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PREFACE

Public Relations as a profession has 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 job opportunities for young men and women. Moreover,
Public Relations as a management function is fast gaining recognition in
our country. Further, there is a wide scope for Public Relations con-
sultancy service. The number of new openings advertised in the mass
media makes one optimistic about the growth of the profession. The
next decade with its over all progress in agriculture, industry, commerce:
and greater awareness among the masses’owing to increased exposure 1o
mass media will call for greater two-way communication and Public
Relations than have hitherto been needed.

The social responsibility of a Public Relations practitioner is greater
in a developing country like ours than in the developed countries. The
professional witl have a crucial role to play in the near future, whether
it is that of fighting against untouchability, pollO§jon. or campaigning
for afforestation, small family, or for bringing Ty Cgmputer technology.-

 The Post-Graduate Diploma Course Iic Relations offered by
the Andhra Pradesh Open Universit aims\aefaining persons as Public

Relations professionals. The co ovars all aspects of Public
Rejations keeping in view our gagcial,§political, cuitural and economic
imperatives. It introduces 6 denfs to the basic principles and
‘practice of Public Relatio

The Diploma course ists of the foilowing five papers :

Principles of Communication and Public Relations

—t

Public Relations Media
Public Relations Management

Editing and Production of Corporate Publications, and

@R woN

Advertising.

In the paper, Public Relaticns Media, the student is taught about
the characteristics, selective advantages, functioning of vatious media
and their professional organisations, The importance of films, photo-
graphs, exhibitions, media relations and Government information
agencies as Public Relations Media is discussed. The course tells the
student how to use the different media for public relations, how to
write for different media and how 1o organise media events.



In this texi newspapers (Print medium), and Professional organisa-
tions are covered. The functioning and needs of different media and how
to handle and meet their needs from the--public relations angle is ex-’
plained. A public relations practitioner who can anticipate the media re-
quirements, and supply the required material including photographs witl
be much sought after, especially if the organisation is a public sect(}r..
The various media halp the P.R. practitioner to a give a good exposure
to his organisatien and maintain  continuous communication wifth'
this publics. The ‘proper understanding of Public Relations media
is essentiial for maintaining good media relations. The most important
point to remember in media relations is to maintain Credibility.
The student should remember without credibility. no public relations
activity is possible. ;

This text deals with the topics included in the syllabus for ',Ithe
Post-Graduate Diploma Course in Public Relagjens offered by the Andhra
Pradesh Open University. . The syllabus, fgr th®sake of conveniencs, is
divided into units, each of waich comprises mber of {essons. FEach
unit ganerally covers a specific areafBt e subject.  The lessons lare
prepared by specialists in accordancé a format intended 1o endhle
the student to read and vndersi@pd thet without much difficulty. Each
lesson begins with a statement objectives followed by synohbsis
and has at its end assign ts. ayned at testing the student’s com-
prehension of the subje I ,'

The Universit @:-. that this material would help the student to
get acquainted wit! @ hasic principles of Public Relations Media.f
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uwr-1 - MEDIA CLASSIFICATION

Lesson - 1: Media Classification

Objective

To discuss the relevance of media in the Public Relations process.
In addition, mass media, their classification and functions are also
enumerated,

Synopsis

Fublic Relations and Media.
Media Classification.
Introduction to Mass Media.

Functions of Mass Media\.

@k wn =

" Public Relations Media.

1. Public Relationm edia
“Public Relations is defined as the p d and persuésive fwo-—

way communication of ideas throug igus media from an organisation
1o its publics and from thosepof blics to the organisation in an
effort to create and maintain detger understanding between the two™,

Among other thin he 3
elements of Public Rela @ '

They are :

bove dafinition highlights five basic

Organisation

Ideas or information

1
2
3. Media of communication
4. Publics |

5

Better understanding

The main objective of the Public Relations process is to establish
mutual understanding between an organisation and. its publics. This
understanding is possible only when appropriate messages or ideas are
transmitted skillfully to the target groups of public. In transmit-
ting such ideas or messages to the target audience, the Public Relations
practitioner has to pass through the above five efements of the Public
Relations process. Medium is one of the elements by which the
{Public Relations) .messages are conveyed to the target groups.
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Medium : Medium: is a vehicle of communication through which
the Public Relations practitioner transmits information, ideas, etc., to
the target group of publics. Radio is the best example of a medium.
The Prime Minister’s message to the nation onthe eve of Indepen-
dence Day is transmitied or conveyved to the public through All India
Radio, among other wedia.  (Medium is singular for media).

‘Media are also called “tools or weapons” in the practice of Public
Relations. As we need various types of weapons. to fight a war, dif-
ferent tools are required in the pra'ctice of Public Relations not only o
communicate messages but also to veer the audience or target group
towards an idea or product. In the modern wotld it is well-nigh im-
possible for any public relations practitioner to teach the target audience
without the help of a medium. It is & must in Public Relations.

The medium we choose for any part|cular message will depend on
a number of factors iike : : :

a) What is the content of the messagg? -
b} Who are your receivers?

c¢) Where are they located?
d) What is their educational

sbcio—economic hackground ?

e} Which medium can munttate your message effectively?
The relevance of

media are integral

inseparables.

odia 1§ linked to the message. Message and
of Public Relations. In fact, they are

Mc Luhan s e medium is the message™. This theory creates a
controversy when We discuss the effects of media. The supporters ef this
argument say that the media like Radio, T.V. use the mode of the spoken
word, pictures etc., and feel that the same word can mean both things.
Here the media in which we are interested, {ways of sending messages—
spoken word, written word) can quite easily get confused with: the
mass media like the Press, Radio, T.V. etc.,

Television or cinema by its very nature infiuences every aspect of
human life. lrrespective of the contents of the message, they argue,
that - people watch T.V., for it commands their attention. {n this case,
more prominence is given 10 the medium than to the message. Of
‘course, it'is a matter of opinion. But the message or content is vital
in the communication process. Thus the medium cannot be the message.

As s_tated earlier, medium and message are interlinked. It is impos-
sible t0 imagine the utility of even a highly sophisticated medium in
the absence of any message to communicate. 1 is similar to a cassette
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vecorder being rendered useless, if there are no cassettes to play. Not
only that, the medium and the message are in turn invariably dependent
on other facters such as the audience or receivers.

As part of their da|ly life the people use the media for know-
ledge, information and entertainment. They are exposed to different
types of media everyday. Who does not read the daily news-
paper ? Are not people watching television? Mo matter what the
contents of the programme, people are attracted by television because-
of its visual effect. Media undoubtedly help in informing, persuading,
and influencing public opinion towards an organisatton. The media
therefore, have great relevance to public relations in creating positive,
feelings for the organisation on whose behalf they are used. '

Development ; As the weapons of war have advanced from the age
of daggers, spears and swords to nuclear bombs and missiles, the media
of communications have also advanced from the beat of the drum and
person - to - persen communication to instantaneous electronic media
like the radio, tzlevision, telsphoto and teletext. Thus there has
been considerable advance .in technology hoth in respect of the
weapons ef war and the toels of public relations, '

Technological advancement in the megdja do ot mean that we
should forget the dagger in the war or the of the drum in public
relations. Both still have relevance in odern world. Just as

the slogging feot soldier carries the%onal rifle with a bayonet on
|

the war front, so does a District Pub elations Officer makes use of
the village crier’s beat of the in® communicating information at
the grass-root lavel even in thiglage’ef instant communication.

2. ia Classification

The Media are classified on the basis of their appeal to the human
sensory organs. They are put inte three categories.

1. Those which appeal 1o the eye.
2. Those which reach the ear.
3. These which appeal to beth the eye and the ear,

‘Visual Media: Media which are attracted by the sensé “of sight and

the impressions teceived from the eye are called visual media. They
include newspapers, magazines, photographs, pictures, cartoons, books.
in all these media, viston is the instigator of thought, Messages are
received heré with the help of the eye. :

Audio Media: in the secend categery are toels which influence the
ear : radio, audio casseltes are the media which come under this
category. People in this case receive messages through the ear,
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Audio-Visual Media : The tools which appeal to both the visual . and
auditory senses (that is the eye and the ear) belong to the audio- Vusual
category. Telewsmn and cinema are examples.

EYE+tEAR = AUDIO-VISUAL

Media are Interrelated

Each medium has its own importance and utility in disseminétfng
information to the people. 1t will be futile to separate the media into
watertight compartments. They are all closely interrelated in thelr_
functions. Communication is the basic element that brings the’ dif-—

ferent media under one umbrella.

The importance of different media is illustrated befow :

1. When you tell someone something orally, only a
part of the message is retained by him. :

2. When you show him somethmg in a \nsual az bit
more of it is retained. :

tell him about it, the

3. If youshow itto h _
s fully understood.

message reaches e

Audio-Visual communication, t ore, can be described as”telling
and showing”. a :

A Chinese proverb ‘@

“If | hear @ ~{Audio) ~ 1 forget

i 1see it N . —{Visual) T remember

If | do it {Audience participation) - -~ I know". !

However, we cannot say that a particular medium is superior to' the

others, because each one is important in its way. One medium may be
more suitable for conveying a particular message to a particular iype
of audience than the others. Depending on the type and content of
the message, we have to make a'judicious selection. [f a message has
to be carried throughout the country or an awsareness has to be created
about a new product in the country, Radio is the best means for this
purpose. In order to cover larger sections of the’ poputation with
varied linguistic and cultural backgrounds, one medium may not' be
sufficient. . A public relations practitioner has to utilise various media
repeatedly.- This. is called a multi - media approach. to  public .
relations. . - i




3. Introduction to Mass Media

When we discuss mass media, itis imperative to study the back-
ground of the communicatien process. Such a study enables us 1o have
a complete picture of what is expected of us te meet the challenging
easks. It also helps us to have an analytical view of the preblem. An
idea of the advantages and disadvantages of a medium to be used, its
merits and demerits in a given situation will ferm a proper hase for us
to proceed with confidence and cenviction. We will be in a better
position ta anticipate the setbacks and make amends for the draw backs.
We will be armed not only with the knowledge of what to do, but how

to de it and when.

' Communication methods may be grouped into three categories :
1. Persen—to-person communication.
2. Group communication and
3. Mass communication,

Oral Communication : The communication process has developed
from direct communication between two individug. This is person—to~-
person communication or face—to—face commynicgtion. When there

were no means of modern communicajieq it the only form of
communication. '

The great Emperor Ashoka, wh our country more than 2,000
years ago, was speaking to his peopl§ through his edicts inscribed on
piltars and rocks all over th d afd their impact was perhaps as
great as that of all the conte rary print and electronic media. Pillars
and rocks were used as & ia. Rdi Shankara, the great communicator of
our country who had live ra thousand years ago, had walked through
the length and breadth of dur sprawiing country several times before his
death when he was in his thirties. He spoke 1o thousands of persons
sl1 over the land to spread his message. His medium was oral communi-
cation with selected individuals and also groups of people. Indiais
perhaps the only counury which has preserved the ancient tradition
tracing back to 3000 years, of the error free transmission of the Vedas
grally without any change. India‘s communicators had kept alive the
tradition of oral transmission ina number of ways. Even now this
od of co mmunication is adopted in transmitting information to the

meth
people.

Man is a social being, this social nature makes man intermingle
with his felfow beings. He lives in some form of group or the other-
And he is always influenced by the group in which he lives. Thus
group communication has developed roots among human beings.
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Mass Communication

With the phenomenal increase in the popuiation,peaple were caripelied
fo develop culturally and spread themselves throughout the country.’ As
the population increased and the mechanics of communication ilike
radio, television and films were invented, the need for mass commini-
cation was more extensively experiehc_ed. it was a difficult task to
convey a message intended for a large saction of the population through
the medium of persen-to-person communication. In order to convey. in-
formation and ideas to sizable and diversified groups spread through-
out the country at the same time, communicators started using various
mass media conveying messages through the mass media to mass audi.
ences isdescribed as “"Mass Communication”. The President’s broadcast to
the nation. an the eve of Republic Day over All India Radio is an example
0f mass communication. All India Radic is a mass medium. The mass medig
include newspapers, magazines, the radio, television and films. Two im-
‘portant factors make them mass media. The first is that their reach extends
to vast heterogenous masses of the population living in wide and extensive
areas of a country. The means we employ to communicate messages to
the masses are highly technological and ientific printing machines,
elecronic camsras, broadcasting, satellitdgetcy Yet another feature of
the mass media is that they are based_gn dea of mass production
and mass distribution., Copies of pers are printed in miliions
for distribution te milliens of peopl ass audience, high technology,
mass production and vast cove distinguish mass media from other
minor media like im_;er—pers%ommunicatio'n, hoardings, cinema
slides etc. ' E

4, JFumstions of Mass Media

The functions o mass media are basically five fold.
1. information : Disgemination of news ;
2. Interpretation : : Qiving an opinion - edamnals{
' Comments,
3. Entertainment : Humcrous skits, plays, music ete.
4. Education L . Guiding the people.

Persuasion ' ¢ . Appealing to the people fcrr
: good cause. :

An cbvious example of the function of a mass medium is to either
through a newspaper or radio, give information about day-to-day
happenings. The editorial page of a hewspaper reflects the views of
she editor and other rsaders giving an interpretation to the news
communicated. Editiorials are the best examples of interpretation.
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The comic strips in a journal or the musical programme on the radio
is essentiallly a feature for entertainment. Mass media are also used
for educational purposes. The Satellite Instructional Television
Experiment (SITE) during 1975 was intended only for educating
the masses. All mass media uitimately help in persuading people to
accept a programme. Ina developing country like India, the radio.
television, the films, even the newspapers are being used for persua-
ding people towards national objectives i.e. eradication of poverty,
combating soclal evils like untouchability, dowry etc. The Mass
media are being extensively used in a number of developing countries
to promote the small family norm asa part of the family planning
drive. '

5. Public Relations Media

" A public relations practitioner has to utilise a medium depending
on the message and the receiver. Unlike the media of advertising, the
Public Relations Media are varied and diversified. 1t isso hecause the
pubilc relations message has to cover more people with variegated
tackgrounds, while the target audience in adveMising is limited. The
range of Public Retations Media is therefore rmgus.

The Public Relations Media may beed as follows :
I. Visual Media a) PRES§Q Newspapers, Magazines.
b} PHOT PHS : Pictures, drawings,
Cartoons, diagrams.
c) MCAT!ONS : Books, folders, pam-
' phiets, house journals,

@ manuals, information
: bulletins, annual re-

ports, direct mail, news-

letters.
d) BULLETIN +  3-dimensional models,
BOARDS exhibitions, “hoardings

displays; posters, bus
panels, neon signs.

) BULLETIN : Open House.
BOARDS :
ii. Audio-Media a) RADIO . Audio— Cassettes.
b} DIRECT COM- Spoken word,  talks,

MUN ICATION : pubtic meetings, con-
ferences, Seminars,
Symposia, annuat
meetings.
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ftt. Audio-Visual Media :  Television, Videc Cassettes, Films, Docu—

_memarles Newsreeis Film strips, Cinema slides.

iv. Traditional Media ; Folk songs, Falk dance Folk music, Burra—
katha, Harikatha, Jammukula Katha, Puppet shows.

V. Sponsorships Sports meessmnal awards, pubhc sarvices, Chalrs
in Universities.

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



Suggested Reading

1. Mass Communication in India - Keval:J. Kumar, Jaico Publishing

House, Bombay, 1981,

. Mass Communication and - Mehta, D.S., Allied Publishers
Journalism in India ' :

3. Mass Communication o -_Chatterjée,_ R. K., N.B.T.

4. Mass Media in India . Reference/Research Division

- Ministry of Information &
~ Broadcasting, New Delhi.

5. Mass Media in tndia "= Publication Division, Ministry of

Information & Broadcasting, Néw
Delhi.

Assignments

1. Answer the folloWing in 30 lines.. -~ .- . Q
_ . Define medium, How do you clasgify med¥ into various cate-
gories? Give Examples.

g
2. What is the relevance of media td ic Relations?
3. What is Mass Communication -
Describe the functions 2 edia.
il. Answer the following in 10%nes. .
1. -What are the fu of Mass Media?_ :
2. What is the imporiig€e of Medium to the Message?
3. What are the diiferent Public Relations Media?

Which medium is the most effective ?
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ot s - NEWSPAPERS

-Unit Wtroduction

In this unit, Newspagers, we will be discussing
how newspapers can be used as Public - Relations
medium. The newspapers provide a fertile mediuny
for the PR practitioner fo project the activities, image
and to promote good relations of the orgfamsar;on
with different publics.

The PR practitioners can take full advariage of
rewspapers if he can understand the needs of the
medium and successfully mraet the requirements.

Irethe folfowing lessorrs, we will be studying the
various aspects of ngwspapers. like the c*om:‘entsﬂ
functions, impact, ,
write a press releas yimilarly, we will be dealin

" with Feature Wfthgg. Success stories, and Develop
ment Journal o o

Th fessdns-outﬁne the Fimportarce of th

Pregg EveRts like Press Conference, Press Tours,etc
Ti Conference and Fress Tours™ form arn im-

porfgpt part of media refations providing media’
verage. - Hence, the students should be well ac-
amted in organising and cenducting p.ress corn-
ferences which leaves z féstmg impression of the
media men about the organisation, its functioning.
efficiency and its Chief Exscutive.
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unt-2 = Press-PR Medium
Dhbjective . '
“To describe the Toie of the Press as a tool of communication, classi-

‘ication -of newspapers, their significance, functioning, and the impact of
the Press is-also discussed.

Eynopsis
1. Newspapers {Press}
2. Classification of Newspapéers.
3. Contents of .a Newspaper,
4. The Newspaper Reader.
5. Journalism Prefession.

=2

Functions of Newspapers.
Limitations of Newspapers.

‘8. Impact of Newspapers.

‘to a PR practitioner in reaching the most tial and educated sec-

Press is-one of the most potent medi@ommunicaﬁoh -available
tion of society. 1t includes daily negyspape¥®! magazines and periodi-
cals. They are impartant carriers of nd comments. In fact, the
newspaper is the most importaphsourge of information aboui current

affairs.

papers {Press)

1. @9
The newspaper has bedfi defined as “an unbound, printed publica-
tion, issued at regular intervals, which presents information in words,
often supplemented by pictures”. Any printed, or cyclostyled periodi-
cal carrying news of public interest or comments on it is also a
newspaper.

A journal is a daily record of happenings like a diary.

A newspapet issued at least four times a week is called a daily and
one appeating at an interval of & week or more is known as a periodical

2. Classification of Newépapers

Newspapers are classified into three categories based on their
circulation. : :
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: . . . . |
Big newspaper : A paper with a circulation of more than ;50,000
copies per publlshmg day. P

Medium news- A newspaper with a crrculation between 15 00r1 and

paper : _ 50,000 copies per publishlng day.
Small ‘news- A newspaper with a circulation up to 15, OOO copree

paper.: - . O per publlshmg day. - : i

3 Contents of a NeWSpaper
Let us consider the contents of a typ|cal daily newspaper to exemme
its different censtttuents : i

The newspaper starts with the masthead or the name of the paper—
on its front page usually at the top and.ends with the imprint line on
the last page giving the names of the publisher, printer, and the edltor
Between these two important fixtures are the contents of the news~
papers. They include : :

1. News (local, regional, natio_na'lﬁ agd International}.

2. Opinion page or Editorial pageNEdifbrials, and other 'comrnents

byline or signed article identified writers, letters. to
the editor). : :

. Sports (Local, natio nd International).”
‘Business, (Trade, MarKets, Shares}). . .

3

4

5 ' :
6. Film, ra.T. - Programmes. -
7. Advertiseegfts (classified and display).
8

_Pictur.es, cartoons,.an'd comics.

" The above breakup of items gives us a clear |dea of the contenvs of
the newspapers, Advertisements are spread out in the news;paper and
take up a good portion of its space. _ !

4. The Newsp_aper Re'a'der

Newspaper reading is a habit, - For a large number of llterate .per—
sons it is as much a part of daily life as eating and sleeping. Thelr day
starts with the newspaper. Not withstanding the radio and TV “explosion’
as their popularity due to reasonable prices and wide a\ra|lab|hty
is called — the importance of newspapers has not diminished. More
and more people continue to read the newspaper every day. :
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Media -Habits
The De.partment of CommUnicat.i on Research of th_e'lndia'n Institute

of Mass Communication, New Delhi undertook a study of media habits
of the youth in Delhi in 1278, OQut of 547 interviews conducted, 253

were rejected as incomplete. Thus only 294 interviews were considered -

for analysis. About 45%; of the respondents subscribed to one news-
paper. Anather 17.7% subscribed to two and 6.1%, t0 three news-
papers. About 28%, did not buy any newspapers. About 629, of the
respondents were regular newspaper readers. Nearly 256%, of the res-
pondents feat_:l the newspaper anly occasionally, once, or less than once
a week. '

‘About 23%, of the respondents subscribed to one to four periodi-
cals and 4.1% to five to seven different periodicals and magazines.
About 41.5%, did not buy any magazine, )

_Nétional political news and sports news were the two main interests =
of the youth. o

Reader
reiative_ty higher income group compardg non-readers. A majority

of them are influential decision makers. ey are also opinion teaders
whose views are respected by non- 5 who are illiterates.

Newspaper .readers_are generally ducated and belong to a

Newspaper readers are tite audience. Elite or not, most
newspaper readers are ngt equally interestad in all the news published
in a paper. Some 4‘ gm are interested in advertisments, while
athers read poltical, ecOQag¥ic or sports news.

i3

Reading and understanding a newspaper reqi.lires acertain degrée_'ot
intellectual ability and comprehension which the majority of the Indian
masses, heing illiterate or semi-literate do not possess. :

it is estimated that not more than 17%, of the people in India read
newspapers. Out of them those who. read the editorials, other com- .
ments, and interpretative articles are probably less than half. The
others merely look at the headlines or read only what seems to them to
be the most important and significant news of the day.

Young men mostly read sports news and film reviews. Traders, and
business minded persons confine themselves to the commercial news
page which provides them with market quotations of shares, stocks dnd
builion prices, '
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Retired people with plenty of time on their hands, however, read
the newspapers from the beginning to the end, the matrimonial adver-
tisements included. Some readers have a genuine and sustained interest
in -national and internationat developments and awdly read eduoraals
and SpeCIal artic!es also.

Thé-intelligentsia, though small, matters a great deal both to the
rulers and the ruled. Theyare the national or state leaders, “academi- _
cians, teachers and lawyers who speak up for the peaple and voice grie-
vances -at different levels. They also serve as a link between the
Government and the people. The Government's policies "and actions
are conveyed to the people and the latters’s views forcefully expressed,
making the authorities aware of public feelings .and reactions. News-
pagers thus link the chain of action and reaction. :

5. Journalism Profession

The profession dealing with wntmg for newspapers, magazines
Radio and TV is called journalism. It is the communication of informa-
tion through (writing in) daily newspapers, periodicals, radio, and TV.

Roland E. Wolseley, a famous Amefigan ¥rofessor in Journalism
describes “Journalism as the systemagic an¥feliable dissemination of
public information, public opinion, Lblic ertertainment by modern
mass media of commumcatlon In words, the term journalism

embraces all the forms in and’ wh which news and the comments

on the news reach the publ ournalism does not mean merely

writing for the newspap It @¥so includes writing for the radio and
television. The hanpen the world which are of public mterest
bacome the basic rial for journalists.

¥Who isa journaNg®? A journalist is a person who writes for the

maidia whether as his chief maans of livelihood or as a part time occu-
pation. Proof-readers, sub-editors, reporters, correspondents, editorial
writers, and editors' who work for newspapers, news agencies, and
. magazines are journalists, according to the Working Journalists Act.

A radio and TV Journallst commumcates news by means of electro
nic devices mstead ‘of the prmt med|um

Importance

The press, as a purveyor of informat ion and source of opinicn for-
mation assumes great imjortance in the modern world. It has bsen
described as the “guardian angel of demozracy”. A free press is the
sentinel of free sogiety. ~ Press, therefore, is called the ‘Fourth Estate
of the Realm". o '
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Napolean Bonaparte said that “four hostile newspapers are more to
be feared than a thousand bayonets”. The American President Thomas
Jefferson once wrote: “‘were it left to me to decide whether we
should have a Government without newspapers or newspapers without
government: | should not hesitate a moment to prefer the latter”. The
first Prime Minister of India Pandit Jawaharlal Nehru commenting on
the importance of the press said | would rather have a completely free
press with all the dangers involved in wrong use of that freedom than
suppressed or regulated press”. :

6. Functions of Newspapers/Press

The Press as madium of communication has four basic functions to
perform. They are:

a) Information b} Entertainment
¢} Education d) Influence.

In fact these are the broad functions of almgst all media. Let us
aconsider each function separately.

a) Information _ Q
It is the primary function of a news to communicate ideas and

information to its audience in the of news items, editorials, intes-
pretative stories. features etc, Man§ people look to the newspapers
for news. The newspaper b dig up “Stories’” concerning public
welfare and or highlighting iffgstice done to the people. “Story” in
newspaper parlance i ort not necessarily containing hard news.

b} Entertainment

Entertainment is yet another puspose of the newspaper. News-
papers and magazines provide information with a heavy dose of fun and
games. They offer the readers comics and .human interest features.
Strip cartoons, crossword puzzles, movie reviews and the like also

entertain the readers.
(¢ Education

Newspapers educate the public by giving background information
on subjects of topical interest. Guidance is given to readers througn
articles on health, family, home management, gardening etc.

d) influence

The .pov\.rer of the 'n:ewspap_er to ch‘ang'e people;s minds may be
limited. However, the persuasive power of the newspaper is undeniable.

apou
LIBRARY
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By conveying information on vanous toplcs the newspaper enables the

reader to form an opinion of his or her oW, Whlch leads to the forma—-
tlon or change of opmmns '

Des‘crlbmg- the functions of a newspaper, Mahatma Gandhi once
commented “one of the objects of a newspaner isto understand popular
feelings and give expression to it, another is to arouse among the peaple
certain desirable’ sentlmente and the third is fearless!y to express
popular defects™,

In a democrazy like ours ‘the newspajer serves a twofold purpose -
it informs the public a: to what the government is doing and it tells
the government how the people are reacting to its policies.

7. Limitations of Newspapers

1. Short life : Newspapers have short lives. The life of a daily
newspaper is only one day.

2. Readership : - Every section of the papéWs really not read by all
the readers. Those who read the spégts pge may not read the city
news page and vice versa. While som ders are more interested

_in pictures and cartoons, others financial or general news.

3. Biased . Some newspapgs and magazines may be biased on
account of vested interes%melimes inaccurate and incorrect
news is also publish Thi$ affects the credibility of the madium
as a whoie. .

4. Ownership : centration of ownership if it leads to -monopely
may affect the om of the press.

5. Sensationalisation : Even trial issues are sometimes sensation-
alised by newspapers seeking cheap populeritv

6.  The newspapers generally, publish reports of surface developments
without going deeper into them. :

7. Some newspapers are averse 1o publishing facts Aot |n agreemeant
with their editorial leIGY

8. -The press has an urban and middle class bias., because the circula-
tion of most newspapers is confined to the towns and cities. The
problems of the villagers living in about six Ia<h wllages of ths
country are often ignored.

In a country like India with its -mass il_literecy, the reach of the
ARwspapers is limited.  They cater only to the educated.
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Relative Appeal

When compared with the eletronic media, the newspapers, feach,
as already stated, is very limited. People who are not literate cannot
make use of the newspapets. The advantage ef a newspaper is that one
can read it at one’s cenvenience. 1t can alsc be preserved as a perma-
nent record for reference purposes. This is not possible in the case of
electronic media unless one has cassettes and videtapes or access to
computers and data banks. News conveyed aver the electronic media
is read faster and may not sink in. {n a newspaper one can go through
it more than once but net on the radio or TV. The newspaper reader
has a cheice. He gets the paper he wantis, not something thrust on
him. This is yet another difference between the newspaper and the
radio in eur country where the electronic media are a Government
monepaly.

8. Impact of Newspapers

The newisnaners in india played a very important rale in the freedom
strugqgle of the country. They have every reason\le ha proud of their
role in creating and reinfarcing opinion in supdQre gf independence. On
many eccasions it was perhaps the enlymmgans of expressian of the
country’s aspirations. Many a national lurned jeurnalist.  Among
them can be listed, Bala Gangadhar Tilak;w hhatma Gandhi, Lala Lajpat

Ral, Subhash Chandra Bose, and T ri Prakasam. Befere Indepen-
dence, journalism was thus auissidp.

However, after indepena®ce the newspapers have a different rale
to play, particularly in &- otthg socio-economic development. Jour-
nalism has thus becem® @ bfession and the newspapers an industry.
Circulation

The rumbet of newspapers published ir 1981, accarding to the
yeport of the Registrar of Newspapers was 19,144 with a total circu-
fation of 5.11 crores. There were 1,264 daily newspapers and their
circulation was 1.5 creres. Viewed against the backgreund eof India’s
70 crore pepulation 1his is very significant.

Two-Step Flow : Yel, the newspapers cannot be writter off as tools
wf Public Relatiens and instruments ef epinien formation. The
educated citizen is highly influential and belengs to the category
of opinien leaders. He constitutes the intelligentesia, the vacal section
of the community which prevides leadership. The views of this sec-
tion cannot be ignored.  The newspapers, therefore, influence public
epinien both directly and indirectly.
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A message that the public refations practitioner wants to convey to
the iilitereta people, can aiso be reached through the. “newspaper l.fnder
the two-step flow of communication. M the beginning the message
reaches the opinion leaders and through them percolates to the bther
section which is not literate. As a result there isan interaction
between the literate and the illiterate, The powsr of the press
does not lie solely in its capacity to persruade but also inits dissemi—
nation of information and' its arousal of interest in isolation but is
integrated with other interpersonal media ~which have a muhiplier
effect in spreading information. |In this sense the. newspaper is; not
only read but listened to also, Co o :

Awareness : The newspapers create awareness and build a -healthy
opinion on matters of public impertance. M an idea ot a praduct has to
be promoted at the national level, the press can be the best medium,
The influence of the newspapers is more than their circulation, as in’
other countries. The way in which the newspapers helped the freev;dom

struggle is an eloquent proof of sheir impact.

Author of the LU‘

r. C.¥, Narasimha Rséaddi
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Suggested Rezding '

1. findian Journalism - Dr. .Nadig Krishna Murthy.

2. Press in India 1982 - 26th Annual Report of the Registrar of
Newspaper for india.

3. Professicnal Joumalism. - M.V, Kamath.
Assignments

1. Answer the following in 30 lines.

1. Deterbe the importance, charactzristics and limitations of
newspapers {(Press). :

2. How does the press in. India influence the "Public ? Give
examples. '

1. Answer the following in 10 lines. - '
1. What are the functiens of & New'spa;aeo. -
2. What are the centents of a News 7
3. What are the limitations of a Ne 54

1], Write short notes on the follow% lines eath.)

a) Big newspapers.

b) Impact of news@;
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tesson 3 - Writing for the Press

Objective

To describe the qualities of news, various formsof writing for: the
press and also give guidalinas for writing press releases.

Synopsis
1. What is News 7 |
2. Qualities of News .
3. The News Report and its parts- the headline, the Lead, the body.
4,

Essentials of writting a Press Release.

News is the major ingredient of a newspaper. Reports of events,
announcements, comments: on the news and topics of publu, in-
terest constitute the contents of a newspaper.

1. What is Ngws?

There are different versions of th2 of the word “‘news’.

Simply stated, it is something pe plural of anything new is
news. It is also said that whomes from Narth, South. West

and East is news.

Naws has b2an defingd in%\ﬁeral ways .

1) News is “atim report of anything of interest to humanity’,
and the best v ™ys is that which interests most of the readers.
2) News is onest unbiased and complete account of events
of interest and oncern to the public.” :
3} News is “a report of anything new that interests people"f, the
more people are interested in it, tha greater the news valus.

4) An American Professor of Journalism described news as
“history in hurry”. :

5} News isthe “report of a recent or current event or infor-
mation in a newspaper or periodical .

In the final analysis, news may be defined as an account of a fdactua)
incident or idea that will interest a large numberof readers. News,
like fish, must be fresh. Freshness, abnormality, unexpectedness,
oddity and proximity of an event add greatly to the value of rews,
The content of the news item and whether its appeal is general or
limited to identified sections of the cemmunity like industrialists,
farmers, sportsmen also determine the value of news.



21
2. News Values (Qualitiss of News)
1. Timeliness

News must be timaly, becauss it will be of “interest ta the public
only when it is fresh. For example, the report of a train accident
must be published in time soon after its occurrence. Stale news is no
news. Timely presentation of events is important, '

There is another dimension to timeliness. |f the monsoon does not
break in time, if atrain is delayed by many hours, if a popular leader
arrives at a meeting hours behind schedule and still the people wait to
hear him, if elections are not held on schedule and are either preponed,
of postponed, if the Ali-India Industrial Exhibition which has been
opening on January 1 every year in Hyderahad for the last 40 years is
not held or cancelled altogether, they make news. In these cases timelY
-oceurrence doas not ma'e news, ths opposite does.

2. Interest

A repaort which interests only a few peoole ig not worth pubtishing.
1t must be of interest io a large number of reade Interest can be of
several kinds. “When a dog bites a man that ¥ ahot news’. "When a

man bites a dog, that is news’. Oddity tes interest. Human emo-
tions are another determinant. .

3. Proximity ?s .
Readers evince more int in $vents close t0 their surrounding-

and of relevance to their av or way of life. Thus farmers are in-
terested in news about gagriculre and businessmen in commercial in
formation. A murder! ry, visit of a dignitary or any other occur-
ance in the readers’ vici interests them.

Place plays a determining factor for judging news. What happens
in Andhra Pradesh may not be news to one living in West ‘Bengal.
What interests a village reader most is boring for the urban reader, A
T.V. viewer in a city swiichess off the set when events relating to
‘agriculture are presented but to a villager it is important. If the Prince
of Wales weds or if the Queen of England delivers a chiid or the Princess
sports a new fashion Style, it is news in England, but such things don’s
make much news in India. This is bacause of ils proximity.

4. lmportance

importance is closely related to timeliness and proximity. 1t is
generally asked whether the news presented is important or significant.
For example the news about ihe assassination of Indira Gandhi was of
world wide importance.
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Various Forms of Writing

If we look at any newspaper we find different types of news
reports. .

They are . reporting of events, features, or hyline art:cles interviews,
human interest stories, obituary, book reviews, the sports column, 'Lthe
business column, letters to the editor, the editorial page, etc., T| ese
are written in different forms. Each- requires a different style of
writing and presentation. - The P.R. practitioner should be conversant
with the varlous forms of news Wntlng More |mportant is the “‘nose

for news” or ablllty to. s;:ot what is of news value and to present it
eflectively.

3. The News Report and its Parts.

Let us examine the naws report, News of events, announcements,
reports of speeches etc., are sent to the newspaper for publication. |f
a new train is being introduced or a public sector undertaking achieves
8 record production, it becomes news. The PR manager of . the
railways or the public sector undertaking, a\the case may be, will send
the news in the form of a report to ne arg¥s. Most of the press
releases issued by the PIR. prastitionats coMunder this category.

The main purpose of a news re s to communicate informétion
of an event to the people throvme medium of the press. :
- . Construction of the 8%ty "§s an important element in the . presenﬂ
tation of a news report ews report can be divided into three
main parts for the gurposeNgf construction. They are: (1) the Head-

: |
line (2) the | the first paragraph (3) the body or :the
remainder story. : .

The Headline :
I
Every nsws story requires a headline. The headline is an indidatoy
to the reader. lts primary function is to attract the attention of re;}:jers
and tell them instantly what the story is. |t should becrisp, newsy and
straight to the point. The headline stands out in bold type. It makes
us stop and read the story. When Mrs. Indira Gandhi was assassinated,
the newspapers gave banner headlines like:

‘INDIRA GUNNED DOWN’
"INDIRA GANDHI SHOT DEAD"
‘INDIRA GANDHI ASSASSINATED’

Though headline writing is the job of the newpaper (sub-editors)
editorial staff, the PR aractitioner also can give a headline to the news
Story which enables the editors to assess ltS news value.
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The first paragtaph or the Lead is the ovening ' of 8 news report
in which the essence of the story is introduced and also summed up. All
the important ingredients of the story are contained in the lead. In fact.
it gives a gist of the whole story. * A newsman or a PR practitioner
should endeavour to put his best in writing the Lead to attract the
attention of the reader.

Many readers do not have the time to read @ newspaper in detail
$0 they are content with the headlines to find out what interests them;
most. On seeing the headiine and the opening paragraph the reader
makes up his mind whether to pursue it or give it up. '

Here is a news story ;

BANK MANAGER SHOT DEAD (Headline)

Aurangabad Jan. 12 (Dateline)

The Manager of the State Bank of Hyderabad branch at Chikalthana
was shot dead and another employee serioBgly injured during an
attempted robbery here this afternoon, :

This is an example of a Lead. kbove paragraph tells the
reader that the manager of the bank shot dead at Aurangabad

There may be ather details, but foflow. The most important
aspect is that two persons were Kill ring .a bank robbery and that
one of them was the Manag ft bank ; where it occured and
wien are also important, _

The Five Ws '

Ac.cording to a convention, the Lkead in any news story generally, -
taust answer five questions. These questions are otherwise called the
Five "Ws’, They are : :

1) Who?

2) What?

3) When?

1) Where ?

5} Why and How ?

The lead in a murder stoty most tell who is murdered ? If the
accused is caught and identified it also constitutes the “who” element.

When it happened ? Where it happened ? and why or How it happened?
Semetimes "How’ takes the place of "Why",



24

Here is an example of a lead. :
Mew Delhi, Dec. 34

A 40-member new-look Council of Ministers headed by Mr. Rajiv
Gandhi was sworn in at the chandeliered Ashoka Hall of Rashtrapati
Bhavan this evening.

The above opening paragraph gives a plain summary of the fact’ thag
a new Unien Ministry headed by Mr. Rajiv Gandhi was sworn in, and
also answers the five basic questions, :

Other details come afterwards.

Who ? - The Rajiv Gandhi Cabinet

What 7 ~ Sworp in |

Where 7~ Ashoka Hall of Rastrapathi Bhavan-New Delhi
Wnaen ? - On December 31, 1984

Why ? — A new cabinel was sworn in as ‘Eighth Lok Sabha was
duly constituted by the Ele Commissien. Somegimes

- Why is implicit. O
Types of Leads

There are several tygag ads I news stories. The digest lead
summarises all the pri ts very clearly. The direct appeal lead
gives the appeal of th erson, The quotat:on lead starts wx};h a
guotation of the r. : '

The body or the Remainder story

From the Headlirve and the Lead, the reader goes to the rémainder of
the story-the body. While the quintessence of the stery is covered in
the Lead, the body gives other details depending on their imoortance.
The body foflows the {ead. The body is divided into several paragraphs.
Each paragraph tells one aspect of the story. The reporter selects the
most importtant fact of the story for the lead. Then the next mosi im..
portant incident or detail is mentioned and sc on in a descending ordey
sf importance. The PR practitioner will need plenty of practice in
selecting paragraphs and arranging them in the erder of reader interest.
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Graphlcally, the news s‘tory takes the shape of an Inverted Pyramid.
Information is arranged in the descending order of importance, The
reportet gives maximum space and prominence to the most lmporiant
elements of the story while the next-most important-aspect of the-story
gets less prominence and space. So on down to the end. |

Inverted Py®

The main objective of using t erted Pyramid pattern is to give
the news in all the essentialsat a gbnce, As a result, the reader not
only gets the essence feport in the very beginning

but does not have to read it through till the end for being posted with
the news. If the rea ot much interested, he can stop reading

after the first four pardg(ay s .

The advantages of using the Inver‘ted Pyramid form are i
1. |t catches the reader’s interest.
2. 1t tells the reader what the story is about.
3. It facilitates the editor to get the gist of the story in a hurey.

4. It helps the editor to leave out less important paragraphs if
pressure on space demands it.

Writing a Press Release

Bress release is one of the important weapons in the armoury of the
PR manager. The PR practitioner communicates to the public about the
programmes of his or her organisation through it. 1t may be an industry, a
company, a government department, an enterprise, @& university or @
research institution. .1t is the PR Manager’s job to project a proper and
positive image of the drganisation befere the public.
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Furpose : The purpose of the press release may be to convey what the

'management intends to say about organisation’s achievements, problems
prcfits, or  losses, invention production, or assessment ‘ang
s0 on. It may also be intended to correct a wrong mpressmn to denv
a report, or to clarlfy or to react to a happenlnq -

""Nose for News' : The PR practitioner has - to be abreast of :the
davelopments in the organisation, keep in touch with the dlffe:.ent
dspartments and in consultation with the concerned persons prepare the
press releases. The PR practitioner has to deveiop a ‘nose for news'
and decide wh|ch development will be of interest to the newspaper
readey, -

Theousands and lakhs of words pour info a newspaper office every
day from a variéty of sources. The press release of the PR Manager is
ONE OF THEM. In the circumstances, only such press releases which
have news value and are qualitatively superior will catch the attenmon
of the editor. The readers are the masters of newspaper and the editor

strive to serve themto their satisfacti The news should bei of
interest to the reader to merit pubhcat:on@ -

Guidelines . Q | :
Here are some gurdehneg for the ™ practitioner in writing a p:{ese

" reiease. _
If the press release is aboytg spdech.
1. Do not report i wt actually attending the meeting.

2. Take eleboy®e not of the speech  and foliow its seqUerrce
carefully, aders will be interested in what a speaker hag
actually said lt is, therefore, necessary to give a few
“quotes’: o _

3. While taking notes of the speech, do not miss the spirit or fa:!
to smeil the atmosphere. Selective notings and thorough undera
standing are more useful than mechanical note taking. 'l.he
Human Interest part should also be covered. :

4. One should take special care to note down the speakers
summation. The summary wiil be more useful in writing the
story, ' S

Basic Principles

In respect of other kmds of p:ess releases here are Kkey prmc:piuns
for the PR practitioner to follow

Headline : Each press release should have é good aftractive headline.
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If the lead is ‘good and has news value it is bound to bhe
read by’ the editor, but if it is badly constructed or t0o Iong or.involved,
the editor may not have patience to go through it, even if the press
release is on an important development. So start with a Iead that is
loaded with news and nothing but news,

The Lead -

Good Copy :- It is neither desirable nor p'ossible to ine any formula

for preparing a good, newsworthy copy. However, a checklist will
help

Checklist

1. Does the press release convey anythmg rew out of the
ordinary? )

2. ls it likely to be of interest to a major:ty of the readers?
3. st gomg to benefit the readers?

4. If it is the viewpoint of a person, is it |mportant enough?
5. Does the press release contain the basic news elements 7.

Small is Beautiful

Don’t make lengthy paras or iengtl _
are desirable, especially {or a language shaper. |If you use a number
of complex sentences or make a digalay of your command of idioms and
phrases, they might gither miss yo%ﬂral theme or the reader may.
not be able to understand wp@you Seally want to convey. So also

tigurative language. Itis wou use it sparingly. If you over do
it, you run the risk of paryingdthe news content. Good copy should
therefore be short, sh convey the message straight. One should
not overlook the spac nstraint in newspapers.

Sub-Heads: |f the press release has four or five points, let them be con-
wveyed in four or five paras so that the editor can select an appropriate lead
without having to go through - the entire press release. Provocating

sub-headings in the sense of reflecting the contents and compelling the
editor to_go through the matter will help.

language : The language and presentation of a press release -should
conform to the requirements of a newspaper. Technical matters should

always be re—written in a pOpuIar simple style without, of coutse
sacnflcmg accuracy :

The'news should be professianaily - presented, that is without
taking too much space or time io convey it. Newspaper space is highly
valuable and they will not waste it on verbosity.
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The best way to learn to write for the press release is to read ithe
mewspapers and follow how stories are written and presented, Thd PR
practitioner should compare his press releases with tha published ones.

. Above all, practice will make a parfeet PR practitionar.

Figures : Figures up to ten are written in words and 11 onwards ﬁhey’
are given in figures,. Dates are an exception. This is because smgle
digits are lost in the text and two and more digit figures occupy more
space when written 'in words. The reader is put off if he comeas af‘ross
a sentence saying two thousand four hundred and e|ghty seven in words
in the midst of a sentence.

Cpinion : Do not give your opinion in a news report. The p:ress
release should be to the point and factual. This is to say, the§ PR
practitioner should not put his own views in a story. He should merely
report what happened. Opinions are given by the editors through
their editorials based on the news supplied. i
Accuracy :  The particulars mentioned in a press release should be
Accurate. A reliable copy has always a chance to get into the Pfess_.
Inaccuracy in a press release not only resulfNp loss of faith and credi-
bility of the source but also reduces the s of its acceptance in
future. For example, the outlay of gpubli ctor fertilizer undertaE:ing
was given to the press once as Rs. ores and after sometime§ as
As. 117 crores. This gives scope ¢ bt and ‘the credibility of ;the
source is tost. When.in dou out anything, it is better to omit
rather than allow an inaccurat%ment to creep in. Facts and figures
sfiould always be check ith the concerned. depaitment before a ,cj:ress
release is written. : ' :

Source : Each st@t be sourced. Source makes the news dependable,
For example, if a decision is announced by a minister or chairman
of a company, it should be atffributed accordingly. It enhances the
“value of the story by revealing the authority from whom it has emana|ted
Crediting the story to a source also gives the PR practitioner a certain
degree of protection ;

Approval: The PR practitioner who issues a press release wnhout
the approval of the proper authority may sometimes himself land: in
trouble. To be sure about the authenticity of the report, - the PR
practitioner should always obtain the prior approval of the concerned
authority. _ :

Dateline : Every report must have a dateline. The dateline indicétes
‘the place from which the report originates and the date of its release.
For example, “*Hyderabad, August 15, This should be at the top of the

report.
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Identification Symbol or Masthead : The press release format
must have an identifying symbol, emblem or masthead of the organisa-
tion highlighting it is a press release of the particular organisation and
is issued with its approval. It also catches attention of the editor.
For exampie, the Municipal Corporation of Hyderabad issues its press

notes with a distinctive logo “'Press Release™ with its insignia at
the top.

Review : Having written the report, the PR practitioner must review-
it for further improvement and corrections, if any. The copy should
always be tested from the standpoint of acknowledged nerms before lt is
released for publication.

Dictionary The PR practitioner should invariably keep a good dic
tiona:iy to aveid spelling and usage mistakes. When in doubt, consult
the dictionary. '

Photographs : A press release is often accompained by an axpropriate
photograph. This enhances the value of the news item. Different
photographs of the same event can be sent to different ne mspapers.

Good Appearance : Like the quality of writing, Wgpearance of a press
release is also important. it must give good iMgresgion ta the editor,

For goad appearance, one must take the @ng teps:

1. Paper

The paper used for press release%ou!d normaliy be white and of
good quality. .

2. Spacing

Tt should be 'neaﬂ@]early typed with double spacing on one
side of the paper. This bles the editor to make corrections in the

text, if required. Sufficient space should also be left at the top of the
first page of the release to give room to the editorial staff to write in-
structions for the printers. Copy written on both s.des of the paper
causes difficuity in editing. Never send & press release typed on both
sides. This reflects on the professionalism of a PR Manager.

3. Margin
A wide margin should be grven in the capy.

4. Distribution

The distribution of press release is yet another important matter.
1f it is meant for publication in the n2xt day’'s pager,’ one has to see that
the release reaches the newspaper office well in time. Success does
not depend on merely writing a good story. One has to see to its
prompt despatch to newspapers well before the deadline for printing.
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Maxrmum publicity can be ensured
a lean day. Saturday is norma“
the Sur. day Papers have more
and news.

if the press release is ISSUEd on
Y a bad day to release PR stories, because
than the normai quota -of advemsements
. Papers also carry features and other material for weekend‘
readlng ‘As a result, news space-is limited in Sunday papeis. Sunnday,
on the other hand, is a lean day because most offices are closed on. that
day and official news, Parliament and Assembly proceedings etc;. are

not there to report. So the newspapers are not pressed for space on a
Sunday {i.e. the issué which appears on Monday) :

H 8 news item is rssued fate in the day, it is likely to be cut because
pressure on newspaper space grows as the day advances. Unless there
are exceptionally good reasons, the PR practltloner should plan to ! send

press releases by 1 p.m. so that even the dak edut:ons can carry the
Story. : '

News items need noi necessarily be sent directly to the editors of
newspapers,. if their correspondents are stationed at the place of origin
of the story. Faor example, a news item from Hyderabad sntended for
the “The Hindustan Times” of New Delhi need not be sent direct to
New Delhi. It will be suffice if it is to its correspondent in
Hyderabad The press releases shou!ﬁent simulftaneously zo ajf -
(local) hewspapers, carrespondents, of ou ‘on publications ( stazl.foned
at the placej and the news agenci uding Radio and Television. The
PR Practitioner should maintain iling- list of all press corres—

pondents, news agencies editors, along with their teleghone
numbers, :

it is interesting here an incident early in the .life. of a
P.R.0. in a distrigf, TI®P.R.0. covered the speech of a minister. who
announced ap cision. He drafied the press release with extra
care, being new post. He gave it to the peon for despatchmg the
release by post because only District Public Relations Officers had the
authority in those days to send press telegrams. |t did not appear in
any newspaper. The minister who was anxious to see his policy istate-

“ment in the press asked the Head of the Department, who in turn took
the P.R.C. to task. The P.R.O. repligd that it had been despatched He

also got another copy of the release posted and it was carried by the
newspapers.

What happened to the first press release? On enqusry, it was: found
that the peon failed to post it due to ‘oversight’.
- Moral
' The PR practitioner must personally ensure that the press re[eases

are promptly despatched. A telephone call to a newspaper whether
they have received the press note is justifsed. -
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5. Embargo
" If a stoty is to be published on a particular date, ’"embajrgo'". should

be used. Embargo is a caution in writing at the top of the page saving
0ot to be published/broadcast befote the given date. This line gives

the conditions f_or the use of the press release, When such a condition
is not mentioned, it means the release is for immediate use. The
embargo should appear on the left side at the tep prominently.

€. ‘End’ Mark

If the release is of more than one page, the word ‘more’” or con-
Yinued in the pext page should be put at the bottem of every page.

| Similariy, on the last page '“End" mark should ‘be put to. indicate
the end of the story. These lines help the editor. '

7. Stapling _

The press release should r_ht be sent to t_he@epefs loose. The
pages should be stapled together so that they ar lost in the mass
of papers, which reach a newspaper ofﬁced ' '

Author of the L% Mr. V. Hanumantha Rao
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Suggested Reading

1. Public Relations : A Scientific Approach By Baldeo $ahaf,
8tanding Cenference of Public Enterprises, New
Delhi. :

2. The Journalist's Handbook By M.V. Kamath, Vikas Publisfiing House

Assignments

I. Answer the following in 30 lines each.

1. What is news? Describe its qualities with examples that
determine the value of news.

2. What is the role of Lead in a news report? Discuss its impor— |
tance.

3. What are the factors a PR practitioner should keep in mind
while preparing a Press Release? {Explain the guidelines.

4, Write a press release of 200 sgon the inaugurationéof 2
Rs. 100 crore fertilizer plang. ighlight the importance of
chemical fertilizers for i @- agricultural production. -
. 2 i
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tesson : 4 Features, Development Journa-
| lism and Success Storles

Objective

In this lesson, the writing and release of features are dealt
with. : :

Synopsis

Introduction

Article vs Feature
Necess_iw of a Feature
Purpose of Features
How to Write Features ?
Contents of a Feature

Central Theme of a Feature N\
Exclusive Features ' 0
Development Journalism

Writing Success Stoties ' O

1. !ntro?on ' -
Newspapers publiish feat ticlek alongside the editorials; perio

dicals publish long accounts oNarious - developments or about indivi-
duals. A news item in a spapér tells. in a nutshell about a happening,
an event, a developmen

SO ®NDO W N

-

A feature tells more about that development or event; it outlines
elaborates, portrays, expands,dives deep and provides the background of
the .event in detail to enable the reader to understand and event in its
perspective or context. It also provides the backward and forward
linkages to the event. To put it differently see a landscape through a
pinhole and one will get to know the cutline and the contours of the
object; but view the same Iandscape with the naked eye and one gets a
total vnew the panoramic picture of the landscape in its entire setting

2. Article Versus Feature

The essennal difference between an article: and a feature was
explained by an author thus: if the aritcle 'is like a many-roomed
mansion with several storeys, the feature is a neat, little, beautiful one—
room cottage. A feature is neither spot news nor a full-length article,
To write about begging in India is an article, but to write about a begoar
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ina town is afeature. . In the words of another author, a feature can be
defined as “a story, which is creative, sometimes subjective 'and
designed primarily to entertain and inform the readers about an event,
situation or an aspect of life.”

What all happened between two dates-the date on which the Andhra
Pradesh Chief Ministar Mr. N.T.Rama Rac was removed and the date on
which when he was reinstated can be said in three paragraphs and it is
news: it can be said in three columns and it is @ feature. Bharat Heavy
Electricals, Ramachandrapuram, has produced and delivered its first oil
rig to a customer and it is news; but to give the whole background in
which BHEL, which was only concerned with ‘manufacture of power
equipment, came to take up manufacture of oil rigs, its securing of|the
technology, its indigenous content, the saving of foreign exchange,l the
competence of the organisation to handle the job, Tuture plans--all these
can be explained only in a feature, i
3. Necessity of a Feature l

A feature is necessary to. 1) convey a ¥Wewpoint 2} portray the
picture of an institution  3) ventilate a Nl idea 4) provide the back-
drop of a development 5} purvey eegtempbrary development in lany
field of human activity 6) eval personal ity.or phe_nome:.nors
7) portray a development in its lif@wsife and 8) say things in detail

which cannot be said in a ne _
|

|
Government depa Xs. inHustries, research institutions, polifical
parties, financial institfons want to publicise their activities, 'talk
about their achie\@s ahd outline their future plans. . f
if they are orgaMifations or institutions financed from the public
exchequer, they have a responsibility to report to the public. The Siate
Road Transport Corporation, the State Electricity Board, 1o mention only
a couple of them, are organisations which are totally fundes by the
Government. They owe it to the people to explain their activities and
answer the criticism levelled against them. They want 10 acquiant the

public with their expansion and diversification plsns. The corporate
image of such organisations can be conveyed only through a feature,

Financial institutions ltke banks, and cm_‘p'orations go to the people
with their annual reports, tell them about the assistance they gave,
industries supported, activilies helped, profit or loss made, etc. Assis-
tance given by such  institutions feads te multiple benefits to!the
economy and contributes to tncreased production, setting up new indus-
tries, generating swrpluses, promoting exports and, therefore, earriling
foreign exchange. . i
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Private industries are essentially answerable to themselves; still,
they have a thousands of shareholders who invest in the industries; of
late, they are being asked te shoulder social responsibilities, since a
large part of the investmeént in the private sector enterprises comes
from public financial institutions.  Hence, they. too have the need to
reach the public through the media.

4, Purpose of Features

The purpose of a feature is four—fold

1. to disseminate information ; \

2. tointerprat a development or phenomena ; B

3. to educate the reader about the institution: and

4. to enlist the readers sympathy, support and participation, as the
case may be.

1.. Disssmination of information : A new scheme is launched or a
new research institution inaugurated or anew licy formulated and
anncunced.. The people at large are to be to!ﬁlt it. The public
relations practitioners have to use the Newspa adicand TV as a
medium to disseminate information. '

The Government of India launched the National Rural Employment
Scheme. What is the genesis of the e? What factors prompted

the Government to launch it? e comtours of the scheme in a nutshe!l:
the sections of society for w scheme is intended, the areas in
which it is operative, the.detai f the scheme on the economy and
saciety, the employme ts—all these can be explalned only in a
feature.

2. Interpreting a developme'nt or phenomenon : Development is
a continuous process : it is a response to a changing situation or the
result of introduction of a new element into the situation. Development
may be gradual or sudden. Such a development may have an impact . on
the environment as well as on the life of the people in the area of its
occurence of may even bring about a structural change. This phenomena
needs to be explained and it can be done through a feature

A drug industry is set up in a village' or small town. The vety,
location of it transforms the sleepy village into a bustling fownship
vibrating and pulsating with activity. Then, the Government allows the
factory to diversify or expand. The consequent construction activity.
makes the area a virtual beehive of pollution. The area grows commer-
cially, which has a definite impact on the economy and the pecple Ly way
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‘ of more employment, better living standards, ‘larger demand for public
services like ‘schools and generally more révenue to- the exche juer. The
factory management can rightly take pride for having acted as a catalyst
for this - development and change.  An informative -feature sitnply
written can -record the-developmental transformation. -7 g

3. Educate the reader : There is an information explosion round‘ the
world and the average citizen is not able to cope with new information
being made available to him or her. Refresher courses are organiseid 1o
update the knowledge of persons working in different fields of a;ti\ffity,
but the gap persists. The media can play a role 1o byidge the gan.
Even otherwise, there are many- things about which the citizen has to b2
educated, SRR - : ,

For instance, thete'is an out-break of an infections disease and the
people havé to be told about do’s and dont’s in connection with it. ‘The
media can be a vehicle for it, or there is widespread,aduiterationﬁ of
foodstuffs: how to expose and fight it. The consumers have 10 be
protected from the tendency - of séme traders to . shortweigh
commodities. Care has to be taken imhandling electric gadgets
Or Zeven_liquid fue! gas cylinder. - The hc@/eshave "to be put wise
10 the matter.. There are innumerable ins s .in which the citizens
require to be educated or their knoglledge fefreshed and enlarged. |

_ 4. Enlist Support and partigipatioh Development of the country an®

.u'l uplift of the people cannot b%clusive responsibility of Gov{grr}-

' ment. |t requires enthugéagtic Yparticipation by the people. A nbws*
paper feature can prorh participation. o

‘ Banks and indffsjligl companies are adopting villages to augrent

their development. e schemes launched for the purpose require

participation by the people to be successful.  An institution to |help

orphans ot physically disabled children requires public support. Muni-

cipal Commitee launches a drive for cleanliness which needs to be

“sold” 1o the citizens.. A company floats a public issue to mobilise

funds. At the time of communai riots, the authorities appeal for peace

and caution:the_pu_biic_against spreading alarmist rumours. The feature

is an effective means of communication in all such.cases. -

Types of Features R R P

Features can broadly be_di_vided into four categories : 1) news
features 2) current features 3) historical features and 4) review
features. S S S o o
1) The starting.of Open University is news. It is a new development

not only for the State but for the whole country. : The reader-has to, be
i
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told about it. A new irrigation project like the Telugu Ganga has been
conceived and annoucned. - The what, why, when, where and how of it
has to be stated. This type of feature is called a news feature‘,

2) The palitical crisis in Andhra Pradesh in August-September
1984 raised several issues of Constitutional importance like the role of
the Governor, the mathed of determination of l33islative majority etc.
They were closely debated but only for a timz; they have only comem-
porary ampcrtance and interest. They are current features.

3} The 150th anniversary of entry of ladians inte Maritius, the
celebration of independence Day on August 15, and the Jallianwala
Bagh massacre are exampies of matters of historical interest.

4} The celebration of the Andhra Pradesh State Formation Day is
an occasion for review of the achievements of the Government, The
Official Language Commission’s activities can be reviewed in a feature.
They fall in the categery of review articles. : : :

8. How to Write a Feure ?

may'rewrite a news- item
and style therefore, have
ged with ‘minor modifications,

but not a feature. The writing, presentg

“The editoria) staff of a nawspaper ofjigg
0 be such that the scfipt.can go ta the @

if any. Assuch, care has to be in making it presentable and
meaty. 1t is an oppertunity for a ta{ented and skilled writer to use his
creativity to make the featu teresting and readable

The typing has to eat ad double-spaced with a wide margin.
Bub-headings may be% If it is a cyclostyled copy, avoid sending
illegible and smudged es; do not use a faded carbon paner if
type deopies are to be sent.  The feature has better chances of bzing publi.
shedin a regional newspaper, if it is sent in the language of ' the’ region.
Generaliy speaking, 1000 to 1500 werds is the ideal size for a feature,
that is, five to seven foolscape pages typed in double-space. Teo many
erasions or correctiens should be aveided. The pages should be
stapled together: loose sheets annoy the editor. 1f the publication of
the feature is very impertant fer the organisation, the public relations
practitioner may call the editor en the telephone or even a personal.
visit may yieid hetter results. Enclgse photos where necessary

6. Contents of a Feature

Writing a feature involives

1. Selection of the subject
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2. Collection of material
-3 Ptannmg the sturcture and
4, Choosmg a sunable headllne or tltle

Tl goes W|th0ut saymg that a feature has to be about 3 partlc:t, [a._i‘
subject The choice. depends on the institution’s actwny at a given
moment and its need 1o project one or the other activity. For instance,
an institution or departmznt related to agiiculture has several facets
like soil, seeds, mechanisation, supply of inputs like pesncldes qnd
fertilisers price, marketing or water supply to choose from: Ina drought
situation, a feature article that goes out should relate to the supply lof
seads, particularly of avariety that can. sprout qunckly and highlight
the need for inputs; obwously, it cannot be a feature on soill or
mechanlsatlon : o

2. Collectlon of Materlal Justas a painter needs drawing paper, &
_drawmg board, brush or brushes and. paints; facts, figures and background
material are required to write a feature. A warcannot be fought W|thour
armoury. Any statement made or.conclusaons: ached ina feature have?_tcr

be backed by acts to carry conviction to der. Take the drought
situation again. Facts that have to be ta into consideration lare
the difference in intensity of gdroGght, 301!5 crops and mﬁ'ut
requiremz2nts in different districts. % are different authorities that
have to be contacted like ;g Agnculture Department, the Seeds

Development Orgamzatlon _ht_ Bel:_ef Authonty, femlgser
distribution agency, the fj ial ¥nstitutions that give credit, the private
or public sector compa t supply inputs, etc. The material tg be

. Y |
collected should apewer tite foilowing points: ' |

The details of t ntingency plan draNn up by the departmenr,_
the position of seeds supply, their availability or non-availability bnd
p!ans to secure them from other States, if any, the total credit vequi ren'ten:t
and the arrangements. made with co-operative and public sector banks
to provide the same, the distribution mechanism to despatch the in:'outs
to dtfferent districts, any decision to organise special releases of wdter
the quantities of different inputs, the tilling and other agr|cu1tir1ral
practices to be followed, the doses of each input to be applied etc. |

. |
3. Planning.: A person starts oft hls meal W|th rice, chapati or bread

and vegetable, followed by rasam or sa*nbar, and finally by butterrmllk
Salt, water and second helpings are kept in readiness in case of neces-
sity. There is a plan in this arfangement; similarly, there has to be 3
plan in writing. The facts collected have to be be presented l‘n 3
" sequence so that each para deals with one fa-t, and one devel'opmerrt is

linked with the next one. There should be good rsasoning, cogent

DR
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argument, well-packed with facts. Back to the drought again, it has to
start'with a statement on the damage to crops, the extent of damage,
whethef the crep can be partly saved or whether it is beyond redemption.
The next para has naturally to deal with the contingency of tilling and
sowing operations. So, write- about the seeds to be used in the
given situation, in a given soil in a district and identify the sources or
authorities where they can be picked up. Tell the farmers about the
precautions to be taken in the extraordinary situation. The following
paras can deal with information about the arrangements made by the
authorities for supply of other inputs like fertilisers, pesticides, credit
and water releasas. Mentian the authorities to be contacted it any
problem has to be referred to or advice sought. The above arrangement
of matter makes it imperative on the part of the farmer to read the whole
article to understand what he has to do to make the best of a drought
situation,

4. Headline: Ahcadlineto a feature is like the face ofa beautifu)
woman. A headline first says what the feature is about: second, it attracts
the reader's attention and rcuses his curiosityq If he is attracted, the
teader then starts reading the article. Therefgre, Yo headline and the
first couple of .paras are very important. Far nce a feature about
the developments in the state of Andhd desh areund August-Sep..
ember 1984 can carry a bland headline rest in Andhra Pradesh’
or 732 days that shook Andhra Pragesh ™ ¢ choice is ebvious.

7. Central h_e e of a Feature

A tealure has a central t € the main point the public relations
prgctitioner wants te home to the reader. Do not stray away from
this central point; if th eed to digress, come back to the theme
again. Every para in the Yeature has to be directly or indirectly related
to the centrai peint. This can be dane in two ways . 1) straightaway
State what is to be said in the first para. itself and then provide the
background in the following paras; or, 2) start with a general sfate--
ment, develop the theme and come 10 the central point somewhere in
the middle and then ge on to state what it mesns to society and’ to ‘the
cauntry. .

For instante, the production of &n 0il rig by Bharat Heavy Elgctricals,
Ramachandrapuram. One way to do a feature on the subject is to start
with a statement about need for ¢il in a developing country like india,
‘the dependence on imports of oil, the tonsequent outgo of precious
foreign exchange and therefere the need to conserve these reserves by
exploiting the country’s own resources. Then, go on to narrate the
efforts to dritl wells in different paits of the country which has brought to
the fore the necessity to have more and mare rigs to drill. This involves
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- periodical and not for simultaneous @ others.. = . : :
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the import of rigs. which again means spending foreign exchange a‘ncE
dependency. . Therefore, the need arises: to manufacture rigs-in lndlar

" itseM. .Itis here that BHEL’s. choice to secure the technology .to

produce rigs and manufazture the first batch of them can be stressed
Here, go. over to the future plans to. manufacture rigs of higher capa-
cities which can drill.deeper or rigs to meet different needs in drfferent
areas, the producnon plans, etc. . : : i

Alternatrvely start with the announcement that BHEL has . for the
first time in the country produced the first ever rig for oil drilling @nd
thereby, it will be saving foreign exchange worth so many lakhs of rupeBS»
For'this purpose, it had to.enter into a collaboratlon agreement : to
acquire the technology, with a view to become self-suffrcrent later.
Then provrde the background to. be followed by future plans. . :

There is no hard and fast rule about starting a feature. The irnp;or-
tant point is to catch the interest of the reader and hold. it till the
el'ld . R . . A . .

|
i
8. Excluswe Fe t !

may arise when a newspaper. of
saial i%ue; asks for it or when Doordarshan or
AII India Radio mvrtest @ =4 of an institution to speak. An instjtu-
tion itself may want to rai%g an issue for debate and request & spec|al
magazine to publi r.the representative of an institution may' be
asked to participate seminar or symposium and present a paper about
the institution’s activities in general :

If the feature is to be published in the name of the head of the
institution, the public relations practltroner has to assume that role wh:le
writing it. He has to keep in ‘mind the average reader, lrstener or
viewer as the case may be, while-writing it. " Secondly, the capacltp,r to
comprehend varies from those who read English articles and those who
understand indian languages. This also has to be borne in mmd' H
the feature is for a technical ‘journal, the technical aspect has tq be
accented within a framework. If it is for a special number, the

ralevance of the occasion, be it a national day or the anniversary of the
founding of an institution or a conference, has to be brought out. Here
again readers of pubiications from non-metropolitan centres require to be
told about the institution in greater detall than their counterpatts rn the
metropolrses {cities). :
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9. Development Journalism

India is a developing country, though more developed than most
others in the category. Development in visible terms means much more
than laying the infrastructure for economic growth. 1t boils down
to acequate food, shelter and clothing to the people, mitigation of
economic and social disparties. In a situation like ours, the media
should reflect the development effort in different spheres, Hence the
expression Development Journalism. It is a comparatively new concept
in the Indian context, but should not be confused with propaganda for
ministers, bureaucrats and the establishrent.

Its purpose is 1) to communicate the news of development
activities to keep the people informed about them 2} to inspire people
to participate in development programmes 3) to provide for readers
in one part of a vast country like ours with possible models of develop-

ment work from other areas generally to stimulate interest in develop-
ment.

_Also communication is an input in the devilopnient process because
the people have to be kept informed about _diffe development pro-
grammes and welfare measures and their @ nd responsibilities vis-a—
vis them. Further, development spells 8Range. social, economic and

other, which is news. [t has to be witted, exchanged, assimilated
t

and analysed. The public relations ioner has to perform the role
of communicator.

Certain development eme® depend on people’s participation for
their implementation. g*a bare well or opening a school has no
meaning unless the inten eneficiaries cooperate and take advantage
of the facility. In some cases, participation by the people in the shape
of capital or voluntary labour may be more explicitly sought by the
authorities. These are the opportunities for the -public relations pra-
ctitioners to seize, build opinion in favour of the project and motivate the

people. The Radio, Television and Newspapers are the instruments for
the purpose,

- 10. Success Stories

Suceess stories are excellent features” meterial because they sell
the idea easily. A success story may be defined as a report, both
descriptive and analytical, of a task accomplished or a carried out. A
farmer adopts modern methods of raising crops and increasing producti.
vity. Communicate his success, after interviewing him and finding out
about what he did and why he was prompted to break new ground in
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farming. Nothing succeeds ke success.  Exariple catches on and fakee
the form of a movement. One comes across any number of such cases
in almost every town and village. Banks and other financial institutions
provide credit for artisans—tanners, potters, weavers and the like to
improve their trades. They are even paid stipends during the peried of
training in the techniques which are within their reach. As a result
the arfisans are able to improve their productivity and increase their
incomes. The products are qualitatively better, kook better and Tetch &
better price. Then the banks give them loans to set up their production.
units and also help them market the goods. [t is an almost re\:olu--
tionary transformation in the lives of working peeple. Schemes' like:
Antyodaya’ in Rajasthan and the rural empleyment programme in. Orlssa
fall in this category.

The public relations practitioner has to use his skill in b.rin:ging? sucke
less known facts to the notice of people through features,

To sum: up, the writer has to (i} ccilect facts by interviews nql the
beneficiaries (i) secure information from the authorities (iii) quan-—
tify the change in terms of numbers of the YWoducts and the moneiary
gain (iv) cempare the levels of livingWgfor® and after, and (v} induce

the ripple effects of the change. Thawvrit®Gp should iiberally quote
the beneficiaries in  their mvna-ge for greater impact and

eredibility.

!
wtholof the Lessen —-Mr. V. Hanumantha Rac




Buggested Reading

Mass Cammunication and Journalism in India By D.S. Mehta
Handbook of Public Relations in india By D.S. Mehta
Features with Flair By Brain Nichotes, (Vikas)

Journalism in Modern India edited By Roland E. Wolseley
{Asia Publishing House, Bombay)

5. Professianal Journalism By M.V. Kamath
{Vikas)

&N

Assignments

. Answer the follewirg in 30 lipes.
1. How does an article differ from a feature ¥
2. Define the purpose of a feature.

3. What are the different types of features and briefly explain
them.

4. What arz the essential precautions 1o beataken while despat.
ching a feature to a publication ?

5. How do you qo about weaving sakfea around a ceniral
theme?
th.  Answer the following in 101ine
1. What are the characterispigs of E success story 7
2. What is the need for Xwsive feature?

tll. Excercise @
1. Write a Feature on any Dne of following in 50O woids.

a) The changes TV brought abeut in yeur house (life=
style) [/ town.

b)  Woater shortage in your locality/town.

c) Write a review feature on the Tenth anniversary of
your cultural association/club/college/school/company,

d) Adult education centre in your locality.
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tesson: 5 Press Events - Press Conferenge

Objective

To exptain the importance of Press Conference and other press
events stich as the press briefing, Press reception, Meet-the-Press |etc.,
in promoting press relations. :

Bynoepsis |
What is a Press Confererice ? ' '
Organising a Press Conference. : '
Medel Press Conference : '
Hints for _the Chief Spokesman i

Press briefing, Press reception, Informal get-together, Meet-
the<Press.

S N

As a person in the middle, betweern the agement and the media,,
the PR manager is expected to organise pr eets. Such events ialsu

_ provide PR opportunities for medi osure to the activities of,| the
organisation. :

We shall discuss in this cha%e organisation of press events like :
Press confereneg | |
Press briefing —_—
Press rec% _
Informal Pre®¢ get-together and

Meet-the-Press.

SRS SR

Each event has fo be planhed and organised very carefully to u\'{ie_l-d
Fesults. Organising a press event calls for methodical and meticulous
planning. '

1. Press Confarence
The followirg extracts from a news itedi titled “A peeuliar Fress

Conference” which appeared in ‘The Hindu® from one of its corres—
pondents shows how a press event is not to be organised. |

“Pressmen  bustling info the officer’s room found him I:‘r:Us-y'.

excited and also nervous. He was telephoning to somebody sayling:
o
[he pressmen are here and I don’t know what to say because } am only
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dealing with such-and-such subject. Why don’t you also come round
and help’. He then turned to usand said : ‘| know all of vou are
very much excited just @s | am’ and a reporter said the officer was
obviously mare excited but he ignered the remark.

"Now Gentlemen’, said the officer, “What you want to know, tell me’.
A reporter asked him how much a particular project was going to cost.
‘I know you will ask such a question, but wait a minute’ he said,
dialling somebody. 'l say, here are a group of pressmen in my room
regarding that project you know and they are asking me how much it
will cost... Itis in that book on my table? You know ! did not have
Lime to read that book because it was rather suddenly arranged and in
which part of the book is it? ... on the first page? Weil you are tight.
it is, indeed, here. Thanks’. He hung up and told us the cost, and the
pressmen were afraid to ask him more questions lest he started dialling
again. And se a reporter asked him, "'please tell us about that portion
of the project you are directly concerned with’, and here again the
officer was not sure of his ground, and to a ‘supplementary’ he produced
@ 10-faot long blueptint and asked somebody tagount the figures there’.
And so went the press conference’’.

This, indeed, is a peculiar press ge
amateurish way of handling it and refle ly on the efficiency ef the
PR Department which did net prepare itSNep6kesman for the press con-
gerence. The PR manager who incharge of arranging a press
conference must know all abgug thefp.

What is a Press CanfereNgd? ™t is a gel-together... of ptessmen
where a seniof official the host astaeblishment divulges news or
announces important ns, It can also be called to place en record
the organisation’s point iew on an important matter concerning it

There are also infermal ptess gatherings, often convened at short notice.
The idea is that journalists do not have .to chase a report individually
but are collectively provided with information. The reporters’ ques-
tions are answered and doubts cleared at such conferences. ¢

Coliective Interview

In shert, it is a collective interview given to newsmen by a very
important person. The ptess conference can be called at short notice if
the situation demands it. In other words, there should be “‘hard news
to give” like a major oil find or announcement of a major policy
decision.

The term press confetence should not be confused with the more
-slaborate press reception and press briefing, although seme people
imistakenly use them as interchangeable terms.
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The press conference is an imnortant source of news. The chief
spokesman and the press corresaondents have a face-to-face dialogue.
Unlike a press rafease, which is one—way communication, a press con-
ference is @ two—way process.

News can be disseminated through a press release also. A pres!s
conference is not necessary if news can be conveyed by a press note.
The personality of the spokesman also matters. The personality of afn
astronaut, a popular political leader or a film star adds to what they say:'.
But there may be subjesis wnich need amplification. After the spokes-
man has said whatever is to be given out, the correspondents are free to
ask questions for eliciting information on any point. The ‘Question and
Answer’ session forms an important part of the press canference.

Media reporters are very busy people. Thiy should therefore be
invited to the prass conference only when there is some hard news worrh
their while. If the PR manager can manage with a press release, he should
not invite reporters to a press conference. Tne PR manager should
think twice before organising a press conference. if reporters feel the-
‘have been unnecessarily called for a press gonference, they will be
annoyed. Call a press conference only if i is W real service 1o the
media and would yield them something mor ag what they would get

otherwise. Q:
2. Organising a Pr onference
;

Here are some tips for ogganisheg a succassful press conference.

9. The Purpose

The purpose of ’@ conference should be clearly understood
and defined, That wi elp the chief spokesman to keep the theme m
- mind in his preliminary remarks and in eliciting questions. [|f the pur-

pose of a press conference is to highlight the burden of taxation on the
industry, the spokesman should be the Finance Diractor or * Chairman of
the company and all the data should be marshalled and supplied to the
reporters.  Most important of all, the press conference enables the

reporters to attribute the news and comments parsonally to the sookes—
man. ’

2. Venue

The press conference should be organised at an easily acceSSibéie
and decent location like a Conference Hall of the organisation, a hotel or
at Press Club if there is on2. Th2 convenienzs of the pressmen must
bz the first consideration rather than the glamour of the place. The
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venue should have good conference facilities ranging from catering to
avdio-visual presentation. In case, the venue is distant or remois, two-
way transport should be provided to the invitess.

3. Tha Day and Time

One must always keep in mind the requirements of the newspapers
in fixing the date and time of the press conference. Sometimes VIPs
ask the PR Departments to organise press conferences late in the
evening. Unless, there is a Spot news anaounzemsnt, press conferanges
80 near the deadline for the newspapers are not advisable. Most news-
papers stop - taking non-spot news after midnight,

The day and time of the press conference should, therefore, suit
the requirement of the newspapers. Either the VIP should know the
requirement of the press or the PR manager should explain it to the VIP.

‘Try to avoid clashing your press conference with some other ‘major
event or press function, Before fixing up the date, you should verify
whether there is any other important functign oNthat day and toa close
to yours in terms of timing. It is advisable tNarr ge a press conference
in the forencon at about 11-30 a. ollowed by a lunch or at
3-00 p.m, O

4, [Invitation

All press corresponden ncetned  with the subjeci should ba
invited. A list of accredi rrespondents can be obtained either
from the State Informag anc®Public Relations Department or the Press
Infermation Bureau o inistry of Information and Broadcasting,
Government of India. er no circumstances should a press corres—
pondent be excluded. There should not be any discrmination in inviting
the press. The Radio and the Television correspondents and the
accredited photographers may also be invited. The invitation should
clearly state the subject of the press conference, the name of the chief
spokesman, the venue, the date and time. |If the spokesman is relatively
known to the press in your area or if he is an expert in the field his
bio-data should be supplied in advance. This helps the reporters to
come prepared.

b. Background Material

During an interview for the post of a PR Manager, the candidate
was asked to name the most important aspect of organising a bross
conference, In the opinion of the panel of interviewers the prepara-
tion of background material for the spokesman was considered as the
most important.  This is useful both to the organisation and the
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pressmen. [t will serve as an un-official press refease also. [t provokl:as
informed questions because not all reporters are equally knowledgeable

on many subjects. .

6. Duration |
One Cheif Minister who was very methodical at his press conferences:
answered questions to the point and completed the event within 30
minutes, Another Chief Minister would linger on even after the purpose
of the conference was over, inviting the reporters to ask “anything motre’.
It unnecessarily led to extraneous subjects being raised. The durati‘on
of a press conference should normally be 3C minutes, unless the subjéct
and the personality of the spokesman warrant more time. But in no
cas> should it exceed an hour. Marathon sessions miss the focus and
extraneous subjects come up. |

7. Press kit

A press kit containing background information, photographS.! a
writing pad, a pen or pencil and publications®f the organisation, if any.
may be given to the pressmen at the confeggne

The material may include :
A background articie on the ced subject.
Printed material of relev%o the subject.
Pictures \

A news release, if Wgfan be prepared.

8. Telephone F@_

Some reporters, especially those ‘working with wire services, may
like to telephone the spot news given out at the press conference, So
there should be telephone facility for the purpose.

9, Refreshments

Arrange refreshments for the invitees. This will enable the prass-

men to come clioser to the chief spokesmen through an infgrimai
talk. . i

Follow-up
Clippings of press reports of the conference appended by & brief

note describing the response form the press-how it has been featured
and at what length it should be submitted to the chief spokesnian.
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Copies of the press clippings may also be circulated among other top
officials. The total newspaper space obtained for projection of the
organisation may be calcutatéd and shown in the note.

The success of the press conferenca depands to a large extent on
the chief spokesman. Pandit Jawaharlal Nehru’s press conferences were
sa well conducted that they attracted the attention of the world press-

3. Model Press Conference

Here is an excefpt from “The Hindu™ report of a press conference
by Mrs. Indira Gandhi. It was published with the headline.

P.M. CONDUCTS PRESS CONFERENCE WITH APLOMB
“New Dethi, July 10,

The Prim2 Minister today gave full liberty to pressmen to raise
questions at her press conference.

Mrs. Gandhi, who appeared in a good mqod, sat alone on the dais
A number of people from the Prime Minister's\gffjte occupied a row of

chairs placed behind the Prime MinistQat.
The Information and Broadgastin inister, Mr. Vasant Sathe

cccupied a chair along with officié he front row.

Several times the gath rst into laughter as the Prime Minister
failed to place a correspond because of the bright television camera
lights. '

A number of correspBndents and officials had to keep standing as
the conference hall was packed to capacity.

Mrs. Gandhi herself tianslated the very first question asked in Hind
for the benefit of foreign correspondents after inguiring from official
if there were facilities for simultaneous translation.

After a little while, another question came up in Hindi, she looked
at the reporter and said “"Are bhai sab Angrezi mein kyon nahin Kkarte,
nahin tho, ye do bar karna pedega’” {(Why don‘t you put the guastion in
English. Otherwise, | wili have to answer it in Hindi as well asin
English}. ' .

Equal Opporiunity

Throughout the press conference, Mrs. Gandhi ensured that all
those who wanted to ask questions got at least one opportunity. In
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some cases she permitted two questions from the same reporter, When
she disallowed a reporter from asking a sscond question, he remarked
that Mr, Sathe was provoking him to ask a question.

~ Sheshot back: “You are frying to create problems betwesn ' us
{Mr. Sathe and herself) even in this press conference

A persistent reporter wanted to put an important question before
the press conference concluded. Mrs, Gandhi acceded and announced:
“‘Now we are coming to. the important question. Silence evervhody’’.
{lavghter).

To make amends, Mrs. Gandhi asked a woman reporter if she would
like to ask her a second question lest she be dascribsd as prejudiced.,
Addressing the woman correspondent, she asked :  ""Would you like ito
put your question or have you forgotten jt?" '

Walk-out by photographers

Newspaper photographers walked out of €be conference following a
tiff between them and the Principal Informgatioh Officer. The photo-
graphers alleged that they were denied vant3edbosition allowed in the

past to have a close view of the Prim ister, :
Mr. Vasant Sathe met the photo ers and said he was sojry

about what had happened and a hem to come in.  But by then all
the seats had been filled ang theWhad no place to sit. :

According to the PIB \ife photographers were told that the seats
were only reserved f orreshondents. They could take their place in
the aisle or in the p@(&ke pictures. The PiB’s stand was that only
correspondents need Mats while cameramen did not have to be seatéd
while taking pictures,

They left the hall a few minutes before the press conference began,
Only official photographers, those of the Press Information Bureau and
Doordarshan, were present,. i

4. Hints for the Chief Spokesman

The foregoing should serve as a model for PR managers in arranging
press conferences, '

Here are a few more suggestions,

1. The pressmen should be free to raise any point and ask any
relevant question. The chiaf spokesman, while sticking to the
theme of the press conference, should be prepared to answer




" the guesiions with confidenca. A bit of humour will come in
handy as it covers up inadequacies, if-any, in'the answers. Home
work for the chief spokesman is essential.

2. The chief spokesman should always have his top executives at
“hand to help him in answering quéstions.

3. The PR manager should alsc brlef the chief spokesman on the
Iikely guestions to be asked and help him in preparing for the
press conference.

4. Listening ratiently wili help the chief spokesman to understand
the questions in their proper perspective.

5. lf teigvision and radio, correspondents want separate mtervuews,
necessary facilities should - be made available to them. Their
requirements  will be different from those of newspaper
correspondents.. :

8. The success of a press conference degends upon good attend-
ance, intelligent questicns and lively proggedings.

- 7. When a PR Manager once sugggsted to the General Manager of
a fertilizer company that a pred ¥crence be organised, the
General Manager advised him t0 itivate the pressmen first.
Personal rapport with the ers will goa leng way in the
successful conduct afpresfconferences.

"Off—thewﬂlecofd'

It was once the c@ion that statements made off the record’. In
a press conference or a press briefing were not to be published.

Now-a-days, hawever, such statements are published in ocne form or
tha other. It is, therefore, not advisable for the chief spekesman 1o
say anything “off —-the-record’.

5. Press Briefing

Selected correspondenis are invited for press briefings. It is
arranged to explain the background to a happening or to a news item,
not necessarily for pubtication with or without attributiecn. Whom to
invite for press briefings should be left to the discretion of the organiser
or the PR practitionner. The subject matier specialists can bhe taken inta
coniidence and provided with background meterial.

Some newspapers have several accredited correspondents. Only
those specialising in the subject concerned may be invited for press
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briefings. Political reporters are taken into confidence by ministers and
briefed on important topics. : !

Press Recaption l
;an

- Receptions are for entertaining press reparters, The occasion

be used for giving out a news item too. A short documentary on the
organisation will add to the entertainment value of the press reception
which is mora  an organised social event than a press conference. It may
also include an audio-visual presentation of the product. Both enter-
tainment and information are blended in the press reception. i

. I

Informal press get-togethar ' :

Another means of futhering press relations is through an informaj
get-together of pressmen. Generally, managements tend to approach
the press only when they have something te publicise. That is not good
public relations. It should be the endeavour of the management to
meet the editors and the pressmen individually or in groups from time
to tirae to keep them interested and to maintain friendly relations with
hem, The purpose of an informal press get-tdgether is to develop and
strengthen such a relationship.  Press - ethers are organised
over lunch, dinner or tea. Since they a no siness-type meetings,
nNO News is dissemihated at the time. pnly to enable the manage.
ment and the press to understand eachNgghgf and come closer. The maih

advantage of this type of get-to rs is to create person-to-perso
rapport between the chief exscuti and the pressmen. The rappork
established in such meetin il b¢ of immense use to the PR managey

in times of crisis,
Meet-the-press

The "Meet-the-Press’ format of press relations is conducted by the
journalists themselves. The professional organisation of journalists
invites a VIP to meet them and talk to them about his organisaticn or
institution. Political party leaders are invited for such meetings before
the elections. It is a common practice with the Press Club of Hyderabacﬁ;
to invite the Chief Minister designate and elicit his views on his future
programmes. There is no fixed subject for such meetings and no
background material is given, The VIP expresses his views on a
variety of subjects either sue mote or answers questions.

PR managers should be aware of this format. If necessary, efforts
should be made to¢ make use of this forum in consultation with the
organsations of journalists.

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

1.

5,

Handbook of Public Relations in India By D. S. Mehta, Allied
Publishers . '

Mass Communication in India By Keval J, Kumar,
Jaico Publishers

Pubfic Relations By Herbert Llioyd

Professional Journalism By M. V. Kamath, Vikas Publishing
Company

Public Relatiens : A Sgientific Approach By Baldeo Sahai

Assignments

I, Answer the following in 30 fines

1.

What is a Press Conference ? When do you otganise it ?
Indicate the steps a PR Manager is expected to take in organi-

sing a Press Conference.
What ate the key points to be kept in@while addressing a

Press Conference.
11, Write short notes in 10 lines on O

a)
b)
c)
d)

Press Kit ' ?\
Press briefing
Press reception

Meet-the-Pr
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Lesson - 6 : E"'i%g:ﬁ S&Em

Objective

To explain the mechanics of press fours for gstting coverags for
organisation. -' S ;

Synopsis
1. Press Tou £

Types of Press Tcaurs

How to organise Press Tours 7

RS CEN

Follow-up.
1. Press Tours .

From the Press Conferencze, we go to a cgpdudad press four. ina pre«isss
conference, the chief spokesman of the hosWgighnisation briefs journa-
lists on a particular subject or subjectsB®¢h in the case of a press release
and a press conference, the journalis® 2 to depend entirely on  what
the Chief Spokesman tells them gyherea conducted press tour provides
an opportunity to the journalist s for themselves and report their
personal impressions.

A press tour may be jned as an organised visit of -sefect press
co rrespondents o @ct or on-the-spot study and reporting.

There may also beNfonducted tours of journalists to factories, insti-
tutions, places of natural and other disasters. A Press tour simply iis:r
taking a group of reporters to a location of news interest. ,

|

Let us study the visit of a press party. A severe cyclone ravaged
the coastal districts of Andhra Pradesh in May 1969. About 1000
persons were reported to have died and the total loss was of the order
of over Bs. 100 crores. The State Government issued a number of préss
releases and airanged press conferences highlighting the devastation
caused by the cyclone and the relief measures taken up. Tne Chief

Minister, at a press conference, gave his assessmant of the loss of life
and property.

Nevertheless, it was felf necessary to conduct a tour of newsmen to the
cyclone affected areas. Accordingiy, journalists representing varigus
newspapers published from outside the State including a representative of
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A}l India Radio from New Delhi were taken round the affected areas in
Krishna and Guntur districts from May 29 fo June 3, 1969. During this
trip, the journalists not only saw for themseives the havoe, but also met
and talked to a crass section of the people including efficials and
affected villagers. That gave them scope for personal assessment of the
wrath of nature. Detailed reports wera published in leading news-
papers about the cyclone havoc and the need for immediate relief.

Similarly, a press party was taken to the Nagarjunasagar. Project the
worid's tallest masonry dam on the occasien of its compl :tion and
release of water.

A Practical Lesson o

Here is an interesting story of a press tour.  Once an organisation
sponsored & press tour from Hyderabad to a hydro-electric project,  Ali
the arrangements were made by the project authgrities for the visit of
the journalists. The PR manager accompanied the press party but in g
separate vehicle. The journatists were travelling in one vehicle, while
the PR manager was in ancther. Both the vehicles started at the same
time. The vehicle in which the PR manager avelling reached the
project site at midnight. But the other vehi as ng where fo be

seen. A search party discovered that ;@ahic 2 had taken a wrong

direction and reached a different plac e journalists were put to
great incenvenience in the process,

Tha matter was raised in the St egislative Assembly and it was
alleged that the press vehi as 18st in a jungle where the journalists
faced difficulties while the manager comfortably reached the desti-
nation. The minister’s lana®on that it was an error of the driver of
the vehicle.and that ‘c@l\ﬂanager had been suitakly cactioned did
not satisfy the journalis®f They did not also consider.mere admonition
of the PR manager a sufficient punishme nt.

As the Minister's version did not tally with their own experiences
especially with regard to the conduct of PR manager, the pressmen
walked out of the press gallery of the Assembly. However, the press-
men were assured that the facts would be re-examined. :

From this stary one can learn a practlcal fesson with regard to
organising press tours.  Had the PR manager travelled in the same
vehicle and shared the difficulties of the journalists, they would have
appreciated his actien even if they missed the destination. In this case
the PR manager travelled in a separate vehicle, leaving the pressmen in
the lurch. . : : o o

Organising a press tour is not an easy job. A press teur should be
undertaken only when there is something werth-while te show. 1t is
the duty of the PR manager io make out a comprehensive case to the
management for conducting a press teur. The case should include : the
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object of the visit the [likely result in terms of press coverage, the date of
the visit, ths mode of transport, th2 arrangements for lodging and boar—
ding, the number of pressmen to be invited and an estimate of the expen-
diture. When the scheme is approved, arrangements shoutd accordmgly
be made. Max1mum care should be taken to make the journey comfor-
table for the pressmen. Hawng invited them, it will be the moral
responsibility of the organisation to see that they are provided with ‘ all
facilities and information. ‘

Press tours can be of different types dependlng on the nature - of
1he occasion and the need. They are : . |

3. Individual press tours. : o |

2. Types of Press TourS’

1. Function-oriented press tours.

2. Exclusive or sponsored press tours.

1. Function-criented Press Tours

If it is a2 big occasion hke the maugur@f a plant or a project by
a VVIP, the press tour should-include all spondents. One corres—

pondent for each newspaper and news ag®ncy pius radio, television and
s pher can be as much as 40. :

photographers should be taken. Thé

Press Enclosure

There should be a s e Press Enclosure at the function for tlhe.

correspondents to have cod view and listen to the speaker. | It
should be clearly natetl as meant only for the press and non-—
journalists should allowed. into it. Care shouid be taken!to
arrange proper sea@ :

2. Exclusive or Sponsored Press Tour
If the organisation wants to take correspondents to a particu!lar
project, say the Srisailam hydro-electrical project in Andhra Pradesh, it is
left to the discretion of the organisation to take aII correspondents oni a
selected few, |

The State Information and Public Relations Department was once
taking a large number of correspondents, say 30 to 40, on press tours to
state projects. Now the correspondents are split into batches of five
~or six, Five to six such tours are conducted. [n 1984, batches to five
Journalists were taken to various projects. These press tours were
found to be more effective and useful than big-size tours. They coverLad

irtrigation projects, hydro-eletrie projects, tribal development arsa,
industrial growth centres, etc.
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Individual Press Tours

The third category is the press tour conducted on an individual
basis. 1f a press correspondent likes to see a particular project, such a
tour s organised. All facilities, from transport te hospilality should
be pravidad for such a tour by the hast organisation. Alternatively, the
arganisation alse can take the initiative and sponsor visits by indi-
vidual journalists. '

Industrial and other organisations spend large sums of money on
advertisements highlighting their multifaceted programmes. A single
page advertisement in @ major national newspaper will cost between
Rs. 50,000 and Rs. 60,000, If a journaiist frem that paper is sponsocred
by the ctganisation to undertake a tour of its projects, the cost may b€

very much less but the editorial impact can be equally great if not
more.

It is not the idea that advertisements are not useful but editorial
coverage is also necessary. The two are not mu:ally exclusive,

3. How to Organise Pres urs ?

For the success of a press tour, a ed programme should be

thalked out covering minute-te—mi time table of the tour. A copy
of the programme as finalised sh 8 given to the press corres-
|

pondents before the tour. helpd both the organisation and journa-
lists in the orderly conduct ’

Rehearsals

At the project site, too, the programme should go with clock work
precision based on the time table already prepared. 1t is also' advisable
to have a rehearsal of the tour, which will go a longway in making the
tour flawlessly purposeful.

Press Material

The necessary background material covering all asnects of the
project and photographs should be prepared by the PR manager. This
should be given to the newsmen when they arrive at the project site,
The pressmen generally base their reports on the material and on what
they see and gather from talking to the management.

Either the PR manager or his representative should accompany the
party. On arrival, the pressmen should be welcomed by the chief
executive of the project. At the end of the préss tour, a meeting may
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also be arranged with the chief executive, so that the pressmen can get

their doubts, if any, cleared by discussion. n fact. this meeting sums
up the press tour, -

Telephone Facility - ' | '

If the press tour is 1o be orgenised to cover the vislt of a VIP ito @
far-off place, care should be taken to keep the trunk telephones in o;)rder'
with the help of the Post and Telegraphs Department so that the
reporters can file their reports to their respective newspapers., The pur-
pose of the tour being the reporting of the VIP’s visit without facilities
for transmission of the reports, it wil! be meaningless. This requires
advance planning and coordination with the Posts and Telegraphs
Department. A sufficient number of typewriters should also be provided
for the use of the reporters. : :

4. Follow-up |

The PR manager’s job does not end with the departure of the t'ares-s

party from the project. He has to await thegesults of the press tour by
watching the coverage in the newspapero

cotlection of press clippings from 1 £ newspapers.  Based on ; the

When the story is pubh’she PR manager should organise
press clippings collected, a briﬁf note*ehould be prepared explaining the
e

total space obtained in the var ewspapers, and the way in which
the subject was treated th ewsmen. - This note aleng with. the

press clippings should ylated to the top management. It is very
dif jcult for the top manaBgment to go through all the newspapers! 1t
is therefore, ess hat the ferwarding note should give the high-
lights of the cover enable the Chief Executive to know the impact

of the coverage in brief. One can assess the resuits of the tour i:’rom
the coverage. Needless to say however, that such an assessment is not
based on the way in which the facts are reported and the observations
made by the correspondents.

Ultimately “thank you™ letters should go from the PR manager or
the chief executive to all press correspondents who visited the projiect.
Additional information asked for by correspondents should be promptly
supplied. S : :

Other guidelines such as the date, invitation, press kit, purpose, etc.
suggested in the case of press conferences may also be folfowed for the
conducted press tour. Thé hints given for press conference are equally
valid for press tours.

Author of the Lesson ; Mr. C.V. Narasimha Reddi
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Sugyesied Reading

1. Public Rzlatiens : A Scientific Approach By Baideo Sahai.
2. Handbook of Public Relatiens in india By D.S. Mehta.

3. Practical Public Relations By Sam Black.

4, Effective Fublic Relations By Cutlip and Centre,

5.

Public Relatiens fer Management By Frank Jefkins.

Assignments
1. Answer the following in 30 lines.
1. What do yeu understand by a conducted _presé teur ? Dist‘:‘dsfs;

2. Explain the various types of press tours. Explair the impor=
tance of each ong.

3. In organising a press tour what goals sheuld the organisation

strive for? List out the guidelines that aNg to be fellowed by a
PR manager in organising a press tou

#. Answer the following in 10 lines. O
1. Individual press tour. .
2. Follow-up of a press teurhv
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units - PROFESSICNAL CRGANISATIONS
tesson - 7 : Professional Drganisations {Prass)

Objective

To explain the role of professional organisations in the growth! of
journalism and public relations, How a professional body promotas the
maintenance of high standards in skills and competence by its members
is highlighted in this lesson.

Synopsis
1. Characteristics of a profession

2. Newspapers organisation.

Every profession is judged by thi nportant characteristics. They
ara: (1) Professional education a.ming "(2) Professional litera
ture, and (3) Professional o isation. in fact, these are the three
pillars which constitute a tr?cn which the profession stands to
serve the society, Each r has its own role to piay in the arowth of
profession.

1. cteristics of a Profession

What is a professi8n? A profession is high fevel knowledge and
technology applied for the benefit of society at large. A professiorha?
has been dascribed as “setf-selected. self-discivlined individual wheo
holds hims! { out to the public as special skill derived from education
and t aining and who is prepared to exercise that skift primarily in the
interest of others™,

Public relations and journalism ara two distinct professions sujp—
ported by their respective corpora of knowledge. However, PR Dersons
and journalists are the twins of the same mother-communication-in the
fieid of disseminating public informaticn.

A professionai organisation is a body of professionals constituted
for the purpose of providing & forum for exchangse of ideas and
experience for enriching the knowledge of its members: The
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prafessional body also coordinates the activities of various chapters within

the country and cutside, It protects the rights of its members and encou-
rages them to perform their duties based on a code of ethics or a set of”

guidelinas. The professional body has great significance in the main-

tenance of standards of skills and competance,

2. Newspaper Organisations

‘It is mare than 200 years since the first n2wspaper ‘Bangal Gazette’
e:ta. lished by James Augustus Hicky appeared in Calcutta on January 29,
178). Since then, the press has been growing and there are now
over 19,000 newspapers in India. The press in our country has passed
through strain and stress to reach the present stage of development,
Censorship and other kinds.of curbs have beea impased from time to
time. It has been so from the time of the East india Company, Augustus
Hicky is hailed as the father of Indian journalism. Raja Ran Mahan Roy
who pioneered the launching of newspapers in Indian languagas fought,
against restrictions on the press. Later, newspapars began to Hay a
vital role in the country’s freedom struggle. Mahatma Gandhi and
others fought for fhe freedom of th2 press. institutionalise the -
struggle for press freedom, professional organi3gtio ware established
by journalists. Similarly, PR practitioners.gtarte eir own professional
body.

It is necessary for a PR manage have a clear understanding of
the functioning of both kinds of pro%mﬁnal organisations. He should
h

maintain rapport with them; that they will be helpful to him
professionally. _ )

hS

Amang the import essicnal organisations in the newspaper
field are :

1. THE INDIAN AND EASTERN NEWSPAPER SOCIETY (IENS),
IENS Building, Rafi Marg. New Delhi-110 001,

The Indian and Eastern Newspaper Saciety was established in
February, 1939 as a professional bedy of the newspaners of India, Burma
and Ceylon to promate the common interests _of member newspapers.

its main objectives are :

1. To promote co-cperation in all matters affecting the common
business interests of its members;

2. To promote and safeguard members” business interests in pro-
ducing their publication;
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- 3. To hold periodical conferences of its members to dlscuss and -

determine action on issues of any busmess mterest

4. To accord ascreditation to advertismg_ agencies based oﬁ whilch

the advertising agencies get credit facilities from newspapers .

for the advertisements released.

The membershlp is open to all newapaoers 'Theré are over 400
members.

" It publishes an annuaI-IENS Yea'r._ Book. |
2. THE ALL INDIA NEW3IPAPERS EDITORS' CONFERENCE

(AINEC), 36-37 Northend Complex, Ramakrishnan Asram
marg, New Delhi-110 001. - '

.The All India Newspapers Editors’ .Conference was established |in -

1840. This was born when pre-censorship. was imposed- on news

relating to Mahatma Gandhi“s movement agalnst [ndlan participation ||n
the 1939-45 Second World War. !

|
The AH India Newspaoers Edltors @nce is generally des-
cribed as “"a voluntary organlsatlono gditor -alt  India newspapers

and periodicals”. !ts main objectivej 0 presarve the high traditions
and standards of journalism, to se and safeguard their common

interest and to secure facilities@gprivileges of the press in discharging
its responsibilities. Y o :

The n’iembership of Qﬁ?ﬁy is open to any newspaper or periodical -
published in India, o _ S

~ The AINEC was t aﬂrst professional organisation in [ndia ‘to take

up the question of working conditions of journalists, It also takes
keen interest in maintaining professmnai standards among the nele'-
papers . a

3. THE INDIAN FEDERATION OF WORKING JOURNAL!STS(IFWJ)

Flat No. 28, Shanker Market, c‘.onnaught CIrcus,
New Delhi-110 001,

The Indian Federation df Working Journalists is # -irade unjion

-organisation of working journalists in India. It has been recogrnised | by
the representative organisation of *‘the workmg iournalists for |the
constitution of wage boards.  The prime objective of this bady is to
defend the rights and interests of working journalists and| to
promote their professional status. This organisation came i' to

being as following a convention of journalists held in Debhi ;oo
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October 28 and 29, 1960.under the Chairmanship of Mr.M.Chalapathi Rau
who was then Editor of the: National Herald. - The IFWJ publishes " a
monthly journal “The Working Journalist”. -

4. NATIONAL UNION OF JOURNALISTS (INDiA)
7. Janthar Manthar Road, New Delhi-110 001.

The National Union. of Journalists {India), founded in 1972 is a
' federation of the working journalists® unions. - This body is also
devoted to improving the working conditions of journalists and to enrich
their professional standards.

5. THE PRESS GUILD OF INDIA
Guild Hall, The Majestic, Bombay -39.

* The Press Guild of India was established in 1954 as a social and
cuitural erganisation of journalists to provide a meeting ground for al
those engaged in or associated with journalism. The Press Guild
runs a club, a library and a reading rogm and brings out the
‘Guild Annual’, Apart from providing a Platformufor the exchange of
information, the organisation has striven to vegmany public causes.
Maintenance of high standards of perfgemgnce and practice in the pra
fession ‘and promation of close fellows:the widest bBasis possible
in the newspaper world is the objective Mwifie Guild.

6. PRESS CLUB

. . The woarking jou.nalistQ‘m Press Clubs in different towns and
cities. They are meant fo prompte social intercouise among journalists
and non-journalists. ess Club of Hyderabad is located in Desho-
dharaka Bhavan, Bash%@x,ﬂyderabad. ' :

7. THE PRESS INSTITUTE OF INDIA

Sapru House Annexe, Barakhamba Read,
New Deflhi-110 001.

The Press Institute of India is a professional body of Indian news-
papers and journalists established in 1963. It holds professional work-
shops and seminars for editoriat and managearial personnel at all levels
and organises selection of Indian pubklished books relating to the mass
media, it brings cut a bi-monthly journal “Vidura® the only one of its
kind devoted to the media in India {students can subscribe to it).

The Press Institute of India edits and produces a feature news
service “Depth News India” and also “Data India,” a weekly reference
setvice. Newspapers, periodicals and house journals are eligible to
become its members. : '
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8. THE AUDIT BURFAU OF CIRCULATIONS LIMITED (ABC)
Walkefigld House, 4th Floor-Ballard Estate,
Bombay-400 038.

The Audit Bureau of Circulations which was founded in 1948 is 3

“non-profit’ o:ganisation with publishers, advertisers and advertislling

agencies as its members. {ts main objective is to lay down a standard
method for assessing the circulation figures of newspapers and periodi-
cals. The Bureau gets the circulation claims of publication checked| by
Chartered Accountants. It alse issues certificates of circulation| to
member—publishers,

The net paid circulation is the number of copies distributed after
payment out of the total number of copies printed. File copies, voucher
copies, unsold returns, promotion and other free copies, all copies sold
to agents at discounts in excess of 40 per cent and all copies sold! to

subscribers at less than the stated price are not included in the net paid’

circulation.
The ABC has the right at any time togendNen auditor from its pe]ln_el
of auditors to recheck circutation of publicBggs which are members| of

ABC. The ABC has the right at any, e to amend or withdraw|its
certificate, '

Both the publisher and the tiser are benefited by the ABC. The
certificate of circulation guqyvide§ the potential advertiser of the reach
of the newspaner. Th jser thus knows what he is buying. There
is no scope for guess woiRyn purchasing space in a newspaper. iThe
advertising agen @ from the ABC certificate dependable data onthe
basis of which it caRg#anise the advertising campaigns of its clients,
keeping in view the latter’s requirements also. The géneral public
henefits through a recognition by advertisers of the value of individual
publications.

Author of the Lesson, Mr. C. V. Narasimha Reddi
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1. Mass Cemmunication and Journalism in Tndia By D.5. Mehta.
Adlied Puklishers.

2. Mass Cemmunicatien in india By Keval 4. Xumar,
Jaice Publishers.

3. Handbook of Public Relaticns in tadia By D.$. Mehta, Adlied
Publishers '

Assignments
1 Answer the follewing in 30 lines eack.
1. Defire Profession. What are its impertant characteristics ?

2. Discuss the need for prefessional organisations in journalism,
Explain briefly the compesition and function of any four pro-
fessional bedies deveted to the cause of jeurnalists.

71 Write shart notes en the ff@l.le\néimg in 18 Noes.
a) "VIDURA"
b} TENS O
c) AINEC ?,
d) 1FWY
¢) ABC Q~

I} Press I.nst.i Indig
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tesson - 8: PR Professional Organisations
-the Indian Scens

Objective

To explain the importance of professicnal bodies of Public Re!a;tions
in the growth of professionalism.

Synaopsis
1. PR beginnings in india
2. PR in free India
3. Public Relations Society of india (PRSH)
4. Professional Ethics
5. international Fublic Relations Association (! PRA) :
6.

Growth and Achievements,
1. PR Beginningg india

The first newspaper ‘The Beng e’ started by James Augusiug
Hicky in 1780 gave birth rhe Journealistic profession in Ipdia.
Public relations made its beg% during the First World War in 1914
as an effort to disszmin ar Wformation to th2 Prass.  The Govern-
rent of India had then% a Central Publicity Board with Stanley
Reed, editor of thgeimes%f India, Bombay as its Chairman for! the
purpose of war p@. After the war the functions of the bbhard
were taken over by Central Bureau of Information set up in 1921,
The Bureau was renamed the Directorate of Fublic Information in 1923
and became the Directorate of Information and Broadcasting in 1931,

Thus it was the 1914-19 war which gave birth fo public relations im
the form of pubficity in india.

After the Second World War broke out in 1939, the Bureau of
Fublic Information and All India Radio were placed under the Directo-
rate of fnformation and Broadcasting. The war effort was ihe main
concem of this department which was alse handling censorship of the
Press. Some time later the defence publicity was taken away fsom the
purview of the Bureau. A new organisation called the Directorate of
Inter-Services Public Relations was established te undertake war
propagarida exclusively.

The Bureau of Public Informaticn is now called the Fress Informa-
tion Bureau.
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Public Fie!at ons in India thus began as an mstrument of Govem-'
ment publ1c1ty : : :

Fro moting Tourism

One of the earliest efforts of PR on commercial linesl was by the
indian Railways. As a measure to promoie passenger traffic, the GIP
Raittway carried a publicity campaign in England, through the mass media
and with the help of pamphlets to attract tourists to India. Within
india, the Publicity Bureau of the Railways introduced a travelling
cinema which showed films, at fairs, festivals and other gatherings. The
Railway Board set up a publicity bureau in London and New York to
undertake extensive advertlsang in newspapers and grganise exhlbmons

After the Secand World War, PR ‘in India became an organised
activity. [ts need was felt both by the Government and private sector.
The Department of Infermation and Broadcasting, Government of India,
undertook publicity campaigns for price control, foodgrain rationing
etc., This Departrnent comprised a number of sections like the war
effort, exhibition unit, the films division and_th&Central Bureau of
Public Information. Do

. Later, private industrial companies" e Tatas established PR
divisions of their own. They conducted inSsi#litional campaigns through
the press to win public support for tivities. '

2. P Fiee India

In 1947, a Central jstry lled the Ministry of Information and
Broadcasting was creat%&e journalism, public relations also turned
a new leaf in its histroy inWhe posi-independence period. This may be
termed as the third stage in Indian PR history. ~ The need for regular
- communication between the Government and the "people was féit and
was sought to be met. The Industrial houses also reaiised the impor-
tance of such communication with the pubiic. This has whetted the
appettite of the public for informatien. Accountability to the public
came to be recognised, and led to the growth of PR. The launching of
Five Year Plans was another reason for the expansmn of the PR
machinery in the country.

Mew Phase

The Government and the pfivate sector accepted public relations as
a management function to create mutual understanding between them

and their ‘Publics’. Thus developed a new phase of public relaticns in
india. : : :
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If we judge "Public Relations” by tfe three key characteristics of &
grofession, namely professional education and training, professional
literature, and professional organisation, public relations in India as &
profession lags: behind others like law, medicine, journalism etc. How-
aver, public relations saw the fourth stage of evolution towards profes-
sionalism in 1958 when a professional organisation called the ‘Public
Relations Seciety of India’ was formed in Bombay. This is the:
beginning of professional approach to public retations.

3. Public Relations Society of Ind;ias (PRS1)

The Public Relations Society of India {PRSE) was established as a
national association of PR practitioners in 1958 to pyomote ihe profes-
sion and to formulate and interpret to- the public the objectives and
potentialities of public relations as an integral function of management.

Dbjects
The objests.of the Sociefy are ¢

a) Te promote the recogmition of pu:' ic refations as a professions

b} To formufate, promote and fnter] o the public the objectives-
potentfialities and functi pubtic refations practitioners;

g) To promote and seelgfo mifitain high professional standards
among pubfic refati titioners;

d4) Te emhangexper‘iences and information among public
t- i

relations practNgoners;
g) To offet and research of public velationsy

£) To grant or sponscr fellowships and awards in recagirgi-sed
institutions of learning for the study and research of public
refations;

g) To issue @ professienal journal or bulletim or to publish pam-
phiets, books, surveys and other publications to disseminate
informatdon concerning public relations;

h) To undertake any cther activity to further the inferest of the
profession and the objects of the organisation in any manner;

i) To develop and foster relations with other bodies or authori-
ties;

i} To establish Iibraries and reading rooms end educational centres
fo¢ the study of public relations;
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The sosiety funstioned as an informal body tilf 1966, when it was
registered under the Indian Societies Act, with headquarters in  Bombay.
The father-figure of PR practitioners in India, Mr. Farook S. Mulla was
the founder President of PRSI from 1966 to 1969.

Towards Professionalism

Earlier, in 1968, another professional body, the Public Relations
Circle was found in Calcutta. It was the first association of PR practi-
tioners in Eastern |India. At the first All India PR Conference in 1968,
members of the Public Relations Circle, unanimously decidad to disband
the regional body to strengthen the national association. The Calcutta
chapter of the PRSI was established in the following year.

In 1971, PR professionals in Hyderabad founded the Public Rela-
tions Society of Hyderabad, which also became a regiona! chapter of
PRS) in 1973. As many as 11 regional chapters are now functioning in
Delhi, Chandigarh. Bombay, Ahmedabad, Baroda, Calcutta, Hyderabad,
Madras, Visakhapatnam, Bangalore, and Cochin.

The management of the Public Relationg Sod¥¢ty of India is vested
in a National Council consisting of representdy of all the regional
chapters. The members are drawn frgfiWyblic relations practitioners
and those generally interested in PR fré over the country. They,
include. PR persons of Central angyState WOvernments and the various

Government under-takings lika th ways, the Posts and Telegraphs
the nationalised banks, t oca¥ bodies, public sector enterprises,
service and welfare org #@515, Universities and others who are

practising public relatigns ingpme form or the other. Both private and
public sectors are re @b :

The Sogiety is recogiMssd as the natlonal PR organisation by the
International Public Relations Association (!PRA}.

Regional Chapters

The Regional Chapters of the Society regularly arganises seminars,
lectures, and discussions on various aspects of public relations. In ordey
to promote professional training, the chapters run, with the collabora-
tion of universities and colleges, courses on PR for students of adver-
tising, mass communication and journalism, They also hold from time
to time, rtesidential and non—residential training courses for PR practi-
tioners, management personnel and those who wish to take up PR as a
profession. This is done in coliabaration with vafious management
associations and Governmerit institutes. The society has conducted a
two-year Research FeHOWShip on public relations at the indian Inshtute
of Management -Ahmedabad.
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The Society also publishes a journal PRSI NEWS™ which aims te
keen PR practitioners abreast of the developments in Public F{elanons-‘

India and abroad.

All India Public Relations Conferences

43

Since 1988, the society has been holding fhree-day national con-
ferences on a topical theme. This is done once in twe years. The flrst

All India PR Conference was held in New Delhi in Ar}rl_l 1958. One
the highlights of this conference was the adoptson of the 'CODE

OF

ATHENS” an internationally accepted code of ethics for. PR practitioners,

presented by Dr. Albert Oeckl, the then President, PRA,

Subsequently, All India PR Conferences were held at :

MADRAS * February 1970 * o
o THEME : Role of PR in Management
CALCUTTA  : March 1972 - |
THEME : PR and the Changing Social Enviropment
SOMBAY : January 1974 : .
' © THEME : Towards a Mgre Responsible Citizenshi
CCCHIN : January 1978 | ey
THEME : Publiions in the Eighties
CALCUTTA  : 1980 . - S

THEM e Inter-dspendent World
BANGALORE : Fghguary %984 '

. . THEME N%nensions in PR.
BOMBAY . - 1982-QPR orld Congress

nication - PR Perspectives.

gth PR World Congress

Th2 9th Public Relations World Congress with the . theme ‘Inter
pendent World™ sponsored by the International Public Relations Asso
tion (IPRA) wis held in Bombay in January, 1382, It was organised
the Public Relations Society of India. The very fact that such an in

national conference was hosted by the natiopal association is|

The Dynamms of Developmental Conwumius-

|
¥

de-
nia~
by
ter-
| an

eloquent proof that Publlc Relations as a pl’OfeSSIOI‘I has come of agt]e in

India.

It is for the first time that a PR World Congress was hield
ina developing Country.  About 1000 delegates including a ldrge

contingznt from ovuseas had cenverged on Bombay on that o
sion. There was interaction with them not only on the problems

|
3Ca

and
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prespects of pubiic relations and communications but also on relatad
subjects like energy, ecology, education etc.

The biennial national conference held under the auspices of the
National Counci! of the PRS! and organised by the respective regional

chaptets; have also greately benefited PR professionals and other mana-
gement executives.

A past president of PRSI, Mr. Sanat Lahiri of Calcutta was elexted
president of the world body in 1979. This wasa signal honour not
only for Mr. Lahiri personalily, but also for the PR movemeant in India.

4. Professional Ethics

Every prefession has a conduct of ethics to enable its prasti-
tioners t¢ perform their functiens canscientiously. It also enables
membets of the profession to strive for better mutual understanding and
co-operation among themselves, It lays down “‘Do’s” ani “Dont’s,’
for PR practitioners. {t facilitates the prafesgional body to enforce
discipline among its members. The code is agknoWedged and accepted
not anly by the professien but alse by the PUB e are protected by

O
Code of Athens _

Excerpts of the Internationa! CoM a Ethics for public relatiens or

Code of Athens as it is calle ivén belew :
“Congidering that he m®mber countries of the United Nation
Qrganisation have agr abide by its chapter which reaffirms its

faith in fundamental hun; rights, in the digrity and worth of the
human person and that kaving regard.to the very nature of their profes-
sion, Public Relations practitieners in these countries should under-
take to ascertain and observe the principles set out in this chapter”,

Considering that apart frem “rights” human beings have not only
physical or material needs but also intellectual, moral and social needs,
and that their rights are of real benefits to them only in se far as their
needs are essentially met.

And lastiy, censidering that the use of techniques enabling them to
come simultaneously into contact with milliens of people gives public
relations practitioners a power that has 1o be restrained by the obser-
vance of a strict moral code.

On all these grounds, the Public Relations Society of India hereby
declares that it accepis as its maral character the principles of the
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following Code of Ethlcs and that if, in the light of e\ndence submltted

to the society, a member of this society should be found to have
fringed this code in the course of his professional duties, he will
deemed. to be guilty of serious misconduct calhng ‘for an appropri
penalty. : C

I

Accordingly, each member of this Society shall endeavd'ur D

1. To contribute to the achievments of the mbral and cultusal

l -
be
te

conditions enabling human beings to reach their full stature and enjoy
the indivisible rights to which they are ent:tled under the ‘Universal

Declaratton of Human Rights’.

2. To establish communication patterns, channels which
fostering the free flow of essential information, will make each mem
of the group feel that he is being kept informed, and also give him
awareness of his own personal involvement and respon5|blllty and
his sohdarlty with other members

3. To conduct himself always an | circumstances in sych
a manner as to desetve and secure the conf of those with whom

he comes into contact. Q .
_ 4. To bcar in mind thgt bec of relationship between
- profession and the publie, his ct even in private will have
impact on the way in whigjisthe Bgofession as a whole is appraised.

"A PR Prac titioner shalWundertake

6, To obm the course of his professional duties |
e

s of ‘Unwersal Declaratlon of Human Rights.

moral principles and

6. To pay due regard to and upheld human dignity and
ecognise the right of each individual to judge for himself.

7. To establish the moral, psychological and intellectual ¢
ditions for dialogue in its true sense, and to recognise the right of
parties involved to state their case and express their views.

8. To act in all circumstances in such a manner as to 1z
account to the respective interests of the parties involved; both

interests of the organisation which he serves and the interests of
public concerned.

by
ber

of

his

an

the

to

on-
the

ke

the
the

; 9. To carry out his undertakings and commitments which shall
always be so worded as to avoid ‘mis—understandings and to shpw

loyalty and integrity in all circumstances so as to keep the confidence

an.
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of hIS clients of employers, past or present and of all the publlc that
are affected by h|s actions.

He or She shall refrain _fro n
ks . )
10. Subordinating truth-to othier requirements.

11. Circulating |nf0rmatlon whtch is not based on establtshed
and ascertainable facts

12 T aking part in any .venture. or. undertaklng which is un-
ithical or dlshonest or capable of impairing human dignity and
enteglity. }

.13, Usmg any manipulative methods of technaques designed
to create subconscious motivations which the individual cannot contraol
of his own free will "and so cannot be held accountabla for the act:on
taken on them..

5. International Public Relations Assqgiatign (IPRA)
1955 is a professional and fraternal organi§ spanning the world: of

with active members in 60 countries tribitfhg collectively and indivi-
duaily to the growth and prnfessmna% pubhc relations practice m

its function of improving huma |atidns and understandmg

The International Public Relations A_son (IPRA) founded in

Improved communications -extention of mutual understandmg

can do much to reduce conflicts and discord in everyday life and
to enceurage the various s in any community to find a common

approach to the complex political, social and economic problems facing
their:people. Pubhc Ralations professmnals have thert.fore a vital: role
to play in soc |ety : : - -

The |mportance of . this. ro!e 1usttf|es the need for the hrghest
possible standards of ethics, pra,tfce and peformance. 1PR4, a world wide
professional organisation. szeks to b2 a catalyst in the continuing deve-
‘opment of these standards ' : - -

The Assocnatlon foun:led in 1955 has achteved recogmtmn of its
standing in world pubklic refations affairs in many high unofficial
and official quarters. All members are elected in thelrpersonal ‘capacity’
as prast:tioners who can subscribe to the, aims and objectives of the
Association. With over 650 mam3ars in 60 dlfferent countries, IPRA
now Go T‘IDFISGS an international network ‘of sources of professmnal com
petence, experlence and aid which ¢an be tapped by all |ts members '
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Through its regular meetings and publications, a platform is provided
for furthering knowledge and understanding of different professional
techniques and styles. These media aiso offer opportunities for exchange
of personal views and experiences and discussion onproblems of mutual

interest.

6. Growth and Achievements

n 1961, IPRA adopted its format ‘Code of Conduct’ as the required
practice of guidelines for all its members, to which they must attest
on joining. The Code has been taken as a mode| by several national PR

associations. -

Four years later the Association adopted ths .‘Code of Athens’

an

international code of ethics for public relations, as its normal charter.
The code is based upon the United Nations Declaration of Human

Rights. This code has been presented to many Heads of State,-

An important event in the histary of the Association was its fo

rmal

recognition by the United Nations in 1964 agd acceptance on a copsul-

tative basis to its Economic and Social 8gun I

There are now IPRA Liasion 1s in contact with the Ut:ted

Nations'in New~ York and Gene e United Nations Environ
Programme-in Nairobi, the E mic and Social Commission for
and the Pacific in Bangkok a%ASEAN Committee, -

Worid PR Congress .
A World PR s‘é'_is_ sponsoted by the Assdciation every

year. The thame I8g€signed to present current theory and reseafc
topical, international problems which bear upen the work of all p

lioners.  The first world PR Congress was held in Brusseis in 1958,

Nine World Congresses have been sponsored so far by IPRA., eat

tent
Asia

third

n on

actis

th in

a different country - Belguim. Italy, Canada, Brazil, Isreal, Switzeriand,

LUSA, Britain, and India. And the tenth World PR Gongress is b

held in the Netherlands in June 1985,

Membership Requirements

aing

The criterial for membership ensures that the high standing of

the Association is maintained. Itis open only to persons "of knb
public relations competcnce who wish by participation in IPRA af

to bring an international dimension to their work and who have
ctised public relations at a senior level for atleast five years,

own
Fairs
pra.
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- Service to Members

The Annual Register of Members gives information about membeis

| and provides the means of contact and consultation with colleagues
elsewhere in the world.

The IPRA Newsletter, published four times a year, gives Associa-
tion News, information about IPRA members, IPRA national groups’
vegional and nanonal PR Asscciations and professmnal reports and case
[ histories,

; Occasional reports on professional developments of international
b significance are based upon research by the Committee of IPRA and
“contribute to deeper understanding and continuing progress in public

-relations. _
A prefessional journal 'IPRA REVIEW’ which is published twice a

ear, contains discussions, in depth an the theory and practice of
ublic relations and related fields.

The Address- of IPRA is : 49, Welling %Cwent Garden

.ONDON WC 2.

Auihor of the Lesson W C.V. Narasimha Reddi

Q)Q*
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Assignments

I. Answer the following in 30 lines each.

1,

in what way do Professional bodies contribute fo Piofessiona-
lism? Discuss it with regard to PR.

Discuss briefly the growth of PR professional bodies in India.

What way does PRS1 help its members to deveiop and maintain
professionalism. What are its aims ?

What is the need for professaonal ethics in PR? What are the
salient features of Code of Athens ? ;

Il. Write short notes in 10 lines each,

1,
2, . _ ;
3. Code of Athens . E

PRSI
IPRA

>
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