CHAPTER 19 
MANAGING PUBLIC RELATIONS 

INTRODUCTION 

How the general public perceives a business firm can have a major effect on its performance. Therefore, building a positive relationship with the public through the management of the firm’s public relations is of great importance. Most companies maintain a public relations office, whose job is to formulate public relations strategy, interact with the media and with the public directly, and respond to unanticipated crises. When a business attends to this important stakeholder relationship with the public, it helps both its reputation and its bottom line. 

PREVIEW CASE 

Turner Broadcasting, Domino’s Pizza and new marketing 

The three preview cases each provide unique challenges to businesses in managing their public image or corporate relations. 

What should a company do when its advertising efforts, such as those undertaken by Turner Broadcasting to promote its new Cartoon Network series, causes traffic chaos in the streets of Boston? 

Or what should a company do when facing the situation found at Domino’s Pizza, where two employees thought it would be funny to sabotage food, videotape film their antics, and then post the video on You Tube? 

On a different theme, should companies be given unlimited access as to where their advertisements might appear? Is nothing off limits or is everything an opportunity to promote the company’s products and public image? 

These are just some of the many issues emerging as challenges for a company to repair its tarnished public image or to uncover new opportunities to promote its corporate public relations. 


CHAPTER OUTLINE 


THE GENERAL PUBLIC 


Teaching Tip: Public Privacy Issues 
There are numerous public issues that are relevant and of interest to students. The chapter talks about the growing 
issue of privacy and public outcry over these invasions of our private information. A good exercise may be to challenge students to develop their own list of invasions of privacy in their lives. It might be interesting to see what does bother and what does not bother the students in terms of their privacy and to discuss these differences. 




A. The Public Relations Department 

II. PUBLIC RELATIONS IN AN EMERGING DIGITAL WORLD 

A. Public Relations Department 


B. New Technology-Enhanced Channels for Public Relations 


Teaching Tip: New Technologies 
Students may be very aware of the new technologies used for public relations and could present them in class via a discussion or poster session. 
It might be good to have a public relations officer or consultant come to class to speak on how the field has changed or have the students investigate the “old ways” firms used to manage their public relations before the new technologies emerged. 


III. GLOBAL PUBLIC RELATIONS 

IV. INFLUENCING PUBLIC OPINION 

A. Public Service Announcements 

B. Image Advertisements 

C. Issue Advertisements 


Teaching Tip: Image and Issue Advertising 
It is often challenging for students to explore in the media different examples of image and issue advertising. It is not always easy to separate or distinguish between the 
two. 

IV. PROTECTING THE PUBLIC THROUGH GOVERNMENT REGULATION 

VI. CRISIS MANAGEMENT 

Teaching Tip: Crisis Management 
Are there recent examples of a business crisis in your region or nationally in the news? Students could analyze these examples and compare them to examples presented in the chapter. Or, have the students carefully analyze the Wendy’s crisis management response, as described in Exhibit 19.D. How could Wendy’s have improved their crisis response? 

VII. MEDIA TRAINING OF EMPLOYEES 


Teaching Tip: Media Training 
Have your students investigate what media training faculty or staff at your school receives from the public affairs office or equivalent department. If your students are employed, it might be beneficial for them to explore media training of employees at their place of work. Or, you might provide a situation and ask the students, as employees of the company affected by the situation, how they might handle the media. A mock press conference immediately following a crisis situation or disaster could be an exciting role playing exercise in class. 


GETTING STARTED 

KEY LEARNING OBJECTIVES 

1. Examining the structure and activities of a public relations department, both domestically and globally. 

A well-crafted public relations department can open up a dialogue between the organization and the public, providing a window out from the organization to the public and a window in for the organization from the public. The public relations function must have both a domestic and global focus and activities for a global business organization. 


2. Designing an effective public relations strategy using new technological innovations. 


An effective public relations strategy should incorporate the use of new technological innovations, such as blogs, e-mails, social networking, cell phones, PDAs and other technology-based communications sources. 



3. Evaluating strategies used by business organizations to influence public opinion. 

Business organizations can influence or change public opinion through public service announcements and image advertisements. 


4. Identifying government regulatory agencies charged with protecting the public from illegal business practices. 

Numerous regulatory agencies are charged with protecting the public, including the Federal Trade Commission, Federal Communications Commission, and Securities and Exchange Commission. These agencies govern the timely and accurate flow of information from business through their advertisements or company reports to various stakeholder groups. 


5. Assessing effective crisis management plans. 


An effective crisis management plan is one that is ready to be implemented before the crisis occurs, enables the organization to quickly and accurately communicate to the media, utilizes the Internet to convey critical information to the public, and always remains focused on the organization’s ethical responsibilities to its stakeholders. 


6. Evaluating techniques available for employees to capably manage the 
organization’s media image. 


A business organization needs to conduct media training for employees likely to interact with the media so that the organization’s message is heard and image is maintained, especially during a crisis. 


KEY TERMS 




corporate crisis, 444 


crisis management, 445 


dark site, 447 

Federal Communications Commission (FCC), 444 

general public, 433 

image advertisements, 441 


issue advertisements, 442 

media training, 448 
public relations, 434 
public relations department, 435 
public service announcements, 440 
sound bite, 449 

INTERNET RESOURCES 


www.cerp.org European Public Relations Confederation 
www.cprs.ca Canadian Public Relations Society 
www.fcc.gov U.S. Federal Communications Commission 
www.iabc.com International Association of Business Communications 
(IABC) 
www.instituteforpr.org Institute for Public Relations (IPR) 
www.ipra.org International Public Relations Association (IPRA) 
www.prsa.org Public Relations Society of America (PRSA) 
www.prwatch.org Center for Media and Democracy—PR Watch 
www.sourcewatch.org Source Watch 
www.spinwatch.org Spinwatch—Monitoring PR and Spin 
DISCUSSION CASE 

WHOLE FOODS’ CEO—FREE SPEECH OR PUBLIC RELATIONS MANIPULATION 


Discussion Questions 

1. Do you think that Mackey used an appropriate public relations channel to share his thoughts about his own company and its competitor? 

Mackey certainly utilized one of the new technologies that afforded a quick and extensive communication of thoughts and ideas – a blog. Whether it was appropriate is a subject for debate. Other CEOs use blogs, as shown in Figure 19-2. So, it is likely that Mackey did not use an inappropriate public relations channel but his message and what he attempted to do by using this new technology may be criticized. As we have seen earlier in the book when discussing technology, any form of technology can be used for “good” or for “bad.” 

2. Do you think Mackey did anything illegal or unethical by posting messages 
under the name Rahodeb? 

Mackey did not do anything that others often do – use a made-up name to disguise his identity on the Internet. There are many, many examples of this practice when investigating blogs, e-mails and other forms of electronic communication. It was not the fake name that was the problem, but how he represented himself dishonestly. People reading Mackey’s blog did not know that the writer was the CEO of Whole Foods, who was engaged in the acquisition of a competitor, Wild Oats. This is important information that should have been revealed on the blog. 

3. Were Mackey’s actions described in this case consistent with the comments 
earlier in the chapter from Bill Nielsen, where Nielsen calls for public relations officers to uphold their organization’s values? 

One could certainly challenge Mackey and his integrity when he clearly misleads people reading his blog by not honestly identifying himself or his motives for his writings. Nielsen said, “The agenda is all about the critical components of reputation that have to do with values and trust—trustworthiness being the ultimate condition of public approval 
that we seek for our companies, our clients, and our profession—on a global scale and wherever in the world we operate.” Mackey seemed to have lost the trust of others and may have tarnished his own reputation for fair business dealings by his actions as described in the case. 

4. Under what circumstances should company executives share their thoughts in 
various online forums? Is it ever appropriate for them to do so under an alias? 

It is likely going to be more and more common for CEOs to share their thoughts through various online forums, but the Mackey example may encourage CEOs to be open and honest regarding their identity. CEOs speak on behalf of their company, whether they really want to or not. People have a right to know who is speaking, especially if he or she has special information or knowledge, as CEOs generally have about their company and its operations. Aliases may be better used by individuals who do not have status or special information.

