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CHAPTER 2 Sean Dodson

Media context of contemporary public
relations and journalism in the UK
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points you should understand by the
end of the chapter.
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The Structure section gives you a
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chapter will play out.
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& Mo outlook by Rupert Murdochs News|

HE Nl Explore 2.1 the UK's leading supplicr of
pay-TV services and also st
Evaluating media bias nication services (broadban|
some analysts (Enders 2010)
Take a large sheet of paper and draw on it 2 accounts for approximately}
semi-circle, with the baseline at the bottom of the  subscribers to subscription
page and the 180° arc sweeping from left to right. of the sector's market reven
Now bisect the semi-circle with a vertical line exactly  pgjoyh dwarfs any other

through the middle. This represents a_political
spectrum, a way of modelling political positions. The ;
far left of your circle will represent communism, ~ COPares with the £2:4bnf
which i seen as the hard left of politcs, The faright  licence fee (ibid). (The lice

therefore equals fascism, the hard right. The vertical UK who watches TV at ths

Explore boxes encourage you to s e e o iy r s s dsis. The

including the BBC; BSkyB ¢

liberalism. In the UK, the Labour Party would be

. represented at 45 degrees along your arc (halfway
between communism and liberalism). The Con-

deepen your understanding of the e C L

h . I h h . h between liberalism and fascism).

chapter material through exercises that i e upit et mevipapet el hosh the digt i

UK (or in your own country, if it is more suitable). , years

link theory with real-world situations el e i

the newspapers on your political spectrum accord-
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about adding other titls, such as The Economist, for  national analogue stations (.
example? the BBC Asian Network car

and 38 local stations. The|
stations on the digital audi
(BBC 1Xtra, BBC 4 Extra
Music). All are funded thro

If you are unsure of the political sympathies of
your list of publications, simply look them up on
Wikipedia or some other Internet site. Once you
have all the papers, take a step back and look at your

spectrum. Ask yourself one question: where does The BBC also operates th
BOX 2 1 political bias in the print media of your country to be the world’s largest
v . reside? Left or right? broadeasts in 27 language:
rt through a variety of analog
. . estimated that the service
8 Liberal pluralism e
he
ed
er The UK media practises a system of ‘liberal pluralism’,
nt meaning that it is free (liberal) and pluralistic (contains
e many different voices). Liberal pluralism is admittedly
a loose theory that perhaps represents an aspiration
'Xa

(as we will examine throughout this chapter) rather

il) than a solid reality. But at its best liberal pluralism Boxes Contaln a Wealth Of addltlona[

m allows the media to present a variety of information . . . . . .
to its audience. This, in turn, helps form public opinion, InfOI’matIOn and lnterestlng VIeWp0|ntS

ies which scholars such as Walter Lipmann (1922) cite . . .

few as being necessary to any functioning democracy. on the pu bl]C relatIOnS |ndUStry.

he In practice (Mosco 1996; Davies 2008) the diversity
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- by a range of factors, not least elements that seek

hd to manipulate public opinion to their own ends:

In namely corporate ownership, advertising and public
relations. Furthermore, the temptation to over-

- simplify complex arguments and to trivialise serious

:“15 subjects in order to reach the largest possible

ith audience has been a feature of the UK media, to

sa the lament of commentators and scholars alike

ed (Collins 2011).
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Think about 2.1

Media regulation in practice

To understand how regulation works in practice,
you might want to compare and contrast the output
by two news channels owned by Rupert Murdoch -
Sky News in the UK and Fox News in the US. Look
them up on YouTube if you are unsure. The system
of statutory regulation and the BBC's constitution
requires that broadcast journalists must be politically
impartial in their output, and yet no such restrictions
exist in the US. Is this why Sky is so much more sober
and neutral than its US cousin?

Source: Sambrook 2012

The public sphere

Journalism’s role in the development of Western liberal demo-
cracy has given rise to a theory of the public sphere. Defined
by the German social theorist Jiirgen Habermas, the public
sphere is a complex - and frequently contested — theory
that explores the media’s role in creating and maintaining
a space where people can gather freely and discuss problems
relating to the functioning of society (societal problems)
through the medium of public opinion (Fraser 1990).

At first glance, this might sound as if being able to
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Foreword

Like most people in the public relations scholarly commu-
nity, I have studied numerous books on public relations
and on corporate communication, or communication
management as the field is often called in other countries.
Most books are very technical, ‘how to’ books, promising
that you will be able to do the job as long as you follow the
tips of the author. Some books are very theoretical, analys-
ing merely one single theoretical focus, with the promise
that you will become a good practitioner as long as you
follow this approach. Exploring Public Relations is none of
these, or, to put it differently, it is all of these books in one.
It is theoretical and practical at the same time, it provides
an insight in almost all theoretical approaches and different
ideas on how to do public relations and it raises unsettled
questions about the definition, the tasks of the professional,
the debate about professional ethics and the issue of its
impact. This is the most open-minded book I know.

Look at the prudent way in which the editors have
challenged almost everything that commonly is left undis-
cussed in the educational and practical fields of public
relations: that public relations has to do with persuasion
and also with propaganda; that the public relations field
has a problem with its legitimacy; and that there is no
consensus whatsoever about what public relations is and
what its value is for organisations of all kinds. The authors
try to avoid taking a stand, leading us through all the dis-
cussions, rumours and evidence about these issues. What
a book! It is fresh and good, it covers all the current topics
and simultaneously opens up a lot of perspectives. And
all this in a very user-friendly manner. This book starts
with the idea that a textbook should put the student at the
centre of the learning experience. And that is exactly what
it does.

It is an excellent book for undergraduates who want to
know more about the field. But at the same time it is also
very practical for associating it with different approaches
and models within the discipline of PR, and for interdis-
ciplinary connections with communication studies and the
wider context of social sciences. This makes the book also
relevant and important for masters programmes in public
relations. Leeds Metropolitan University has a history as
one of the largest public relations faculties in Europe, and

that breadth of experience pays off in the depth, diversity
and range of topics and approaches presented here. Public
relations is an evolving discipline, and its growth requires
continual questioning to challenge its boundaries and
establish its terrain. The authors have succeeded brilliantly
in doing that.

The first edition of Exploring Public Relations was a
milestone. It was both very British and very international.
Exploring Public Relations not only provided helpful
guidelines to practical action, but raised unsettling ques-
tions about impact and implications as well. It was diverse,
different and consistently thoughtful in departing from
the US norm. Instead of simple platitudes about equal
exchanges, Exploring Public Relations looked at how to
actually perform public relations in an ethical manner
across very diverse cultures. It was also theoretically
inclusive, with a light touch that left students able to make
up their own minds at the same time as they learned how
to become competent practitioners. It was not uncritical of
a field where technical mastery can override moral beha-
viour, as my colleague Professor David McKie from
Waikato Management School, University of Waikato, New
Zealand, wrote in his foreword for the second edition.

This third edition is updated in an enviable way, includ-
ing all kinds of new issues — for example, about the media
context of contemporary public relations and journalism
(Chapter 2), about the intercultural and multicultural
context of public relations (Chapter 5), about corporate
image, reputation and identity (Chapter 10) and last, but
not least, about research and evaluation (Chapter 9). The
book therefore includes reference to almost everything
that has been written in the last couple of years. What an
effort! It is updated with the newest insights on financial
public relations, public affairs, issues management and
crisis public relations management.

The European Communication Monitor 2012 describes
how social media changes the field of public relations. It
is all included in this third edition. Technology, commu-
nications and our ever-growing need for credible content
were top of mind with business communicators during
the International Association of Business Communicators’
(IABC) 2012 Annual Conference. These topics are widely
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discussed in Exploring Public Relations, too. In 2010, the This is a book every public relations author wishes she
Global Alliance of Public Relations and Communication  or he had written. It will help students to get introduced to
Management engaged more than 1,000 practitioners, aca-  the field and it helps teachers to discuss important topics
demics and PR association leaders from some 30 nations  with their students. You will not be disappointed.

in developing the Stockholm Accords, a bold brief for the

role of PR/communications in governance, management, Betteke van Ruler
sustainability and internal and external communication, Professor Emerita Corporate Communication and
but also a rather idealistic approach to the practice. Communication Management
Exploring Public Relations discusses these ideas and chal- Department of Communication Science
lenges the outcome of the Stockholm discussion with daily University of Amsterdam

practice and other codes of conduct. The Netherlands



Preface

The journey to a third edition

How time flies. It does not seem long ago that we were
scoping out the structure and content for the first edition
of Exploring Public Relations. We first conceived of this
book in the early 2000s and it started with the idea that a
textbook should put the student at the centre of the learn-
ing experience. While it is true that textbooks in general
are becoming more student-centred for subjects as varied
as biology, law, media and psychology, this was not, and
has not been, the case in public relations. Exploring Public
Relations very much led the way in this approach for our
discipline, and the feedback and compliments the book
regularly receives are testimony to this. With this approach
we wanted students to have an improved learning experi-
ence by involving them in a personal journey that brought
the subject to life on the page and spurred them on to find
out more. And this is what we have tasked ourselves to do
with this exciting third edition. Our second edition
brought challenges, and so has this version of the book.
But we have benefited from the ability to listen to students
and academic colleagues in how they read, study with and
educate using the first two editions of the book and its
supplements. And through this listening we have attempted
to answer any questions or gaps in the earlier versions to
ensure it is fit for purpose in a challenging, changing world
of communication.

The key areas we have addressed are the most obvious
ones in contemporary life of how the techniques used in
public relations and communication have been influenced
by rapid technological change and its integration, particu-
larly in the past five years. To reflect this we have ensured
that all chapters consider the implications of technology
and change on the theory and practice of the discipline.
Clearly, some chapters have integrated these influences
more than others. One of the key features of the book is
that it is an edited textbook and all chapters are written
and reviewed within a consistent framework. This means
that the book has a particular style and consistency that
we have been keen to preserve. This is partly achieved by
only working with senior and experienced academics and

practitioners who share a mission to understand and
explain the discipline. We are therefore pleased to be able
to include contributors from around the world who are
closely associated with us individually and collectively at
Leeds, and have the same aspirations to improve the
subject knowledge and application of public relations in
society. Again, we feel this was and continues to be a
unique feature and strength of the book as it has evolved.

So, who to write such a comprehensive text? For this we
looked to our colleagues — people who are part of the
Public Relations and Communications Subject Group at
Leeds Metropolitan University who teach on our well-
established undergraduate, postgraduate and research
programmes. We also looked to our wider network -
senior academics and practitioners who have contributed
to our subject area and programmes, former colleagues
who have moved on to careers elsewhere and past external
examiners.

Target audience

Feedback suggests there is a diverse range of readers for
Exploring Public Relations, from senior practitioners to
undergraduate students. It is the preferred textbook for
universities around the world, as well as for the profes-
sional body and professional courses that adopt it as their
core text. Its content is comprehensive, which perhaps
explains this broad appeal. That said, the book is written
in a way that it can be used and read by someone who is
totally new to the discipline as well as a student or practi-
tioner with significantly more depth of understanding. The
contents pages of the book demonstrate how it can be used
to support more practical and theoretical aspects of the
discipline and at different levels. Therefore, it is a perfect
accompaniment for undergraduates and postgraduates
who are studying public relations as a single subject (i.e.
a bachelors or masters in public relations), jointly with
another subject, or as a single module or unit within a
wider programme.
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Book style and structure

The book is divided into four parts. Part 1 provides impor-
tant background knowledge to help students understand
the broad business and societal context in which public
relations plays a role. Included here, for example, are
chapters on democracy and on the intercultural and
multicultural context of public relations. In Part 2 there is
a chapter on the related, but often ignored, topic of persua-
sion and propaganda to help you arrive at your own defini-
tions; while Part 3 includes emerging specialisms such as
issues management, community involvement, financial PR
and public affairs. Part 4 comprises chapters that are not
conventionally included within a public relations textbook.
In this section, for example, there are chapters on pressure
groups and NGOs, health communication and public rela-
tions and celebrity. The final chapter looks to the future and
provides some themes and questions that we hope student
readers will take up as topics for investigation and research.
Public relations is an evolving discipline and its growth
requires continual questioning to challenge its boundaries
and establish its terrain. As students, teachers, researchers and
practitioners we are all responsible for achieving this aim.

Pedagogy and its place

This is an educational textbook for public relations and
therefore includes a number of devices that we hope will
help both students and tutors to get the most out of the
material. First, each chapter begins with a list of the Learning
outcomes that students should achieve after engaging with
the material. We have structured the book to have a range
of consistent pedagogy that support the reader in under-
standing the chapter subject. For example, there are
regular Explore features that give instructions on where to
look for further information or how to engage further with
topics. Think abouts are included to encourage reflection
and for the reader to pause and think a little more deeply
about the issues and ideas that are being presented and
discussed. We have attempted to define as many terms or
phrases as possible that may not be universally understood
or that form part of the specialist language related to that
topic or area of study, which are included in a glossary at
the back of the book. Finally we have included many case
studies (Case studies and Mini case studies), which aim to
exemplify and apply the principles under discussion.

Over to you

We have been delighted and occasionally surprised at the
warm response to our first two editions. These have been
read and used for teaching literally all over the world, and
with gratifying endorsements of our original pedagogic
strategy of making clear links between theory and practice.
However, there are many questions about public relations
and its practice that remain under-explored. These we aim
to highlight in this book and inspire readers to investigate
further, possibly through detailed research for undergraduate
and postgraduate projects and dissertations. We hope
this revised third edition continues to bridge the divide
between theory and practice and, above all, is a thought
provoking and enjoyable read for students, practitioners
and tutors alike.
Ralph Tench and Liz Yeomans, 2013

Acknowledgements

In addition to the invaluable contributors already men-
tioned, we would like to thank all those at Pearson
Education for making this third edition possible.

Thanks also to Catharine Steers (Acquistions Editor),
Joy Cash (Senior Project Editor), Paul Kirkham (Marketing
Manager), Emily Anderson (copy editor), Karen McLaren
(proofreader), Sasmita Sinha (permissions editor) at
Pearson for their encouragement and helping us see
through the project to completion.

We would like also to thank our former colleague
Naoimh Bohan, who has provided professional support in
supporting us in administering and preparing the final
manuscript.

Finally, but not least, we would like to thank our fami-
lies. For Ralph, this dedication goes to my father John and
of course to Catherine, Anna and Will. A physical object
like the book is some justification for why I spend so much
time in a bike-filled home office.

For Liz this third edition is dedicated to my late parents,
Peter and Sonia, and to my partner John Faulkner for
providing unwavering support during a challenging year.
Finally it is dedicated to Daniel and Hannah for their good
humour and understanding.



Publisher’s acknowledgements

We are grateful to the following for permission to reproduce
copyright material:

Figures

Figure 4.5 adapted from The pyramid of corporate social
responsibility: toward the moral management of organiza-
tional stakeholders, Business Horizons, 34 (4), pp. 39-48
(Carroll, A. B. 1991), Copyright (c) 2013. With permission
from Elsevier; Figure 4.7 from Paola Sapienza and Luigi
Zingales http://financialtrustindex.org/resultswavel5.htm,
Figure 1: Trust, reproduced with permission; Figure 6.2
after FT Creative Business, 13/07/2004, based on research
by new2marketing, accessed www.ipr.org.uk, 20 July,
The Financial Times, © The Financial Times Limited. All
Rights Reserved.; Figure 6.10 from R. Tench and ]. Fawkes
(2005), ‘Mind the gap: exploring attitudes to PR education
between academics and employers;, Paper presented at
the Alan Rawel, CIPR Academic Conference, University of
Lincoln, March, copyright (c) Johanna Fawkes MA MCIPR;
Figure 7.3 from Doing Cultural Studies: The Story of the
Sony Walkman, Vol. 1, Sage/The Open University (Du Gay,
P, S. Hall, L. Janes, H. Mackay, and K. Negus 1997) Repro-
duced by permission of SAGE Publications, London,
Los Angeles, New Delhi and Singapore. Copyright (c) Sage
Publications 1997; Figure 8.2 from Strategy: Process, Content,
Context, Thomson (De Wit, R. and Meyer, R. 2010) repro-
duced with permission; Figure 8.4 from Effective Public
Relations, 8th ed., Pearson Education, Inc. (Cutlip, Scott
M., Center, Allen H. and Broom, Glen M. 2000) p. 244 (c)
2000, Reprinted by permission of Pearson Education, Inc.,
Upper Saddle River, NJ; Figure 8.6 from Effective Public
Relations, 8th ed., Pearson Education, Inc. (Cutlip, Scott
M., Center, Allen H. and Broom, Glen M. 2000) (c) 2000,
Reprinted by permission of Pearson Education, Inc.,
Upper Saddle River, NJ; Figure 8.7 from Planning and
Managing Public Relations Campaigns, 3rd ed., Kogan Page
(Gregory, A. 2010) reproduced with permission; Figure 8.8
adapted from Planning and Managing Public Relations
Campaigns, 3rd ed., Kogan Page (Gregory, A. 2010) p. 44,
reproduced with permission; Figure 8.11 from Involving

stakeholders in developing corporate brands: the commu-
nication dimension, Journal of Marketing Management, 23,
pp- 59-73 (Gregory, A. 2007), reprinted by permission of
Taylor & Francis Ltd, http://www.tandf.co.uk/journals;
Figure 10.1 from The three virtues and seven deadly sins of
corporate brand management Journal of General Manage-
ment, 27 (1), Autumn, pp. 1-17 (Balmer, ].M.T. 2001), repro-
duced with permission; Figure 10.1a from Shareholding
versus stakeholding: a critical review of corporate govern-
ance, Corporate Governance, 12 (3), pp. 246-262 (Letza, S.,
X. Sun and J. Kirkbride 2004), Copyright (c) 2004 John
Wiley & Sons. Reproduced with permission of John Wiley
& Sons Ltd.; Figure 10.2 from Reputation Institute. The
RepTrak™ System, http://www.reputationinstitute.com/
thought-leadership/the-reptrak-system, reproduced with
permission; Figure 11.1 from Communication and Persuasion:
Control and Peripheral Routes to Attitude Change, Springer-
Verlag (Petty, R. E. and J. T. Cacioppo 1986) by kind permis-
sion of Springer Science+Business Media, Richard E. Petty
and John T. Cacioppo; Figure 13.1 from Here Comes
Everybody: The Power of Organizing without Organizations,
Penguin Books (Shirky, C. 2008); Figure 14.3 from Making
the Connections: Using Internal Communication to Turn
Strategy into Action, Gower Publishers (Quirke, B 2000)
p. 12, Copyright (c) 2000 Gower Publishing, reproduced
with permission; Figure 15.2 adapted from BITC 2005
Annual Report, accessed 18 February 2005, www.bitc.org.uk,
copyright (c) Business in the Community (BITC); Figure 15.3
from ‘Co-operative Bank Ethical Policy; Co-opeartive Bank
internal publication, copyright (c) Co-operative Bank;
Figure 16.2 from Issue Outcomes P/L, reproduced with
permission; Figure 18.1 from Edelman, reproduced with
permission; Figure 20.2 adapted from Public relations: A
Managerial Perspective, Sage (Moss, D.A. and Desanto, B.
(Eds) 2011) Reproduced by permission of SAGE Publica-
tions, London, Los Angeles, New Delhi and Singapore.
Copyright (c) Sage Publications 2011; Figure 21.1 from World
Economic Forum, World Scenario Series: The future of the
global financial system: a near term outlook and long-term
scenarios, fig. 4, http://www3.weforum.org/docs/WEF_
Scenario_FutureGlobalFinancialSystem_Report_2010.pdf
(c) 2009 World Economic Forum, reproduced with per-
mission; Figure 23.2 from Sport Business International



xxviii  PUBLISHER'S ACKNOWLEDGEMENTS

(2010) (Sport) Sponsorship Revenues by Region published
in SportBusiness in Numbers, Vol. 4, SportBusiness Group
2010, reproduced with permission; Figure 24.1 from The
organisation of integrated communications: toward flexible
integration, European Journal of Marketing, 42 (3/4), p. 440
(Christensen, L. T., Firat, A. E, & Torp, S. 2008), reproduced
with permission; Figure 24.2 from Exploring Strategy, 9th
ed., Pearson Education (Johnson, G, Whittington, R. and
Scholes, K. 2011) fig. 5.7, reproduced with permission;
Figure 24.6 from Managing Public Relations, Holt, Rinehart
& Winston (Grunig, J. E. and T. E. Hunt 1984) p. 141, reprinted
by kind permission of James E. Grunig; Figure 24.7 from
Raising the Corporate Umbrella: Corporate communication
in the 21st century, Palgrave (Kitchen, P. and D. Schultz (eds)
2001) Reproduced with permission of Palgrave Macmillan;
Figure 27.1 adapted from Standing Room Only: Strategies
for Marketing the Performing Arts, Harvard Business
School Press, Boston, MA (Kotler, P. and Scheft, J. 1997)
Reprinted by permission of Harvard Business School Press.
Copyright (c) 1997 by the Harvard Business School Publish-
ing Corporation; all rights reserved; Figure 28.1 from
K. Nessmann (2008), ‘Personal Communication Manage-
ment; How to position people effectively; Paper presented at
EUPRERA 2008 Congress, ‘Growing PR: Institutionalizing
Public Relations and Corporate Communications, 16-18
October, Milan, Italy, reproduced with permission.

Maps

Map 24.1 from CBI, Offices location map, http://www.cbi.
org.uk, reproduced with permission

Screenshots

Screenshot 2.1 from http://www.guardian.co.uk, Copyright
Guardian News and Media Ltd 2013; Screenshot 19.2 from
Chartered Institute of Public Relations, http://www.cipr.
co.uk, copyright (c) Chartered Institute of Public Relations,
reproduced with permission; Screenshot on page 441 from
http://www.gorkana.com/measurement-matters, reproduced
with permission

Tables

Table 4.1 after The pyramid of corporate social responsibility:
toward the moral management of organizational stake-
holders, Business Horizons, 34 (4), pp. 39-48 (Carroll, A. B.
1991), Copyright (c) 2013. With permission from Elsevier;
Table 4.3 adapted from Management learning perspectives
on business ethics. In J. Burgoyne and M. Reynolds (eds.),

Management Learning, Sage (Snell, R. 1997) p. 185, Tab. 10.1,
Reproduced by permission of SAGE Publications, London,
Los Angeles, New Delhi and Singapore. Copyright (c) Sage
Publications 2011; Table 6.1 from What is public relations?
In Theaker, A. (ed.), The Public Relations Handbook, 3rd
ed., Routledge (Fawkes, J. 2008) reproduced with per-
mission; Table 6.2 from J. Fawkes and R. Tench (2004b),
‘Public relations education in the UK; A research report
for the Chartered Institute of Public Relations, copyright
(c) Johanna Fawkes MA MCIPR and Ralph Tench; Table 6.4
after Unlocking the Potential of Public Relations, IPR (DTI/
IPR 2003), Contains public sector information licensed
under the Open Government Licence (OGL) v1.0. http://
www.nationalarchives.gov.uk/doc/open-government-
licence/open-government; Tables 16.1, 16.2 from Issue
Outcomes P/L, reproduced with permission; Table 19.1
from www.theconstructioncentre.co.uk (www.thecon-
structioncentre.co.uk/trade-periodicals-and-news/t.html),
reproduced with permission; Table 21.1 from Extract from
Global Financial Centres 12, published by the Z/Yen
Group in September 2012, reproduced with permission;
Table 21.2 from Table of press releases from March 2012,
with kind permission from Andrew Michael, editor,
Headlinemoney.co.uk; Table 22.1 from World Advertising
Research Centre (WARC), AA/Warc Expenditure Report,
www.warc.com/expenditurereport, reproduced with per-
mission; Table 24.1 from CCI Corporate Communication
International at Baruch College/The City University of
New York (2011), ‘CCI Corporate Communication practices
and Trends Study 2011: Final Report, www.corporate-
comm.org/pdf/report2011.pdf [accessed 10th November
2011], reproduced with permission; Table 24.2 from CCI
Corporate Communication International at Baruch College/
The City University of New York (2011), ‘CCI Corporate
Communication practices and Trends Study 2011: Final
Report, www.corporatecomm.org/pdf/report2011.pdf
[accessed 10th November 2011], reproduced with per-
mission; Table 24.3 from Organizational identity: linkages
between internal and external organizational communication.
In EM. Jablin and L.L. Putnam (eds.), The New Handbook
of Organizational Communication, Sage (Cheney, C.G.
and L.T. Christensen 2001) p. 238, Republished with per-
mission of SAGE Publications, Inc. Books; permission
conveyed through Copyright Clearance Center, Inc.

Text

Case Study 6.1 after Based on the findings from qualitative
case study research conducted in Mexico City between
2004 and 2006 by Dr Caroline Hodges at Bournemouth
University, copyright (c) Dr Caroline Hodges and
Bournemouth University; Case Study 9.2 adapted from By
kind permission of Clare Martin, Pompey in the Com-



munity, reproduced with permission; Box 11.4 after
Theoretical foundations of campaigns. In RE Rice and CE
Atkin (eds.), Public Communication Campaigns, 2nd ed.,
Sage (McGuire, W] 1989) Republished with permission of
SAGE Publications, Inc. Books; permission conveyed
through Copyright Clearance Center, Inc.; Box 12.2 from
Craig Pearce, http://craigpearce.info/, This blog entry was
posted on January 11, 2012 by Australian strategic PR
practitioner, Craig Pearce and is reproduced with permis-
sion; Case Study 14.1 from By kind permission of Aviva
UK; with thanks to Jon Hawkins, Aviva UK; Case Study 14.2
from By kind permission of Corporate Communications
and Public Affairs, South Lanarkshire Council; Box 14.2
from CIPD Factsheet: The Psychological Contract, January
2008. The Chartered Institute of Personnel and Develop-
ment, With the permission of Chartered Institute of
Personnel and Development, London (www.cipd.co.uk);
Case Study 14.3 from With thanks to Richard Davies,
Employee Engagement, eBay Europe; Box 14.5 adapted
from www.toyotajobs.com/ENG/Workingat.aspx, Repro-
duced with permission from Toyota (GB) PLC; Case Study
15.1 from ‘BT Community Partnership Programme, copy-
right (c) Business in the Community (BITC); Case Study
15.2 adapted from ‘Leeds Cares: collaborative actiomn,
copyright (c) Business in the Community (BITC); Case
Study 15.3 from American Express, copyright (c) Business
in the Community (BITC); Case Study 15.3 from Guide
Dogs for the Blind Association and Andrex, copyright
(c) Guide Dogs for the Blind Association; Case Study 15.4
from ‘HP Sauce, copyright (c) Business in the Com-
munity (BITC); Case Study 15.6 from Business in the
Community and the Scottish Nappy Company, copyright
(c) Business in the Community (BITC); Case Study 15.6
from Used with kind permission of the Co-operative
Bank from its Ethical Policy and Strength in Numbers
documents, copyright (c) Co-operative Bank; Box 17.2
adapted from Ongoing Crisis Communication: Planning,
Managing, and Responding, 3rd ed., Sage, Inc. (Coombs,
W. T. 2012) Republished with permission of SAGE
Publications, Inc. Books; permission conveyed through
Copyright Clearance Center, Inc.; Box 17.3 adapted from
Ongoing Crisis Communication: Planning, Managing, and
Responding, 3rd ed., Sage (Coombs, W. T.2012) Republished
with permission of SAGE Publications, Inc. Books; per-
mission conveyed through Copyright Clearance Center,
Inc; Case Study 19.1 from Interview with commerical
architect Nigel Jacques BA(Hons) BArch(Hons) RIBA;
Box 19.1 from Helen Standing, Director, Engage Comms;
Consultant, Trimedia UK; Box 20.5b adapted from http://
webarchive.nationalarchives.gov.uk, Contains public
sector information licensed under the Open Government
Licence (OGL) v1.0. http://www.nationalarchives.gov.uk/
doc/open-government-licence/open-government; Case
Studies 25.1, 25.1 from With thanks to Terrence Higgins

PUBLISHER'S ACKNOWLEDGEMENTS XXix
Trust; Box 25.6 from With thanks to Terrence Higgins
Trust; Case Study 27.1 from imove Whats On Guide,
www.imoveand.com [Published September 2011], repro-
duced with permission; Case Study 27.2 from http://
www.leedsmet.ac.uk/festivalvolunteering/index_about.
htm [Accessed 18.7.2012], reproduced with permission;
Box 27.4 from The Art Newspaper, no. 223, April 2011,
reproduced with permission.

Photographs

The publisher would like to thank the following for their
kind permission to reproduce their photographs:

(Key: b-bottom; c-centre; 1-left; r-right; t-top)

5 Getty Images; 6 Alamy Images: Peter Adams; 29 Reuters:
Parbul TV; 36 Alamy Images: Mark Sykes; 39 Shutterstock.com:
Megastocker; 50 Getty Images: Miguel Vidal; 53 Getty
Images: AFP; 66 Evelyn Tambour; 77 from Time Magazine,
26 December 2011 (c) 2001, Time Inc. Used under license.
Time Magazine and Time Inc. are not affiliated with, and
do not endorse products or services of licensee.; 91 The
Kobal Collection; 93 Institute of Communication and
Media Studies; 111 Nicola Green; 129 Getty Images; 131
Corbis: Dennis M Sabengan/epa; 135 Alamy Images:
Philip Bigg; 163 City Of Darwin Civic Centre; 171 Pompey
in the Community; 178 Met Life; 186 Alamy Images: Chris
Fredriksson; 192 Alamy Images: PSL Images; 198 Corbis:
LLC; 204 Getty Images; 220 Alamy Images: Robert Landau;
225 Getty Images: Hindustan Times; 241 Getty Images;
246 Shutterstock.com: Regien Paassen; 253 Alamy Images:
Chris Rout; 285 Alamy Images: Steve Hamblin; 308
Shutterstock.com: Vadim Petrakov; 320 Reuters: Raj Patidar;
331 Cannes Lions; 338 Getty Images: AFP; 347 Timothy
Soar; 364 Getty Images: Tim Graham; 375 Shutterstock.
com: Elena Elisseeva; 382 Getty Images: Siegfried Layda;
388 Shutterstock.com: FikMik; 393 Getty Images: AFP; 400
Getty Images: Picture Net; 403 Getty Images: Guido Mieth;
407 Getty Images: Gregor Hocevar; 414 Corbis: Red
Bull Handout/Redbull content pool; 427 IMG; 430 Ryan
Bowd; 431 Ryan Bowd; 433 Getty Images; 435 IHG; 475
Corbis: Ted Spiegal (bl); Eric Nathan/Loop Images (cl);
Bob Thomas (br); Bob Sacha (cr); 487 Crown Copyright
Courtesy of the Department of Health in association with
the Welsh Government, the Scottish Government and the
Food Standards Agency in Northern Ireland: Yorks and
Humber Strategic Health Authority; 488 MoreLife; 522
Getty Images; 524 Getty Images; 536 Alamy Images:
Steven May; 539 Alamy Images: Jain Masterton.

In some instances we have been unable to trace the owners
of copyright material, and we would appreciate any infor-
mation that would enable us to do so.






PART 1

The context of public

relations

This first part of the book provides you with
the background knowledge you will require
to understand the role and purpose of
public relations (PR), set against the broader
business and societal contexts in which it
plays an active role. Chapter 1 discusses
how public relations is defined in different
ways and how it has evolved as a con-
temporary practice in the United States,
Britain, Germany and Sweden. Chapter 2
discusses the contemporary media envir-
onment with specific reference to the UK
context, while acknowledging the global

reach of news distributed online. Arguably,
public relations is essential to modern demo-
cratic societies. In Chapter 3 the relation-
ship between democracy and public relations
is explored. Chapter 4 examines the soci-
etal context of public relations from the
organisation’s perspective, highlighting the
theme of corporate social responsibility. In
Chapter 5, the international and multicul-
tural context of public relations is introduced.
Finally, we turn to the role of the public
relations practitioner in Chapter 6, to focus
on what public relations practitioners do.






CHAPTER 1 Lee Edwards

Public relations origins:
definitions and history

Learning outcomes

By the end of this chapter you should be able to:

B identify the key definitions of public relations used in practice today

recognise the debates around the nature of public relations and what it means

understand the emerging science of public opinion and its role in the development of public relations

describe the key features of the history of public relations in the United States, Britain, Sweden and Germany

understand the social and cultural dynamics that led to the emergence of the profession in these countries.

Structure

B Public relations definitions
B Public opinion: justifying public relations

B Business, politics, society and public relations: country case studies
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Introduction

What is public relations? And when did
public relations begin? This chapter
briefly reviews why it has proved so dif-
ficult to define public relations work or
reach a universally agreed definition of
what the job entails. It outlines what is
known about the emergence of public
relations as a modern occupation,
drawing primarily on the histories of the
United States, Britain, Germany and
Sweden (but acknowledging develop-
ments in other countries). The discus-
sion of both definitions and histories
reflects the fact that public relations is a
product of the social, cultural, economic
and political circumstances of its time

and evolves according to the needs of
these broader environments. Thus, it
has both good and bad consequences,
depending on the perspective from
which it is viewed.

Public relations is now a global
occupation and implemented in many
corners of the world in different ways.
However, written histories of public
relations reflect the dominance of the
United States on the academic field of
public relations and tend to focus on its
origins in the United States rather than
in other countries (McKie and Munshi
2007; Wehmeier et al. 2009). Exceptions
include the comprehensive history of

public relations in Britain by Jacquie
LEtang (L'Etang 2004a), discussed in this
chapter, a number of important texts
about public relations in Germany
(Binder 1983; Bentele 1997; Hein 1998)
and The Global Public Relations Hand-
book (Sriramesh and Ver¢i¢ 2003,
2009), which offers a range of ‘potted’
histories of public relations in different
countries. Here, the limitations of exist-
ing histories will be considered and
should be taken into account when
reading the case studies. There is much
still to be said and understood about
the emergence of this occupation (see
also Chapter 3).

Public relations definitions

Definitions are important because they shape expectations
of what public relations (PR) could or should be about. For
both academics and practitioners, definitions establish the
‘territory’ of public relations and therefore help justify
budgets, salaries, funding for campaigns, teaching and
research. Consequently, debates about definitions are
important and ongoing. Agreeing on definitions about
PR is, however, a tricky task. One reason for this is that PR
is used by organisations of all types for a wide range of
purposes. Governments may use it to promote policy
decisions and prompt behavioural change among voters,
businesses to sell their goods and services or publicise
their socially responsible activity, and non-profit organisa-
tions to prompt financial or other forms of support among
their target audience. A second reason is that the stand-
point from which to define PR is a matter of opinion. If one
is focused on strategies and tactics, then an organisation-
centric definition may be appropriate. However, if one is
more interested in its social effects, then a more appropri-
ate starting point may be the organisation’s audiences, or
the social world in which it operates (Toth 2010; Edwards
2012). As a result, the likelihood is that if you ask three
practitioners and three academics to define PR, all six
answers will differ. Nonetheless, most will be based on the
assumption that PR is something organisations do, which
has certain desired effects on the people with whom those
organisations wish to have a relationship. The following
section outlines some of the most common definitions
among academics and practitioners (Cutlip et al. 2006).
See Explore 1.1.

Explore 1.1

Defining public relations

With a group of friends, write down your definition of
PR. Now think about how you arrived at that definition:

B [sit based on your experience of PR and what you
observe PR practitioners doing?

B [s it based on what you read about PR in the
newspapers?

B [s it based on what your tutors have told you
about PR?

Now compare your definitions:
B How different are they?
B What do they have in common?

B What are the differences and why do you think
they exist?

Each of you will have different thoughts about what
should and should not be included in the definition.
See if you can agree on a common set of ideas, then
test them on other friends and see how far they agree
or disagree.

Academic definitions of public
relations

People have been trying to define PR for over a century.
Harlow (1976) found 472 different definitions of PR
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Picture 1.1 PR is often a synonym for deception, or ‘spin’. The British publicity agent, Mark Borkowski, is associated with
high-profile publicity stunts on behalf of his clients. (source: Getty Images)

coined between 1900 and 1976, and there have been many
more since then. Most have tried to be relatively concise,
creating a broad umbrella that can incorporate a wide
spectrum of strategies and tactics that focus on organisa-
tional needs. Grunig and Hunt (1984: 6), for example,
defined PR in one sentence as ‘the management of com-
munication between an organisation and its publics; later
refined as ‘an organisation’s managed communications
behaviour’ (Grunig 1997, cited in Grunig et al. 2006: 23).
Grunig (1992) argues that this definition allows for
differences in practice between practitioners in different
contexts, but still includes important elements, such as the
management of communication and the focus on external
relationships. Kitchen (1997) is even briefer with his defini-
tion, suggesting that PR can be defined as ‘communication
with various publics, although he does add to this by
arguing that PR is an important management function
and has a strategic role to play.

Other definitions focus on ‘ideal’ communications
practices: two-way communications and building positive
relationships between organisations and their publics
(Ledingham 2006). Some include its strategic importance
to organisations and recognise its influence on reputation
(Hutton 1999; Grunig and Grunig 2000). Cutlip et al.

(2006: 5) combine these aspects and suggest: ‘Public rela-
tions is the management function that establishes and
maintains mutually beneficial relationships between an
organisation and the publics on whom its success or failure
depends!’

Some scholars suggest that these definitions inaccur-
ately suggest that PR is a neutral communications channel
and ignore popular understandings of PR and instead
should take social context and costs into account (CEtang
1996; Coombs and Holladay 2007; Curtin and Gaither
2007; Heath 2010; Edwards and Hodges 2011). Botan and
Hazelton (1989), Kitchen (1997) and Cutlip et al. (2006),
for example, all emphasise that PR is often a synonym for
deception, or ‘spin, and that everyday understanding of PR
is usually determined by the visible results of PR activity
(e.g. media coverage). However, the idea of persuasion has
been left out of academic definitions, despite recognition
of its importance in the profession’s history (see also
Chapter 11 for further explorations of persuasion).

This approach tends to complicate PR definitions
because it recognises the variety of work as well as its wide-
ranging effects. Moloney (2006: 165), for example, defines
PR as ‘competitive communication seeking advantage
for its principals and using many promotional techniques,
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Explore 1.2

Key debates

Why do you think academics disagree about defini-
tions of PR? Is it because they don't understand PR or
because they have different views about its contribu-
tion to society? Summarise, in your own words, the
key debates between different PR definitions. How
would you explain these definitions to your friends
and family?

visible and invisible, outside of paid advertising’ Breaking
down the concept even more, Heath (2010) suggests a
three-dimensional understanding of PR as a ‘social and
organisational force, as a profession through which the
identities of practitioners and their clients are constructed,
and as a set of ‘complex relationships by which interests and
self-interests are enacted through structures, functions and
shared meanings’ (Heath 2010: 2). See Explore 1.2.

If PR overemphasises the interests of organisations over
individuals or the privileged over the less powerful, then
people will assume that it can serve only those interests.
In fact, while privileged groups may be able to invest more
resources in public relations, there are many examples
of public relations strategies being applied effectively
by ‘minority’ groups or individuals to challenge govern-
ments and corporations (Moloney 2006). Edwards (2012)
has tried to address this by following the ‘socio-cultural
turn’ in PR scholarship (Edwards and Hodges 2011)
and developing a definition that may encompass both
organisationally-driven activity as well as other effects of
PR that may be of interest to scholars and practitioners alike.
She defines PR as ‘the flow of purposive communication
produced on behalf of individuals, formally constituted
and informally constituted groups, through their continu-
ous trans-actions with other social entities. It has social,
cultural, political and economic effects at local, national
and global levels’ (Edwards 2012: 15). Arguably, any
definition of PR should recognise the breadth of
possible contexts for activity and the social benefits of
PR as a tool to increase discussion about matters that

Picture 1.2 The 1978 ‘Mexican Statement’ has defined public relations as ‘the art and social science of analyzing trends,
predicting their consequences, counselling organisational leaders, and implementing planned programs of action which
will serve both the organisation and the public interest’ (source: Peter Adams/Alamy Images)



Explore 1.3

Public relations and social
awareness raising

The journey of the Olympic Torch to Beijing in 2008
was marked by pro-Tibet protests in every major city,
aimed at highlighting China’s human rights abuses in
Tibet. Look up references to the ‘Olympic Torch Relay
2008 on the Internet. How much of the coverage was
about the torch’s journey and how much comment
was made about China’s activities in Tibet? Based on
this, how successful do you think the protestors were
at raising the issue of Tibet's human rights in the con-
text of the Olympics?

might otherwise be ignored, as well as the ways in which it
can service the interests of some people over others. See
Explore 1.3.

Practitioner definitions of public
relations

Practitioner definitions of PR tend to be based more in the
reality of the day-to-day job, often use the term ‘public
relations’ interchangeably with ‘organisational commu-
nication’ or ‘corporate communication’ (Grunig 1992;
Hutton 1999) and include concepts of persuasion, influ-
ence and reputation. Grunig et al. (2006) acknowledge that
many practitioners still associate PR with media relations,
although some do recognise its potential as a management
function guiding interaction with publics. You could argue
that this kind of flexibility means simply that practitioners
have difficulty explaining exactly what their job entails —
and indeed, this seems to be the case.

In 1978, the First World Assembly of Public Relations
Associations in Mexico defined PR as ‘the art and social
science of analyzing trends, predicting their consequences,
counselling organisational leaders, and implementing
planned programs of action which will serve both the
organisation and the public interest’ (Newsom et al. 2000:
2). The definition offered by the Public Relations Society of
America, coined in 1988, is similarly broad but recognises
the assumption of two-way engagement that underpins
many understandings of practice: ‘Public relations helps an
organisation and its publics adapt mutually to each other’
(Public Relations Society of America 2011). In the UK, the
Chartered Institute of Public Relations (CIPR) defines PR
as: About reputation - the result of what you do, what you
say and what others say about you. Public relations is the
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Explore 1.4

Developing your own definition
of PR

Find five different PR consultancy websites and look
at the definitions of PR that they use. How do these
definitions differ? How explicit are they about per-
suasion and manipulation of opinion? How do they
measure success? What different services do they
provide? Based on your findings, can you develop
your own definition of PR that combines all their
perspectives?

discipline which looks after reputation, with the aim of
earning understanding and support and influencing opin-
ion and behaviour. It is the planned and sustained effort to
establish and maintain goodwill and mutual understand-
ing between an organisation and its publics’ (Chartered
Institute of Public Relations 2009). This definition is
widely used in the UK and is included in some UK-based
text and practitioner books on PR (e.g. Gregory 1996;
Harrison 2000; Genasi 2002). In general, consultants will
define PR in ways that highlight their own unique approach
in a competitive market but emphasise the development of
reputation on the basis of goodwill rather than manipula-
tion (see Explore 1.4 and Think about 1.1).

Think about 1.1

Academics vs practitioners

Academics and practitioners have come up with very
different definitions of PR. From the summary above,
consider the following questions with a group of friends:

B What are the main differences between the defi-
nitions of academics and practitioners?

B Why do you think such differences exist?
B s there a right or wrong definition? If so, why?

B Which definition do you think is most appropri-
ate for PR and why?

Feedback

Consider the interests of the people creating the
definitions. For example, are they trying to build
theories about how PR works or are they trying to
simply describe what it does? Who is the audience for
the definition and how might the audience affect
what is included?



8 Part 1 THE CONTEXT OF PUBLIC RELATIONS

Public opinion: justifying
public relations

Using communication to influence the public is hundreds
of years old, with its roots in ancient civilisations.
Throughout history, governments, monarchs and powerful
religious and secular institutions have used communica-
tion to generate support for their cause among the popu-
lace. But it was the emergence of the concept of public
opinion that eventually formed the scientific justification
for using PR and communications techniques in this way
(Grunig and Hunt 1984; Cutlip et al. 2006; Moloney 2006).

Nowadays, the term public opinion is used frequently
in the media, by government and by PR practitioners
almost without thinking. However, it emerged from the
philosophical traditions of the eighteenth and nineteenth
centuries. Rousseau, the French philosopher, is generally
credited with first coining the term, in 1744, and its use
quickly became more extensive in discussions about how
democracies should and could incorporate the views of the
populations they were supposed to govern (Price 1992).
The context in which it is used today only emerged in the
early years of the twentieth century, and is based on the
seminal book Public Opinion, by Walter Lippman,
published in 1922.

Two basic conceptions of public opinion have domi-
nated the evolution of the term: public opinion as an
abstract, collective view, emerging through rational dis-
cussion of issues in the population; and public opinion as
an aggregate view, the sum total of individual opinions of
the population governed by the democratic state (Pieczka
1996). There are limitations to both these views — for
example, who is included in, and who is excluded from,
the term ‘public’? To what extent does the rational debate
required for the ‘collective’ view really take place and

Definition: ‘Collective view’ of public opinion refers
to issues that emerge through rational discussion in
the population. One example of such an issue is the
general agreement among opinion formers (e.g. health
professionals) that obesity in young children is caused
through poor nutrition and a lack of exercise.

Definition: Aggregate view’ of public opinion refers to
the sum total of individual opinions of the population
governed by the democratic state. One example of
such an issue is banning smoking in public places. In
the UK the views of the majority of the population,
tested over time through polls, appeared to be in
favour of a ban, and this was ultimately introduced in
2007.

does everyone have equal access to the debate? If not, then
‘public opinion’ may only be the view of a select number
of individuals who bother to engage in discussions.
Alternatively, if public opinion is interpreted as an aggre-
gate of individual opinions, then what happens to minority
views that are swamped by majority concerns? Where do
they find expression?

In the early twentieth century, there was a prevailing
political concern that individuals would be more persuaded
by emotional arguments and events than logic in their
political decision making. This presented a problem for the
political elite, who were concerned that an emotional
public would not provide the best guide for governments
acting on their behalf. Elite political and economic leaders
seriously doubted the ability of the public to understand
the complexities of democratic processes and argued that
it was the job of communications channels such as the
media to simplify politics and government so that the
public could understand matters of importance to
them (Lippmann 1922; Bernays 1928; Schudson 1984;
Ewen 1996; Moloney 2006). Managing public opinion,
then, became a matter of controlling an unreliable public
so that they are persuaded that what is good for them is
that which political elites think is good for them.

At the same time, new social research techniques
emerged that enabled ‘public opinion’” on particular issues
to be defined and quantified - for example, through sur-
veys. This led to the gradual dominance of the aggregate
view of public opinion over the collective view. As a result,
public opinion is interpreted today as the view of the
majority, and we often see survey statistics in the media
that suggest we all think in a particular way about a
particular matter (see Explore 1.5).

As literacy levels and the media industry expanded, the
ability to quantify public opinion also opened up different
routes for it to be influenced. Mass communication
methods, such as radio, newspapers and (later) television,
offered ready-made channels to communicate messages
about complex issues in a manageable format to an
increasingly literate population. The formation of public
opinion became inseparable from these communication
channels (Tedlow 1979) and, as we will see from the case
studies outlined below, PR practitioners in business and
government were not slow to take advantage of the rapidly
growing media industries to put their views across in both
logical and emotional forms to individuals who were open
to persuasion (Ewen 1996).

More recently, however, attitudes have changed. The
advent of Web 2.0, alongside more insightful studies of
audience behaviour (Roper 2002; Kahn and Kellner 2004;
Breakenridge 2008), have demonstrated that audiences
engage with communication on all sorts of levels, are selec-
tive about what they do and do not take notice of, and are
very PR-savvy’ in ways they approach communications



Explore 1.5

Surveys and public opinion

PR practitioners often use surveys as a means of mak-
ing a particular topic newsworthy. For example, you
might see an article announcing the latest findings on
levels of debt incurred by students taking a degree, or
the amount of alcohol drunk each week by men and
women in their early twenties. Take a look at the
newspapers for the past two weeks and find an
example of a survey that has created some ‘news’
about a particular topic and consider the following
questions:

B To what extent do the views expressed in the
survey findings correspond to your own views?

B How do your views differ and why do you think
that might be?

B Would you support governments or organisa-
tions taking action based on these survey findings
(for example, making new laws to limit alcohol
consumption or reducing student fees)? Why/
why not?

B Has the news story changed your view of the
issue being discussed? Why/why not?

Feedback

Consider the motivations of the organisation carrying
out the survey (they are usually mentioned in the
news article). What motivations might they have for
being associated with a particular issue? What kind of
influence are they hoping to have on general views of
the matter being researched?

from organisations. Consequently, the notion of ‘managing’
public opinion has largely evolved into ‘communicating
with’ publics, and greater respect for audiences and their
thinking has emerged. In PR scholarship, this has been
accompanied by arguments that organisation-centric
understandings of PR are no longer appropriate, and
‘publics’ need to be understood and acknowledged in
more depth (Leitch and Motion 2010).

Business, politics, society and
public relations: country case
studies

Histories of public relations are only ever partial, in that
they are constructed from a particular perspective and
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with a particular purpose in mind (Miller 2000; LEtang
2004; Hoy et al. 2007). Most often, this perspective puts
the development of PR as a business function at the centre
of the analysis, but as Miller (2000) points out, there are
many ways to examine the evolution of PR, without neces-
sarily prioritising its business-related role. When reading
historical accounts of PR, then, it is important to recognise
that these accounts are only one of many possible ways of
understanding the evolution of PR in a particular context.
Different social, economic and political factors come into
play, and their effects on PR may be understood differently,
depending on the perspective of the past that is being
addressed. Importantly, histories are constructed as a
means of understanding different aspects of the present:
what one wishes to understand about today’s PR will there-
fore shape the information that we select from the past
to (re)construct it. They also tend to reflect a male view
of the development of PR; the work of successful female
practitioners has been neglected (Miller 2000). Hoy et al.
(2007) point out that within the field of PR, histories have
a way of repeating themselves: texts — and textbooks
in particular - tend to reiterate the same basic story as a
form of truth rather than as a specific account driven by
specific interests.

Historical analyses of PR are still relatively rare, and the
four case studies here represent the countries about which
most has been written, perhaps because PR as an academic
subject is well-established in these locations. PR elsewhere
will have been shaped and constrained by different dynam-
ics, and some brief accounts can be seen in, for example,
The Global Public Relations Handbook (Sriramesh and
Vercic¢ 2003, 2009). When reading these cases, you should
bear in mind the caveats noted above, as well as noting that
inclusion in this chapter is not based on the relative impor-
tance of these locations to the field, but on the availability
of information. You should also note that these cases are
located exclusively in the Northern hemisphere and in
‘developed’ countries; in this, they reflect the overall bias
of PR scholarship towards PR in these contexts, rather
than in the Global South (or East). Let us hope that, as
scholarship on PR continues to expand, histories from
other areas of the world will become more available. See
Explore 1.6.

The United States: private interests
in public opinion

Many PR textbooks written by US scholars include a brief
overview of public relations history in that country (Grunig
and Hunt 1984; Wilcox et al. 1992; Cutlip et al. 2000,
2006). For the most part, they focus on the role of key
companies and figures, including Ivy Lee, PT. Barnum and
Edward Bernays, in defining the practice and techniques





