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Lesson One

Understanding Public Relations

The Importance of Public Opinion

“During the past twenty years, business has learned that
however legal and proper its actions, to act in terms of profit
and loss alone is not quite good enough.” says Henry Ford 1.
board chairman of the Ford Motor Company. * Something
more is required~———a positive awareness of national goals and
abjectives. social as well as economic. and an effort to make
actions conform as much as possible with the prevailing tides of
public opinion. ”

In other words, before a responsible organization takes
pains to explain its actions and motives. it should be aware of,
and concerned about. public opinion and attitudes. For, unless
a business organization is responsive to its publics, it will not be
able to make itself understood.

At one time the entire question of good public relations
would have raised many evebrows, writes Elmo Roper in the
Saturday Review. He points out that. historically. most corpo-
rations were content to go about their business worrying about
only one judgment by the public- - - the one rendered in the
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market place. This change trom the traditional belief in corpo-
rate self-sufficiency is perhaps the most significant corporate
story of the century, says Roper.

Today most executives recognize that America’s system of
private enterprise is no longer private. Rather, business has
learned it can continue to thrive only by virtue of continuing
public approval. A former president of the American Pharma-
ceutical Manufacturers Association, Michael F. Charley, ex-

presses the need for deserving and holding public favor in the

words of Abraham Lincoln written at a time when the no-
tion of public relations was not so well crystallized as it is to-
day . “With public sentiment, nothing can fail —— without it
nothing can succeed. ”

To obtain what one corporation president calls “the sanc-
tion of the community as a whole” and to guide business
management’s social and economic thinking, industry often re-
lies on the public relations counselor. Public relations is grow-
ing in importance and acceptance. Corporations invest large
sums in organized programs, retain skilled public relations
practitioners to execute them and the practitioners themselves

are becoming part of the top management team.

Where It All Started

This was an era of truly private enterprise. when manage-

ment believed its conduct was not the public’s affair. It was an
9.



age of crusading journalism. company scandals, bitter strikes.
“robber barons”, and demands for reform from an indignant
public. In this climate, Ivy Lee issued his.now famous declara-
tion of full disclosure, marking the dawning realization that
what is good for the public is also. in the long run. good for
business. )

“Our plan is. frankly and openly. on behalf of business
concerns and public institutions, to supply the press and public
of the United States prompt and accurate information concern-
ing subjects which it is of value and interest to the public to
know about. ” read Ivy Lee’s manifesto.

Clifford B. Reeves, {ormer vice-president of the Mutual
of New York. describes those early years as a period when
“many businesses that had previously ignored the public tried
to woo people by what they.called ‘publicity’. Because these
efforts were often exaggerated or inaccurate. they defeated the
very purpose for which they were designed and merely created
further suspicion. Gradually, however, there came to be a
recognition of the difference between ‘publicity puffing’ and a
policy of frank and complete disclosure about a business. ”

Forward-thinking management went much further than
frank disclosure. Statesman like business leaders began to ap-
praise public sentiment and public needs and adjust corporate
practices to suit them. Business goals underwent changes as
corporations learned that concern for the public’s interest --——-
actually an enlightened selfishness —— could be profitable.

3.



And since goodwill was related to business success. corpora-
tions become involved in community affairs, engaged in chan-
table activities. set up employee relations programs, and gave
financial support to educational institutions.

With the trend toward {ull-time public relations activity
came refinements in public relations techniques: opinion polls,
attitude studies, and more efficient use of highly developed

communications media already at hand.

AT & T: A Classic Example

Being a utility operating under public consent, American
Telephone &. Telegraph was one of the first companies to rec-
ognize a need for public relations as an integral part of its busi-
ness. By 1908 it had a PR department with a full-time public
relations director. And it has retained the same outside public
relations consultant for over 50 years.

An insight into the company’s reasoning comes {rom an
early informal memorandum to AT & T executives from the
long-time vice president for public relations. Arthur Page.
Made public only recently. the memo makes three points con-
cerning the duties of the public relations department
(1) Be responsible for spoken. written, and picture messages

of the company so that the public obtains an accurate un-

derstanding of the company’s character. ideals and prac-
tices.

v 4.



(2) Study and analyze the public’s reaction to company policies
and practices. as well as all kinds of public thought that
may affect the company; keep executives informed of the
public’s acceptance or nonacceptance of the company’s
manner of furnishing service.

(3) Present facts and ideas to operating heads that will help
them gi‘vc service in the most personal and satisfactory
way to the public; give supervisory operating people an
understanding of the public relations point of view.
Today, with more than 3 million stockholders and

8G0.000 employces. AT & T sull stresses the need for good
public relations. Throughout the organization. every employec
from cable-splicer to president is made conscious of how impor-
tant good public relations is to company welfare. In fact, many
top executives come up through the public relations depart-
ment.

Public relations at AT & T is deliberately organized so
that no major decision can be made without its public relations
implications being thoroughly considered. The vice president in
charge of public relations attends weekly meetings held by the
president so he can voice his opinion on major company deci-
stons before they are executed.

Four assistant vice presidents are responsible for long-
range PR planning as it relates to public affairs. contributions.
customer relations and news services. press relations. satellite

communications, studies of consumer attitudes. contacts with

« 5.



other Bell System companies, radio and television activities,

exhibits, displays, general information for employees and the
public. films, community relations. school relations, taltks and

visits to company plants.

Public Relations Comes of Age

The growth of public relafions in recent years has been de-
scribed as “explosive”. In 1937, when Business Week compiled
its first special report — a study of the “fast growing and
fascinating” field of public relations —— it counted 5,000 indi-
vidual publicists and about 250 consulting firms. The New
York classified phone directory listed one column of public rela-
tions counselors.

Over the years. public relations has broadened both func-
tionally and geographically. As counsel to corporations. trade
associations. governments and institutions. practitioners regu-
larly become involved in product publicity. industrial develop-
ment, tourism. shareholder relations, fashion coordination,
home economics, press liaison . preparation of company publi-
cations, community and employee relations programs. adver-
tising and a host of related activities.

In other countries the pattern of growth parallels that of
the United States. Public relations had its tentative beginnings
in England about 1920. Since then, expansion in other nations
of the western world has been rapid. An international public

. 5.



relations society, formed in 1955, now has several hundred
members representing more than 16 different countries.

What of the future? One veteran counselor believes public
relations practitioners will double in number over the next
decade. Another predicts that five years from now companies
will be spending a total of $6 billion annually on public rela-

tions, and the number of practitioners will reach 250,000.
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Notes

public relations NHEHXE

public opinion <=3t

raise many eyebrows %EE GERES TR
corporate self-sufficiency EANAAKRELERE
public approval NN

public favor NN 33

public sentiment NRRENE

sanction REHEAL

public relations practitioner LXREFEWAR
crusading journalism N SURAT

company scandal /NGB

bitter strike 4 NBIRAET

dawning realization  FF&EAIRE!

publicity ANER.EE

to woo people HFBE AR

{orward-thinking management A R
good will (5%

charitable activities EERU

financial support 7 1% Bl

opinion polls BB B
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attitude studies BEARTE W
public relation director 2% F 1+

AT T  XEBEERLFANES

public relations consultant 7y K ]
memorandum HEF

to furnish service IR %

supervisory operating people HEEH AR

cable-splicer BRKEITEER

top executives BRETHEEAR (S . FH
shareholder relations R AR &K

fashion coordination AEED A

tentative beginning R ke at

Analvse, paraphrase, translate the following

sentences or grve vour comments on them .

1. Something more is required —— a positive awareness of
national goals and objectives, social as well as economic
and an effort to make actions conform as much as possible
with the prevailing tides of public opinions.

2. Today most executives recognize that America’s system of
private enterprise is no longer private.

3. With public sentiment. nothing can fail —— without it
nothing can succeed.

4. What is good for the public is also. in the long run. good
for business.
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10.

Many businesses that had previously ignored the public
tried to woo people by what they called ‘publicity’.
Gradually. however. there came to be a recognition of the
difference between “publicity puffing” and a policy of
frank and complete disclosure about a business.

Business goals underwent changes as corporations learned
that concern for the public interest —— actually an en
lightened selfishness -———- could be profitable.

No major decision can be made without its public relations
implications being thoroughly considered.

It was an age of crusading jouralism. company scandals,
bitter strikes. “robber barons” and demands for reform
from an indignant public.

“Our plan is, {rankly and openly. on behalf of business
concerns and public institutions. to supply the press and
public of the United States prompt and accurate informa-
tion concerning subjects which it is of value and interest to

the public to know about. ”

Answer the following questions

1.
2

Whaz is required in business besides profit ?

How can a business organization be understood by the pub-
lic.

How important is the judgement rendered in the market
place for business ?

Why do they change their traditional belief in corporatc
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