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INTRODUCTION

The great advantage of public relations for the
bluffer is that nobody has a firm idea of what a PR
person actually does all day long.

You may gain some inkling fromy these pages. If
so, don’t pass it on. Keep them guessing, that’s
the motto. Otherwise, where should we all be?

Public relations is a/f bluff. It is bluffery elevat-
ed to the status of a profession. By the time you
have finished this short course, you will be as well
qualified to practise in public relations as a number
of others, not themselves professionals, who are
currently doing so. We shall, of course, be telling
you how to make money out of it, which is the on-
ly trick worth knowing.

What makes life exciting is that, in public rela-
tions, people expect you to bluff. They know you
are bluffing. You tell them you are bluffing. But
you go on bluffing just the same.

Public relations is the Happiness Business.
Grand openings. Royal visits. Knighthoods. Free-
bies. Scientific breakthroughs. Record financial re-
sults. You need never ride in a bus or on the un-
derground again. You will explain to The Client
that your time spent waitng for a bus would cost
him a good deal more than the taxi, which of

course will be charged to him (plus a percentage).
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PR people will keep telling you (and you must
start saying it) that public relations ranges much
wider than ‘mere’ press relations, ‘getting little
bits into the papers. ’ They say this because getting
The Client even into the News in Brief is really
quite tricky (though we shall be telling you how to
do it). It is wise to divert attention to other areas
of communication, such as Parliament and the
City, where results are less readily measurable.

“I've been doing a lot of iceberg work for my
clients,” a distinguished PR consultant used to in-
form everybody, unsmiling. He meant that what
was to be found beneath the surface was seven
times as great as what was visible.

The same consultant issueda. brochure entitled
How Are You Tomorrow? to try to catch clients.
Tomorrow is the ideal day for the bluffer. It keeps

moving on.
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THE BASICS

The Client

In Public Relations, The Client is the person
that you do it for. The world at large represents
the people that you will do it z0. The Client is the
person that makes the whole game possible.

To find a client, look for a managing director
who is so preoccupied with the out-of-stock list,
the wage claim and the boiler that is about to blow
up that he has no time for long-term, in-depth
thinking. You will purport to provide this for him.

There is probably some European Community
legislation in the pipeline which, if implemented,
will put his industry out of business. You can
track the progress of this measure for him through
all its stages. It could occupy you for years.

The point about The Client is that, while you
and 1 get up to a lot of things, both in the office
and outside it, his whole life is devoted to iron fil-
ings or ball bearings or whatever his business
might be. He lives and breathes them for twenty-
four hours of the day.

Do not imagine that, after a solemn meeting in
the agency, The Client might like to join you in the
pub, to put it all behind him and let his hair down
a bit. He will talk about iron filings there too.
And he will be restless for fear he will miss that
evening’ s meeting of the Ball Bearing Association.
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It is important to realise that clients are, by na-
ture, the most conservative and timid of creatures.
They like to picture themselves as risk-taking
wheeler-dealers who live on a knife edge. But in
the final analysis, they are more interested in not
making a mistake than in pulling off the greatest
publicity coup of all time. The only people not to
be aware of this self-evident truth are clients them-
selves.

Above all, do not ever tell The Client that you
cannot see him on Wednesday because you will be
occupied with the business of Another Client. Like
spouses,clients may not show that they love you,
but they become very jealous if they think that you
love someone else.

Whe’s In, Whoe’ s Out

There are basically two areas of PR bluffing.
There is the in-house PR person, on the staff of
the organisation whose story is to be told. Then
there is the bluffer in the specialist PR agency or
the ‘independent’ PR consultant operating on his
or her own. In the course of your career, as you
‘career’ from one crisis to another, you will prob-
ably spend some time on both sides of the fence.

There is not really all that much difference be-
tween the two, merely a shift of emphasis and a
change in behaviour. Agency PR people will al-
ways try to be somewhere else. In-house PR peo-
ple have to stay at home and watch over what they’
ve got.
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If you are appointed to an in-house position in-
sist on retaining an outside agency. This means
that they will do all the dogsbodying instead of you
and will always be on hand to take the blame.

On the same principle, a consultant gaining a
new account will demand an in-house PRO for pur-
poses of ‘liaison’ and, in a spirit of generosity, to
furnish more jobs for the bluffers. The more bluff-
ing that is going on, the better we shall all sur-
vive.

The in-house PR person who owes his job to the
agency, and may have been selected by them,
might start to imagine that he is himself The Client
but the agency knows different. They have not se-
lected him as the person who calls the shots.

If you are the in-house PR person, the whole of
the rest of your organisation acts as The Client.
You will need an outside agency if only to supply
you with alibis.

Confusing the issue, as we all must, you, as the
in-house anchor man, may choose to be styled as
the company’s resident PR Consultant. It is a use-
ful designation; you don’t want to give people the
impression that you are actually going to do any
work. '

Within the agency, almost everyone will be
called a consultant . In-house, you are more likely
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to choose some such title as Director of Public Re-
lations, leaving those outside the company with
the vague suspicion that you just might be on the
board.

Whatever your title, do not be tempted actually
to direct anybody. Empire building may seem too
easy; there is no limit to the amount of activity
that could be conducted under the heading of public
relations. You could build up a whole Department
with a photographers’ studio, a film unit and a
print section. However, not only will a whole de-
partment (or Division) present too large a target
when the time comes for cuts, but the members of
staff will all be busy having colds and having ba-
bies and will want to tell you about them.

It will be as much as you can accomplish to get

any bluffing done at all.

Equipment

The one piece of vital equipment you need is the
draft stamp. ,

Any document that you produce is to be stamped
DRAFT in large black letters. If The Client rings
to say that what you have written is a lot of hot
air,you tell him that what you have sent is no more
than a discussion documemt, the first attempt ever
to express a new inspiration in terms of cognitive
thought. It was marked ‘Draft’, didn’t he notice?
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