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UNIT-1

DEFINITION,
NATURE,
SIGNIFICANCE
OF
COMMUNICATION

SCOPE
AND
CORPORATE

Structure
1.1 Learning Objectives
1.2 Introduction
1.3 Defining Corporate Communication
1.4 Important Concepts in Corporate Communication
1.4.1 Communication Framework:
1.4.2 Corporate Identity:
1.4.3 Corporate Image
1.4.4 Corporate Reputation
1.4.5 Stakeholder
1.5 Nature of Corporate Communication
1.6 Scope of Corporate Communication
1.7 Significance of Corporate Communication
1.8 Summary
1.9 Check Your Progress
1.1 LEARNING OBJECTIVES
After going through this unit you will:
 Know the basic concepts of Corporate Communication and its significance in
contemporary organisations
 Understand the scope of Corporate Communication in modern organizations
1.2 INTRODUCTION
The word corporate is been derived from the Latin word corpus, which means 'body'
or a 'body of people'. Hence, corporate represents a group of people authorised to act
as a single entity. It refers to an organisation - a legal entity often formed to conduct
business. It fulfils certain legal obligations and has separate identities, distinct from
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that of its owner or founders. In broader sense the word corporate means
organisations, mostly into profit making or business activities.
Corporate organisations constantly interact with the society in various ways. In fact,
they owe their existence to the society. Business organisations depend upon the
society to meet their primary requirement such as access to capital, raw material,
human resource to run the business. They also rely on the society to sell their product
or services. Behaviour of a business organisation has significant consequence on the
society. It is believed that the future of any organisation critically depends on how it
is viewed.
In such circumstances, no organisation can operate in isolation. It has to constantly
communicate with various sections of the society, which can affect its operation. In
other words, communication – both internal and external–is central to operation of an
organisation. A business organisation has to communicate with its employees to get
the best out of them, with suppliers to avail the raw material at the right time and right
price, with its investors and shareholders to keep their confidence high, with customer
to sell its products or services for making money, with the government to get the
statutory approval and many others for different purpose. With increasing
dependency on information, communication has become a vital function for
organisations. It is seen as a resource that can influence the motivation and growth of
an organisation.
Corporate Communication deals with a variety of management functions related to an
organisation's internal and external communication activities (Goodman, 2004). This
can includes activities related to public relations, community relations,
communication with media, company website, employee communication, corporate
advertising, technical communication, marketing communication, management
communication, annual report, crisis communication, advocacy and corporate identity
programme etc. It is an "integrated approach to all communication produced by an
organization, directed at all
As with terms such as "corporate culture" and
relevant target groups" (Ed
corporate strategy", the use of the word "corporate"
Blauw1986).
in corporate Communication should not be taken as
Corporate Communication
the adjective corresponding to "corporation". Rather
it should be interpreted in relation to the Latin word
involves coordinating and
"corpus", meaning "body", or, in a more figurative
controlling all external and
sense, "relating to the whole". Ideas about corporate
internal
communication
communication are relevant to both private and
activities in an organisation
public companies, to businesses and to not-for-profit
with an objective of
organisations. (van Riel & Fombrun, 2007)
building favourable image
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among and relationship with various sections, which can influence the functioning of
the organisation, directly or indirectly. It is a strategic tool for organisations to
connect, interact and engage with various target audience.
In present era, employees, suppliers, customers, investors and public in general
expect high level of communication from organisations. A well-managed and
effective corporate communication programme can benefit organisations in both
medium and long-term. As a strategic tool organisations use it to lead, motivate,
persuade and inform their target audience to build and nurture a distinctive identity in
the crowded and competitive environment. Corporate Communication ensures the
consistency of message across all communication channels. Crafting right messages
at right time to the right target audience, it conveys the desired image and persona of
the organisation.
1.3 DEFINING CORPORATE COMMUNICATION
In today's dynamic media and competitive environment, Corporate Communication
as a professional function is gaining importance day by day. However, there is hardly
any universally accepted definition of it. Dolphin (1999) argues that "corporate
communication function resists a single fixed definition. It is a dynamic mixture of
problem solving skills and insights". He viewed it "as a process rather than as an
entity". However, various scholars have developed different definitions of Corporate
Communication. Some of the important or widely accepted definitions are given her.
Corporate Communication consists of total communication efforts by an organisation
to attain its organisational objectives. According to Cambridge Dictionary, Corporate
Communication is "the way in which a company
gives the public and its employees information Note that it is corporate
communication – without a final
about its aims and what it is doing".
“s.” Tired of being called on to
One of the early scholars Corporate fix the company switchboard,
an
answering
Communication P. Jackson (1987) define recommend
machine
or
meet
a
computer
corporate communication as ‘the integrated
salesman, I long ago adopted
approach to all kinds of communications this form as being more accurate
produced by an organization, directed at all and left communications to the
relevant target groups. Each item of telecommunications specialists.
communication must convey and emphasize the It’s a small point but another
attempt to bring clarity out of
corporate identity’.
confusion. P. Jackson (1987)
According to Schmidt (1995), corporate
communication as all internal and external information means and measures that aim
to influence perceptions
Odisha State Open University, Sambalpur
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According to Kitchen and Schultz (2001), "Corporate communication at its simplest
is primarily a mechanism for developing and managing a set of relationships with
publics or stakeholders who could affect overall performance. These relationships
must be viewed in a long-term strategic fashion"
"Corporate communication is a long-term strategic initiative taken by a corporate
organization to communicate the core brand and its core messages to a spectrum of
audiences in a globalized market environment. At its core corporate communications
is very simple, the way a corporate communicates," according to Fernandez (2004).
According to van Riel & Fombrun (2007), Corporate Communication is "the set of
activities involved in managing and orchestrating all internal and external
communications aimed at creating favourable starting points with stakeholders on
which the company depends".
Cornelissen (2008) define corporate communication as "a management function that
offers a framework for the effective coordination of all internal and external
communication with the overall purpose of establishing and maintaining favourable
reputations with stakeholder groups upon which the organization is dependent".
According to Goodman and Hirsch 2010, "Corporate communication is the term used
to describe a variety of strategic management functions. Depending on the
organization, corporate communication includes: public relations; crisis and
emergency communication; corporate citizenship; reputation management;
community relations; media relations; investor relations; employee relations;
government relations; marketing communication; management communication;
corporate branding and image building; advertising".
Illia and Balmer (2012) consider corporate communication as "a management
function having three main overall objectives. Corporate communication is seen to be
important in terms of its roles vis-a`-vis maintaining favourable inter-organisational
relationships with groups upon which the company is dependent; evaluating social
trends and formulating corporate policies that can help the company innovate and
proactively adapt to changes in society; integrating all communications under one
unique strategy so to support marketing activities.
Most of the definitions are centred on four key themes. These themes are:
a)

Strategic Management Function: Corporate communication as function is
strategic in nature. It is purposeful and is linked with fulfilment of an
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organisation's overall strategy, mission and objectives. Moreover, it involves
managerial activities like planning, organising, controlling and coordination.
b)

Synchronisation Communication Activities: Corporate Communication
integrates all kind of communication activities – external and internal – within
an organisation. Different aspects of communication activities are
synchronised to ensure that the organisation speaks in one voice with
consistent messages and tone across channels.

c)

Building Relationship: The purpose of Corporate Communication is to build
and nurture a favourable relationship with various stakeholders through
dissemination of different messages. Here the communication has a purpose,
which is building relationship.

d)

Managing Reputation: One of the important tasks of corporate
communication is to develop and maintain a positive reputation or identity of
the organisation among its stakeholders. It focuses on seeking public
acceptance, recognition and support for the organisation, its policies, its
products or services.

Corporate communication is cross-functional and is primarily responsible for
development and dissemination of corporate messages aimed at building a favourable
relationship with various stakeholders of an organisation to develop and nurture a
positive image or reputation. It gives competitive advantage to the organisations by
managing communication strategy, media relations, internal communication,
corporate identity and reputation, crisis communication, investor relations,
government affairs and also marketing communication. It is a key vehicle for setting
the message and tone of the organisations through various communication channels.
1.4 IMPORTANT CONCEPTS IN CORPORATE COMMUNICATION
Corporate communication is about unification of communication functions such as
media relations, employee communications, investor relations and management
communication etc. across the whole organisation. According to Goodman (2006),
“Corporate communication is more art than science. It is interdisciplinary, drawing on
the methods and findings of anthropology, communication, language and linguistics,
management and marketing, sociology, and psychology”. There are various concepts
and theories associated with Corporate Communication. Some of the important
concepts are:
1.4.1 Communication Framework:
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Argenti (2013) associates most modern communication theories with rhetorical
theories, proposed by Aristotle thousands year back. In his book The Art of Rhetoric,
Aristotle wrote:
Every speech is composed of three parts: the speaker, the subject, and the
person to whom it is addressed, I mean the hearer, to whom the end or object
of the speech refers. (p. 33)
Argenti (2013) adapts these three basic components to 'meet the need of the modern
corporations follows'. In corporate communication, the first part or Aristotle's
"speaker" is referred as the organisation or corporation. The person "to whom the end
or object of the speech refers" is the constituency and Aristotle's "the subject of which
he treats" is the message.
The strategy depends on thinking carefully about the same three parts that
Aristotle used to describe the components of speech: (1) a "speaker" or in our
case a corporation, with something to say; (2) a "subject: or message that
needs to be conveyed; and (3) a "person or group to whom the message will
be delivered. (p. 30)
According to Munter (1987) communication is 'the process of sharing by which
messages produce responses'. The author presents a cyclical view of communication.
Munter (2010) argue that communication needs to be visualised as a circle, rather
than as a straight line from to sender to a receiver. In business or managerial
communication, the organisation sends message to its constituencies to communicate.
The constituencies, then, send
back response to the message. Constituents, in corporate communication, refer
to the group of people or individual who are
The organisation again responds served by an organisation and who take action
to
the responses
by its to influence the organisation's performance.
constituencies, thus forming a e.g. in case of a school, the constituents can be
cyclical look. The success of students, teachers, parents, education board,
government, employees, media etc.
communication is based on
achieving the desired response
from the constituency.
Synthesizing the Aristotle's Rhetoric and Munter's theory of communication, Argenti
(2013) presents a consolidated framework of corporate communication, which is
given below.
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Source: Argenti, P.A (2013), Corporate Communication, New Delhi: McGraw Hill
Education (p. 31)
As per the framework, the corporation or organisation first needs to develop
appropriate messages to communicate. It also needs to find out available resources
and competencies as well as channels for the communication. It is also important to
understand and analyse the target audience or constituencies to whom the message is
intended. Once the message is delivered to the constituency, the organisation should
analyse the responses towards the message by the constituency and decide for further
communication.
1.4.2 Corporate identity:
Identity, in case of an individual, is about who the person is. It refers the unique
qualities of the person that distinguish it from others. Same is also applicable in case
of corporations or organisations. It is the combination of the real characteristics of the
organisations that makes it different from others.
According to Balmer and Gray (1998), Corporate Identity is "the reality and
uniqueness of an organization, which is integrally related to its external and internal
image and reputation through corporate communication". Cornelissen (2008) defines
corporate identity as “the profile and values communicated by an organization”.
Corporate identity also refers to the visual aspects of the organisation. Argenti (2007)
describes corporate identity as "the actual manifestation of the company’s reality as
conveyed through the organization’s name, logo, motto, products, services, buildings,
stationery, uniforms, and all other tangible pieces of evidence created by the
organization and communicated to a variety of constituencies."
Odisha State Open University, Sambalpur
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Usually corporate identity is expressed through design or
visual elements, communication and behaviour. Visual
elements such as logo, colour schemes, font, designs and
trademarks etc are important factor in corporate identity
management. Unique logo and colour schemes used by
certain companies are part of corporate identity management
activities. How an organisation communicates with different
constituents, its public relations and employee branding also
significantly contribute to corporate identity of the organisation. Besides, the
organisations behaviour towards its constituents, dress code of employees, language
etc also say lot about the organisation.
Corporate identity gives a personality to the organisation by transmitting an explicit
message or emotion. When an organisation establishes a strong corporate identity, it
achieves a unique image that differentiates it from others.
Reliance JioInfocomm Limited is one of the leading telecom
companies in India that offer nationwide LTE telecom service.
It changed the telecom market by offering free call and
affordable internet data service. In most of the
communication the company mentions about 'Jio Digital Life' which signifies Jio's
services and offering for living a digital life. It encouraged customers to use digital
platforms and live a worry-free digital life by offering affordable data services.
Prior to this telecom companies were identified for their voice services and hence
were focusing on voice calls. Jio changed the entire market.
1.4.3 Corporate Image
When we think about an organisation or company, immediately certain mental picture
comes to our mind. The mental picture we get is often influenced by our personal
experience with the company as a consumer or investor or employee or in any other
capacity. This immediate mental picture about an organisation is called corporate
image. Van Riel (1995) defines corporate image as “a set of meanings by which an
object is known and through which people describe, remember and relate to it. That is
the result of the interaction of a person’s beliefs, ideas, feelings and impressions
about an object”. Similarly, Cornelissen (2008) describe corporate image as "the
immediate set of associations of an individual in response to one or more signals or
messages from or about a particular organization at a single point in time". It is
expressed by aspiration of an organisation about how it should be viewed.
Corporate image consists of two important components: Functional and Emotional.
The functional component of corporate image is about the tangible attributes or
Odisha State Open University, Sambalpur
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attributes that can be measured. Emotional component includes the psychological
dimensions, manifested by feelings and attitudes towards an organisation developed
from direct or indirect individual experiences.
It is related to an individual's momentary perception about an organisation. As it is
based on individual impression, feelings or experience, a particular company many
have different image among different individuals. It can be positive, negative or
neutral.
For example, suppose 'A' and 'B' use telecom service offered by XYZ company. In
the locality in which 'A' lives the service is perfect and seamless. But in the area in
which 'B' lives the telecom signal is not adequate and sometimes not available. In this
case XYZ Company will have a positive corporate image in the eyes of 'A', whereas
'B' may have a negative image about it.
Corporate communication plays an important role in building corporate image.
1.4.4 Corporate reputation
Like reputation of individuals, Corporate Reputation is about the overall beliefs or
opinions that are generally held about an organisation or corporation. It is described
as 'an aggregation of perceptions that form as audiences judge the behaviours of
companies'. It is overall assessment of an organisation by the public over a period of
time. The assessment can be based on the financial, social, and environmental
impacts attributed to the organisation over time.
According to Bennett and Rentschler (2003) defined reputation is “a concept related
to image, but one that refers to value judgments among the public about an
organization’s qualities, formed over a long period, regarding its consistency,
trustworthiness and reliability.”
Bromley (2001) define corporate reputation as "the distribution of opinions (the overt
expression of a collective image) about a person or other entity in a stakeholder or
interest group". Balmer (2001) view corporate reputation as an "enduring perception
held of an organisation by an individual, group or network"
Cornelissen (2008) define Corporate Reputation as 'an individual’s collective
representation of past images of an organization (induced through either
communication or past experiences) established over time'.
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Unlike Corporate Identity, Corporate Reputation is built over time is more stable.
According to Gray and Balmer (1998:697), “corporate reputations, typically, evolve
overtime as a result of consistent performance, reinforced by effective
communication”.
In simple word, corporate reputation is about what stakeholders of a company think
about it. It is earned over a period of time through consistent performance and
efficient
corporate
communication. It is an
asset that includes “quality
of products and services,
ability to innovate, value as
long-term
investment, Source: Barnett, M.L., Jermier, J.M. & Lafferty, B.A (2006), Corporate
financial stability, ability to Reputation: The Definitional Landscape, Corporate Reputation Review,
9(1), p.33
attract, develop, retain
talent; use of corporate
assets, and quality of management" (Market, 2002).
As an asset corporate reputation is intangible in nature. But a good corporate
reputation gives competitive advantage to the organisation and contributes in
increasing corporate worth. Organisations having good reputation among its
stakeholders can achieve its objectives more easily.
1.4.5 Stakeholder
Traditionally, it was viewed that shareholders are the owners of the company and
hence the company has binding obligation to address their needs. With changing
dynamics and increased societal awareness about the impact of business on the
society this traditional understanding about company has been changed. Stakeholder
theory, championed by Edward Freeman in 1980s, advocates that, not just
shareholders, there are several other groups or individuals that are or might be
affected by actions of a company or organisation. Such individuals or groups are
known as stakeholders of the company or organisation.
Freeman (1984) suggests a stakeholder is a member of "groups without whose
support the organization would cease to exist". They are the people "on which the
organization is dependent for its continued survival". However this definition is
considered to be organisation oriented and presents a narrower view of stakeholder.
Hence Freeman's (1984) other definition - which define stakeholder as 'any group or
individual who can affect or is affected by the achievement of an organisation's
objectives' - is preferred.
Odisha State Open University, Sambalpur
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According to Savage et al (1991), Stakeholders include those individuals, groups, and
other organizations who have an interest in the actions of an organization and who
have the ability to influence it. Clarkson (1995) says:
Stakeholders are persons or groups that have, or claim, ownership, rights, or
interests in a corporation and its activities, past, present, or future. Such
claimed rights or interests are the result of transactions with, or actions taken
by, the corporation, and may be legal or moral, individual or collective.
Stakeholders with similar interests, claims, or rights can be classified as
belonging to the same group: employees, shareholders, customers, and so on.
(p. 106)
Clarkson (1995) divides stakeholders with 'similar interests, claims or rights' into two
groups - primary stakeholders and secondary stakeholders. Primary stakeholder is the
group 'without whose continuing participation the corporation cannot survive as a
going concern'. Shareholders and investors, employees, customers, and suppliers are
included in the primary stakeholder group. This also includes public stakeholder
groups such as the governments and communities 'that provide infrastructures and
markets, whose laws and regulations must be obeyed, and to whom taxes and other
obligations may be due'. Organisations have high dependence upon its primary
stakeholder groups. Secondary stakeholder groups are defined as "those who
influence or affect, or are influenced or affected by, the corporation, but they are not
engaged in transactions with the corporation and are not essential for its survival".
Such groups can create a favourable or adverse
opinion about the corporation. Media and In corporate communication,
special interest groups are included in the 'stakeholders' are also referred
secondary interest group of an organisation or as 'constituents' or 'publics'. For
practical purpose, there hardly
corporation.
any distinction among these and
Stakeholders are also classified intro internal
and external groups. Internal stakeholders
refer to the groups or individuals who work
within the organisation. They contribute to the
organisation's operation and take decision on
behalf of the organisation. Such stakeholders
have direct relationship with the organisation
and want the organisation to be successful in
achieving its objectives. Employees, managers,
board of directors and investors etc constitute
Odisha State Open University, Sambalpur
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interchangeably used. However,
Grunig and Repper subtly
distinguish between stakeholder
and public. According to them,
"People are stakeholders because
they are in a category affected by
decisions of an organisation or if
their
decision
affects
the
organisation.
[...]
The
stakeholders who are or become
more aware and active can be
described as publics" (p. 125).
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internal shareholder of an organisation. External stakeholders of an organisation are
the groups or individuals who do not belong to the organisation but are affected by or
can affect the organisation's performance. They are outside of the organisation are not
involved in the operation or decision making of the organisation. Community,
government, creditors, customers, media, activist groups and trade unions etc. are
considered as part of external stakeholder groups.

Figure 1Examples of a company's internal and external stakeholders. (Source: Wikipedia)
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KEY CONCEPTS IN CORPORATE COMMUNICATION
Mission

Overriding purpose in line with the values or
expectations of stakeholders

Vision

Desired future state: the aspiration of the organization

Corporate objectives and goals

(Precise) statement of aims or purpose

Strategies

The ways or means in which the corporate objectives
are to be achieved and put into effect

Corporate identity

The profile and values communicated by an
organization

Corporate image

The immediate set of associations of an individual in
response to one or more signals or messages from or
about a particular organization at a single point in
time

Corporate reputation

An individual’s collective representation of past
images of an organization (induced through either
communication or past experiences) established over
time

Stakeholder

Any group or individual who can affect or is affected
by the achievement of the organization’s objectives

Public

People

who

mobilize

themselves

against

the

organization on the basis of some common issue or
concern to them
Market

A defined group for whom a product is or may be in
demand (and for whom an organization creates and
maintains products and services)

Issue

An unsettled matter (which is ready for a decision) or
a point of conflict between an organization and one or
more publics

Communication

The tactics and media that are used to communicate
with internal and external groups

Integration

The act of coordinating all communication so that the
corporate identity is effectively and consistently
communicated to internal and external groups

Source: Cornelissen, J (2017), Corporate Communication: A Guide to Theory and Practice, New Delhi: Sage
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A Stakeholder of an organisation, as discussed, has direct or indirect relationship and
interest with the organisation. They can influence or can be influenced by an
organisation's activities and outcome. Interest, attitude and expectations vary from
stakeholder to stakeholder. Organisations, in order to succeed, need to engage with
various stakeholders through effective communication sharing information relevant to
their needs and develop a positive reputation among them.
1.5 NATURE OF CORPORATE COMMUNICATION
As we discussed, corporate communication is about managing different types of
communication activities of an organization with an objective to establish a favorable
relation between the stakeholder and the organization. As function, Corporate
Communication plays an important role in success and failure of an organisation.
Some of the basic nature and characteristics of corporate communication are
discussed here.
a) It is a Management Function: From the definitions it is explicit that
Corporate Communication is a management function that is linked to overall
corporate strategy and achievement of corporate objectives. Activities are
planned as per overall corporate strategy and implemented in a coordinated
manner to accomplish corporate objectives. It is goal oriented and has a
definite practical purpose. It offers a management framework for
coordinating communication activities within an organisation, aligned with
corporate objectives, to reach out stakeholders inside and outside the
organisation.
b) It is Integrative: Corporate communication is seen as an integrative
communication structure that establishes a link between the organisation and
its organisation. It transcends the specialties of individual communications
practitioners such e.g. advertising, direct marketing, media relations, etc.) and
synchronises different aspects of communication by an organisation. It
focuses on the entire organisation to manage communication with a coherent
approach. It helps organisations to maintain consistency and transparency of
messages for internal and external communication.
c) It Creates Understanding: Communication is a process of exchanging
information or message between the two or more individuals to build a
common understanding. The basic intention of corporate communication is to
establish a favorable relation between the stakeholder and the organization by
developing mutual understanding between them with exchange of
information. It also helps the organisations to communicate key messages to
target audiences and also makes the organisation understand the stakeholders'
Odisha State Open University, Sambalpur
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issue or opinion. It clarifies distrust, doubts and misunderstanding among the
stakeholders.
d) It is all Pervasive: Corporate communication is considered the lifeblood of
an organisation as it is spread across almost all aspects of an organisation. It
is inherent in all organisations and is involved in all decision making process.
It has become a pervasive organisational practice involving both internal and
external communication activities.
e) It is mostly Formal: Corporate communication plays an important role in
planning, organizing, and controlling the resources of an organization to
achieve its objectives and hence mostly it is formal in nature. It follows a
formal procedure and systematic way for different communication activities.
Corporate communication activities pass through various stages before
execution. However, informal communication or grapevine within or outside
an organisation is also included in Corproate Communication.
f) It is Dynamic and Continuous: Corporate communication is dynamic as it
continually changes, evolves and moves on. Changes in the environment and
development of technology have accelerated the dynamism of corporate
communication. The methods, means and type of corporate communication
change according to the changing circumstances, organizational objectives
and target audience.
g) It is a Long-term Process: Corporate Communication is also perpetual in
nature. It is not just a temporary arrangement for achieving short term goals.
It is a long term process that is carried out constantly throughout the
organisation's existence. It continues to change as per the changing
expectations and demands of internal and external stakeholders.
h) It is Interdisciplinary:
Corporate communication presents an
interdisciplinary view on communication of organisations and sees
communication as an enabling resource for its functioning. It involves
application of knowledge and inputs derived from various other areas and
subjects such as journalism, mass communication, marketing, psychology,
sociology, management etc. So it is an interdisciplinary subject and is
considered as a specialized job.
i) It is Complex: Corporate communication is considered to be complex in
nature, especially in case of organizations having a presence in a wider
geographical area or having wide ranges of products or services. In such
organisations, the coordination of communication activities often appears to
be a balancing act.
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1.6 SCOPE OF CORPORATE COMMUNICATION
Corporate communication as a management function is responsible for planning,
organising, leading and controlling information dissemination to internal and external
audiences. It works towards building and maintaining a positive reputation of the
organisation amongst its stakeholders. With ever-changing market scenario and
increasing dependency on information the scope of corporate communication is also
increasing. Gone are the days when corporate communications was merely centred on
'wining and dining'. Some of the scopes of corporate communication are:
a. Communication Strategy: Since communication is integral to an
organisation's existence, corporate communication function plans and
executes the communication strategy of the organisation based on its overall
corporate objectives. It is also responsible for formulating and implementing
a corporate communication policy that describes the official rules, principles
and rationale to guide the management and employees for all forms of
communication.
b. Message Development: Message is an important component in any
communication framework. Corporate Communication function helps the
organisation to develop the right kind of message customised for various
stakeholder groups and communication channels to achieve the desired
objective. Hence, writing is considered as a core skill for corporate
communication. The message is aligned to the overall corporate strategy and
objectives.
c. Mutual Understanding Building: Building trust among the stakeholder is
an important factor in success of any organisation. Communication helps in
building trust by creating relationship of understanding. Through corporate
communication organisations reach out to their stakeholders and build trust.
Corporate communication function contributes in making the stakeholders
understand the corporate strategy, function and outcome by delivering right
message at right time through right medium.
d. Corporate Culture Development: Corporate culture is 'a system of shared
beliefs and value that interact with an organisation's people, structure and
control system to shape management style and behaviour norms'. It
encompasses beliefs, customs, traditions and values that contribute to the
unique social and psychological environment of a business. Corporate
communication with consistent messaging contributes significantly towards
shaping corporate culture in an organisation by conveying values and
perception of the organisation, especially to its internal stakeholder and
instils trust among them.
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e. Corporate Identity Development: Corporate communication is also
considered as the 'practice of developing, cultivating and maintaining a
corporate identity or brand image'. Developing the right corporate identity,
based on the overall corporate strategy is one of the prime goal of corporate
communication. It helps the organisation to develop the right corporate
identity communicate with stakeholders, and sustain it. Corporate
communication, through right message and visual identities, implants the
corporate identity into the image of the public (van Riel, 1995).
f. Corporate Reputation Management: Corporate communication has also
become an important instrument of managing corporate reputation. It
promotes an organisation's credentials and achievements among its
stakeholders through a series of planned activities to communicate and
engage with. It projects a unified message and consistent corporate identity to
garner public recognition, cooperation and support for the organisation, its
policies, goods and services. It makes effort to influence public opinion about
the organisation as well as attitudes of the stakeholders about some specific
issues that affect the company. As a custodian of corporate reputation,
corporate communication plays a vital role on how the stakeholders perceive
organisations.
g. Protection of Reputation during Crisis: A crisis is described as a 'major
catastrophe that may occur either naturally or as a result of human error,
intervention, or even malicious intent' (Argenti, 2009). It is a significant
threat to the operation of an organisation can result in negative consequences.
It 'usually has significant actual or potential financial impact on a company,
and affects multiple stakeholders'. Corporate communication plays a crucial
role in 'crisis management' of any organisation. With effective crisis
communication strategy and activities corporate communication tries to get
the organization through the situation with as little damage to its reputation,
credibility, and relationships.
h. Environment Scaning: Corporate communication is not all about
disseminating information only. It is also includes listening to stakeholders
voice.
Corporate communication practitioners regularly monitor the
environment, media and public opinion to gather insights on issues affecting
stakeholders and society. They interpret and share such information with the
management to support the organisation in developing strategies to meet
stakeholder and societal expectations as well as operate ethically and
responsibly. This helps the organisation in obtaining trust and legitimacy, and
thus a good reputation among the stakeholders and society.
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Corporate Communication supports organisations to achieve their corporate
objectives by deriving communication goals from overall corporate strategy. It has
the important responsibility of building and sustaining corporate identity, credibility,
reputation and loyalty for the organisation. It also sensitises the organisation about
stakeholder and societal expectation as well as the social and developmental
obligations of the organisation with due respect for public interest. It acts as a bridge
that facilitates communication between the organisation and its stakeholders to build
mutual trust and reputation.
As a function, it requires a specific area of understanding, intellect, and skill. As
corporate communication department communicates on various issues that concern
the organization and its stakeholders, an independent department with specialized
staff is preferred to render the staff function of aiding and advising the top
management and other departments on their issues that require communication
intervention" (Jethwaney, 2018, p. 11).
1.7 SIGNIFICANCE OF CORPORATE COMMUNICATION
Public perception is a critical factor in the success of any organization. How an
organization is perceived by the stakeholders and general public can influence an
organisation's fortune. Increasing competition together with globalisation and growth
of digital connectivity has put reputation of corporates under severe pressure.
According to Jethwaney (2018, p. 14), some of the reasons behind this are:
• Big businesses being constantly under attack for various acts of omission
and commission
• Challenges of global economy
• Convergence of products and markets
• Growing exposure to information through various media
• Networking of people cutting across barriers of geography, caste, colour
and creed
• Issues of corporate governance and corporate social responsibility
Corporate communication can play an important role in organizations to transmit a
positive corporate image and establish favourable relationship between the
organisation and its stakeholders by disseminating coherent message. In twenty first
century, corporate communication holds high significance because of:
 Growth of information and communication technology: With growth in
digital communication and social media information travels very fast. News from
one side of the world reaches to another in just a fraction of seconds. Any
information about an organization can reach thousands of people within second
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and can affect it positively or negatively. Added to this number media outlets
have increased massively, complicating the situation. These results in
information overload and reduced impact of communication message. According
to (Cornelissen, 2011) Media and communication experts have estimated that on
average a person is hit by 13,000 commercial messages (including being exposed
to company logos) a day. Fake news and rumours are key communication
concern that can affect organisations seriously. To address this challenge,
organisaions need to have appropriate mechanism to effectively communicate
with their stakeholders as well as build and sustain their corporate reputation.

 Increased Public Activism and Scrutiny: General public is now more educated
and are sceptical about corporate intents (Argenti, 2013). With increase of media
vehicles, especially opinion shaping social media, people have found new means
to raise awareness and mobilise for a cause at a much higher speed and scale.
There are instances in which big corporate organisation have been seriously
affected because of social or consumer activism. Added to this, corporate
scandals and crises such as Ketan Parikh stock scandal, Satyam Scam, 2G scam,
Coal gate, UTI securities scam etc. in last two decades has made people more
doubtful about business. It has led to higher public scrutiny. This necessitates
corporates to have effective communication with stakeholder to develop mutual
understanding and win their confidence.
 Demand for Integration: In an organisation different departments are constantly
involved in communication with different stakeholders. For example, marketing
communication disseminates information about product or services to customers
or public and human resources department communicates with workers or
employees. There are chances that a person can be a customer and employee of
the company at same time and receive different communication, which may or
may not be mutually exclusive. Hence, it is generally agreed that the
communication activities of an organisation needs to be coordinated and
consolidated. This helps in managing communication activities strategically and
transmitting clear message from a central corporate perspective with consistency.
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 Globalisation: The world has become a global village, as predicted by Marshal
McLuhan, with globalisation. One of the major impacts of globalisation on
multinational organisation is the diversity of workforce, market and multinational
competition. Activities of an organisation in one part of the world can influence
its reputation in other markets. Information about crisis in one market travels
throughout the globe and can negatively impact a multinational organisation.
Therefore, it is important to coordinate communication activities across various
parts of the world for managing the corporate reputation and achieving the
corporate objectives.
 Need for Standing out in the crowd: The market is becoming highly
competitive with entrance of various new players and diversification of portfolio
by existing companies. All these companies try to draw attention of the customer
by engaging in different communication activities. in such condition, in order to
stand out in the crowd, organisations need to have efficient and professional
communication management practice. Corporate Communication with its
integrated communication approach as well as development of unique corporate
identity and reputation can break through this communication clutter to make the
organisation or product brand noticeable and impressive.
 Complex Nature of Organisations: According to Argenti (2013), "organisations
have become inherently complex". Previously, organisations were small enough
that they could be run with much less sophisticated communications activities. In
such smaller organisations, one person could perform different functional role at
Drivers for Integrated Communication
Cornelissen (2011) argues that management framework of corproae communication 'suggests a holistic way of
viewing and practicing communication management that cuts across the marketing and public relations disciplines
(and activities such as advertising and media relations within them). There are several factors or drivers which
necessitates integrating marketing communications and public relations. The drivers are groups can be groups in
three broad categories and given below:
Market- and environment-based drivers
•
Stakeholder roles overlap
•
Internal communication is inseparable from external communication
•
Demands for greater transparency
Communication-based drivers
•
Greater amounts of message clutter
•
Increased message effectiveness through consistency and reinforcement of core messages
•
Complementarity of media and media cost inflation
•
Media multiplication requires control of communication channels
Organizational drivers
•
Improved efficiency
•
Increased accountability
•
Provision of strategic direction and purpose through consolidation
•
Commonalities and overlap between communication disciplines
Source: Cornelissen, J. (2008), Corporate Communication A guide to theory and practice, New Delhi: Sage (p. 25)
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the same time. With growth in size organisation, many organisations operate in
different geographies and have huge workforce across the globe. In order to have
a coherent communication strategy across diverse market, organisations need
corporate communication experts (Argenti, 2013).
All communication made by an organisation directly or indirectly influences the
overall corporate reputation and its success. Effective communication is considered as
a value generating activity as it contributes in strengthening the soft capital such as
corporate identity and reputation of the organisation. It helps in building a reciprocal
understanding and transactions between organizations and its stakeholders. Several
researchers have established that corporate communication is a crucial element in
success of an organization. It has been associated with several favourable outcomes
like increased investor and consumer loyalty, motivated workforce, higher
productivity, increased cooperation and acceptance from public and improved
performance of the organisation.
1.8 SUMMARY
No organisation can operate without communicating with various sections of the
society who can influence or be influenced by its operation. The total communication
effort by an organisation to attain its organisational objectives is considered as
Corporate Communication. There are also various other definitions of Corporate
Communication. However, most of the definitions are centred on four key themes:
Strategic Management Function, Synchronisation Communication Activities,
Building Relationship and Managing Reputation
Corporate Communication Framework is derived from traditional communication
theories and is viewed as cyclical in nature. Other important concepts of corporate
communication are Corporate Identity, Corporate image, Stakeholder and Corporate
reputation. Corporate communication by nature is a management function and
pervasive. It focuses on integration of communication activities. It is aimed at
creating understanding. It is a dynamic, complex and long term function. The scope
of corporate communication is increasing with changing market scenario. It covers
communication strategy development, message and content development, trust
building activities, developing corporate culture and identity and acts as custodian of
corporate reputation, especially in the time of crisis. It also scans the environment and
informs the management about the development in outside world.
Several factors necessitate need for corporate communication in an organisation.
These are Growth of information and communication technology, Increased Public
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Activism and Scrutiny, Demand for Integration, Globalisation, Need for Standing out
in the crowd and Complex Nature of Organisations.
1.9 CHECK YOUR PROGRESS

1. Define Corporate Communication.
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
2. Write a short note on Corporate Identity and Corporate Image.
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
3. Explain the meaning and significance of corporate reputation.
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________

4. Describe various stakeholders of a private hospital offering super speciality
services.
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
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UNIT-2

OBJECTIVES
OF
CORPORATE
COMMUNICATION, BASIC FUNCTIONS OF
CORPORATE COMMUNICATION

Structure
2.1 Learning Objectives
2.2 Introduction
2.3 Goals & Objectives of Corporate Communication
2.4 Corporate Communication Mix
2.5 Basic Functions of Corporate Communication
2.5.1 Identity, Image and Reputation
2.5.2 Media Relations
2.5.3 Internal Communication
2.5.4 Government Relations
2.5.5 Corporate Social Responsibility
2.5.6 Financial Communication
2.5.7 Corporate Advertising
2.5.8 Crisis Communication
2.5.9 Conclusion
2.6 Summary
2.7 Check Your Progress
2.1 LEARNING OBJECTIVES
After going through this unit learners will be able to understand:
 The goal and objectives of corporate communication
 Key functions of corporate communication
2.2 INTRODUCTION
Corporate Communication has a critical role to play in organisations by establishing
a link between external and internal stakeholders. It conveys strategic messages to
the stakeholders and is responsible for creating and preserving the organisation's
reputation. Karmakar and Datta (2012) argue that "strong corporate communication
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of a company can be a great support in achieving the organisational goals;
corporate communication serves as the nervous system of the company" (p. 360).
2.3 GOALS &OBJECTIVES OF CORPORATE COMMUNICATION
If we consider definition of corporate communication by different scholars, as
discussed in the previous unit, we can observe that corporate communication has the
following major goals. These are:
i) Integrating all communications under one unique strategy so to support the
organisation in achieving the corporate objectives (Illia and Balmer, 2012)
ii) Communicating the core brand and its core messages to a spectrum of
audiences in a globalized market environment (Fernandez, 2004)
iii) creating favourable starting points with stakeholders on which the company
depends (van Riel &Fombrun (2007)
iv) establishing and maintaining favourable reputations with stakeholder groups
upon which the organization is dependent (Cornelissen, 2008)
v) evaluating social trends and formulating corporate policies that can help the
organisations to innovate and proactively adapt to changes in society (Illia and
Balmer, 2012)
Belasen (2008), analysing van Riel’s (1995) triangle of marketing communication,
organizational communication, and management communication framework, states
that the overarching goal of corporate communication is threefold:
a. To increase the harmony among these three functional areas to maximize
the fit between corporate strategy, organizational identity, and external
image.
b. To sustain the effort to institutionalize the corporation through branding
and legitimization.
c. To facilitate the coordination of communication activities for optimal
implementation of policies and decision making
The objectives of corporate communication can be summarised in threes words:
information, influence and dialogue. Scholar across industries and academics agree
that the major goal of corporate communication is to inform stakeholders about the
organisation, influence their opinion or perception in favour of the company and
establish a dialogue between stakeholders and the public to promote mutual
understanding.
The objectives of Corporate Communication are given below:
 To facilitate exchange of information between the organisation & its
publics:
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Communication with the public, both external and internal, is the core
responsibility of corporate communication. Corporate communication acts as
the mouthpiece of the organisation and helps in crafting the message,
determining the target audience and deciding the best possible channel of
communication to deliver the message. It sets the guidelines and manuals for
people working in the company so that they can communicate in a standard
manner. Corporate communication aims at arriving at a mutual understanding
between the organisation and its stakeholders by listening to and engaging
with them. It also promptly addresses myths and misinformation about the
organisation. It develops the communication system of the organisation for
sending and receiving information. This includes putting together and
managing communication resources in order to maximise the impact.
 To build and Strengthen Relationship with Stakeholders:
Relationship of an organisation with its key stakeholders can affect the
purpose and direction of an organisation (Dozier, Grunig&Grunig, 1995).
According to Ledingham's (2003),"effectively managing organizational–
public relationships around common interests and shared goals, over time,
results in mutual understanding and benefit for interacting organizations and
publics" (p. 190). Establishing and nourishing a favourable relationship
between the organisation and its stakeholders is considered to be one of the
important objectives of corporate communication function. This is derived
from corporate communication's roots in public relations, which is
characterised as a relationship management function. Cutlip, Center, Broom
(2003) define public relations as "the management function that establishes
and maintains mutually beneficial relationships between an organization and
the publics on whom its success or failure depends" (p. 6). Corporate
communication strives to develop and strengthen relationship between the
organisation and its stakeholders by utilising communication strategically.
 To integrate all communication of an organisation:
Integration is one of the major features of corporate communication practice.
It helps in disseminating a coherent message and consistent image of the
company, irrespective of difference in communication channels and
stakeholders. Hübner (2007) argues that integration consists of three aspects;
content, formal aspect and timing. Integration of content is referred as
'alignment of the messages and issues used in all means of communication'.
Communication instruments follow a standard set of rules; even if diverse
stakeholder groups are approached. Formal aspect of integration is about
'standardisation of design rules applied to the various communication
instruments, i.e. of corporate design, logos, slogans and so on'. Timing
aspect of integration refers to 'alignment of the timing of communication'
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which is viewed as a necessity for ensuring that 'all communication activities
support each other' (p. 15).
 To build and sustain reputation:
Reputation or in simple words perception of people about an organisation is
an important intangible asset for the organisation. It is the unique capability
that distinguishes the organisation in market and gives competitive
advantage. According to Kay (1993), "Reputation is the most important
commercial mechanism for conveying information to consumers" (p.
87).Reputation building is one of the important objectives of corporate
communication, argue van Riel
It takes 20 years to build a reputation
and Fombrun (2007). It is
and five minutes to ruin it.
considered as a primary vehicle
- Warren Buffett
for building reputation of an
organisation, which is a long term process. As a proactive tool it helps in
building goodwill of the organisation in the market and developing a
favourable public perception. Corporate communication not only creates a
positive reputation of the organisation, it also strengthens it with regular
efforts.
 To Promote Organisational Culture:
The shared beliefs, values behaviours and attitude among people within an
organisation is referred as corporate culture. It is seen as something that
characterizes an organization. One of the important purposes of corporate
communicating is to promote a strong corporate culture aligned with the
overall business objective. It instils values and beliefs of the organisation
among employees by delivering strategic message. It explains the
organisation's philosophy goal, mission and vision to the employees and
mobilises their support for achievement of overall corporate objectives.
Regular communication with the employees through various means of
communication and informing them about the future plans and polices of an
organization help the organisations to build a better corporate culture. As the
voice of the organisation corporate communication has a pivotal role in
fostering wining values and beliefs among employees of the organisation.
Corporate communication also spreads messages that promote good culture
across the organisation.
 To Monitor the Environment:
Business Environment, as defined by Keith Davis, "is the aggregate of all
conditions, events and influences that surround and affect it". According to
Arthur M. Weimer, "Business Environment encompasses the climate or set of
conditions - economic, social, and political or institutional - in which business
operations are conducted. To put it precisely, environment of an organisation
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refers to all the external factors that can influence the organization and its
activities. These factors are often beyond the control of organisation and its
management. According to Horton (1995), "Corporate communication is the
process that collects information from the business environment, develops
messages from the information and transmits them to get specific economic
results". Corporate communication aims at understanding the current and
emerging development in business environment. It regularly scans the
environment and monitors public opinion and stakeholder interest to identify
issues that can affect the organisation's activity and reputation. Corporate
communication gathers information about stakeholders, events and issues in
the environment. It also feeds the information to the management with
analysis on possible impact.
 To Support Crisis Management:
Crisis management is the application of strategies and processes to deal with a
disruptive and unexpected event that threatens to harm the organization or its
stakeholders. Coombs (2005) define crisis management as "a set of factors
designed to combat crises and to lessen the actual damages inflicted". It aims
at minimizing or preventing the adverse impacts of a crisis and thereby
protecting the organisation, stakeholders and the industry. Corporate
communication plays an important role in crisis management of an
organisation. Crisis communication has become a significant aspect of
corporate
communicatio
n function has
an important
responsibility
to protect and
defend
corporate
reputation in
difficult
situations.
Corporate
communicatio
n, as part of crisis communication, helps in crisis response by developing the
right message for various publics. It also supports the crisis management
activities of an organisation to identify, appropriate media vehicle and the
correct timing for communication with overall objective to defend the
organisation and protect the reputation.
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2.4 CORPORATE COMMUNICATION MIX
According to van Riel and Fombrun (2007), the communication activities within an
organisation can be classified into three principal clusters; management
communications, marketing communications, and organizational communications.
Management Communication: One of the primary functions of management is to
get people to work together for accomplishing an organization's goals and objectives.
Management is impossible without the consent of those being managed. Therefore,
managers regularly persuade their individual subordinates to work for attainment of
the goals of the organisation. All the communication done by the managers in an
organisation is known as managerial communication. van Riel and Fombrun (2007)
define managerial communication as "the communications that take place between
the management level of the organization and its internal and external audiences".
They further argue that manager rely on communication "to develop a shared vision
of the company within the organization; to establish and maintain trust in the
organization’s leadership; to initiate and manage the change process; and to
strengthen the identification of employees with the organization" (p. 15).
Marketing Communication: Marketing communications consist primarily of those
forms of communication that support sales of products, services, and brands (van Riel
and Fombrun, 2007). It consists of promotional mix and public relations mix.
Promotional Mix is distinguished by its feature of establishing the direct personal
contact between the seller and the prospective buyer. Public relation mix of marketing
communication mainly consists of publicity. According Kotler (1988 cited by van
Riel and Fombrun, 2007, p. 18). Publicity consists of “non-personal stimulation of
demand for a product, service or business unit by planting commercially significant
news about it in a published medium or obtaining favourable presentation of it upon
radio, television or stage that is not paid for by the sponsor”.
Organisational communication:
Organisational communication consists of the communication activities that take
place on behalf of the organisation as a whole. According to van Riel and Fombrun
(2007), it denotes a heterogeneous group of communication activities. Organisational
communication focuses on corporate audiences, such as shareholders, business and
financial reporters, investment analysts, government and regulatory bodies, special
interest groups and legislators etc. Unlike marketing communication, it does not focus
on generating sales. It has a long-term perspective with aim of building and
strengthening corporate reputation and relationship with stakeholders. In comparison
to marketing communication, organisational communication is more formalistic.
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Another distinguishing feature of organisational communication is that it is generally
initiated by demand for information from external stakeholders.

2.5 BASIC FUNCTIONS OF CORPORATE COMMUNICATION
Responsibilities of corporate communication include crafting appropriate message,
identifying stakeholders, selecting suitable media vehicle communication, reaching
out various stakeholders at the time of crisis as well as managing reputation of the
organisation. With changing business environment, corporate communication is
shifting from being tactical to being strategic. According to the Corporate
Communication Practices & Trends Study 2019 Final Report by Corporate
Communication International, functions that best describes the role of corporate
communication are (in order of rank):
•
Manager of the company’s reputation
•
Counsel to the CEO and the Corporation
•
Advocate or “engineer of public opinion,” in support of the company's
policies
•
Source of public information about the company
•
Manager of employee relations (internal communication)
•
Manager of the company’s image
•
Driver of company publicity
Corporate communication can be divided into 8 major sub-functions, which are
discussed below:
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1.
2.
3.
4.

FUNCTIONS OF CORPORATE COMMUNICATION
Identity, Image and Reputation
5.
Corporate Social Responsibility
Media Relations
6.
Corporate Advertising
Internal Communication
7.
Financial Communication
Government Relations
8.
Crisis Communication

2.5.1 Identity, Image and Reputation
Managing Identity, Image and Reputation of an organisation is one of the critical sub
functions of corporate communication function. Corporate Identity is about how an
organisation sees itself, whereas corporate
A good reputation is an excellent
image is how an organisation is seen
calling
card: It opens doors, attracts
through the eyes of others or stakeholders.
followers, brings in customers and
Corporate Reputation, according to Dalton
investors – it commands our respect.
and Croft (2003), is "the sum of the values
(Fombrun and Van Riel 2004, p.4)
that stakeholders attribute to a company,
based on their perception and interpretation of the image the company
communicates and its behaviour over time" (p.9). Corporate communication has an
important role in crafting powerful corporate identity, projecting an accurate and

The World’s Best Regarded Companies
Rank
Company
1
Visa
2
Ferrari
3
Infosys
4
Netflix
5
PayPal
6
Microsoft
7
Walt Disney
8
Toyota Motor
9
Mastercard
10
Costco Wholesale
Source: https://www.forbes.com/lists/bestregarded-companies/#1232949b124d

positive image of an organisation,
thereby building strong corporate
reputation.
According to Gray and Balmer (1998),
corporate reputations, typically, evolve
over time as a result of consistent
performance, reinforced by effective
communication. They propose an
operational model for managing
corporate reputation and image in
which "corporate communication is a
critical link between the corporate
identity and the corporate image and reputation" (p. 699). As per this model,
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organisations deliver corporate identity through corporate communication to create
corporate image immediately and corporate reputation in long run. It also helps in
gathering feedback from the stakeholders which helps in adapting corporate identity
for better impact. Corporate communication acts as a strategic tool for organisations
to connect with, listen to and engage with its various stakeholders in order to build
and sustain a positive corporate reputation.
2.5.2 Media Relations
The Media is both an important 'constituency and conduit' through various other
stakeholders receive information about and develop image of an organization
(Argenti, 2013). It acts as an intermediary between an organisation and its various
stakeholders. The kind of information disseminated by media plays an important role
in shaping perception and thus has significant impact on the organisation's
reputation. With increasing influence of media, due to growth in digital platforms,
avoiding or evading media is hardly possible. Organisations consistently make effort
to develop and sustain a good relationship with media or people responsible for
producing the news and
features in the mass media.
According to Cornelissen
(2008), "media Relations
involved
managing
communication
and
relationship with the media all the writers, editors and
producers who contribute to
and control what appears in
the print, broadcast and online
news media" (p.145).
Managing media relations is
one of the core activities of
corporate communication. In
many organisations, media
relation management is the
largest sub-function under
corporate
communication.
Some organisations even have
created dedicated media cell to
handle media relationship
activities. The goal of media

A Press Release by National Payments Corporation of
India
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relations has been to maximise positive coverage or publicity about the organisation
in the mass media and minimize negative / adverse coverage. Jethwaney (2018)
argue that "the success of corporate communication manager, for whatever reasons,
is often gauged by his/her ability to garner positive publicity for the organisation"
(p. 169). This because publication of news in mass media can influence different
stakeholders such as investors, customers, government and employees etc. in a
positive or negative way depending upon the kind and amount of the coverage.
Corporate communication managers use various tools and strategies to cultivate an
effective relationship and manage communication with media. Some of the
performed by corporate communication mangers for better media relationship are
writing distributing media releases, pitching story ideas, media alert, media kits,
organising media conferences, maintain up to date media distribution list, sharing
photographs, video and audio material, responding to media queries, organizing
interviews, press tours etc. It also involves through research, strategic planning and
implementation, lots of writing and systematic evaluation of media coverage and
monitoring what is happening in the media. In time of crisis media relationship is a
critical function to defend the organisation and lessen harm to its reputation. We will
discuss these tools and more on media relations in Block 2.
2.5.3 Internal Communication
Employees are the critical resource
for success of any organisation.
They are the people through which
organisations achieve their goal.
Proper coordination and cooperation
between the employees is highly
essential
for
realisation
of
organisational goal. In order to
facilitate coordination between the
employees and have better control
over them, organisations constantly
communicate with their employees.
They adopt various means to
persuade their employees to act in
way that meets the overall objective
of
the
organisation.
Such
communication
within
the
organisaiton is called internal or
employee
communication.
Cornelissen (2008) define internal
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communication as the "communication with the employees internally within the
organisation". It 'aims at managing relationship with employees through various
forms of communication and media' (Jethwaney, 2018). According to Argenti
(2007), "Internal Communication is about creating an atmosphere of respect for all
employees within the organisation".
Though there is a tussle between human resource and marketing department of an
organisation to manage internal communication, Jethwaney (2018) contend that
organisation 'serves its aim better if the corporate communication department handle
employee communication'. Corporate communication managers adopt various tools
and strategies to communicate with employees. in consultation with the
management, corporate communication department supports in crafting appropriate
message and delivering the same through most suitable media vehicle. Some of the
media vehicles used for the purpose are house journal, video magazine, interpersonal
communication, brainstorming, employee blogs, intranet, open house meetings
etc.Internal communication delivers information about new policies, rules, vision
mission of the organisation, reorganisation or staff promotion etc. It attempts make
employees better understand the company, its products, ethics, work culture and
philosophy.
2.5.4 Government Relations
Organisations operate in a legal and regulatory framework. They function under
certain rules and law. This makes the government, which frames law and
regulations, one of the biggest influencer of the corporate. This necessitates the need
for having a healthy relationship with governmental stakeholders and organisations
for organisations. Government relations, also called public affairs, refers to how an
organisation "interacts with the government, with governmental regulators, and the
legislative and regulatory arms of government" (Bowen, et al, 2010). It helps
organisations to communication with government stakeholders which includes
political leaders, elected representatives, civil servants, trade association, regulatory
bodies etc.
Corporate communication, as part of government relationship efforts, directs
communication effort at governmental representatives. It discusses regulatory issues
with the government representatives and express concern of the industry or
organisation. It makes effort to educate the government stakeholders about different
policy issues and possible impact. Organisations use different tools and tactics to
impress upon the government. Lobbying is one of the important tools in government
relations. It is the act of attempting to influence the actions, policies, or decisions of
officials, most often legislators or members of regulatory agencies.
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While attempting to influence
government policies in its favour,
organisations also form industry
associations to deal with important
issues as a group. Organisations get
more power and higher chance to
influence policy outcome by joining
industrial associations. In India there
are very highly active industry
associations like Federation of Indian
Chamber of Commerce and Indsutry
(FICCI), The Confederation of Indian
Industry (CII), The Associated
Chambers of Commerce of India
(ASSOCHAM) and Indian Chamber
of Commerce (ICC) which represent
industries in general. In additional to
there are several associated of
different industry like The National
Association of Software and Services
Companies (NASSCOM), The Cellular Operators Association of India (COAI),
Organisation
of
Pharmaceutical
Producers of India (OPPI), Cement
Manufacturers' Association (CMA),
Real Estate Developers Associations
of India (CREDAI) and many others.
There are also several regional level
industry associations like The Hotel
& Restaurant Association of Odisha
(HRAO) and Utkal Chamber of
Commerce and Industry.
These
organisations bring out research
papers and organise conferences and
meetings to influence policy making.
2.5.5
Corporate
Social
Responsibility
With changing business environment
and increase in awareness about
corporation and market, stakeholders'
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expectation from organisations is also growing. Not just profit, social and
environmental aspect of business is drawing great attention. Corporations are
expected to be more responsible in managing the environmental and social aspects of
their business. In order to address these expectations corporations now integrate
social and environmental concerns in their business. This forms the foundation of
Corporate Social Responsibility (CSR), which also known as Corporate
Responsibility (CR). Kotler and Lee (2005) define CSR as "a commitment to
improve community well-being through discretionary business practices and
contributions of corporate resource" (p.3). According to Carroll (1979), “the social
responsibility of business encompasses the economic, legal, ethical, and
discretionary expectations that society has of organizations at a given point in time
(p. 500)”. The World Bank’s working definition of corporate social responsibility
says, “Corporate social responsibility is the commitment of business to contribute to
sustainable economic development—working with employees, their families, the
local community and society at large to improve the quality of life, in ways that are
both good for business and good for development”.
CSR is considered as one of the key drivers of corporate reputation. Argenti (2013)
says, "This new lens is increasingly being used by constituencies ranging from the
general public to investors to analyse and critique modern day corporate behaviour"
(p. 109). According to Porter and Kramer (2006) there are four main reasons for
companies to adopt CSR programmes. These are moral obligation, sustainability,
license to operate and reputation. CSR contributes not only in building corporate
image and reputation, but it also helps in building a favourable relationship with
community. There are several studies which confirmed that CSR benefits business
directly by contributing in increase of sales and indirectly by enhancing goodwill.
This is because, consumers are now expecting businesses to be more responsible and
address social and environmental issues. Not only that, CSR also helps in boosting
employee morale and achieving higher product in the workforce.
CSR in India can linked to various philanthropic activities by businessmen over the
years. However, Under Companies Act, 2013, any company having a net worth of
500 crore or more or a turnover of 1,000 crore or a net profit of 5 crore must spend
2% of their net profits on CSR activities. Various companies in India are involved in
CSR activities by contributing financially for a social cause, taking up various
development projects, adopting villages or community for all round socio-economic
projects and various other mediums.
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The actual benefits of CSR can be actualised
only when it is communicated effectively to the
stakeholders. Corporate Communication plays a
significant role in this. It communicates the good
work done by the company to various
stakeholders to earn goodwill for the company. It
adopts various means like advertisement, story
in media, CSR Reports, e-mailers, social media
communications, events, newsletters, etc. to
achieve this. Corporate communication also
helps in planning and implementation of CSR
programme of a company by identifying the
right target audience and cause.

CSR communication is a process
of anticipating stakeholders’
expectations, articulation of CSR
policy and managing of different
organization communication
tools designed to provide true
and transparent information
about a company’s or a brand’s
integration of its business
operations, social and
environmental concerns, and
interactions with stakeholders.
Podnar (2008), p. 75)

2.5.6 Financial Communication
Capital market participants constitute one of the critical and influential stakeholder
group for corporate organisations. They can influence a business organization
significantly. Hence Financial Communication and investor relations is considered to
be strategically important function of corporate organization, especially companies
listed in stock exchanges and accessing investment from capital market.
Traditionally, communication with these capital market stakeholders was considered
to be the domain of finance function. However, with changing expectation of the
stakeholders and demand for financial information from non-capital market
stakeholders necessitated the need for making the communication 'beyond numbers'
and communication between organisations and its capital market participants is
emerging as an important sub-function of corporate communication.
Business organisations are expected to communicate about their financial
performance to various stakeholders to make them understand the organisation's
performance and strategy, so that they can make decision about their future
association with it. Financial communication, which also includes investor relations,
is an vital link between a company and its investors. It is a key element in building
investors' confidence and credibility of the company in the market. It can affect a
company's share price performance and image. Financial communication is also a
legal obligation, especially for listed and publicly traded companies. It includes not
just the financial figures, but the corporate governance and strategy.
Corporate communication supports the organisations in effectively disseminating
financial information and building positive relationship with analysts, bankers,
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business journalists, stoke brokers, institutional investors, shareholders and general
public. According to Brennan and Merkl-Davies (2018):
Corporate communication in a capital market context constitutes
communication between firms and financial stakeholders about the firm’s
economic events and their effects within and outside the financial statements
in the form of words, tables, graphs and pictures using a variety of genres,
channels and media, to discharge accountability or aid decision-making to
build strong relationships with capital market participants to ensure their
continued financial support. (p. 555)
Through various tools like annual and interim reports, investors meet, on site visits,
interviews, stories in media, financial advertising, analysts meetings and others
corporate
communication
supports in enhancing financial
image of the organization,
resulting in increased public
confidence and better access to
funding sources. Corporate
communication in consultation
with the senior management and
finance
function
of
the
organisation develops content
and media vehicle to deliver
message to capital market
stakeholders. It uses financial
information to get positive focus of media, especial business press.
2.5.7Corporate Advertising
Advertisement, according to Kotler ( 2007) is "any paid form of non-personal
presentation and promotion of ideas goods or services by an identified sponsor" (p.
369). It "attempts to inform and persuade a large number of people with single
communication" (Longman, 1971). It is widely used in product marketing and
constitutes an important component in product marketing mix.
However, advertising are also used to promote the organisation as whole. Argenti
(2013) define corporate advertising as "the paid use of media that seeks to benefit the
image of the corporation as whole rather than its products or services alone". Like
product advertising, space and time in the media is purchased in corporate
advertising. But it speaks about the organisation, not any product or service offered
by the organisation. The money spent on advertising is used to improve the overall
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perception of the organisation itself. According to Leading National Advertisers
(LNA), "to truly be labelled 'Corporate' the advert must deal with the company's
policies, functions, facilities, objectives, ideas and standards, it should build
favourable opinion about the company's management, technology skill, social
contribution and should enhance the financial structures or investment qualities of
the company or promote it as good place to work" (as cited by Jethwaney, 2018).
The primary objectives of corporate advertising are to improve the image of the
organisation by building positive opinion, make it attractive workplace and desirable
company to buy from.

Figure 3https://www.iocl.com/NewImages/CorporateAds/big_add_corporae_awards.jpg

Companies use corporate advertising to reinforce or enhance their image, to draw
attention of potential investors and attract investments, to influence opinion on
important social, political and environmental issues and to attract prospective
employees. it is an effective tool to attract talents for organization which do have a
consumer product or are not widely visible. It is also used extensively when there is
a merger and acquisition or change in corporate identity elements like logo or brand
name. It is also very effective in building positive response at time of crisis by
explaining the organisation's view point and perspective on the issue.
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2.5.8 Crisis Communication
Corporate communication plays important roles at various stages of crisis
management. Jethwaney (2018) argue that
communication is the most important ingredient
in the crises management mix. In times of crisis,
organisations have to reach out to a number of
stakeholders and respond to their information
need. Corporate communication supports in
identifying various stakeholders, ascertain
communication channels for reaching out
different stakeholder groups and articulating
information flow. Corporate communication
makes all efforts to defend the organization and
protect reputation of the organisation by
communicating and engaging with several
stakeholders.
Corporate
communicating
department
in
coordination with the functional department
makes an assessment about the crisis and extent
of losses. Accordingly, it analyses information as
per requirement of various stakeholder groups and
develops appropriate messages. Thereafter it
identifies the most appropriate and effective
channel to deliver the message and establish
communication. Since the response time at the
time of crisis is very less, corporate
communication department comes out with
official statement with initial information and
keeps on updating the same as newer information
Figure 4 Campaign by Nestle while
relaunching Maggi after the controversy
arrive.
ofver presence of high levels of
monosodium glutamate in Maggi
Corporate communication managers also advise
the management on how to manage the
information and prepare the spokesperson to address the media. It ensures consistent
information flow across various platforms.
As a part of crisis management plan, corporate communication department develops
and circulates policies and guidelines for crisis communication. It trains the
spokesperson in media relations skills required for crisis communication.
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2.5.9 Conclusion
These are the some of the core sub-functions of corporate communication. Many
practitioners also include marketing communication in the list. Some of the subfunctions are overalap with each other but need special attention. However, in most
of the companies in India, corporate communication deals with corporate reputation
management, media relations, internal communication, corporate advertising and
crisis communication. Corporate Social Responsibilities has emerged as a separate
function in several organisations. Government relations and financial
communication are not under the purview of corporate communication department in
many companies in India. Marketing communication is mostly a domain of
marketing department of the organisations.
As part of its responsibility, corporate communication department is also manages
social media communication of the organisation. It mostly deals with dissemination
of information related to the organisation and corporate brand in social media
platforms like Facebook, Twitter and Instagram. The department is also responsible
for making communication collateral like corporate brochure, annual reports,
sustainability reports, audio visuals of the organisation for various stakeholders.
Managing the corporate website is also a responsibility of corporate communication
function. Besides Corporate communication department supports in preparing
speech and briefing documents for senior executives for their participation in
different forums. When the organisation participates in an exhibition or expo,
corporate communication is responsible for making the exhibition stall and
managing the same.
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2.6 SUMMARY
Corporate communication plays an effective role in achievement of organisational
goal. It integrates all communication and delivers core messages various
stakeholders of the organisation, thus building and maintaining favourable
reputations and relationship with stakeholder groups. the objectives of corporate
communication include, facilitation of exchange of information between the
organisation and its stakeholders, managing relationship with stakeholders, making
communication consistent across all platforms, building and sustaining reputation,
promoting organisational culture as well as scanning and appraisal of overall
corporate environment. It also defends the organisation during crisis. The corporate
communication mix proposed by van Riel and Fombrun (2007) has three principal
cluster; management communications, marketing communications, and
organizational communications.
Corporate communication also consists of various sub-function related to reputation
and communication of the organisation. It manages corporate identity, image and
reputation, relationship with media, communication with employees, relationship
with government, corporate social responsibility, communication with capital market
stakeholders, corporate advertising and crisis communication. The function is still
evolving and emerging as an important component in the strategic management of
modern organisation.
2.7 CHECK YOUR PROGRESS
1. Discuss various goals and objectives of corporate communication.
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
2. What are the principal clusters of corporate communication mix? Discuss
each cluster.
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
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3. What is Crisis Communication?
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
4. Write a short note on Internal Communication.
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
5. What is corporate advertising? Differentiate it from product advertising.
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
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BRIEF
HISTORY
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CORPORATE COMMUNICATION

Structure
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3.3 Evolution of Corporate Communication
3.3.1 History of Public Relations, the Predecessor of Corporate
Communication
3.3.2 The Publicity Era
3.3.3 The Professional Evolves
3.3.4 The Professional Era
3.3.5 From PR to Corporate Communication
3.4 Pioneers of Corporate Communication
3.4.1 Ivy Ledbetter Lee (1877 – 1934)
3.4.2 Edward Bernays (1891 – 1995)
3.4.3 Doris E. Fleischman (1891-1980)
3.4.4 Arthur W. Page (1883–1960)
3.4.5 David Bernstein (1928-2017)
3.5 Summary
3.6 Check Your Progress
3.7 Further Readings
3.8 References
3.1 LEARNING OBJECTIVES
After going through this unit you will become familiar with the:


History of corporate communication



Some of the pioneers of corporate communication practice
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3.2 INTRODUCTION
Corporate communication is one of the youngest professions with a history of about
150 years. The foundation of modern corporate communication profession was laid
with public relation. With rise of mass media and other communication
channelsduring this period, the demand for information from various stakeholders
increased. Industrial organisations hired professionals for publicity and defending
reputation. The modern corporate communication has evolved through various
formats of managing communication, publicity and promotion to become a high-level
management practice, dealing with the core values of an organisation. Let's discuss
how modern corporate communication practice has emerged as a strategic tool for
organisations across the globe.
3.3 EVOLUTION OF CORPORATE COMMUNICATION
Corporate Communication finds its roots in Public Relations, which began as a paid
profession during 1900s. Therefore, history of Corporate Communication is closely
associated with Public Relation's history. Understanding evolution of corporate
communication would be incomplete without analysing history of public relations.
Let's start with discussing history of Public Relations, which is defined as "a strategic
communication process that builds mutually beneficial relationships between
organizations and their publics" (Public Relations Society of America, 2012).
3.3.1 History of Public Relations, the predecessor of Corporate Communication
The concept and practice of public relations, of course in different form, is as old as
human civilisation. According to Edward Bernays (1952), one of the pioneers of
modern public relations, “The three main elements of public relations are practically
as old as society: informing people, persuading people, or integrating people with
people. Of course, the means and methods of accomplishing these ends have changed
as society has changed (p. 12)”. Cutlip, Centre and Broom (2006) write,
“Communicating to influence viewpoints or actions can be traced from the earliest
civilisations. Archaeologists found a farm bulletin in Iraq that told farmers of 1800
BC hot to sow their crops, an effort not unlike today’s distribution of farm bulletins
by the US Department of Agriculture. Rudimentary elements of Public Relations also
appear in descriptions of the King’s spies in ancient India”. Public relations has been
in practice throughout history. Cleopatra, Julius Caesar and Ashoka the Great are
excellent practitioners of Public relations.
Ptah-Hotep (2200 BC) wrote about the need to communicate with people in his work
the Maxims of Ptah-Hotep. Socrates (470-399 BC) believed effective communication
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should be based on truth. Aristotle (384 - 322 BC) had authored rhetoric, a treatise on
the art of persuasion. Julius Caesar (100 - 44 BC) has ordered posting of ActaDiurna
in 50 BC, considered as the first public newsletter. Stories of kings, moving in night
in disguise to see themselves as what people think about their administration, is
abundant in all civilisations. Setting up statues, edicts, monuments and temples etc,
that remind people about influence of rulers are also Public Relations – like activities,
practiced across civilisations. Effort to communicate with public and persuade their
opinion occurred throughout the history, irrespective of geographical locations.
Though practice of public relations in different forms is found in ancient civilisation,
Modern public relations practice dates back to 19th. Before this, King's College,
which is now known as Columbia University, issued the first news release,
announcing graduation ceremony, to generate press coverage in 1757. Similarly, in
1625 Harvard College used the first public relations brochure titled “new England's
First fruit to raise fund”. Till the end of eighteenth century, though Public Relations
methods were used by several persons and organisations, the phrase Public Relations
was yet to come. Activities of Samuel Adams in revolutionary war to influence public
opinion are similar to activities of any modern public relations campaign. According
to Cutlip, during the war of independence in US, “newspaper, pamphlets, sermons
from the pulpit, town meetings, and the committees of correspondences were the
primary means of carrying the attack on British rule. Other means of communication,
such as broadsides, songs, plays, poems and cartoons were also used but in a lesser
way”. The historical campaign in 1787-1788 that won ratification of the US
Constitution is referred as "greatest work ever done in America in the field of Public
Relations" by one of America's leading historiansDr. Allan Nevins(as cited in Cutlip,
2013)
3.3.2 The Publicity Era
First use of the term "public relations" is considered to be by third president of the
United States Thomas Jefferson 'in a statement about the obligation of government to
the governed' (Heath, 2013). However, some other scholars credit civil service reform
pioneer Dorman Eaton for coining the term 'public relation' in his address to Yale
graduating class of 1882. However, the term was first used by the Association of
American Railroads in a company listing in 1897.
In 1829, Amos Kendall, a former Kentucky newspaper editor, was appointed
fourth auditor of the Treasury, in addition to writing speeches, state papers, and news
releases, conducting opinion polls, and developing the administration’s own
newspaper (Heath, 2013). According to Wilcox and Cameron (2009):
Kendall sampled public opinion on issues, advised Jackson, and skillfully
interpreted Jackson’s rough ideas, putting them into presentable form as
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speeches and news releases. He also served as Jackson’s advance agent on
trips, wrote glowing articles that he sent to supportive newspapers, and
probably was the first to use newspaper reprints in public relations; almost
every complimentary story or editorial about Jackson was reprinted and
widely circulated. Article reprints are still a standard tactic in today’s modern
practice. (p.45)
With rise of industrialisation and urbanisation, many business organisations emerged
and competed with each other for success. This ushers in increasing importance of
communication and public relation function. During 1850s, in order to attract tourists
and settlers to the American West, American railroads used advertising, publicity, and
printed materials. The German steel and armaments company Krupp created the first
corporate press department in 1870 to write articles, brochures and other
communications for advertising the firm.
Westinghouse Corporation set up what is believed to be the first in-house
public relations department in 1889. It promoted the concept of alternating current
(AC) versus direct current (DC) by Thomas Edison and General Electric Company. In
this “battle of the currents”, George Westinghouse won and AC became the standard
in USA.
Use of publicity in political campaign was first witnessed in the US presidential
election in 1896 between William McKinley and William Jennings Bryan. It used
posters, pamphlets and news releases as well as campaign management techniques.
Nineteenth century is considered as Publicity Era because of dominance of press
agents, which, according to Dictionary.com, is "a person employed to promote the
interests of an individual, organization, etc., by obtaining favourable publicity
through advertisements, mentions in columns, and the like". The objective was to
disseminate information and grab attention through publicity and hype.
3.3.3 The Professional Evolves
According to Cutlip, the beginnings of the public relations vocation started with the
establishment of The Publicity Bureau in Boston in mid-1900. Founded by George
VS Michaelis, Herbert Small and Thomas O. Marvin, it is regarded as the first Public
Relations Agency of US and brought the development and widespread utilisation of
public relations skills. It was hired by railroads in 1906 to help them oppose
government regulation. The bureau went out of business in 1911.
In 1902, an article titled as 'What Is Publicity?' was published in American Review is
believed tobe the first magazine article about public relations.
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US President Theodore Roosevelt is considered ‘as one of the first politicians to use
public relations as a means of achieving progressive ends’ (Bernays, 2011). He is the
first president to extensively use press conferences and interviews during his
presidency (1901-1909) (Lloyd &Toogood, 2014).
During this period Ivy Ledbetter Lee, who was a
journalists, formed a Publicity firm in 1905. Lee is
regarded as first professional Public Relations
Practitioner and is often credited as one of the
founder of modern public relations. As an adviser to
several big business corporations, who were under
attack on a variety of fronts, he took a totally
different approach of becoming open and
communicative. He produced the first clearly
designed press release and demonstrated the benefits
of communication for the Corporations. Clarifying
his approach to his work, he sent his famous
'Declaration Principles' to editors. The Principles set
Figure 5 Ivy Ledbetter Lee
new standards in the relationship between PR
Practitioners and the media (Ray, 1966). Lee defined
public relations, saying “Public relations means the actual relationship of the
company to the people and that relationship involves more than talk. The company
must act by performing good deeds” (Litwin, 2009).
Lee also used other Public Relations tools such as leaflets, folders, and bulletins for
customers; company news for employees; and other material for important decision
makers, including congressmen, state legislators, mayors and city councilmen,
economists, bankers, college presidents, writers, and clergymen.
Henery Ford also used several Public Relations tools. The employee periodical Ford
Times was begun in 1908 and continues today. In 1914, a corporate film department
was established. Ford also surveyed 1,000 customers to gain insights into their
attitudes and concerns.
In 1927, US President Woodrow Wilson set up a Committee on Public Information,
run by newspaperman George Creel. With a staff of journalists, scholars, artists, and
others skilled at manipulating words and symbols, Creel mobilized the home front
with a comprehensive propaganda bureau that utilized all media, including fi lm and
photography. Political scientist Harold D. Lasswell was involved in the Creel
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organization. Looking back to assess the situation, Lasswell concluded, “Propaganda
is one of the most powerful instrumentalities in the modern world.” In addition to
using standard tools of the public information model Creel’s committee made use,
without knowing it, of psychological principles of mass persuasion.
Ivy Lee’s “Declaration of Principles"
Declaration of Principles issued by one of the pioneer of modern public relations
Ivy Ledbetter Lee has significant contributn to modern public relations practice in
the decades to follow. The statement described the concept of public relations and
its obligation to media and the people. It was developed and sent to media in 1906,
while Lee was hired by coal operators during an anthracite coal strike. The issued
this statement in order to soothe the hostility shown by newspapers towards the
information or 'hand-outs' he was sharing with media. Newspaper editors called
these hand-outs mere ads and lee was accused to manipulate them.
Lee's Declaration Principles, read:
This is not a secret press bureau. All our work is done in the open. We aim
to supply news.
This is not an advertising agency; if you think any of our matter ought
properly to go to your business office, do not use it.
Our matter is accurate. Further details on any subject treated will be
supplied promptly, and any editor will be assisted most cheerfully in
verifying directly any statement of fact. Upon inquiry, full information will
be given to any editor concerning those on whose behalf an article is sent
out.
In brief, our plan is, frankly and openly, on behalf of business concerns and
public institutions, to supply to the press and public of the United States
prompt and accurate information concerning subjects which it is of value
Public relations took the next step toward professionalism in 1918 as Edward Bernays
and interest to the public to know about.
advised the President of the new country of Czechoslovakia to announce
independence
on a Monday,
rather institutions
than on a Sunday
to much
get maximum
press
Corporations
and public
give out
information
in coverage.
which the
In 1923 he published a book, "Crystallizing Public Opinion", outlining his profession,
news point is lost to view. Nevertheless, it is quite as important to the public
and taught a course at New York University. Both of these are considered firsts in the
to have
this news
as it isBernays
to the establishments
give it currency.
modern field
of public
relations.
styled himselfthemselves
a "public to
relations
counsel"
I send out only matter every detail of which I am willing to assist any editor
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in Open
verifying
for himself.
I am always at your service for the purpose
of

enabling you to obtain more complete information concerning any of the
subjects brought forward in my copy.

and had very pronounced views on the differences between what he did and what
people in advertising did.
Throughout his career Bernays described public relations as the science of creating
circumstances, mounting events that are calculated to stand out as newsworthy, yet at
the same time do not appear to be staged. Staged “media events” were clearly a
defining characteristic of the agency that Bernays started in 1919 with Doris
Fleischman, his future wife and partner. Bernays’s most well-known event was
“Lights Golden Jubilee.”
Another leading early pioneer of Public Relations was Arthur Page, who was a vice
president and director of AT&T from 1927 to 1947. He is sometimes referred to as
"the father of corporate public relations" for his work at AT&T. Page maintained that
all business in a democratic country begins with public permission and exists by
public approval. If that be true, it follows that business should be cheerfully willing to
tell the public what its policies are, what it is doing, and what it hopes to do. This
seems practically a duty (Griswold, 1967). Page viewed public relations as a broadbased management function that transcended both the journalistic publicity and
persuasive communication campaign traditions.
Although corporate and agency public relations practice grew handily as part of the
1920s business boom, it was the Great Depression of the 1930s and the personal
leadership of President Franklin Roosevelt that further transformed the practice. With
help from public relations practitioners like Carl Byoir, Roosevelt built public support
and changed public opinion toward his New Deal recovery programs with weekly
radio broadcasts and numerous other techniques. During World War – II, the Office
of War Information (OWI) was established, similar to Creel’s effort in World War
I.Post World War II, during the second part of twenties century public relations
established itself as one of the vital function of organisations in the world.
Organisations started dedicated public relations departments and several public
relations consultancy firms emerged. According to Wilcox and Cameron (2009), the
factors that led to development of public relations are:
•
•
•
•
•

Economic Growth
Major increases in urban and suburban populations
The growth of a more impersonalized society, represented by big
business, big labour, and big government
Scientific and technological advances, including automation and
computerization
The communications revolution in terms of mass media
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•

Bottom-line financial considerations often replacing the more
personalized decision making of a previous, more genteel society (p.
57)

Organisations realised the importance of public relations to win public receptivity and
support for their products and position. During this period public relations
professional bodies started to emerge. The Public Relations Society of America
(PRSA) was founded in 1948 and by 1950, the first PRSA code of professional
standards was adopted to address responsibility for the good character and reputation
of the public relations professional (Whitman B. and Guthrie, 2018). Similarly, the
International Public Relations Association was established in 1955. In developed
IPRA Code of Conduct 'aimed at establishing accepted standards of professional
ethics and behaviour in the field of public relations to be adhered to by all members
of the Association worldwide'. The code wad further developed intro an International
Code of Ethics, also known as the "Code of Athens" in 1965. These professional
bodies played significant role in public relations training.
Public Relations in 1960s and 1970s was mainly centred around media relations and
hence many journalists moved across to this new but emerging field. This trend is
also seen in present professional practice. As privatisation of government entities and
companies moved rapids to newer markets, the profession witnessed rapid expansion
throughout the globe.
3.3.4 The Professional Era
Like other civilisations of the
world public relations was in
practice in India during early
civilisation. In the preface of his
book Public Relations History:
From the 17th to the 20th
Century: the Antecedents, Scott
M. Cutlip (2013) writes
"Rudimentary
elements
of
Public Relations can be found in
ancient India. In writings of that
nation's earliest times there is Figure 6Ashoka Rock Edicts at Dhauli, Bhubaneswar (Source: Wikipedia.org)
mention of the king's spies,
whose function included, besides espionage, keeping the king in touch with public
opinion, championing the king in public and spreading rumours favourable to the
king" (p. xi). Many scholars argue that origin of public relations in India can be traced
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to back to the time of Ashoka the Great. The rock edicts and pillar inscriptions by
emperor Ashoka was communicated about the Emperor’s obligations to the ruled.
Vil’Anilam (2014) writes:
The Maurya practice of rulers communicating with the people of all strata of
society continued during the period of later rulers, such as the Guptas and
others; even extending to the Mogul rulers from Babur in the 15th century and
his descendants, including Akbar the Great, Jehangir, Shah Jahan and
Aurangzeb to Bahadur Shah Zafar in the 19th century. Their subjects could
present grievances to the rulers through the ruler’s representatives or directly
at the Emperor’s Court (Darbar). Early practices of maintaining relations
with the public cannot, however, be compared with modern public relations.
(p. 35)
Kaul (1992) divided development of Public Relations in India into four phases: Early
Stage, the stage of conscious public relations, Third Stage public relations and Stage
of professionalism in public relations. The Early State of public relations activities
consisted of efforts by some liberal and philanthropic industrial pioneers and
dissemination of information out of necessity. It continued till Second World War.
The community relationship activities by Tata Iron and Steel Company and
promotional activities by the Railways to attract tourists are notable public relations
activities in India.
The second stage of Public Relations or the stage of conscious public relations
developed during second world war because "certain objective factors had arisen in
the environment which gave rise to the need for deliberate public relations activity"
(p. 33). The major set up different units to mainly to mobilise public opinion in
support of the war. During this period some industrial houses set up public relations
departments.
Post-Independence, the third phase of public relations started with newer socioeconomic environment. "Government and business organisations had to adopt
conscious and deliberate policies of public relations. It is from this period that PR
practice in the modern sense of the term began in India" (p.34). International
companies entered Indian market and used public relations techniques to establish
their business. More companies set up public relations department during fifties and
early sixties.
Fourth Stage of Public Relations, according to Kaul (1992), began with
formation of professional organisations of PR practitioners. Public Relations Society
of India (PRSI) was formed in 1958. It organised the first All India Public Relations
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Conference at New Delhi on April 21, 1968 with theme as Professional Approach.
This conference holds huge significance in the history of public relations in India as it
set the parameters of public relations profession. Code of Ethics for Public Relations
profession was also adopted in this conference, beginning of professional public
relations in India.Since then April 21 is celebrated as National Public Relations Day
by PRSI across the country.
Several Scholars also divide history of public relations into three phases: propaganda,
publicity and public information, and public relations (Reddi, 2009, Vil’Anilam,
2014). The period from 1500 BC to 1858, when the East Indian Company Rule ended
is identified into the propaganda phase. The focus of communication, mostly by rulers
and religious leaders was propaganda, which, according to Jowett and O'Donnell
(1999), "is a deliberate and systematic attempt to shape perceptions, manipulate
cognitions and direct behaviour to achieve a response that furthers the desired intent
of the propagandist". Religious leaders promoted their ideology and 'influenced
people's mind to absorb and assimilate their respective faiths'. Rulers of ancient India
like Mauryans, Guptas, Mughals 'used information to instil a massive dose of faith in
the people to support and preserve the rule of their respective government and
promote the image of the rulers' (Reddi, 2009).
With advent of British Rule, in 1857, it was changed to Publicity and Public
Information Model and continued till 1947. The focus was to disseminate information
and draw attention of public. The British Government, unlike the East India
Company, started disseminating information to win the confidence of people.
According to Ghosh, cited in Vil’Anilam (2014), "systematic and organized public
relations began in the form of publicity and governmental propaganda in India in the
colonial period of the early decades of the 20th century" (Vil’Anilam 2014, p. 36).
In 1858, Lord Canning, with an objective to build favourable relationship with the
press and people set up a separate room known as 'The Editors Room' in his office.
He placed papeprs of public interest before the journalists. It was the beginning of
government publicity structure in India.
After several 'experiment' to disseminate information to press by British Government,
Lord Lytton, who joined as new Viceroy of India in April 1876, took special interest
in improving the 'unsatisfactory relations into which the government has fallen as
regards the whole Indian press' (Sanial, 1908).Through his private secretary, Sir
Owen Burne, Lord Lytton sought opinion of Robert Knight, who was an editor of
Times of India and founder of The Statesman, on how to improve relationship
between the government and the press. In his letter to Burne in 1876, Knight mooted
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the idea of establishing and maintaining 'Press Bureau', headed by a sympathetic man,
not a monitor or censor. Knight writes:
...there should be a Press Bureau administered by a broad and genial man,
endowed with prudence and plenty of common sense, whose special office it
would be to invite the confidence of every journal in the country and establish
friendly relations therewith. It would be for him to communicate freely what
information can be given them and to tell them frankly what it was deemed
necessary to reserve.
(As cited by Sanial, 1908, p. 373)
Lord Lyttonestablished the first government press bureau in March 1877. This is
considered as the first attempt to centralise information dissemination by government
to press. In 1878 Lord Lytton established the office of Press Commissioner and Sir
Roper Lethbridge, who edited the Calcutta Review (1871-78) was appointed as the
first press commissioner (Sanial, 1908). According to Sanial (1908), the duty of the
Press Commissioner was "to be to supply all newspapers, English and Vernacular
alike, with all information which it was considered important or expedient to furnish
to the public, and it was to be the duty of all heads of offices to give such information
to the Press Commissioner" (p. 398).However the Press Commission could last only
for three years.
Two notable activities during the Publicity and Public Information phase of Public
Relations are the community relations practice by Tata and public relations in the
Railways. Tata Iron and Steel Company was founded by Jamsetji Tata and
established by Dorabji Tata on 26 August 1907, and began producing steel in 1912 as
a branch of Jamsetji's Tata Group.The Tata Iron and Steel Company, which started
production in 1912, practiced community relations from its inception. The company
built a model industrial township at Jamshedpur and provided housing, water and
electricity and free primary education. It also stated a hospital and technical institute
as early 1921 in the township, besides promoting social, cultural and economic
development of the community.
Indian Railways started systematic and organised public relations practice in India,
according to several scholars. The Great Indian Peninsular Railways, in order to
attract tourist to India started campaign outside India during 1920s. ‘Primarily
manifested as marketing public relations, the campaign made use of travelling
cinemas, holding open air shows at Indian fairs. Abroad, bureaus in London and New
York placed advertisements in newspapers and participated in exhibitions’ (Bardhan
and Patwardhan, 2004, p. 251).
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During First World War (1914-1918), the Government of India realised the need for
disseminating information to keep people of India informed about the progress of the
War. It established a number of publicity boards throughout the country with the
Central Publicity Board were set up in 1918. It is considered as the first formalised
form of government public relations. The Publicity Boards developed good
relationship with India journalists and organised tours to take the journalist to the
battlefield (Reddi, 2009). Sir Stanley Reed, Editor of the Times of India joined as
president the Board and led the board till March 1919.
During First World War (1914-1918), the Government of India realised the need for
disseminating information to keep people of India informed about the progress of the
War. It established a number of publicity boards throughout the country with the
Central Publicity Board were set up in 1918. It is considered as the first formalised
form of government public relations. The Publicity Boards developed good
relationship with India journalists and organised tours to take the journalist to the
battlefield (Reddi, 2009). Sir Stanley Reed, Editor of the Times of India joined as
president the Board and led the board till March 1919. After the First World War, the
Government of India decided to continue the organised publicity work. According to
Robb (1971), "Sir Stanely Reed recommended for establishing a small department of
publication under the home member to advise the government on the use of existing
newspapers for meeting unfair criticism to popularise government reports and
publications and to as an information bureau" (p. 36). A small cell was created within
the home department to carry on the work of the central publicity bureau. The Cell
was headed by Prof.Rushbrook Williams, an academician from Allahabad University,
as an Officer on Special Duty. Prof.Rushbrook Williams had also worked with Sir
Stanely Reed in Central Publicity Bureau. This small cell became Central Bureau of
Information towards end of 1920 and the designation of the Officer on Special Duty
was changed to Director. Prof Rushbrook Williams became the first director of
Central Bureau of Information, which is considered as the predecessor of the Press
Information Bureau. The Central Bureau of Information was re-designated as
Directorate of Public Instruction in 1923. Later in 1939, it was renamed as
Directorate ofInformation and Broadcasting with Sir Frederick Puckle as Director
General.
During Freedom Struggle, Mahatma Gandhi, who is known as one of the master
communicators, also used several public relations techniques to create public opinion
against the British Rule. Reddi (1997) position Gandhi as the father of Indian public
relations. "Gandhi by practicing two-way public communication policy laid the strong
foundation for the modern India public relations" (Reddi, 2014, p. 80).
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As the Second World War broke out in 1939, Government of India strengthened its
information and publicity structure. The subject of broadcasting was shifted to
Department of information and broadcasting. The All India Radio, which was set up
in 1936, was transferred to this department. A separate organisation 'Inter Services
Public Relations' Directorate was created for defence service publicity with Ivor Jehu
of the Times of India as the Chief (Natarajan, 1955). Government of India for the first
time used the term 'Public Relations' in 1941 (Reddi, 2009).
Among the Industrial Houses, Tata group was the first Corporate to set up a fullfledged 'Public Relations department in 1943. The department, headed by Minocher
Rustom "Minoo" Masani, started publishing a monthly newsletter in 1944.
The Public Relations phase started with Indian independence. This can also be called
the phase of conscious Public Relations as the practice got more and more
professionalised. With independence Indian citizens got the rights to freedom of
speech and expression. The government laid stress on exchange of information
between the government establishments and the public. Government of India
established Ministry of Information and Broadcasting for disseminating information
and acting as public relations manager to reach out to people about various welfare
programs. It was one among the early Ministries set up after India’s Independence
and Sardar Vallabhbhai Patel was India’s first Minister for Information and
Broadcasting.
Multinationals organisations like Dunlop, Hindustan Lever (Unilever), and Philips
also started public relations department for carrying out organised PR activities.
With five year plan starting in 1950s, large development projects and industrial
facilities were launched from 1952 onwards. Government of India collaborated with
various foreign countries to expedite development of the new country. This
necessitated the need for effective communication between the government, political
leaders and people. newspapers and magazines were extensively used for this
purpose. All the Centreal Public Secotr Entrepirse (CPSEs) set up Public Relations
department managed by professionals (Vil’Anilam, 2014).
Public relations came to be accepted in India as a new activity required for
the promotion of business during the mid-1960s. It was aided by the
expansion of radio in the 1960s and television in the mid-1970s, largely under
government control. The media explosion in India, which gave it the greatest
boost, took place in the 1990s after India allowed greater access to
international media (Vil’Anilam, 2014, p. 38).
Odisha State Open University, Sambalpur

Page 55

Industrial development during 1970s gave boosted public relations practice further.
During late 1960s Public Relations Society of India (PRSI) was established. In 1960,
Tata Steel's PRO organised a course on public relations under the auspices of the
Calcutta Management Association at the Bengal Chamber of Commerce Offices. In
1968, the first All India Public Relations Conference was organised.
During 1980s business journalism and investigative journalism on business and
politics emerged in India. Business organisations came under public scrutiny. On the
other hand corporate organisations used public relations for building their image and
reputation. This marked the entry of several public relations agencies like Ogilvy &
Mather PR, MelCole PR, IPAN and Good Relations.
However, public relations in India got a major impetus in the 1990s following
liberalization, privatization and globalization of Indian Economy. With economic
reform and opening of India market, private sector surged and many multinational
companies entered the market. Market became more competitive and business
organisations competed with each other to draw attention of the mass towards their
product or services. This led to major expansion of public relations in India. Public
relation moved beyond media relations and supported business organisation in more
strategic communication. Several domestic public relations agencies emerged and
major multinational PR agencies started offering their services in India directly or
through their affiliate firms in India. As a result public relations industry grew at fast
pace with improved professionalism.
3.3.5 From PR to Corporate Communication
The term "Corporate Communication" came to the fore in 1972 after US business
magazine Fortune organised its first annual corporate communication seminar
(Otsubo, 1992 as cited by Yamauchi, 2001).Until 1970s, activities of an organisation
to communicate with its stakeholders were referred as 'public relations' (Cornelissen,
2008). This was tactical in most of the companies and focused on dealing with press.
Public Relations professionals were tasked to prevent the press from 'getting too close
to management' and shield the company from the bad publicity. They were levelled as
'spin doctors' for projecting negative news in a positive way. Thus the term 'flak' was
used to describe work of PR professionals (Argenti, 2013). Public relations
practitioner presented a favourable interpretation of events, irrespective of the reality,
to the press and persuaded public opinion in favour of the organisaiton. Such practice
earned a negative reputation for the profession. Public Relations as profession was
seen in a suspicious manner. Watergate Scandal and subsequent coverage of the then
US president Richard Nixon seriously affected reputation of public relations
profession. According to Lee and Johnson (1999),
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The largest detriment to PR's reputation did not originate from sources within
the industry itself but was a result of one of the worst political scandals of the
twentieth century. Fraser Seitel, senior counselor for BursonMarsteller, has
said that the Watergate scandal gave public relations a "black eye." President
Richard M. Nixon and his aides used what the public identified as public
relations tactics to cover up the break-in at Watergate. According to Seitel,
"what Nixon and his henchmen wrought was the exact opposite of public
relations." Unfortunately, Nixon reaffirmed the public view when he used the
term "to PR a situation" in talking about the cover-up tactics. (p. 380)
WATERGATE SCANDAL
The Watergate scandal was a scandal during and after the 1972 Presidential Election.
United States President and Republican Richard Nixon was running for election
against Democrat George McGovern. Frank Wills, a security guard, discovered clues
that former FBI and CIA agents broke into the offices of the Democratic Party and
George McGovern months before the election. These people listened to phone lines
and secret papers were stolen. When these men were found, it turned out that Nixon
was involved and he had helped them cover it all up and might have even hired these
men. The Washington Post was a newspaper which played a huge role in exposing
the misdoings, specifically reporters Bob Woodward and Carl Bernstein. This
showed the public that Nixon was not to be trusted, and society began to view him in
a different light.
Nixon chose to resign from office on August 9, 1974 because he wished to not be
impeached and shamed (this means that he may be charged with crimes).
Source: https://simple.m.wikipedia.org/wiki/Watergate_scandal
This created an identity crisis for public relations professional, which was viewed
with negative connotation. To come out of this, public relations function was
rechristened as corporate communication with wider responsibilities. Jethwaney
(2013) argues that the Watergate scandal in United States in early 1970 was
responsible for ushering in the discipline of corporate communication (p. 7). The
change of name of public relations function to corporate communication, of course
with added responsibilities like brand management, corporate social responsibility,
marketing communication etc, was a part of the effort to save the profession from
negative identity. Reddi (2009) in a similar view says, "When public relations became
non-professional, and failed to deliver goods and carried bad name, the corporate
sector in the US coined a new word for public relations as corporate communication"
(p. 148).
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However some academicians are of the view that the change in nomenclature has
been because of the changed business environment and subsequent need for
communication activities for a wider target audience.
By 1970s, several special interest groups and NGOs emerged, creating the need for
more information and communication activities by the organisations. Business
organisations and industries face increased scrutiny from media and public.
Traditional Public Relations practitioners, which used 'spin', were not capable of
handling the communication management. This required more than public relations,
laying the foundation for corporate communication function (Argenti, 2013).
Similarly, Cornelissen (2008) argue that
When other stakeholders, internal and external to the company, started to
demand more information from the company, practitioners subsequently
started to look at communication as being more than just ‘public relations’.
This is when the roots of the new corporate communication function started to
take hold. This new function came to incorporate a whole range of specialized
disciplines, including corporate design, corporate advertising, internal
communication to employees, issues and crisis management, media relations,
investor relations, change communication and public affairs. (p. 4)
Beger (2018) says that corporate communication is not just a new name of public
relations rather it is much wider. According to the author,
•

•

•

•

Public Relations deals with mostly external stakeholders and is one of
the subset of corporate communication function. Communication is a
broader term and covers communication roles, activities, tools, some of
which cannot be included under 'public relations'.
The term 'public relations' is an antiquated description of modern
corporate communication, which is primarily tasked to influence
opinion and behaviour of stakeholder, rather than establishing relations.
Public relations excludes a number of communication sub-function,
which need to be centrally managed to present the voice of the
organisations
Corporate communication reflects the changed need for harmonising all
communication activities to project a consistent positive image of the
organisation.(Beger, 2018, p. 1-3)

•
Though corporate communication has its origin in public relations function, it is not
just a new name of public relations. Corporate communication provides an integrative
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approach to all form of communication by an organisation. It provides consistency in
messaging and communication by an organisation for building the organisation's
brand. Brønn (2009) argues:
It is the idea of harmonizing communication activities that led to the rise of
corporate communication. The hope was that as a field it could combine the
expertise and practices of multiple communication disciplines, including
public relations, marketing, organizational communication, and human
resource management, in order to handle and integrate different messages
under one banner (para. 6).
Public Relations, which for many is synonymous with press relations and publicity,
has become a sub function of Corporate Communication in the changed business
environment. Corporate communication with added responsibilities deals with
managing overall image and perception of organisations through various
communication activities.
3.4 PIONEERS OF CORPORATE COMMUNICATION
Corporate Communication has been now recognised as an accepted and desirable
management function in organisations. Though it is one of the youngest professions
in modern management, it plays an important role in institutionalising communication
management of organisations. Corporate communication during last 100 years have
evolved into a strategic management function due contribution by several
personalities across the globe. Let's discuss role of some of these early pioneers who
have contributed significantly to the growth of corporate communication.
3.4.1 Ivy Ledbetter Lee (1877 – 1934)
Ivy Ledbetter Lee is recognised as one of the most famous early practitioners of
modern public relations and played an important role in laying the foundation of the
vocation, which is considered as forerunner of Corporate Communication. After a
brief career in Journalism, Lee started his career as a publicist and joined as a
publicity manager for the Citizens Union in 1903. He, along with his friend George
Parker, started a public relations firm Parker and Lee in 1905 and assured that his
work would be based on journalistic qualities of "accuracy, authenticity, and interest"
instead of distortions, hype, and exaggerations, which were widespread among the
majority of publicity specialists and press agents during those days.
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He expressed his philosophy and approach of work
through a formal 'Declaration of Principles', which
was issued in 1906. It is considered as the first
articulation of the concept that public relations
practitice and clarified that the responsibility of PR
practitioners extends beyond the obligations to the
client.
Pennsylvania Railroad was one of the first clients of
Lee. It retained Lee as a 'Publicity Counsellor' to
manage the media relations. He convinced the
management to end the policy of operating in secret
and refusing to talk with the press, which was
practiced predominantly by many large corporations Source:
https://www.prmuseum.org/blog/2015/6/3/theat that time. When the rail accident happened in most-important-pr-figures-in-the-20th-century
1906, Lee took reporters to the accident site, provided
press facilities and issued what is often said to be the first press release to the media.
In 1912, Lee was hired full-time by the Pennsylvania Railroad. This is said to be the
first instance of a public relations person being placed at the management position.
According to his archives, he drafted one of the first job descriptions of a VP-level
corporate public relations position. According to Wilcox and Cameron (2009),
Lee counselled a number of companies and charitable organizations during
his lifetime, but he is best known for his work with the Rockefeller family. In
1914, John D. Rockefeller Jr. hired Lee in the wake of the vicious strikebreaking activities, known as the Ludlow Massacre, at the Rockefeller
family’s Colorado Fuel and Iron Company (CF&I) plant. Lee went to
Colorado to do some fact-finding (research) and talked to both sides. He
found that labour leaders were effectively getting their views out by talking
freely to the media, but that the company’s executives were tight-lipped and
inaccessible. The result, of course, was a barrage of negative publicity and
public criticism directed at CF&I and the Rockefeller family. (p. 49)
Lee recognised the importance of reaching out directly to opinion leaders, who were
powerful influencers in shaping public opinion. He produced several information
bulletins and distributed these among opinion leaders. These information bulletins
were designed to be thought pieces about various issues concerning mining,
manufacturing, and labour (Wilcox and Cameron, 2009).
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Lee also represented financial interest of several foreign governments in the USA. In
1929, he worked for subsidiary of I.G. Farben, a German corporation. He travelled to
Germany in 1933-34 and had meeting with Adolph Hitler (1889–1945) in an effort to
improve the public image of Farben Company. He was accused as Hitler's publicity
agent, in 1934 by the House Un-American Activities Committee. Later he was
cleared of that charge and he died with as a broken man in the same year ("Lee, Ivy
Ledbetter," 2019).
Lee is remembered for his contribution to public relations in various ways. He is the
introduced the explanatory approach to public relations by not only practicing it but
also defending his actions. He convinced the business organisations and its
management to align with the public interest and establishing open communication
with media. His emphasis on the dissemination of truthful and accurate information
started a new model in Public Relations practice and set standard for other
practitioners to follow. This supported in changing the public perception about the
field and contributed significantly to establishment public relations as a recognised
professional practice.
3.4.2 Edward Bernays (1891-1995)
Another prominent figure to make significant contribution to the field of public
relations, the forerunner of corporate communication, is Edward Louis Bernays. He is
often credited for defining the field and introducing the concept of scientific
persuasion. According to historian Eric Goldman (1948) Bernays “moved along with
the most advanced trends in the public relations field, thinking with, around, and
ahead of them” (as cited by Lewis, 1970). The author also credits Bernays for first to
give 'theoretical underpinnings' to public
relations, first to 'emphasize social role of
public relations', making 'the field respectable'
and elevating 'it to profession' (Lewis, 1970).
After graduating from Cornell University with
a degree in agriculture in 1912, Bernays chose
journalism as his first career and wrote for the
National Nurseryman journal. Later a brief stint
in New York City Produce Exchange and
Paris's Louis Dreyfus and Company, he became
co-editor of Medical Review of Reviews and
Dietetic and Hygienic Gazette, owned by his
school friend Fred Robinson.
Figure 7: Source: Wikipedia.org

Odisha State Open University, Sambalpur

Page 61

However turning point of his career came in 1913, when Bernays worked for staging
of 'Damaged Goods', a propaganda paly that fought for sex education. While editor of
Medical Review of Reviews, he came to know that then famous actor Richard Bennet
wanted to produce the play, which was about about a man with syphilis who marries,
then fathers a syphilitic child. The controversial theme of the play, made it difficult
for raising fund. Bernays came out in support and organised 'Medical Review of
Review Sociological Fund to generate finance and public support for it. It was a huge
success and made significant contribution to public awareness about the disease. This
was also 'a pioneering move that is common today in the promotion of public causes'
(Cutlip, 1994). Encouraged by its success Bernays worked for several theatrical
productions as a publicist during 1913-17.
He was USA joined World War I, the USA Government formed Committee on Public
Information (CPI) to generate public support at home and abroad for America's war
aims. The committee, headed by former journalist George Creel, hired Bernays as a
member. He experienced the value of propaganda during the war and thought to use it
at the time of peace. As propaganda was associated with negative connotation,
Bernays popularised the term 'Public Relations'. After returning to New York,
Bernays opened a public relations firm and his partner in the new business was Doris
E. Fleischmann, a former journalist. They married in 1922. He was the first
practitioner to call himself a counsel on public relations.
In order to promote the public relations field, he authored the first important book on
the subject "CrystaIlizing Public Opinion" in 1923. It was not only the first full length
book on Public Relations, it played an important role in disassociating Public
Relations from press agentry or publicity work. It was the starting point for several
ideas, which made the basis for modern public relations profession. Bernays was also
the first person to teach Public Relations in 1923 in the University's School of
Business and Finance in New York City. Marvin Olasky in 1987 wrote,
Bernays is known to some historians for naming the field that he would
influence so heavily. In 1922, while Ivy Lee was still referring to himself as a
publicity advisor, publicity expert, or publicity director, Bernays was
describing himself as a public-relations counsel, and that is the title that
caught on. But Bernays did something more important: He gave public
relations practitioners pride in their activities.
He was able to do so because of his communication skills and a personal
belief-structure made up of atheism, Freudianism, and a faith that behind-thescenes controllers should exercise “social responsibility” by devising clever
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public relations campaigns to direct “human herds” into appropriate corrals.
(1987, p. 80)
According to www.prmuseum.org, in 1927, Edward Bernays bought a full-page ad in
"Editor and Publisher" to explain the role of the public relations counsel. It begins: "A
counsel on public relations directs, advises upon and supervises those activities of his
client which affect or interest the public. He interprets the client to the public and the
public to his client." ("Public Relations Counsel — The Museum of Public
Relations," 2015).
Bernays's famous corporate clients included Procter & Gamble, the American
Tobacco Company, Cartier Inc., Best Foods, CBS, the United Fruit Company,
General Electric, Dodge Motors, the fluoridationists of the Public Health Service,
Knox-Gelatin, and innumerable other big names. According to Turney (2015), some
of the remarkable and legendary accomplishments of Bernays for his clients were:
• convincing American men to ignore the feminine stereotype of bracelets and
see wrist watches as more "manly" and practical than pocket watches;
• making smoking in public socially acceptable for women;
• promoting the first NAACP convention in Atlanta, Georgia without triggering
any violence or counter-demonstrations;
• popularizing Ivory soap;
• helping to re-elect Calvin Coolidge;
• orchestrating the nationwide Light's Golden Jubilee honoring Thomas Edison
on the 50th anniversary of his invention of electric light;
• making bacon and eggs a popular American breakfast;
• convincing Americans who were concerned about consuming too much
alcohol that beer was the "beverage of moderation;"
• persuading William Paley to expand and emphasize news coverage on his
then-new CBS Radio Network;
• directing publicity for the 1939 World's Fair;
• engineering the overthrow of a socialist government in Guatemala;
• warning germ-conscious consumers that disposable cups were the most
sanitary drinking vessel;
• persuading Americans that water fluoridation is safe and beneficial to their
health; and promoting national health insurance.
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Bernays is regarded as one of most influential philosopher and practitioner of public
relations. With publication of more than 15 books and 300 articles on public relations,
he was instrumental in developing public relations as an academic discipline.
Edward Bernays, nephew of Sigmund Freud, the founder of psychoanalysis and one
of the greatest thinkers of this century, strongly believed in use of psychology and
other social sciences in public relations. As Seitel (2017) note,
Due to his background, Bernays was fascinated by a wide range of
psychological theories and practices beginning to emerge in society. One of
his major contributions to the practice of public relations was transforming
the practice from a purely journalistic based approach to one underpinned by
psychology, sociology, and social-psychology to reach individuals in terms of
their unconscious desires, fears, and needs. (p. 65)
For his impressive accomplishments Bernays was named as one of the 100 most
influential Americans of the 20th century by Life magazine published by Time, inc in
1990. He was also the subject of a full length biography by Larry Tye called The
Father of Spin (1999) and later an award-winning 2002 documentary for the BBC by
Adam Curtis called The Century of the Self. He died in 1995 and the New York
Times in the obituary referred him as "the father of public relations".
3.4.3 Doris E. Fleischman (1891-1980)
Doris Elsa Fleischman Bernays is one of the prominent contributors to the foundation
and development of public relations profession. Her pioneering contributions are
often overshadowed by accomplishments of his husband Edward L. Bernays.
After graduating from Barnard College in 1913, Doris Fleischman started his career
as a Reporter for the New York Tribune before being promoted to assistant Sunday
editor. She was an ardent feminist and wrote on various issues related to women. She
was also a participant in the first Women's Peace Parade in New York in 1917. She
was also the first woman to report on a boxing match.
In 1919, Doris Fleischman was the first hire by his future husband Edward L.
Bernays. She joined as a staff writer in Bernays's firm. Three years later, in 1922, the
couple wed and Fleischman became an equal partner within the firm.
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Along with her husband Bernays,
Fleischman made several pioneering
contribution to the field of public relations.
She along with her husband is credited for
coining the phrase 'counsel on public
relations' to describe the activities of their
firm better – 'giving professional advice to
our clients on their public relationships,
regardless of whether such advice resulted
in publicity' (Bernays, 2015). Fleischman's
some of the notable and pioneering
contribution to the field of public relations
include the in-house publication called
'Contact' and securing press coverage for
the NAACP convention in Atlanta.
In 1920, she travelled to Atlanta, Georgia to
Figure 8 Source: www.prmuseum.org
publicise the national convention of the
National Association for the advancement
of Coloured People (NAACP). Getting press coverage for this event was a
challenging task as this was the first NAACP convention to be organised in the South.
As Henry (1997) puts "Atlanta had been the scene of fierce race riots in 1906,
lynchings and mob violence had increased since that time, and antagonism against
local NAACP chapters had grown in other southern states (p. 17). Fleischman went to
Atlanta, a week before and Bernays stayed in New York. She first consulted with the
Mayor and Governor of the city. Later she had meeting with 'men at Atlanta's daily
newspaper and wire service bureaus. Later Bernays joined her for the convention
publicity. Their efforts were highly successful and the convention got huge publicity
both in southern and northern cities. It secured more news coverage than what any
previous conventions received (Henry, 2012).
While Bernays was in the frontline meeting and working with various clients,
Fleischman worked mostly behind the scene. Not only with her writing skill, her
strategic planning and innovation helped Bernays' firm to flourish. As Fontenot
(2015) says
Fleischman’s most significant contribution to the field of public relations was
her work on strategy and planning, which are considered management level
functions. She was not only an excellent technician, writing speeches and
releases, but she was also a conscientious planner and innovator in public
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relations campaigns, such as the Lithuanian National Council’s effort to be
recognized as a state, and the Lucky Strike cigarettes Green Ball. (p. 330)
Doris Fleischman also proved herself by going on to work with important clients like
Dwight D. Eisenhower, Sigmund Freud, Jane Addams, Irene Castle, Theodore
Roosevelt, and Thomas A. Edison.
She is also known as feminist and writer. After her marriage, she signed into the
Waldorf-Astoria Hotel as “Doris Fleischman” instead of Mrs. Edward Bernays. This
was unusual then and made newspaper headlines. She was also the first married
women in US to be a passport in her own name. She also made headlines again to put
her name, Doris E. Fleischman, in birth certificate of her daughter. In 1928, she
published "An Outline of Careers for Women: A Practical Guide to Achievement,"
which detailed career options available for young women and encouraged them to
pursue them. She has also authored a best seller 'A wife is many women' in 1955.
One of the reasons why Fleischman worked behind the scene was that 'many
businessmen at that time were hesitant to deal with a woman' (Richter, 2004).
Nevertheless, she made brilliant contribution to the field of public relations and
compensated efficiently to the shortcomings of her husband.
As Bernays said, “She has played an equally important role as mine, except that her
insights and judgement are better than mine. Her writing skills are exceptional, as you
might have already seen in her books” (as cited by Builes, 2018).
3.4.4 Arthur W. Page (1883–1960)
Arthur Wilson Page is one of the most
respected pioneers in the field of public
relations. He is credited with 'laying the
foundation for the field of corporate
public relations (Wilcox and Cameron,
2009, p. 54). During his work at
American Telephone and Telegraph
(AT&T) Company from 1927 to 1947as
Vice-President and later Director Page
'developed and institutionalized many of
the strategies and tactics that are still
commonly used in the practice' (Russell,
2013, p. 633).
Source: www.page.org
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After graduating from Harvard College in 1905, Page started his career at his father’s
publishing company, Doubleday, Page & Co. During 22 years of his work in the
company he rose to the rank of vice president and was in charge of its magazine
group. He made a name for himself for editing The World's Work, a periodical
devoted to commerce-manufacturing, agriculture and business in general. He wrote
several powerful editorials which described and explained the responsibilities of
corporations in a democracy (Blcok, n.d).
In 1927, Page joined AT&T, which was said to be experiencing resistance from the
public to its monopolization efforts. He joined the Company after its CEO made the
commitment that AT&T would be socially responsible in its approach to inform the
public (Russell, 2013). As Edward M. Block (n.d), who retired as Senior Vice
President of AT&T describe:
In 1927, about the time Mr. Page was considering a career change, he
received a fortuitous telephone call from Walter Gifford, the chief executive of
the AT&T company. Mr. Gifford invited him to come to New York City for a
meeting. When the two met a few days later, Gifford asked Page if he would
be interested in writing a book about AT&T. Page answered by saying "no."
He explained that while a book might be a nice ego trip for top management,
it wouldn't likely do the company any good. As their conversation came
toward a conclusion, Gifford referred to the editorials Page had been
publishing in The World's Work, and asked Page if he would be interested in
going to work for AT&T and putting his ideas into practice. Page said "yes,"
but only if the position would be a policy-making job. He said he was not the
least interested in being a publicity man. Gifford affirmed the responsibilities
of the position-and on that day, corporate America gained its first-ever vice
president in charge of what we call public relations. (Block, n.d.,
https://page.org/site/historical-perspective)
Page worked in AT&T till 1946. He was elected to the Company's Board of Director
in 1931. He institutionalised Public Relations in the organisation and as a result the
company was positioned as a public utility and earned public appreciation for its
contribution to the society. through his action, speeches, letters and presentation
during his work at AT&T page a model of public relations which is relevant today.
As Russell (2014) puts
In a 1938 speech called “Fundamentals of a Public Relations Program for
Business,” Page prescribed the steps necessary for strategic corporate public
relations. Any public relations program should first “have the management of
business write out a statement of policy,” and, second, the public relations
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department should see that the policy was upheld or modified as needed. For
this to happen, the public relations person must be part of the policy-making
council. He said, “I think it is a wise thing … for the public relations
department to question everything that goes on in the company to see whether
there is anything that is done or anything that is left undone that they couldn’t
explain to the public.”. Page also observed, “Then we ought to go a step
further, and see if we can figure out what the public will want to know next,
and begin telling the public what that is even before it knows what it is going
to want”.(Russell. 2014 p. 307-308)
From the early days of his role at AT&AT Page stresses that Public Relations was not
the job of information department only, rather it was the responsibility of every
employee. As Griese (2001) write, "he set about making public relations
consciousness part of the warp and woof of AT&T and its associated companies" (p.
105). Page believed that Public Relations function is not just to make publicity for the
organisation, bit to act the corporate conscience. He emphasised on convincing
employees of AT&T about the value of Public Relations. In his work his always gave
importance to accuracy of information, evaluating public relations efforts, use of
simple and repeated messages, and use of opinion research.
Beyond AT&T, Page was in the board of several other corporation such as Chase
Bank, Westinghouse, Kennecott Copper, and Continental Oil. He was also associated
with different social and educational organisations, including member of the board of
overseers of Harvard University. He also served as unpaid consultant to several U.S.
presidents from Theodore Roosevelt to Dwight Eisenhower.
In a survey in 1970, Page was ranked seventh in the list of 'Outstanding PR
professionals'. He was mentioned as the 'first to recognise primary interest of the
public' and 'left tremendous heritage to his company and public relations profession'
(Lewis, 1970, p. 80). Lewis (1970) credit him with "formulating many of the public
relations guidelines which have helped the huge utility to survive and prosper" (p.
84).
In order to promote Page's approach to public relations, senior public relations and
corporate communications executives and educators have started Arthur W. Page
Society in 1983. The society has developed seven principles on the basis of Page's
work, speech and writings. Though Page did not write these principles himself, the
Society believed these important public relations practitioners.

Odisha State Open University, Sambalpur

Page 68













The Page Principles
Tell the truth: Let the public know what's happening with honest and good
intention; provide an ethically accurate picture of the enterprise's character,
values, ideals and actions.
Prove it with action: Public perception of an enterprise is determined 90 percent
by what it does and 10 percent by what it says.
Listen to stakeholders: To serve the enterprise well, understand what the public
wants and needs and advocate for engagement with all stakeholders. Keep top
decision makers and other employees informed about stakeholder reaction to the
enterprise's products, policies and practices. To listen effectively, engage a
diverse range of stakeholders through inclusive dialogue.
Manage for tomorrow: Anticipate public reaction and eliminate practices that
create difficulties. Generate goodwill.
Conduct public relations as if the whole enterprise depends on it: No strategy
should be implemented without considering its impact on stakeholders. As a
management and policymaking function, public relations should encourage the
enterprise's decision making, policies and actions to consider its stakeholders'
diverse range of views, values, experience, expectations and aspirations.
Realize an enterprise's true character is expressed by its people: The
strongest opinions — good or bad — about an enterprise are shaped by the words
and deeds of an increasingly diverse workforce. As a result, every employee —
active or retired — is involved with public relations. It is the responsibility of
corporate communications to advocate for respect, diversity and inclusion in the
workforce and to support each employee's capability and desire to be an honest,
knowledgeable ambassador to customers, friends, shareowners and public
officials.
Remain calm, patient and good-humored: Lay the groundwork for public
relations successes with consistent and reasoned attention to information and
stakeholders. When a crisis arises, remember, cool heads communicate best.

3.4.5 David Bernstein (1928-2017)
UK based advertising industry veteran David Bernstein is considered to be one of the
pioneer of corporate communication field. He was one of the first practitioners to
'express the notion that there was a strategic necessary for senior executives to adopt
an overarching corporate wide communication program' (Carrol, 2016, p. 175).
Several scholars credit him laying the foundation of corporate communication, a
transition from traditional public relations (Brønn, 2013 and Illia & Balmer, 2012).
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Born in London, Bernstein was educated in
Oxford University. Starting his career as a
copywriter, and TV producer, he worked for
more than five decades in advertising and
communication industries. He then became
creative director at Benson, Comptons,
McCann Erickson and Ogilvy & Mather. The
two TV advertisements, he created were
shown on the first night of commercial TV in
1955. In 1966, he was one of the four most
influential figure in advertising (Advertising
Association, 2017).
Bernstein founded The Creative Business in
1972 with former FCB senior manager
Figure 9Source: www.hatads.org.uk
Laurence Isaacson. The agency worked with
clients like Reckitt & Colman, Nestlé, London Weekend Television, Guinness,
British Rail, Shell and Unilever. He was awarded the Advertising Association’s 1982
Mackintosh Medal for “outstanding personal and public service to advertising". After
20 years in The Creative Business he became managing partner of Kelland
Communications Management, a consultancy specialising in corporate, internal and
external communications.
Bernstein's book, Company Image and Reality: A Criticque of Corporate
Communications is considered to be a pioneering book on Corporate Communication
field. This book, according to Balmer and Greyser (2003) "provides accessible
introduction to the area". Balmer (2010) writes:
David Bernstein's book, Company Image and Reality: A Critique of Corporate
Communications highlighted the importance of corporate communications
and the strategic necessity for senior executives to adopt an overarching
corporate - wide communications programme which adopted a stakeholder
perspective. (p. 15)
With this book Bernstein inspired a news approach to organistional communication
and its identity. Though this book was written for senior managers in mind, it
advocated for importance of communication in an organisaiton. As Balmer (2018)
write:
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David Bernstein was held in very high regard by the first generation of
scholars in the aforementioned areas and was widely and frequently cited in
the literature.
Given the book had senior managers in its sights and that Bernstein was a
prominent advertising consultant the esteem in which he was held by the
academy is testimony of the quality of his thinking .
A particular feature of this book is its emphasis on what, today, we would call
the corporate communications field and, for some, he is a key,if not the,
progenitor of the corporate communications field. (p.2)
The Corporate Communication Wheel developed by Bernstein in 1984 provides a
functional introduction and framework of 'Corporate Communication' (Balmer &
Greyser, 2003 and Balmer, 2010). In the wheel, the Organisation was placed at the
centre of the page as Hub and communication channels were placed as spoke of the
wheel. Stakeholders formed the rim of the wheel. "The wheel illustrated that
organisations have many stakeholders and many communication options, not just
public relations and / or advertising" Brønn (2013). Bernstein (1984), as cited by
Watson and Hill (2015) argued that the wheel is developed to "stimulate some fresh
thoughts and encourage the thinker to regard corporate communications as a totality
rather than a series of discrete messages to discrete audiences" (p. 26).
Besides, Company Image and Reality: A Criticque of Corporate Communications
Bernstein has written six other books and several articles on communication. His
book ‘Advertising Outdoors’ is also considered as one of his classics. He also
several wrote TV plays, one of which was famously interrupted by one of his own
commercials.
3.5 SUMMARY
Corporate Communication emerged as a professional field mostly during 1970s. It
has its root in Public Relations, which started as a professional practice in 1900s in
USA as a response to the changing business dynamics and rise of demand for
information by stakeholders and media. Public relations, during initial professional
phases, dealt with media relations and publicity and gradually it evolved to be more
professional by dealing with various stakeholders. By 1950s it became a recognised
profession, with most of the leading organisations, both public and private, having
official set up to manage public relations. In India, public relations as a professional
field was started after independence. Public Sector Organisations played a key role in
establishing public relations function, which got a huge fillip with formation of Public
Relations Society of India (PRSI) and later’s adoption of professional code of conduct
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by the practitioners. During 1970s, with the changing business environment several
other stakeholders emerged, both internally and externally. Media, several special
interest groups and NGOs emerged and organisations faced more scrutiny. Issues of
corporate reputation and identity came to fore. At this situation, the practitioners
looked beyond public relations and thus the foundation of corporate communication
was laid to synchronise communication activities within the organisation to
strengthen corporate reputation and identity. It is also believed that the shift from
public relations to corporate communication was a part of effort to remove the
negative connotation associated with former.

Public Relations and later corporate communication is recognised as an important
professional field today because of the work by several pioneers. Among them Ivy
Lee, who is regarded as the first professional public relations practitioner, contributed
significantly to the field. He laid the foundation of modern public relations with his
work and issuing of 'Declaration of Principles' which articulated the concept that
public relations practice and its social obligations. This was further strengthened by
Edward Bernays, who identified himself as a 'Public Relations Counsel'. Bernays
contributed significantly to development of public relations. Bernay's work was
supported by his wife and partner of his firm Doris E. Fleischman. Both of them are
credited with coning the term Public Relations. Arthur W. Page also made excellent
contribution to public relations. He was the vice president of AT&T and is known as
the founder of corporate public relations. David Bernstein with his book 'Corporate
Image and Reality' changed the way organisational communication was looked at. He
advocated for harmonisation of communication within an organisation. Besides, there
are several other practitioners and researchers who contributed immensely to establish
corporate communication as one of the important functions of an organisation.
3.6 CHECK YOUR PROGRESS
1. 'Public Relations' is a forerunner of 'Corporate Communication'. Explain.
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________

2. Cite some famous Indian names in the field of corporate communication.
Detail their contributions to the field.
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__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
3. How did Public Relations develop in India?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
4. Write on any two Pioneers of Corporate Communication.
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
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