes. rnment of India has
constituted separate advisory bodies forthe 4 welfars programmes
also wherever the Family Walfare Cell unctioning. Reprosentation

als. To strengthen more

for Homeopathy, Ayurvadic. and Unan gifen on the board.

Among the mass media Ra has been at the forefront in our
country in the motjivatinna npaign launched to popularise the small
family norm. The significaN{rolS it has played over the years and the
success it has achieve bredking the barriers of inturpersonal comsmu-
nicatior on a delicate t like Family planaing. are toe well knowa
10 he recountad. :

The Family wetare cells o; AR are planning proarammss with the
liasion of the Staile Medical and Heaith Departments in motivating the
eligible couple. Since it deal with the public and their reac ions the
programme personnel design their programmes in such a way that people
accept the welfare measures.

A field survey on Family Welfare Programmes was undertaken by
the Audience Research Unit of AIR Hyderabad in the twin cities of
Hyderabad and Secunderabad and 20 villages in lorahimpatnam Taluk.
in all 4G9 respondents in the reproductive age-groups in the Urban areas
and 200 in rural areas were interviewed for survey. According to the
survay rencrt thare is a need 1o nopularise the small farmily norm of twe
chitdren and a mativadonal camosign could s mountad on a sustained
scale in this regaras. The swvey reveals that couples are likely to
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indulge in experimentaticn and may unwillingly aliow the family size to
graw anticipating a son/daughter as the case may be in the next

confinement.
Action Point ‘

Action point suggested by the Audience Researcher Officer is injer-
sting to note. '

““Programmes stressing the equafity of rights. equality of
opportunities etc, for men and women and equal cost of bringing up
both the sons and daughters shouid be mounted. It should be stressed
that in the present day context. there is little to choose between a boy
and girl and irrespective of sex ratio of children their number should
not be move than two in a family. The fact that besides sterlisations
other aspecis like use of contraceptives for postponing child birth in|the
interests of mother’'s and children’'s health or when children are not
desired in the family etc. also constitute family planning shoulj be

rought home to the listeners ™’
|
Tha survey re-emphasises tha fact that ®adio is the ideal medium
suited 1o reach people in the radio housegholdg and radio pregrammes
on family planning/family welfare program has changed from time
to time over the vears, the ceni pbiective of educating and
motivating the listeners lor acceptingd 1 family norm has never bren

tost sight of.
AR Myderanad is broa stig ont its A" Channel in Dector - clearing-

Doubty progsranie entitis wglcara Vedioa'  This is a weekly programme
of 15 minutes duration brodggast on avery saturday night. A majori;;r( of
listepers who are of the programme in botly areas feel thai the
advice given by exp ctor is generally useful. Rural listensrs also
feel so. Tha fact thatthe experts are not easity accassible to the rljrai
pegople may be one of the reasons governing their views.

Advisory Cominitiee 04 Bducational Brondeasts

With the aim to given support for the primary and secondary school
teaching, AiR has started schoal broadcasts which have wide listening.
Synopsis of the lessonsschaduled for a year are supplied to the scr{ocl
children in a book form and the children are reaily benefited. The fesd-
back on the programmes is aiso good. Recently the Director of Public
tnstruction, A.P. has issued a circular instructing the schoois| to
purchase Radio sets. Earlier most of the schools did not have the %ets
and the purpose of hroadcast was not achieved.

The Adviso'ry committee for Educational broadcasts of AIR, Vijaya-
wada and Hyderabad meets to prepare the schedule. The State Educa-
tional Department afso help in preparing the schedule for the whole year.
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With the help of the State Centre for Educational Research and
‘Training (3CERT) script for the Educational Broadcasts are given the
guide fines to prepars material Response for the school broadcast pro-
grammes is increasing day by day.

Recently the Andhra Pradesh Open University was allotied pro-
grammes for its {essons to the students throughout Andhra Pradesh. Short
wave supporton Myderabad B8' was provided to them and 3 hours pro-
grammes &are broadcast per week which is first of its kind in the country
provided for Open University. Some of the stations are broadcasting

lessons for correspondence courses. It has enriched the PR of Al
India Radia.

Women Pregrammes

Do women nead a separate specific programme for them? Women
have equal right as men  Modern Indian Society makes no distingtion
bet~een men and women in education, emaloyMgnt and various other
activities. Women are found to compete wa in almost all fields
of activities and were found 1o be po in an in such competi-
tions. They constitute half of the hu aulation and are competent
1o work side by side with men. Then ould there be a separate
specific programmsz for wamen a My Mmay argue

Another school of tho Glarffies that the physical and mental
make-up and the nature of W@men are distincts from mzsn and they can
anly fill in Lhe viod |2 mer in the world of human activities and
maintain the social b Women have therefore to davelop their
characteristic features siMulteniously with the general human develop-
ment AIR thus tries to care to this development of woman by hroad-
casting specific programme for therm through its electronic audio
medium of mass cemmunication te reach all the women population.

Children Fregrammes

Similarly childrens programmes are broadcast over AIR. Children
are the foundation pillars of a nation and therefore a strong and
devsloped nation cannot be built unless the foundation pillars are made
strang. The age 14, is a crucial period for development of the man’s
mind and body. Thus AIR endeavours to make the development of the
children through ks audio medium of mass communication ts reach all
the children population.

The programme officer organises both the women’s and children’s
programmes with the help of compere.
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Toyaulation ‘

The findings of the Audience Ressarch conducted at Vijayawads
are interesting to nate.

1. Though all women tune to women's programmes 107 of them
naver hsten 1o woman's programnies and the main reason given by tt'rem
is that the programme does not interest them

2 Angther reason mentioned by some women for not listening to
women's programmes non suitability of time. It is noted from [the
result of the survey that working women occupy major proportion of

non-listeners. Wamen's programes are to be adjusted as to suit all
women for listsning to the progra:nmes.

3 A few listeners are of the view that programme does not yield
additional knowledge. it is sterotyped and nci topical. Keeping in
misd thesa views more offorts are naedad to imarove the pmgran‘Fme
quality. '

4. Simitarly timings of children’s prografgmestbroadaasis on Satujday
is not convenient to all chilerer a: geny children have schog at
that time.

5. Jokes plays and adventurgagtories may be included more freque-

mily in the programme 1o make ctive to children.
5. Film music is the m i lar programme among the womenJand
children fisteners. 9 out 10 tune to local stations tor film music.

itglen to plays and two thirds of women

Three Tfourth of
residents listen to ae¥

Conclusion

All Indiz Radio, the powerful electronic medium  maintains gtod
public relations with its lisicners as wall as the artists and talkers.
The fsedback to them through letters from the listeners and through
tha Audience Research Unitis insufficient. Whenever the programmae
officers move out for ithe programmes they should get in touch with
the cross sections of the peopls 1o have good feedback on their
pregrammas.

Advisroy Commitiees recommendations in general are accepled.
Members also should take keen inlerest 10 suggest concrete sugges-
tions which are easy for implementation.

Autheor : Dr. B A, Padisanalha Rao
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Audio
Audio Cassette

Audio-Visual

Article

Audiencs
Banner

Box

Broadcast

Cartoon

Case Study

Channel

Communication

GENERAL GLOSSARY

Relating to sound. and hearing.
A cassette used for sound recording.

Equipment, production and presentation of pro-
grammes which use both sound and pictures.

A composition on a particular subject for use in a
newspaper article is lengthy compared to a feature

People who receive messages.
A headline carried on the top of a newspaper.

An important item published in a newspaper in a
box to attract the attention of readers.

A talk transmitted over io ar T.V.

A drawing used for ¢ fying message in the
print media.

A process whicl the result of a case are made

known. A s¢ study indicates how certain
probl s cor§ronting the management were solved
thro techiques.

strument or vehicle used for conveying messa-
a Every message requires a channel for its
transmission to receivers.
It is a process by which ideas are carried from one

person 10 another. Understanding is an importani
element of communication.

Communication gap A gap resulted on account of non-communication

Content analysis

Circulation

Caption

of an idea or by not providing required information.
Analysis of messages conveyed to the audience.
Analysis is useful to know how receivers are reac-

ting to the messages.

The  number of copies of a newspaper sold and
distributed free per, publishing day.

Explanatory words attached to a picture.




Copy

Cropping

Daily

Dialect

Effect
Elestronic Media

Embargo

Empathy

Exhibition

Face-to-Face
Communication

Feature

Feedback

Film Strip

Film

Foramat

Fourth Estate

Guideline

The term used for the manuscript used in a news-
paper or an advertisement, _ ‘

Editing of a picture for publication. Extraneous
matter is removed from the picture while croppin g
a photograph.

A newspaper published atleust four items a week.

A variety of spoken language by the people in ‘a
parlicular region which is different from other
forms of the same language.

Impact of a message.
Media retating to Radie, TV, etc.

Restriction put on the publication of a news ite;m
indicating the date and time at which item can Pe
published or broadcast.

The ability to put anedgif Jgnto another person’s

position; to undergeagd the behaviour of others on
the basis of one‘,xperionce-

A public dis :{ things o attragt public attentic{n.
A pro of Fommunication between two peopfe‘
it enals 10 get immadiate ieedback.

y highlighting a particular aspect of a subject
f blication in a newspaper or broadecast. There
can be a feature on the daily life of a beggar. ‘

Reaction of the people to the communicator on t‘he
messages.

A short strip of film on which individual pictures
or stilis are printed for projection.

An  audio visual medium. The prepared substar{ce
on which one takes photographs or makes cinemna
pictures. |

The size and shape of a publication. ‘

Press has been described as the fourth estate of
the realim.

Instruction and suggestions to follow. ‘



Inter personned
Communication

Image

Imprint

Layout

Logo

Mass Communi-
cation

Medium

Message

Multi—medi_a

Masthead

News

MNewsreel

Nawspaper

Opinion Leader

Photo journalism

A communication batween two or more people

An impression of the people about the organisation

The name of the printer, publisher and the place of
printing published in a newspaper.

The plan of a page in a newspaper or in a pubiica-
tion for the purpose of ailotment of space for
pictures. headings copy etc.

A symbol.

A process of commuanication through which tho
massages are transmitted through mass media like
radio nawspapers for dissemination to a large
section of the people.

municating messages.
a. Medium is singular

A channel used Tog
Radio T.V. filrm are the
and Media are

c

Content ormatictw#ad for the purpose of com-

municatio

Me re than one used N commaunicating a
messaQe to the people.

itte of a newspaper pHrinted on the top of the
spaper

Information about an event for publication in the
newspaper. '

A reel of film containing important events for
reaching the ginema audience.

Any printed, including cyclostyled periodcial work
containing public news or comments on public
news.

A leader whose opinion is accepted by a group of
people.

Dissemination and publication of news through
the medium of photographs Camera is the tool of
a phote jeurnalist




Press

Press Conference
Public Relations

Press Kit

Fress Relations

Fress Release
Fublic
Eeriodicity
Periodical

Word of mouth

Congerning to the newspapers, magazines. |

It is a get-together of press men and the news

source for divulging important news to the goresﬂi

An art of creating human understanding betwegﬁn
an organisation and its publics. :

A kit containing press material, photographs,
writing material, spaechs etc., for distribution to
the newsmen. |

It is a process of maintaining cordial relation with
the press men through honest and useful servi?e
provided to them. '

Information sent to a newspaper for publication |in
the format of press release. |

A group of people with
commoen inferest. Pubhi

community having
f different categoriﬁs.

The time gap bewo issues of 2 newspaqer

(daily. weekly, fofw tly, monthly etc.)

A newspaperfgublished at an intervel of week or
more,

| communication. Message communicatgd
h the mouth.




ANDHRA PRADESH OPEN UMIVERSITY
Post-Graduate Diploma Course in Public Relations

SYLLABUS
Course I 'PUBLIC RELATIONS MEDIA

UNIT [ MEDIA CLASSIFICATION

" Lesson 1 MEDIA CLASSIFICATION
’ Public Relations Media - Madia Classification Introduction.

to Mass Media - Functions of Mass Media - PR Media.
UNIT II° NEWSPAPERS
Lesson 2 PRESS - PR MEDIUM

Newspapers - Cléé.sification of Newspapers - Contents of
a Newspaper - Newspaperreader - Function of Newspaper,.
Limitations, Impact - Journalism Profession,

Lesson 3 WRITING FOR PRESS
News - What is it ? - Quali@ News - The News

report and its parts. headline, . body - Essentials of
Writing a Press Release.

-,

JOURNALISM, S UCCESS

lesson 4 FEATURE, DEVELQPME
STORIES
7 Article Vs Fea > - cessity of feature - Purpose of a
feaiure - H write a feature - Contents - Centrai
theme - ExclusWye features - Development Journalism -

Writiﬂ%%s Stories . .
tesson 5 PRESSE TS - PRESS CONFERENCE

What is it ? - Organising. Press Conference - fviodel -
Hints for Chief Spokesman - Press Briefing - Press
Reception, Informal get together - Meet the Press.

r Lessoan 6 PRESS TOURS
Press Tours ? - Types of Press tours - How to organise -
Follow up. '
3 UNIT HI PROFESSIONAL ORGANISATIONS

Lesson 7 PROFESSIONAL ORGANISATION - PRESS _
Characteristics of a Profession - Newspaper Organisation

Lesson 8 PR PROFESSIONAL ORGANISATION - INDIAN SCENE

PR Beginnings In India - PR in free lndia-Public Relations

Society of India (PRSI} - Professional Ethics-International

Public Relations Asscciation (IPRA) - Growth and
Acheivements. . :




UNIT

Lesson

UNIT

Lesson

Lesson

Lessan

Lesson

Lesson

Lesson

UNIT

Lesson

e

9

o

10

11

14

15

Vi

16

PR PHOTOGRAPHY : ‘

PHOTOGRAPHY '
Photographic Communication - Fhete Journalism -
Characteristics of Photograph, Advantages. Limitations -
Use of Photographs - Spot News Photo - Photo features -
Photo Editing - Caption Writing - PR Manager and Fhoto-
graph - Do’s and Don't in PR Photography - Phato Libfary
- Photo Division.

ELECTRONIC MEDIA ‘

RADIO AS PR MEDIUM

Radic asa PR Vehicle and i1s significance - Charateristies.
Advantages ard Limitations, Different types of radio
services. ‘

BROADCASTING IN INDiA
Genesis and Growth of All IndiaRadio- indian Broadcast-
ing today - Radio audience pMgfilgdin India - Impact ofj(he

Radio on the Indian pubhi
WRITING FOR THE RA

Writing for the r Various forms - Essentials for
writig for thgeradi§ - Script for a radio - talk, - Che b -

lists forar . ‘
TELE AS A PR TOOL
Televis fts Characteristics and limitations - Compa-

rision of television with other media - Impact of televidion

GROWTH OF TV IN INGIA
TV in India-Doordarshan- A New Era-Verghese Committee
Raport. |

TV PROGRAMMES - PR OPPORTUNITIES

TV Services - PR opportunites - Video technology - Video
for FR

FILM ‘

FILM AS A PR TOOL

lmportance of Visual Communication - Characteristics
and Advantages - Film and other media - Types of films
Film strips.

-



tesson 17 PRODUCTION AND EXHIBITION OF FILM

Fiim making - The Production Team - Cinema in Indi
Exhibition of films - Impact of films.

UNIT V]  EXUIBITION

fesson 18 PR - EXHIBITION

Seeing is Believing - What is an Exhibition ? - Typas of
Exhibition - Theme, Design and Exhibits.

UNIT VIIT OTHER PR MEDIA

Lesson 19 TRADITIONAL MEDIA

Traditional Media - Various forms - Advantages - Tradi-
tional Media and Electronic Media - Impact of Traditional

Media.
UNIT 1Y MEDIA RELATIONS 0
Lesson 20 MEDIA UNITS

The Genesis and Growth@ntral Government informa-
tion Service - Functioning™the Various Media Units like
AIR; Doordarshan; s Division;, Press Information
Bureau; Registgag of Qewspaper for India; Publications
Division; Qir of Field Publicity; Directorate of
Advertising an\Visual Publicity; Photo Division; Song
and Dr ivision; and Research and Referench Division.

Lesson 21 PRESS RELATIONS

Media Retations - Complaints frem Press about PR - Prin-
ciples of good press relations - Dealing with government
media.

UNIT X CASE - STUDY
Lesson 22 Case-Study-We have a beautiful City-Let us keep it clean.

Lesson 23 Case-Study of feedback aspect in Al R. (with reference
to Special Audience Programmes)
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