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UNIT-1

INTRODUCTION TO PUBLIC RELATIONS

Unit structure
1.1 Learning Objective
1.2 Introduction
1.3 Concept, Definition Public Relations
1.4 PR Organizations in 21st Century
1.4.1 Global PR organizations
1.4.2 PR organizations in India
1.4.3 Knowledge of Publics
1.4.4 Need of PR organizations
1.4.5 PR Now & Then
1.5 Roles and Objectives
1.6 Advertising vs Public Relations
1.7 Check your Progress
1.1 LEARNING OBJECTIVE
The objective of this unit is to understand the concept and definition of Public Relations
Further, in this unit, some important aspects of Public Relations, its roles and objectives are
also discussed.
After reading this unit you will be able to understand:
• The basic concept, definition and scope of Public Relations
• Its roles and objectives
1.2 INTRODUCTION
Suppose you are going to attend a job interview. You will definitely wear a formal suit with
nice shoe and tie. You will comb your hair. You will behave nicely with the HR person of the
company. In short you will try to project a good image of yourself before the interviewers.
Like you, every individual or organisation in this world wants to look good. And to look
good people project a positive image in the society and maintain a good relationship with
other stakeholders, in your case it is the HR Persons and interviewers. This effort to
look good and project a positive picture is public relations activity.
In current socio-economic scenario, the importance of public relations has increased
manifold. It is because of increased interaction between the organisation or individual and
their stakeholders. Organisations or individuals make constant effort to reach out to their
stakeholders, who are referred to as publics.
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1.3 CONCEPT, DEFINITION PUBLIC RELATIONS
Pioneers of Public Relations
Some people see Ivy Lee (1877-1934) as ‘the father of public relations’ while to
some it is Edward Bernays (1891-1995). However, both have made significant contributions
towards establishing modern public relations as professional
practice. Interestingly they also represent two different and
opposite views of practicing PR. For Ivy Lee, PR was an
‘art’ in which creativity and innovation was critical. For
Edward Bernays PR could be a scientific practice.

Ivy Lee

Declaration of Principles published by Ivy Lee said that
PR work should be done in the open, should be accurate
and cover topics of public interest. He is also credited
with developing the modern press release.
Edward Bernays is the first theorist of PR.
Influenced by psychological theories of his uncle, Prof.
Sigmund Freud, his approach was that audiences had to be
carefully understood and persuaded to see things from the
client’s perspective. He wrote the first textbook on PR and
taught the first college course at New York University in
1923.

‘Public Relations’ is basically the art and science of managing
relationship with ‘public’. It attempts to establish and
Edward Bernays
sustain mutually beneficial relationships between an
organization, commercial or non-commercial, and the stakeholders or “publics”. The
concept of publics varies from persons to person or organisation to organisation. These are
the people, group or institutions upon which success of the entities depends. These publics
may include customers, investors, employees, suppliers, legislators, competitors, government
officials and others.
Although Public relations (PR) blossomed as a professional discipline in the 20th Century its
roots can be traced throughout civilizations across the globe. Whether using poems and
other writings to promote the image of a king or sending emissaries to other countries to
promote art and religion, all these activities are part of Public Relations being practiced
since times immemorial.
According to Edward Bernays, one of the founders of PR, “The three main elements of
public relations are practically as old as society: informing people, persuading people, or
integrating people with people.”
PR played an important role in Indian national movement. Leaders like Mahatma
Gandhi used various PR methods to communicate with the masses and win public
Odisha State Open University, Sambalpur
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support. Several methods used by him are now part of the standard practice of PR
across the globe.
Every organization, institution, and individual practices public relations, knowingly or
unknowingly. As long as we operate in a social environment, we cannot ignore our
relationship with others in the society. The role of PR is to develop and manage this
relationship to its best so that mutual understanding can be developed, generating
public goodwill and good reputation.
In initial years of professional public relations, Government and public services have been
among the leading users of public relations techniques. However, post-globalization, increased
competition in business, greater understanding of consumers, growth of mass media and rise
of social media have necessitated adoption of PR for various commercial and non-commercial
organizations and individuals.
The primary purpose of public relations is to create understanding and build reputation. Unlike
advertisement which aims at generating awareness and promoting sales, Public Relations
makes effort to develop mutually beneficial relationships between organisations and the public.
Organisations and Government Bodies adopt public relations techniques to educate people
about new public services, and in order to introduce new lifestyles. The earliest definitions
of public relations was centred around the concept of press agentry and publicity, while
more modern definitions incorporate the concepts of ‘engagement’ and ‘relationship
building’.
One of pioneers of PR, Edward L. Bernays said that Public Relations is the attempt by
information, persuasion and adjustment to engineer public support for an activity, cause,
movement or institution.
According to the British Institute of Public relations (BIPR), public relations is ‘the deliberate
planned and sustained effort to establish and maintain mutual understanding between an
organization and its publics”. As per this definition, PR is not a haphazard process. Rather it
is a consciously designed effort and continuous in nature. Sporadic PR activities may not
achieve the desired output.
In 1978, the World Assembly of Public Relations agreed upon a definition of Public
Relations, which is known as ‘the Mexican Definition’. It states “Public Relations is the
art and social science of analysing trends, predicting their consequences, counselling
organisational leaders as well as planning and implementing a programme of action that will
serve the interest of not only the organization but also that of its publics”. This
definition links
public
relations
with social
science
disciplines such as
psychology, politics,
sociology,
languages
and
etc. It also attempts to
establish that PR is scientific, objective and therefore factual. British author Frank Jefkins in
his book ‘Public Relation’ defines “public relations consists of all forms of planned
communication both inward and outward between an organisation and its publics for the
purpose of achieving objectives concerning mutual understanding”.
This definition focuses on a two way communication involving both the organisation and its
various publics to establish Mutual understanding. Cutlip, Center and Boom in their book
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‘Effective Public Relaions’ defined PR as the “Management function that identifies,
establishes and maintains mutually beneficial relationship between and organisation and
its publics upon whom its success or failure depends’. This definition gives more clout and
credibility to PR function.
In 2011-12, Public Relations Society America (PRSA) developed a crowd sourced
definition of PR as “Public relations is a strategic communication process that builds
mutually beneficial relationships between organizations and their publics”.
This definition focuses on the basic concept of public relations — as a communication
process, one that is strategic in nature and emphasizing “mutually beneficial relationships”.
“Process” is preferable to “management function,” which can evoke ideas of control and
top-down,
one-way
communications. “Relationships” relates to public
relations’ role in helping to bring together organizations and individuals with their key
stakeholders.
“Publics”
is
preferable
to
“stakeholders,” as the former relates to
the very “public” nature of public
relations, whereas “stakeholders” has
connotations
of
publicly-traded
companies.
PRSA also continues that as a
management function, public relations
also encompasses the following:


Anticipating, analyzing and interpreting public opinion, attitudes and issues that might
impact, for good or ill, the operations and plans of the organization.


·Counselling management at all levels in the organization with regard to policy decisions,
courses of action and communication, taking into account their public ramifications and the
organization’s social or citizenship responsibilities.


·Researching, conducting and evaluating, on a continuing basis, programs of action and
communication to achieve the informed public understanding necessary to the success of
anmay include marketing; financial; fund raising; employee, community or
government relations; and other programs.
·Planning and implementing the organization’s efforts to influence or change public
policy. Setting objectives, planning, budgeting, developing facilities - in
recruiting and training staff, short, managing the resources needed to perform all of the
above. Public relations is an art as well as science. It is an art because it requires artistic
skills, fine arts, language, writing, public speaking, etc. It is science because it uses
social scientific methods to understand and predict human behaviour and society.




Based on all these definitions, it can be said that as a management function, Public
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Relations plans and implements strategy and activities to influence public opinion or
public reaction about an entity that can be an individual, a group, an idea, a product or
an organization. Present day public relations mainly consist of Persuasion, Information,
Communication, Public Policy.
1.4 PR ORGANIZATIONS IN 21ST CENTURY
With the new dawn of globalization, public relations become widely used as a
profession to maintain corporate identity as well as to engage with public
interference. Globalized society gave an impetus to such profession for maintaining
image of the organization as a bird eye viewer. For looking at the history of public
relations in the society, James Grunig and Todd Hunt (1984) suggested four
categories of communication relationship with publics.
i. Press Agentry/ Publicity Model
This is probably the kind of activity that most people associate with public
relations. A press agent or publicist aims to secure coverage for a client,
where truth is not an absolute requirement. This type of PR is mostly used in
show business- celebrity PR- where individuals are promoted through
exclusive media coverage. The term press agentry is closely associated with
the entertainment industry. It is the practice of attracting the attention of the
press through technique that manufactures news. Methods associated with
press agentry include staged events, publicity stunts, faux rallies or
gatherings, spinning and hype. This is a one way communication model.
ii.

Public Information Model
This model basically provides information to the public. It is all about
informing public without carrying any promotion and publicity. This model
does not seek to directly persuade or change the attitude of the public but is
intended to disseminate any relevant information to them. In this model,
public relations professionals often are referred as in-house journalists,
whose job is to report objectively information about their organizations to
the public. Today, public information model can be found in most
government agencies, NGOs, education and health institution and other
business set ups. This is a one way communication model. Similarly, this
model is also being used for crisis management.

iii. Two way asymmetric PR
This model introduces the idea of feedback. Also it is called as a two way
communication model. It is also described as persuasive communication and
majorly demonstrated in health campaigns.
iv. Two way symmetric PR
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It is sometimes describes as the ideal of public relations. It describes a level
of equality of communication not often found in real life, where each party
is willing to alter their behavior to accommodate the needs of others. While
the other models are characterized by a monologue- type of communication,
the symmetric model involves an idea of dialogue. This model of
communication is fully reciprocal and power relationships are balanced.
Grunig’s four models of Public Relations
Models

Press
Agentry
Propaganda

Public
Information
Dissemination
Purpose
of Information
way,
Nature
of One– way, Onenot Truth
Communication Truth
essential
important
Little, Press LittleResearch
Clippings
readability
only
tests possibly,
readership
surveys
sometime
PT Barnum
Ivy Lee
Historical
Figure
Government,
When Practiced Sports,
Theatre,
Nonprofit
Product
Organizations,
promotion
Structured
companies
15%
50%
% of Market

Two- Way
Asymmetric
Scientific
Persuasion
Twoway
imbalanced

Two- Way
Symmetric
Mutual
Understanding
Twoway
balanced

Feedback,
Formative
Research,
Evaluation of
attitudes

Formative
Research,
Evaluation of
understandings

Edward
Bernays
Competitive
Business

Bernays,
educators
Regulated
Business and
modern
flat
structure
companies
15%

20%

1.4.1 Global PR Organizations
With the change of era, public relations started changing the way of carrying out the
business. Some of the factors that influenced the growth and development of public
relations organizations are discussed below.
i.
ii.
iii.
iv.
v.
vi.
vii.
viii.

Emergence of the Government
Need of Counselling
Education
Growth of large institutions
Changes and conflict
Heightened Public Awareness
Global democracy in 21st Century
Growth of Internet and World Wide Web
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ix.

Public Relations Education

In 1948, David Ogilvy founded a PR agency, which is now the eight largest
advertising networks in the world with more than 450 offices in 169 cities. During
this period trade magazines like PR Week, Ragans and PR News Wire were founded.
Hill & Knowlton was the first major U.S. Firm to create a strong international
network in the 1960s and 1970s. The 1990s was a time of explosive growth for public
relations and corporate communication stemming in large part from the (1) growth
and use of the internet, (2) global communication demands, and (3) proliferating
communication channels. Also in this decade, Europe led the public relations world in
two areas. The first was the formation of the International Communications
Consultants Association (ICCA) in 1988, which brought the world’s public relations
trade bodies together and the second was the interpretation of the Quality Assurance
movement into the PR fields. The second area had supported growth of public
relations employment. During 1990s, investor relations or technology PR emerged.
From the mid-1990s onwards, technology brought new types of expertise and
communication methods, as the ‘wirehead’ technology PR practitioners used e-mails,
and the nascent internet as communication and promotional tools. This was probably
the period of Web 1.0. In April 1999, four managers from IBM, Sun Microsystems,
National Public Radio and Linux Journal created the Cluetrain Manifesto. This
manifesto concluded that markets had become smarter and faster than most
companies, because stakeholders were getting information from each other. Press
Releases, which were mostly unchanged for more than a century, began to integrate
digital features. In a move forward, in 1997, Business Wire introduced ‘Smart News
Release’ which incorporated audio, video and images. It was followed by the
MultiVu Multimedia release from PR News Wire in 2001. By 2000, E- Mail had
become the preferred medium for reaching out to the journalists with whom the
organization had developed relationships. The social media release was created by
Todd Defren from Shift Communications in 2006. According to the New York
Times: “Corporate communications shifted from a monologue to two way
conversational communication and new media also made it easier for consumers to
learn about the mix ups and blunders of PR.” By the end of 2010, social media
through the internet have provided a glimpse in nurturing the best practices of public
relations. In 2011, Facebook tried to covertly spread privacy concerns about
competitor Google’s Social Circles.
According to the Holmes Report published in 2018, the global PR Agencies of the
year were the result of an exhaustive research process involving more than 450
submissions and face-to-face meetings with the best PR Firms across North America,
EMEA and Asia- Pacific. The awards, which are listed below, were being
categorized:
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Name of the category
Global PR Agencies of the year

Name of the Agency
Cohn & Wolfe
Edelman
FleishmanHillard
H+K Strategies
Weber Shandwick
AKA Asia
Consumer PR Agencies of the year
Marina Maher Communications
Mischief
Olson Engage
W Communications
Adfactors
Corporate/ Financial PR Agencies of the
G&S Communications
year
Headland Consultancy
Newgate Communications
Sard Verbinnen & Co.
Dentsu
Creative PR Agencies of the year
Hope & Glory
Ketchum
M Booth
Red Agency
Clockwork Media
Digital PR Agencies of the year
Huge
W2O Group
Cohn & Wolfe
Health Care PR Agencies of the year
Finn Partners
GCI Health
Narva
APCO Worldwide
Public Affairs PR Agencies of the year
Ewing
Farner Consulting
GSG
SKD Knickerbocker
Brands2Life
Technology PR Agencies of the year
Chameleon
IN.FOM
PAN Communications
Zeno
CURA Strategies
New PR Agencies of the year
First Partners
Talker Tailor Trouble Maker
USD growth among the major global PR networks rebounded in 2018, to 2.6%
compared to 0.9% one year earlier, with the world’s top 10 PR firms reporting fee
income of $5.5 bn. On a constant currency basis, growth reached 4.9%. PR Agencies
most of the time promote companies and individual public via editorial coverage and
maintaining goodwill. This is “earned” or “free” media, unlike paid advertisements.
Odisha State Open University, Sambalpur
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PR Agencies push for their clients to feature in newspapers, magazines, TV
programmes and websites. Some of the global top PR Agencies are listed below.
1.
Communications Strategy Group (CSG)
Denver, Colorado- based Communication Strategy Group (CSG) is a strategic
communication and marketing agency that provides public relations, content
marketing, brand communications, corporate communications, social media and
design services. Their frontline clients are Fortune 500 companies and challenger
brands across financial and professional services, health and wellness, education,
technology and consumer industries. From content marketing and public relations
strategy to brand articulation, crisis communications and social media presence, CSG
tells authenticate stories that find audiences where they are and transform them into
customers and brand champions. Some of their best known clients are Crayola,
Fisher- Price, Mattel, Wendy’s, TransAmerica and Vesta.
2.
BCW
It is full service communications agency and was formed from the merger of BursonMarsteller and Cohn & Wolfe. It is part of WPP, a British multinational advertising
and public relations company. This merger brought together the corporate and public
affairs, crisis and issue management expertise of Burson- Marsteller and the digital
and creative, consumer and healthcare strengths of Cohn & Wolfe. It is truly global
with offices across North America, Latin America, Europe, Middle East, Africa and
Asia- Pacific. It lists many conglomerate corporations as its clients, which include
Nokia, Maserati, 21st century Fox, Bayer, Coca- Cola, Colgate- Palmolive, Dow
Chemicals, ExxonMobil, FedEx and many more.
3.
Edelman
Despite of world’s largest PR Agency, Edelman saw a 1% decline in global revenues
in 2018, however, it was standstill with a fee reported to be $888.4M in the same
year. They have continued to add 600 creative and planners over the last few years.
According to the founder, Richard Edelman, they remain undaunted by the challenge
of reinventing the firm into a truly integrated market services player. Its main client
of is KFC in Australia. It carried out a massive strategically campaign for KFC in
Australia.
4.
Fleishman Hillard
It was founded in Louis, Missouri, in 1946. It is now a part of the Omnicom Group
Inc., which is an American global media, marketing and corporate communications
holding company having headquarters at New York City. Omnicom is composed of
five major agency networks that oversee 1500+ agencies as parent companies.
FleishmanHillard is part of its Diversified Agency Services (DAS) division. It is the
Odisha State Open University, Sambalpur
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fourth largest agency in the world, with an estimated fee income of $606M in 2018.
This showed a 6.1% growth in compared to the previous year. They have a healthy
list of clients, including AARP, AT&T, Bayer, Emerson, Fitbit, GM, Pepsico, SAP
and Samsung. Recently in 2018, they have added 26 more clients to its success
feather worth more than $1M, including BNY Mellon, Elanco, GM, GoPro, Hanes,
Johnson & Johnson, Philips, Roche and the US Army. Recently it has carried out an
exciting campaign for Levi Strauss & Co.
5.
H+K Strategies
It is known as Hill+Knowlton Strategies. They offer senior counsel, insightful
research and strategic communication planning throughout the world having 87
offices around the globe. The Holmes Report ranked it as the seventh largest PR
Agency in the world with an estimated fee income of $400M in 2018. Some of its
major clients are Activision, ADNOC, the Azerbaijan Tourist Board, Barilla, British
Airways, Cisco, Colgate, IKEA, Johnson & Johnson, La Liga, Norad, Oculus and
Smart Energy.
6.
Weber Shandwick
It is one of the Big Four agency companies having its headquarters at New York.
They are the part of the Interpublic Group of Companies, an American publicly
traded advertising company. It took second place in Holmes Report in 2019 with its
fee income of $840M, a 5% increase on the previous year. It has many conglomerate
clients in its feather. It was also carried out a successful campaign for HSBC, UK.

7.
Marina Maher Communications
Marina Maher Communications (MMC) is a creative PR Agency with over 30 years
of expertise in PR, earned media and communications. As per the Holmes Report
2019, it stood at 30th position in global PR rankings with an estimated fee of $70M.
Some of its clienteles are P&G’s Pantene, Rodan & Fields, Natural Cycles, United
Therapeutics, Bluebird Bio and Akili Therapeutic. MMC has helped Merck advance
the conversation about maternal mortality, with an initiative called Merck for
mothers.
8.
Sard Verbinnen & Co
SVC is a financial communications specialist agency. It has 25 years of expertise
supported clients in Corporate Positioning, IPOs and Listings, Mergers and
Acquisitions, Restructuring and Bankruptcies, Crisis and Special Situations, Cyber
Security and Privacy issues, Litigation Support, Public Affairs, Activism, Corporate
Governance, Shareholder Engagement, Environmental, Social and Governance. The
firm provided crisis communications support for the board of directors at Wells
Fargo.
Odisha State Open University, Sambalpur

Page 10

9.
Narva
It is named after the Swedish army victory over a Russian force three times its size. It
is one of the leading communication agencies in the Nordics. The Agency was
founded in 2000. It is part of the Ahead Group, the largest agency alliance in the
Nordic region. It has offices in Stockholm, Gothenburg and Malmo.
10.
APCO Worldwide
APCO Worldwide is an advisory and advocacy communications consultancy to help
leading public and private sector entities act with agility and build organizational
reputation, brands, relationships and solutions to succeed. They are a majority
women- owned business. Their European division has particular strengths in London
and Brussels. In 2017, it expanded its offices in Germany, Italy and France.
11.
IN.FOM
It is a Singapore- based public relations and communications agency. It began
operations in 2011 in Mountbatten Square, Singapore. Some of their important clients
include Ruckus Networks, Expedia, SGInnovate, Herbalife, UnionPay, Engie, CA
Technologies, Intralinks, Intel and Nokia.
12.
Ketchum
It has presented in 70 countries across the globe providing services in food, financial
and professional services, health and wellness, energy, technology, transportation,
travel and retail. In a bid to empower a movement against the opioid epidemic in the
US, Ketchum helped the National Safety Council (NSC) by launching a campaign
called “Prescribed Death”.
13.
MSL Group
Its approach to PR and communications is based on a tried and tested principle, which
they called the ‘Power of One’. MSL caters to the automotive, energy, health,
technology, financial and professional services, food, beverage, agriculture,
manufacturing, industrial and defense sectors. They offer consumer marketing, crisis
and issue management, employee engagement, social purpose and sustainability,
financial communications, public affairs, reputation management and corporate
communications. One of its most notable campaigns was created for Vicks in India. It
has 100 offices in 40 countries.
14.
Ogilvy
It is one of most creative PR Agency in the world. They are home to Coca- Cola,
Samsung, Pizza Hut, IKEA, Turkish Airlines, Rolls Royse and many other major
brands. It has offices in Africa, Asia, Australia and Oceania, Europe, Latin America,
the Middle East and North America.
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1.4.2 PR Organizations in India
Over a century old, the profession of PR in India has come a long way. Though the
advent of public relations cannot be traced, but PR in India can be classified into three
stages. Each stage is described below.
a.
The Early Stage
The early stage of public relations referred to as the stage before conscious PR
activity started arose out of the efforts made by liberal and philanthropic industrial
pioneers and also out of certain pressing needs for dissemination of information.
During this stage the Tata Iron and Steel Company (TISCO) went into production in
1912. From the very beginning Tata started practicing community relations by
building Jamsedpur as a model township. The company also promoted social, cultural
and economic development of the community. Considerable efforts have been
devoted to employees’ welfare schemes from the very beginning, which evoked the
early PR practice in India. It has been noticed that in the early twenties the GIP
Railways in India carried on a public relations campaign in England to attract tourists
to India using the media of advertising and pamphlets. Another form of public
relations was practiced directly by the government in India during the World War I to
disseminate war news among the denizens of the country and A Central Publicity
Board was established in this regard. Subsequently, Sir Stanley Reed, Editor of the
Times of India, Bombay, was asked to work as the Chairman. After the end of the
war, this board was taken over by the Central Bureau of Information established in
1921 and Prof. Rush Brook Williams from Allahabad was its first Director. In 1923,
it was further reshaped as Directorate of Public Information, which later renamed as
Directorate of Information and Broadcasting in 1939.
b.
Stages of Conscious PR
This is the second stage of public relations development. The development took place
due to some of the major factors discussed below.
i.
The emergence of a local public opinion;
ii.

The emergence of mass circulated newspapers and an influential press;

iii.

Outbreak of the Second World War and the need for mobilizing public
opinion in favour of the war effort.

To create public opinion in the country in favour of war effort, A Ministry of
Information and Broadcasting was created and the Directorate of Information that had
earlier been formed was amalgamated with the new industry. There were a number of
units under this ministry such as the War purposes Exhibition unit, the Films division
and the Central Bureau of Public Opinion. During this period, certain industrial
houses which had already practiced public relations on a spontaneous basis began to
Odisha State Open University, Sambalpur
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organize their PR activity in a conscious way. The house of Tatas formed a public
relations department at their Head Office at Bombay in 1943. Publication of a
monthly news bulletin was started in 1944.
c.
The Third Stage of PR
This stage of PR was practiced in Indian subcontinent after the emergence of
independence in the country. There was a completely new environment and new
political institutions. Some of the features of the new environment were:
i.
The establishment of parliament and the State Legislature elected for the
first time on the basis of adult franchise;
ii.

The adaption of Industrial Policy Resolution and Industrial (Development
and Regulation) Act by the Government of India

The above duo factors affected the government as well as private organizations to
adopt conscious and deliberate policies of Public Relations. In the 50s and early 60s,
companies like Burmah- Shell, Esso, Caltey, Dunlop, Philips, Hindustan Levers and
Indian Oxygen set up departments to execute programmes of public relations to meet
the new situation.
d.
Professionalism in PR
This is the fourth stage of PR development in India as the professional organizations
of PR formed at many parts of India. The Public Relations Society of India (PRSI)
was founded in Bombay as early as 1958. In the early 1960s, Tata Steel’s organized a
PR course PRO and it was held under the auspices of the Calcutta Management
Association at the Bengal Chamber of Commerce Offices. These were, however,
localized efforts and the first all-India effort to win recognition for PR as a profession
was made with the holding of the first Public Relations Conference at New Delhi in
April 1968. Periodically, PR in India became matured and developed at its full
potential.
One of the first independent PR Agencies was set up at Chandigarh in October 1986
by a PR professional Charanjit Singh, who resigned from a German Company to set
up a core PR Agency under the mentorship of the then PR stalwarts like K S
Neelakandan of Pfizer, Ajit Gopal of Air India and Anil Basu of Goodyear. The
decade also saw the advent of Indian IPO agencies offshoot like Ad Factor PR began
to offer PR services as a freebee. The emergence of b2p relations in some part of the
southern parts of the country has totally changed the landscape of PR portfolios in
India. In early 90s, Burson-Marsteller entered into India by taking over Genesis.
Edelman entered India by taking over Roger Periera. In 2002, specialist agencies like
Blue Lotus Communication took birth with a focus on specialized sectors like
healthcare, technology, finance and brands.
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After the economic slowdown and the resultant market crashes worldwide, several
International PR Agencies suffered enormous losses when clients cut back their
marketing budgets. This forced the agencies to move forward into high growth
markets like India and China. Naturally India took a high priority, just because of its
large English- speaking base, stable political governance and consistent legal
structure. The recession in 2008 and 2009 gave birth to Indian- Regional PR. Atul
Malikram, a well known name to PR Industry, started PR 24×7 in the early 2000.
Prachi Dharap founded Pune based Sparkling Stories in this decade. The first PR
Agency of North East India, Cabsford PR was set up in 2002 by Nurul Islam Laskar,
the former Chief Manager (PR & Community Services Banking) State Bank of India.
Some of the emerging PR Agencies of India are listed below.
1.
Adfactors PR
It is a multi- specialist full time PR Agency with more than 300 clients in 40 cities in
India. Their clientele includes financial institutions, corporations, conglomerates and
startups. It was founded in the year of 1997 by CEO Madan Bahal. It provides
services in Corporate Reputation, Capital Market Communications, Banking and
Financial Services, Consumer Communications, Crisis Communications, Public
Affairs and Digital as well as Social Media presence.
2.
Waggener Edstrom
It was founded in the year of 1983 by CEO Melissa Waggener Zorkin. It is one of the
largest PR and Communications Agency in the world. It caters services in Product
Campaigns, Insight and Analytics, Crisis and Issue Management, Executive
Positioning and Platform, Corporate Communication and Brand Purpose.
3.
Perfect Relations
Perfect Relations is South Asia’s image management and communication firm. They
construct, communicate and cultivate the brand’s requirement to create integrated
campaigns to nurture brand awareness. They have offices in 14 major cities including
Delhi, Mumbai, Bengaluru, Chennai, Kolkata and Hyderabad. The agency came into
exist in the year of 1992. Dilip Cherian is its CEO. It offers services in Advisory and
Consulting Services, Public Affairs and Government Relations, Social Media
Management and Networking and Organizational Communications Consulting.
4.
Avian Media
It is a Public Relations Company based in New Delhi, India. It was founded in the
year 2004 by Nikhil Khanna. They work upon their core ideology which is “To foster
clients for life through excellence in Advocacy.” The firm provides services in PR,
Public Affairs, Social and Digital Media Management, Content Creation and
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Storytelling, Corporate Social Responsibility and Advocacy, Crisis Management,
Financial and Corporate Services.
5.
Value 360
Founded by Manisha Chaudhary, the firm came into exist in 2003. Till date, Value
360 has helped over 100 brands across the globe to in achieving their corporate
communication goals. They gives services in Strategic Counseling, Digital Influence,
Crisis Communications, Reputation Management, Investor Relations, Social Media.
6.
The PR Practice
The PR Practice is a recognized as one of the foremost PR firms in India with a major
focus on technology, consumer, life sciences and social innovation space. It was
founded in 1964 by Nandita Lakshmanan. Some of its major services include Brand
Communications, Corporate Reputation, Employee Communications and Corporate
Social Responsibility.
7.
Concept PR India Ltd.
It is one of the largest independent PR Agency in India having presence all across the
country. It was founded in 1993. Ashish Jalan is heading the firm as its CEO. It offers
services in Brand and Consumer, Crisis Communication, Digital Communication,
Media and Entertainment.
8.
Golin Opinion
Founded in the year of 1996 by Asheesh Malhotra, GolinOpinion is a specialized and
innovative PR Agency which is the outcome of the joint venture of MullenLowe
Lintas Group and Golin. They offer services like Digital Services, Crisis
Management, Media Training, CSR and Internal Communications.
9.
PR Pundit
It came into exist in 1998. Archana Jain is its CEO. It caters services in Corporate
Communications, Brand Communications, Influencer Marketing, Social Media
Marketing, Issues Management and Crisis Communication, Media Training and
Social Media Marketing.
10.
Aim High Consulting
Aim High Consulting is a startup specialist as they offer strong exposure to Indian
Startup Space. It was founded in 2007 by N Ravi Shankar. It provides services mainly
in PR for startups, Internal Communication, Advertising, Brand Consulting,
Communication Consulting and Employee Engagement.
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11.
Madison Public Relations
Madison PR is a diversified communications group focusing to deliver impactful PR
campaigns to their clients. The firm was started in 1997. Madhu Chhibber is its CEO.
They offer services in the sectors like Advertising, Media Planning and Buying, Outof-Home Communications, PR, Rural Advertising, Retail Design, Entertainment
Marketing, Mobile Marketing and Sports Management.
12.
Zeno Group
It is a global integrated communication agency. It was founded in 1998 by Barby K.
Siegel. It offers services in Consumer/ Brand Marketing, Digital Strategy, Enterprise
Technology, Social Media, Corporate/ Public Affairs, Reputation Management,
Content Strategy, Media Relations, Stakeholder Outreach, Research/ Planning,
Sports/ Entertainment, Multicultural, Crisis/ Issue Management, Data Analytics, Paid
Media and Content Creation and Marketing.
The 1980s was a watershed decade for Indian Media world, more so far for Odisha.
New technology and some socio- political and economic factors impacted media
world like never before. Most of the present trends in media in Odisha owe its origin
to this decade and the next which ushered new media. Also Odia readers across the
globe expedite up, which force PR to play a vital role in the state. More number of PR
organizations took birth in Odisha in the early 2000. Some of the major PR Agencies
of Odisha are ADVENTO Communications, Sanket Communications Pvt. Ltd.,
Prelude Novel Ventures Pvt. Ltd., Spokesman Consulting Pvt. Ltd., Adperson PR,
Sutra Advertising.
1.4.3 Knowledge of Publics
A public is any group whose members have a common interest or common values in
a particular situation. Publics differ from one organization to another and the public
of one organization may not be the public of another organization. According to
Wragg (1993), public relations publics or audiences can be divided into four
categories which include:
1.
Functional Publics
They are the public which enable the organization to perform its chosen tasks. It
includes customers, consumers, business firms, employees, trade unions, supplier of
raw materials.
2.
Enabling Publics
These are publics which permit the organization to function within the framework of
the society to which it belongs. Such publics include regulatory bodies, community
leaders, politicians and shareholders.
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3.
Diffused Publics
These are varied audiences. Within this group are media organizations, pressure
groups and local residents.
4.
Normative Publics
This term refers to trade associations and professional bodies, but it could also
include political parties.
Guth and Marsh (2000) categorized public relations publics as follows:
1. Traditional Publics
It refers to the groups with which your organisation has ongoing in long term
relationship. They include employees, the news media, government, investors,
customers, multicultural community groups etc.
2. Non traditional Publics
These are groups that usually are not familiar with your organization that is your
organization has not a long term relationship with them. Such publics immerge
either due to changes in your organization, the society or those publics
themselves.
3. Latent, Aware and Active Publics
A Latent Public is one which, by evolving developments, common grounds of
relationship is opening up between it and your organization. An Aware Public is
that whose members are aware of the existence of a commonality of values or
interest with your organization, but have not made any organized effort to respond
to such relationship. An Active Public has realized the relationship between itself
and the organization and is working to manage that relationship on its own terms.
4. Intervening Publics
Any public that helps you to send a message to another public is known as an
Intervening Publics. Generally the mass media fall into this category.
5. Primary and Secondary Publics
If a public can directly affect your organization’s goals so that you have to take
them into consideration virtually on all PR matters, then that public is definitely a
Primary Public. Secondary Publics are equally important and you must strive to
have a good relationship with them. However, the degree to which they affect
your organization’s pursuit of its goals is minimal.
6. Internal and External Publics
Internal Publics belong to the in- house employees of the organization. External
Publics are the outside publics who directly or indirectly link with the
organization.
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7. Domestic and International Publics
Domestic Publics are those within your country. International Publics exist
beyond your country’s borders. Basically these publics are global publics.
1.4.4 Need of PR Organizations
Public relations planning are not only important to the business of an organization,
but they are crucial regardless of the type of business. In today’s fast-paced and everchanging world, business is news. Plant closings, mergers and acquisitions,
unemployment, strikes, labor negotiations, company expansions, building projects,
construction-related accidents and catastrophes are often the lead story on the front
page or the six o’clock news. A general public relations program is important to
business to: Complement advertising; provide research capabilities for marketing
efforts; provide capabilities for special events to increase company & industry
visibility; monitor governmental organizations; to communicate the state-of-theindustry to the public, including views on legislation, regulations, economic
conditions, and other factors and events impacting the business; and to communicate
with past and existing clients. PR is about sharing the right information to right places
and people to build the brand reputation. PR is vital for any brand for numerous
reasons.
i.
Helps Manage Reputation
PR helps to manage reputation. Trusted media connections are prerequisite reputation
management. In times of any litigation and crisis, media connections can help the
organization to repair the damage through a simple press release. PR Agencies
provide businesses the opportunity to build such connections.
ii.
Promote Brand Values
In any industry, trust plays a pivotal role in determining whether a business will be
successful or hit the ground. Lack of trust can also lead to loss of sales volume.
However, when the organization hires someone in public relations, those experts can
work and increase credibility by improving an organization’s reputation through
thought leadership pieces, influencer connections and networking strategies.
iii.
Strengthen Community Relations
PR can strengthen the community relations of an organization. When an organization
makes new connections, it means that is building ties with the local market by joining
groups, donating time to charity or any cause related to the business. Great public
relations mean setting- up ongoing relationships with many important influencers.
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iv.
Public Relations is Opportunistic
Your public relation communications with influencers need not always be about your
business. Offering accessibility to your consumers in order to help the influencers to
see how they are solving issues using your organization’s services and products.
v.
PR enhances your online presence
In this world where everyone is digitally connected with one another, PR helps
companies to make the most of their online presence. With the help of social media,
new media technologies, Web 2.0 and connection with promotional sites that publish
content, PR companies are able to help their clients to achieve desired things and
overcome the roadblocks.
Using PR- activity, the company monitors the interest of consumers, partners and
employees, identifies threats, helps management to resolve various conflicts and
quickly establish a dialogue. PR is focused on public opinion. In the situation of the
existing fast- growing markets, PR is becoming important part of marketing
communications.
1.4.5 PR Now & Then
Public Relations promote communication between a business and its consumer,
which in turn establishes a mutual beneficial relationship between two parties. When
a company invests in a PR strategy, its chances of becoming more profitable are
higher. Today, PR has been more than just writing a press release and involving
traditional marketing strategies. An information traces the history of PR then-now is
given below.
Traditional PR Vs Modern PR
Then
Now
Press Release
Blog
Print Media
Digital News, Blog and Social Media
Television
You Tube
Radio
Live Streaming
Word of Mouth
Blogger Outreach/ Influencer Partnership
Direct Mail
SMS
In- person Media Tours
10- minute Phone calls
Second Day News
Second Hour News
Press Conference
Twitter Chat
Impressions
Influence
Product Shots
Pinterest
Your Product
Your Point of View
News Clips
News Links
User Feedback
Social Media Chatter
Press Kits
Content
Focus Groups
Facebook Friends
Live Demos
Video Demos
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Excel Spreadsheets
Infographic
Online News
Mobile News App
Evolution of PR Contacts
Traditional
Modern
Contact Number
Social Media Contacts
Reporters
Influential Bloggers
Mailing Addresses
E-Mail Addresses
Print Publications
Web Developers
PR Profession
Traditional
Modern
Publicist
Trend Spotter
Media Liaison
Social Media Expert
Copy Writer
Pinner
Script Writer
Brand Ambassador

1.5 ROLES AND OBJECTIVES
One of the major functions of public relations is shaping the image. It generates positive
publicity for a company, an individual or a government and enhances its reputation. The
Government uses Public Relations to keep the public informed about the activity of
government agencies, explain policy, and manage political campaigns. The Companies use it to
handle relationship with many groups affected by a company’s product and policies:
consumers, shareholders, employees, and the managing body.
Organizations
have
several
management functions like finance,
legal, human resources, marketing,
and operations that contributes
toward its success. As discussed
earlier, Public relations helps
organizations to develop and
maintain relationships with all of its
key publics and stakeholders by
effectively communicating with
these groups.
Good public relations not only
creates a favourable image but can
help the entity to achieve the desired objectives. It makes a significant contribution in
helping to form an organization’s ideas about what it is, what it should do and what its
publics want and expect from it.
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Major Roles of Public Relations
Communication Management: Communication plays a key role in
maintaining a satisfactory, long-term, trusting relationship with publics and stakeholders. One
of the major role of Public Relations is managing the flow of information between an
individual or an organization and the public. It develops communication objective in line
with organization’s overall objectives and sets a two-way communication process facilitating
exchange of information between key publics and management.

Reputation or Image Management: Public Relations function of an organisation shapes
its image. In consultation with the management, it crafts an overview of how the company
wants to be perceived, and how it is going to project a positive image. Planning and
implementing of policies, procedures and strategies that demonstrate an organization’s
commitment to public and social responsibility, ethical behaviour affects reputation of the
organisation.

Issues Management: Public Relations identifies and analyses problems, issues and trends
that can affect an organization. It also develops strategy and executes programme to deal with
the issues. Research, study of public policy matters and business environment
monitoring are part of PR.

Crisis Management: PR plays a critical role in protecting reputation of an
organisation when there is negative or unfavourable rumours and adverse publicity, which
if left unchecked might negatively affect organisation. PR not only establishes policies and
procedure to face an emergency affecting the public, but also responds to the crisis situations
through effective communication to mitigate concern of public.

Relationship Management: Another important Role of Public Relations is to identify
key publics and establishing strategies for building and maintaining mutually beneficial
relationships with those publics. Through various techniques, PR earns trust and support of
the public to achieve the business objective.
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Media Relations: Media play an important role in Public Relations
Management. PR establishes an effective relationship with media to get favourable
publicity to influence public and change their behaviour in the desired direction. It
also helps in getting third-party endorsement for a product, service, issue or
organization.

Risk Management: Public Relations helps organisations to identify potential danger
and risk factors and alerts the management. It also suggests the necessary changes to
avoid the risk.
Strategic Management: Public Relations serves on the management team helping the
organization develop sound policies that are in the best interests of the public as well as
the organization. It integrates the concerns and attitudes of key publics into the
organization’s managerial decision-making process.
In effect, corporate public relations professionals play the role of an outsider. They question
decisions and their impact on customers, the community, employees, and others and bring
the public perspective to an organization, making it a responsible Company.
As discussed, we can say that the main objective of public relations is to create, maintain, and
protect the organization’s reputation and build and present a favourable image of the
organisation. Creating goodwill for the organisation is another vital objective of PR. The
Broad Objectives of Public Relations Function are:
 Establishing, maintaining and projecting the organisation’s corporate character and
identity
 Creating and sustaining awareness about the Company, its goals, products and services.
 Winning trust and confidence of various stakeholders and getting their acceptance
 Responding to criticism of the organisation
 Establishing an effective channel of communication between public and the organisation
 Getting Cooperation from various stakeholders for achieving business objectives
 Generating positive publicity in media
 Earning awards, certification and endorsement from various organisation, individuals or
associations
 Reinforcing the by maintaining positive relationships with key audiences, and thereby
aiding in building a strong image
1.6 ADVERTISING VS PUBLIC RELATIONS
Often public relations and advertising work for the same goal, there are differences between
the two. Public Relations is a earned media and Advertising is a paid media. Advertising is
creating paid announcements to be promoted through different types of media including online,
print, TV, out-of-home and radio. PR, on the other hand, is a strategic communication process
that builds mutually beneficial relationships between organisations and the public. While
advertising, a company has to pay for ad space in the media. On the other hand, PR convinces
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reporters or editors to write a positive story about the Company free of cost. The Company
has complete control over content, timing number of advertising, but in case of PR it has less,
or no control as a journalist can write what they want no matter how you position your
story. While Advertising builds visibility, PR builds credibility since it is written by a
journalist and appears in editorial section of the media. However, PR is timeconsuming and with no guarantees and in case of advertising there is guarantee on date of the
advertisement, frequency, choice of media and duration, as it is paid.
The difference can be understood from this popular business saying. “Advertising is what you
pay for; publicity (or PR) is what you pray for.”
Reinforcing the by maintaining positive relationships with key audiences, and thereby aiding in
building a strong image.
1.7 CHECK YOUR PROGRESS
1. For a University, who can be the ‘Public’?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
2. Please make a list of major factors behind the growth of Public Relations in India.
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
3. Define the roles and objective of Public Relations.
_____________________________________________________________________
_____________________________________________________________________
___________________________________________________
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UNIT-2

PRINCIPLES AND TOOLS OF PR

Unit Structure
2.1 Learning Objectives
2.2 Introduction
2.3 Principles of Public Relations
2.4 Public Relations tools & strategies
2.5 Media Relations
2.6 Check Your Progress
2.1 LEARNING OBJECTIVES
The objective of this unit is to understand how public relations can be established. In this
unit we shall discuss about various tools used in public relation. We will learn about different
types of PR strategies used and also how media relations can be established. After reading
this unit you will be able to understand:
• Principles of Public Relations
• Various tools and strategies used in public relations
• How to establish media relation
2.2 INTRODUCTION
As discussed in the previous sections, the major purpose of public relations is to build and
maintain good relationships with the public and to influence their opinions, attitudes and
behaviour to meet the organisation’s objective.
The high potential of the news media makes it ideal for PR Practitioners to create a
desired corporate image to shape the public opinion in a favourable way. Also an article
written by a journalist and published in media gets high credibility among stakeholders and is
more cost effective than advertising. For this, media- relations is important for any PR
professional.
With frequent interactions with journalists, PR Practitioners keep the latter informed of the
concepts, solutions and customer references to company’s products and services. This way, PR
becomes a major source of news for journalists.
On the other hand, public relations persons usually do a lot of writing and editing of
various communication materials for both their internal and external communication. They
write news releases, feature stories, key messages for press kits, annual reports, brochures,
film and documentary scripts, trade publications, product and technical collateral material.
These writings are often shared with journalists, who use it as base information for a news
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story.

Major PR Sources for Journalists:
Official
Publications:
Official publications and
documents like press
release, special reports,
annual reports and press
kit have become major
sources of information
for media reporting.
Journalists get easy access
to information, data and
views to make a news
story. This also saves times and money for media to gather news.
PR Events: Press Conferences, briefings, guided tours, product launch events and
managed events facilitate journalist’s access to information about the company, its
product or services. These information often get reported in media as news. PR
practitioners use these opportunities to relay their message to public through media.
Response or Expert view: Whenever a journalist requires response to a specific query
or want to understand something about the industry, he / she contacts the PR person in the
industry who crafts the message to suit his / her requirement. Journalists use this information
to complete their story.
PR Meetings: Both formal and informal meetings between the PR persons or Officials of the
organisation and journalists acts as a good source of information for media. The meeting can
be a formal one –on – one discussion or interview meeting or an informal meeting at a
coffee shop. In these meetings PR persons pitch their story ideas or disseminate
information to get a news in media in their desired angle. PR professionals often provide
background information, data and overview of the industry to help the jounrlaist in
completing the news story.
Why

Journalist

use

PR

as

a

Source:

Easy Access: Journalists always find PR Practitioners easily accessible. Public relations
persons immediately respond to media requests for information and quickly facilitate access
to authoritative sources. This helps the journalist in saving time. Rather than searching for
information, they stay behind their desks and act as gatekeepers of the information provided
by PR person.
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Gap in Understanding: It is not possible for a journalist to know everything about
everything. He/she can depend on PR Practitioners of specific sectors for information, story
ideas, media response and comments as per their requirement.
Resource Constraint: Sometimes media organisations have fewer than required
journalists to write news stories. This makes journalists dependent upon PR sources to
sustain the news output and generate more copies.
2.3 PRINCIPLES OF PUBLIC RELATIONS
Today we can see every individual respond differently to the same message. The PR
professional, therefore, need to evolve a new set of principles to guide their efforts.
These are:
Honest Communication
Increasing literacy rates and growing education has led to an attitude of skepticism
towards a kind of communication that seeks to influence, motivate or persuade. Thus
the first principle for PR communication is to be honest and sincere.
Information Overload
The mass media sometimes suffers from the information overload i.e. communication
being targeted by different interested groups from all sides to same audience. It is
necessary for the PR practitioner to be careful in posting his PR messages in right
time instead of a busy day of media.
Use of Intermediates or Opinions Leaders
Ideas often flow from TV, radio and print to the opinion leaders and form them to be
less active section of the population. So the Opinion leaders’ role is more useful.
Theory of two step flow of information is what comes into play here. So it is
necessary to find out the opinion leaders and take their feedback to revise the
communication messages.
Ensuring Receptivity
Finally, for the PR to be effective, it must be the posture of receptivity.
2.4 PUBLIC RELATIONS TOOLS & STRATEGIES
As discussed in previous sections, Public Relations is all about Communicating effectively with
stakeholders and building reputation for the organisation or individual. However, creating
and maintaining public reputation is a complex and ongoing process. To draw attention of the
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target audience and influence their opinion and decisions, PR professionals use a
variety of tools and strategies, depending upon the stakeholder, situation, budget and
desired outcome.
Companies use a variety of tools for their public relations purposes, including annual
reports, brochures and magazines for both employees and the public, Blogs, and
podcasts are also employed. Sponsorships, product placements, Speaking opportunities
and social media also generate a lot of positive PR. Let us discuss below some of popular
and effective PR tools.
Oral Communication
This is similar to interpersonal communication and effective in sharing of information, ideas
to a specific audience. This is also known as face communication or person to person
communication. It can be an organization’s most effective and least expensive tool of public
relation for transmission of information to the public. This can be informal and formal
depending upon the type of audience and forum. Organisations use Oral
communication for informing employees about company policies and operations.
Word of mouth is also a form of Oral Communication that is free and effective. PR
professional use this tool to create a verbal transmission of message among stakeholders.
It incites people to share experience and information about organisation, product or service. If
properly managed ‘word of mouth’ is highly effective in achieving desired PR goal.
Media Relations
Mass media has significant influence on public perception building. It can shape public opinion
through sharing the information as well as interpreting the same. Public relations
professionalsuse various media relations techniques to circulating messages through
media channels— TV and Radio, newspaper, magazine, newsletters, Internet and social
media. This is done through building a trustworthy relationship with the journalist and
developing relevant story angles. As a media relations activity, the Public Relations
professionals respond to queries from journalists, coordinate media interviews,
organise press conferences, prepares news releases, media advisories and news tips, and
proactively develops and maintains effective working relationships with the media. We will
discuss more about media relations in the next section.
News Letter
Print or e- newsletter is one of the dependable PR tools to be in touch with important
stakeholders and keep them informed about updates about organisation, new products and
services. It helps in strengthening connection with the stakeholders. It supports the Public
Relations efforts by sharing message promoting new ideas and educating the public about
the organisation.
As newsletter competes with television, the Internet, newspapers and magazines, it should
focus on information relevant to its public or audiences.
How to make an effective Newsletter:
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Identify what your audience is interested in: their issues, concerns, challenges,
and hot topics.
Give contents relevant to the interest of the
target audience
Include tips and advice on interested issues
Give information about upcoming events
Make it more visually appealing
Include testimonials
Adhere to the timeline

Special Events
Special Events such as gatherings, parties, festivals, road shows, exhibitions, open house
tours, anniversary celebrations and others are organised by public relations to introduce or
promote new products or services, provide accurate information to the targeted
audience and also to correct misconception. These are designed to attract
maximum public participation and generate publicity. These events attract not only
the attention for the participating people but also draws attention of journalists and media,
resulting in a good coverage, conveying correct message and image to the target audience.
Special events, like any other public relations tool, should be used carefully to achieve
the desired PR goal. Deciding a specific target audience before the event planning,
delivering a clear and appropriate message to them is the key. Besides, such events
should be organized with advance planning, adequate resources, and fallback options in
case things go wrong.
Speaking Engagements
Speaking before industry conventions, trade association meetings, corporate gathering,
companies’ meet and other groups provides an opportunity for company experts to
demonstrate their expertise to various stakeholders. This task is carried out by the
company representative. Instead of speaking explicitly about the organisations and its product
or service, the speaker talks on topic of interest to stakeholders, highlighting the
organisation’s expertise. This is a typical way of letting the stakeholders know about the
company’s potentials and capabilities, thus establishing credibility and reputation of
the organisation. Additionally, they provide valuable networking opportunities.
Speaking engagements are excellenceopportunity to build personal and professional
brand. It provides directly target publics that are interested in business, product or idea
related to the organisation.
Thorough speaking engagements the attendees learn about an organisation’s expertise
firsthand and at the same time the speaker gets opportunity to interact directly with the public
immediately before or after the presentation. This also gives visibility to the speaker and
the organisation.
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Sponsorship
Sponsorship is the act of supporting a person, organization, or activity by giving money,
encouragement in any other form. Sponsorship improves brand image, recognition and
credibility by supporting events/ persons that target audience finds attractive.
There are various events happening all the year round, locally, nationally and internationally
which provide sponsorship opportunities. Organisations associate with these events
ranging from local cricket tournament to FIFA Football World Cup to build goodwill and
enhance their visibility. Most of these sponsorships help these companies to improve
their public profile.
Sponsorship can benefit an organisation by enhancing visibility and image, differentiating it from
competitors, helping to develop closer and better relationships with stakeholders and
showcasing services and products. Supporting a social cause or a person doing noble work
can help in generating goodwill towards the organisation or individual.
However, before deciding any sponsorship the PR Professional must consider the PR
objective, target audience, budget, sponsorship level, exposure opportunity, promotion
strategy of the event and branding opportunities.
Employee relations
Employees are major goodwill ambassadors for any organisation. Maintaining a good
relationship with the employees helps in improving teamwork, increased staff retention and
productivity, enhancing motivation and earning loyalty of employees. Employees need to be
informed about what’s happening in the organisation, including management’s plans and how
those plans may impact them. When management withholds information, this can result in
mistrust and affect employee morale.
Companies which are concerned about employee communication, keep their employees
updated with information about developments in organisation, new or existing products, sales
incentives, etc. This can be done through newsletters,
e-mails, intranet, sms or social media post. Planned
message can also be disseminated to employees
through a variety of communications channels, including
newsletters, bulletin boards, payroll stuffers, posters,
regular meetings, and special events etc.
Effective communication between employers and
employees promotes employee participations and
instilling a sense of pride among employees in
organisation’s achievement. The Communication can be informal, such as day-to-day
interactions between employees and supervisors, or formal mechanisms for employee
feedback, such as workplace satisfaction surveys or grievance. If employees feel that their
opinions, feelings, and concerns are being heard by the management and they are updated
with latest happening in the organisation, then the employee communication programme
can be said to be successful.
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Community Relations
Community Relations is often said as ‘public relations at the local level’. It is about how
the organisation interacts with the people
constituting the environment it operates in and
draws resources from. An effective Community
Relations programme helps the organisation in
fostering mutual understanding earning
community trust, support and acceptance. It is
crucial for the organisation to gain the social
licence to operate and to manage crisis.
Community relationships are effectively
maintained through engagement with various publics and audiences within the community
and the organization. Organisations take up various community service programs like
donation for charitable trusts, helpings in building of schools, parks or supporting a social
development project. Some organizations distribute products among target audiences to
create goodwill of their organization. Strategic and transparent communication is also very
important to maintain good community relations. Engaging with local stakeholders and decision
makers helps in building profile and level of influence.
Social Media
The advent of social media has changed the way we communicate. Now that social media
like twitter, facebook, instagram, blogs, google+ and others has
risen in popularity, people get another platform to talk about an
organisation, brand or product and services. Conversation
in
social
media
spreads
very
quickly
and easily. The viral nature of this platform can make or break
reputation in very short span of time. Social media is userfriendly and interactive in nature. It has customization options
and a wide reach both in terms of user base and global scale.
The writing, sharing, uploading, linking, networking
and commenting facility in social media, fun and entertainment options further attract
people. All these make it a powerful PR tool.
Through social media, organisations can connect directly with the journalists, reporters,
bloggers and opinion leaders who are related to the industry. By communicating with
these influencers, chances of coverage in media and third party forum increase. The rise of
social media has also had an effect on media organisations which are always in search of
unique and engaging
content. To feed the media’s growing appetite for engaging content, PR professionals create
content that people want to share and talk about online.
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Social media also allows direct interaction with people doing away intermediaries. This
helps in forging better understanding between the stakeholders and the organisations.
However, managing social media skilfully is very important for PR professionals to
communicate with customers, media and other stakeholders. This can be done by:
a) Creating engaging and interesting content
b) Being interactive to establish a two-way communication
c) Connecting with influencers, journalists and bloggers
d) Sharing expertise and opinions
e) Responding to queries and issues immediately

2.5 MEDIA RELATIONS
In present information age, the mass media plays an essential role in conveying information to
people and forming opinions. According to Argenti (2003), “the media is both a
constituency and a conduit through which investors, suppliers, retailers and consumers
receive information and develop the image of a company”.
Media relations refer to working with journalists and media outlets in order to reach out to
wider target audience. It is about establishing and maintaining mutual understanding,
goodwill, co-operation, respect and support between an organization and the mass media
to communicate the organization’s goals, ideas, intent, achievements, policies and other
newsworthy message. Supa and Zoch state that “media relations is the systematic,
planned, purposeful and mutually beneficial relationship between a public relations
practitioner and a mass media journalist.” According to Tench & Yeomans, media relations
can be defined as ‘managing relationship with media - all the writers, editors, and
producers who contribute to and control what appears in the print, broadcast, and
online media’. Unlike advertising and marketing, media relationship helps in getting third
party endorsements of the product, service, organisation or individual in question and
using the third party to disseminate the information to the target audiences. Organisations
seek publicity in media when there is
 Launching of a new product/service
 Launching of promotional campaigns/activities
 Awards/accolades received by the organisation
 Opening of new outlets
 Sponsored events
Odisha State Open University, Sambalpur

Page 31

 Visit of Company dignitaries/celebrities
 Participation in social activities Community Engagement
 Disasters, strikes or organizational closures
Public relations are often considered synonymous with media relations, but in fact it is not.
Media relations are a major component and tool for PR. While media relations refer to
the relationship that a company or organization develops with journalists and media,
public relations extend that relationship beyond the media to the general public.
Developing effective relations with the media is important because publicity in media
influences the public opinion and image about an individual, organisation, product or
services. Regular positive media coverage enhances the organization’s reputation. Role of
media relations is not only about publicizing the organisation or its product and services through
a story on television, on a website or in the newspaper, but also to educate the media about
the organisation , its goal, achievements, products and services to incite their interest in
doing a story and reach out the general public with a positive message. A good media
relations means maximizing the positive news coverage and minimizing negative news
coverage.
Public Relations Vs Media Relations
Many people consider media relations and public relations as same thing. But in practice,
both are different, even though they are very closely related. Public relations is the art and
science of connecting and communicating various publics with whom an organization
may have a relationship. There exist different publics, which may include employees,
customers, government, industry, investors, shareholders, communities, general public,
vendors, suppliers, members, and the media. The list of public may change from
organisation to organisation. However, Media relations is the interaction with reporters,
journalists and editors in print, electronic , and online media in order to communicate
information about an organisation. Simply put, media relations is a subcategory of public
relations with a focus on the media.
The Importance of media relations
Media plays a critical role in shaping image of an organisation or individual before the public.
It acts as an intermediary between an organisation and its target public. Media Relations
helps in maintaining good and healthy relations with journalists and media owners to get a
favourable coverage in print, online or electronic media. In this way organisations build
public support as they are able to reach out to their audience with a positive communication. In
other words, publicity in the media either about organisation or products, services offered it
could play a major role in positioning a company’s reputation and identity.
Media Relations is an important part of Public Relations Function because:
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Media has a significant influence in forming public perception and opinion.
Positive news coverage has higher credibility in comparison to paid advertising.
The cost of coverage in the news media is substantially lower in comparison to the
advertisingcost.
Coverage in news media has implicit third party endorsement of the journalist or
writer, helping in establishing the reputation
It helps in managing negative news in case of adverse situations, saving
reputation of the organisation.
Negative coverage in media damages organisations’ reputation and image.

Why is media important in Public Relations?
•

Media Helps in multiplying the message

•

Media Reaches a wide audience at local, regional,
national and international levels

•

Media can draw attention of Government officials,
Parliamentarians/ Legislators, decision makers
and opinionleaders

•

Media can influence public opinion in positive and
negative direction

As we know media relations constitute major part of Public Relations function. Effective media
relations helps in achieving overall PR objective. A diverse range of techniques and tools are
used for effective media relations to reach the target audience with accurate and effective
message. The basic tools used for Public relations professionals are same throughout the
world. Let us discuss these tools.

Press Release
A press release is an official statement designed to inform media about something
newsworthy. It is one of the important tools of public relations. The history of press release
dates back to the origin of modern public relations. Ivy lee, one of the pioneers of Public
Relations, first issued the first press release to journalists. It is written in third person and in
inverted pyramid style, like any news report. It should be short, preferably one page or two
pages. A good press release respects information need of journalists and answers ‘what,
who, when, where, why, and how’ about the event or matter. It must grab the journalist’s
attention with its compelling headline, which need to be followed by a paragraph that
explain everything the journalist needs to know. Sometimes a sub-headline is also used.
Headline and first paragraph is the most important part of a press release. A professional
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press release should contain:
a)

An eye-catching headline: The Headline of the press relied should be
attractive for the journalist and the editor. It should give a brief idea about the
news value of the release. Sometimes, sub-headlines are added to give more
idea about the release.

b) Dateline: The first line of the press release should contain information about the
release data and place. This makes the release latest and up to date. Press
release with old dateline is not taken by the media.
c)

Introduction: The introduction paragraph is as important as headline. This must
answer to who, what, where, why, and when.

d) Body: This section should explain about the details, background, statistics and
other details about the news. Press releases are written in inverted pyramid
style; most important information is given first and subsequent information is
given in order of diminishing importance.
e)

Boilerplate: This a short paragraph on independent background of the issuing
company, organization, or individual.

f)

Close: A symbol like ‘###’ is used to signal that the press release ends here.

g)

Media Contact: It is important to give name, phone number, email, mailing
address, and other contact information of the person who can be
contacted for further query by the media.

Odisha State Open University, Sambalpur

Page 34

It should be remembered that the press release has two potential audiences; the Journalist and the
public. Writing a good press release is important. A poorly written press release may land in the
dustbin.
Here are some points which may be remembered while writing a press release.
i.

Press releases should be clean, crisp and to the point.

ii. Jargons and specialized technical terms should be avoided. If required it should be
properly explained. The press releases must be written in such way that a
common man could understand.
iii.

Press release should contain facts –– events, products, services, people, targets,
goals, plans, projects etc. The more newsworthy the press release is higher is
its chance of publication in media.

iv.

Who, what, when, where, why ––and how–– should be clearly mentioned.

v.

Press Releases should be grammatically correct. There should not be any
spelling error.

vi.

It should normally be written in the language of the newspaper. If it is sent to
Odia newspaper, the press release should be in Odia. A journalist these days
hardly has any time for translation. As there are different language media houses in
every state, it is better to have press releases in English plus other languages.

vii.

Press releases should be accompanied by photograph/infograph, wherever
possible.

After writing the press release the next step is to send it to media for publication. Nowa-days, most of the journalists prefer it by email. While sending the press release in email, the
headline must be mentioned in the subject line of the email. The content of the press release
should be given in the body of the mail, not in the attachment. If attachment is necessary,
it should be in a plain text or Rich Text Format file or word.doc file. PDF files should be
avoided. If it is required to send to more than one journalist, the email id of each
journalist should be given in ‘bcc’ not in ‘cc’. Timing of the press release is also important.
Deadline of the media and journalist should be kept in mind, before sending a press release.
And after sending the press release, a follow- up call to the journalist helps in maximising its
chance of getting coverage in media.

Press Conference
Like Press Release, press conference is one of the important tools for media relations. It is
a meeting organized for the purposes of communicating message to the media and
answering questions from the journalists. It is one of the effective ways to communicate
the information to a wider audience through media. The standard format is inviting
journalists in a formal meeting, announcing the message and answering their questions.
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Normally the press conference is led by the company’s top leadership or
spokesperson. The Conference should be organised selectively, when there is something
unique or newsworthy announcement to share.
Press conferences can also be issued in response to addressing public relations issues.
Information about a press conference is announced by sending an advisory or news release
to the media well in advance.
It is held in a formal set up like hotel or
office conferenceroom.
Organizing a press conference involves
several important decisions. Only relevant
journalists should be invited for the press
conference. The person who will address
the press conference should have expertise
on the topic. Maximum three persons
should be engaged to address the press conference. Venue of the press conference is highly
important. It should be formal in set up and easily accessible to journalists.
Journalists attending the press conference should be given information material which
includes:
• A press release on the announcement of the conference.
•

Background information about the announcement

•

Statistical data and figures relevant to the announcement

•

Booklets, brochures, CD etc giving more information about the
company or the matter that necessitated the Press Conference

•

Contact information for further query

•

A writing pad and a pen or pencil

Organizing an effective Press Conference requires meticulous planning and execution. The
first step is to decide the topic of the press conference. It should be newsworthy or of
significant interest to the general public. Next step is to finalise a date, time and location for
the press conference. The date should not clash with any other significant or newsworthy
event. The press conferences should be planned well in advance to make necessary
preparation. Then a list of journalists who will be invited should be made. Before
organizing a press conference, the press conference kit should be ready. Deciding the
spokesperson is also very important. Either senior executive of the organisation or expert on
the topic should be selected to address the media. Next step is to arrange the venue for
the press conference. Sitting arrangement should be made for the spokesperson as well as
the invited journalists. A representative of the organizer should greet all journalists
coming for the conference. The speaker should give an opening remark, introduction about
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the topic and highlights and then open the floor for question. Arrangements should be made
for photo opportunities and interview of the spokesperson. A representative should be made
available after the press conference to verify information and answer follow-up questions.
After the press conference a personal message of thanks should be sent to the media.

Op-Ed and Letter to the Editor
The term “op-ed” stands for “opposite the editorial page” or “opinion-editorial.” Op- Eds
are articles published in the editorial section of the newspaper. An Op-Ed is generally
an article expressing an opinion or viewpoint on a particular issue or topic.
Letters to the editor are short opinion pieces that are usually written to the newspaper in
response to an issue that has been covered in the publication or is of interest to its readers.
Both the sections are among the most widely read sections of a newspaper. Publication of an
op-ed or letter to the editor maximizes reach of the message. Both are more powerful
than the press releases.
An Op-Ed serves many purposes. It can be a policy announcement or a defensive piece
to explain a policy position. It can be a criticism for a policy or practice. Op-ed gives
opportunity to express the view point without interpretation of the journalist or editor. It can
persuade public opinion or change in policy. Sometimes an Op-ed itself becomes news. It
must contain a strong argument or view point supported by fact and statistics.
Letters to editors are used for various purposes. It can be sent to media in response to a
criticism in the media, publication of inaccurate information, missing fact in a story. It can also
be sent to complain about particular news coverage in the media or to highlight a particular
story. It provides expert opinion or additional information to a news story published in the
media. Letters to the Editor should ideally contain maximum 250 words.
Advantages of Op-ed and Letter to the Editor
1.

Opportunity to express views or positions without interference of the
reporter or editor.

2.

Best way to explain a complex issue or clarify a criticism

3.

If the issue is not getting enough media attention, it is the best way to revive the
issue.

4.

It can be published in name of an expert, giving third party credibility

Media Interview
Interview is a Question-and-Answer session between a journalist and representative of the
organisation or an individual. The representative can be senior functionary of the organisation
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or a designated spokesperson. Interview helps journalists in gathering in- depth information.
This also provides opportunity to communicate a particular message, share information or
clarify any issue through media. It can be either initiated by media or theorganisation.
Reporters interview to gather information and do research. Even if they make a story based
on a written study or official documents, they need to organise interviews to get more
information, provide perspective, obtain quotes, and add interest. In other cases, interviews
alone comprise the entire premise for an article. Sometimes the interview alone comprises the
base of the article. In most cases, the media invites an organisation representative or
individual to appear in a talk programme of respond to key questions. This happens; when
there is any issue related to the organisation of individual or the media needs expert view on
some issues or journalist require detailed information on a particular issue. Sometimes,
the PR professionals request the media to carry interview of the organisation
representative or individual. This helps in
disseminative the desired message or
idea, or countering spread of any negative
communication through media. The stakes
are high when there is a media
Different Types of Interviews:
interview. If properly handled, it can help
in disseminating message to the target
 Telephone – Journalists conduct the
interviewsoverthetelephone.
audience and earn goodwill. Otherwise, it
may give bad publicity, affecting
 One on one – a face-to-face interview.
These can be scheduled or impromptu.
reputation. When there is a request for
Only one media is involved.
interview either from media or the
 The News Conference – Held in a group
organisation is important to know the topic
set up. Multiple journalists ask
or issue. Similarly, knowing the media,
question.
journalist’s background, purpose and
 The Scrum – impromptu gathering
the programme helps in facing the media.
of media persons around some one
Jargons and technical words should be
perons, specially after the event or press
avoided. Language should be easily
conference,
understood by mass. The message can be
 Panel Interview-when two or more
people interview an individual or
repeated in different ways. Only facts
organization representative.
need to be said, no wrong
 Satellite Interview-when the interviewer
information. The interviewer must
and interviewee are not together. Questions
be Cooperative and Courteous with the
and answers are heard through earpieces,
without seeing each other
journalist. There is no “off the record.” If
 The
Ambush-An
unscheduled
you don’t want something published in
confrontational interview that occurs
media, don’t mention it..
when suddenly catches a person or
organisation.
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Media FAM Trip
A familiarization trip, often referred to as a FAM trip, is an organised visit of journalists to project,
site, factory or other activities for their personal observation and coverage in media. This
gives opportunity for making the journalist understand and experience the topic and
generate editorial coverage. Organisations often take media on FAM Trips to show their
factory, facilities, new project, demonstration site or development sites. It is arranged to
provide the journalists the opportunity to cover events or activity that are usually away from
their hometowns.
Journalists are taken in a group of 5-15 for FAM Trip. They are given transport,
lodging and boarding facilities. Arrangements are made to showcase the desired facility or
activity. This can extend from one to two days.
While planning a FAM Trip, it’s important to select the journalists. Combining print and
electronic media helps in generating good coverage. Circulating information about the
participating journalists among the group members helps in breaking the ice faster. Before
start of the trip, all the participants should be given backgrounder and briefing documents
about the site or event they are going to visit. Story opportunities and ideas also could be
suggested. The attendees should be given proper information about the programme schedule
and logistics arrangements before start of the trip.
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2.6 CHECK YOUR PROGRESS
1. Why media depends upon PR for news?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
2. Define different tools of Public Relations?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
3.Why is media relation important?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
4.What are the essential elements of Press Release?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________

Odisha State Open University, Sambalpur

Page 40

UNIT-3

ORGANIZATIONS OF PR: IN- HOUSE
DEPARTMENT V/S CONSULTANCY; PR IN
GOVERNMENT AND PRIVATE SECTORS

Unit Structure
3.1
3.2
3.3
3.4

Learning Objectives
Introduction
PR: In- house department v/s Consultancy
PR in Government sector
3.4.1 PR practices in Central Government
3.4.2 PR practices in State Government and Local bodies
3.4.3 PR practices in Public Sectors
3.5
PR in Private sector
3.6
Check Your Progress
LEARNING OBJECTIVES

3.1

After completing this unit, you should be able to understand:


3.2

In- House department v/s Consultancy Public Relations
PR practices in Government and Private Sector
INTRODUCTION

The growth of PR has been particularly dramatic in the last few decades and has been
accompanied by a growing recognition of public relations’ expanding role and
influence in organizational life of all sorts.
The democratization of the world in the latter half of the 20th Century, forced
government and private sectors to providing greater importance to public relations
and communications management.
Due to massive globalization and economic liberalization, PR has emerged as a
prosperous industry. It has got fillip, as most of the business entities realized the need
of PR to boost their business, maintain credibility among the public and manage their
communication effectively and positively. So public relations became the need of the
hour.
3.3 PR: IN- HOUSE DEPARTMENT V/S CONSULTANCY
The world of public relations divided into two groups, Agency and In- house (or
client- side). Each with their own pros and cons, deciding which route to pursue is
one of the first and most difficult decisions facing aspiring PR professionals.
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In- house PR
The ideal set up for an In- house PR department envisages coverage of all aspects
coverage of all aspects of public relations and communication activities. The
department is expected to possess adequate infrastructure, resources and capacity to
fulfill its assigned tasks independently. Public Relations department employee
specialists who do a better and effective job by identifying and anticipating attitudes
and trends formulating plans and programmes, implementing them and finally
coordinating all public relations activities of an organization. PR departments are
organized on the basis of the functions to carry out, on the basis of staffs, on the basis
of media of communication, distinct publics, geographical areas etc. When organized
on the basis of media of communication, a PR department has different divisions for
print media, radio, TV, films, exhibitions, advertising etc.
For example: In India, the government PR departments are organized in such a way
that the Ministry of Information and Broadcasting has several wings like Press
Information Bureau, All India Radio, Doordarshan, Film Division, Directorate of
Field Publicity, Directorate of Advertising and Visual Publicity etc.
In other aspects, PR departments categorized on the basis of publics. PR departments
in particularly private sector organizations have divisions like Employee Relations,
Share holder Relations, Investor Relations, Media Relations, Government Relations,
and Community Relations etc. Also the organization structure of PR departments
differs on the basis of the size of the parent organizations, the management
philosophy and the policies. Functions of PR personnel include public speaking,
writing and editing publicity materials, newsletters, house journals, speeches for
higher authority, reports and articles etc. They also prepare the budget of the
company, deal with the complaints and organize special events ranging from annual
day functions, anniversaries, foundation day celebration etc.
PR Consultancy
PR consultancy has changed dramatically in recent year but it is getting more difficult
also. The reason is that the client needs are becoming more complex. the
unprecedented growth of business, the globalization of operations, the shortage of
highly competent professionals, the need for continuous innervations and specialist
advice have resulted in the increased demand for PR consultants for the management.
The emergence of PR consultancies is a stimulating factor in the overall PR scene. It
has given a healthy bush to PR as a profession and provided a much needed market
ordinations to its outlook and performance. The PRSA (Public Relations Society of
America) has listed following services for public relations consultants –
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Establishing and defining of short term and long term goals counseling and
funding the management on actions and policies that affect public relations
goats.
Support the marketing communications programmer’s including product
publicity by way of news releases features, case studies audio - visual aid
and media coverage.
Stock holder and financial relations including interim, quarterly and annual
report, assistance in conducting the annual meeting, liaison with financial
organization.
Employee Relations including any publication, newsletter, house journal etc.
and information programmers for the employee.
Community Relations- liaison with local media for increased and improved
coverage, staging events such as pujas, opens houses toms etc.
Government Relations, Helping build relations with local, state or central
government by liaisoning with concerned govt. departments.
Evaluation - measuring effectiveness of PR programmes.

3.4 PR IN GOVERNMENT SECTOR
Information is power. It is also an input for knowledge and development.
Dissemination of information to the public, particularly in a democratic society, has
assumed great importance in the modem world. Public information is one of the key
aspects to government accountability. So the need of PR in government sectors
increases due to the need of information flow in the society. The relationship between
government and the media varies significantly in different political and media
systems.
3.4.1 PR practices in Central Government
By definition, democratic governments should reflect public opinion and work best
when the citizens are well informed. After independence in 1947, the Indian
Government set up a full- fledged Ministry of Information and Broadcasting (I & B).
The Iron Man, Sardar Vallab Bhai Patel was the first Minister assigned with the
mission to inform, educate and entertain the people of the country as partners in the
democratic process. This was a revolutionary measure in the reorganization of the
information and public relations set up of the Central Government. The Ministry of I
& B being a nodal agency has since developed a vast network of its mass media units
- with regional and branch offices as well as field publicity units at the grassroots
level. These serve as the public relations agencies for the Central Government.
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Function
The objectives of the Ministry of I & B have been elucidated in its Annual Report
1991-92, as "to inform, educate and entertain the people". The media units of the
ministry seek to create a climate of awareness, guide the directions of development,
and ensure peoples' participation in the implementation of policies, plans and
programmes of the GOI.
The functions of media units or public relations departments in Central Government
are broadly divided into two categories:
a)
Dissemination of information to the public on various policies, programmes
and achievements of the department concerned through different media of
communication;
b)
Making an objective assessment of how the policies and programmes of
government are reflected in the newspapers.
National Objectives
Besides providing information, education and entertainment, mass media in a
democratic set up are required to fulfill the following needs:
1.
To help preserve and strengthen the democratic way of life by inculcating
faith among people in democratic institutions like judiciary, fair elections, secular
charcter of state etc.
2.
To motivate people, directly or indirectly, and involve them in development
activities
3.

To publicize nationally accepted themes such as:










Planned development through the application of Science & Technology;
National integrity and unity;
Family welfare and population control;
Improved methods of agricultural production;
Spread of literacy;
Eradication of social evils like alcoholism, dowry etc.
Citizen’s need- oriented programmes;
Promotion of savings
Any other subject mentioned in the Directive Principles of the
Constitution
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Organizational Structure
Main Secretariat: The Ministry of Information and Broadcasting consists of a
Secretariat, the eleven attached media units, the Indian Institution of Mass
Communication for Advanced Study and Training and Research in Mass Media.
The Media Units are:












All India Radio
Doordarshan
Press Information Bureau
Publication Divisions
Research and Reference Division
Directorate of Advertising and Visual Publicity
Registrar of Newspapers for India
Directorate of Field Publicity
Photo Division
Song and Drama Division
Films Division

There is no executive department for each medium of communication under the
Ministry. The Ministry is also associated with autonomous bodies like the National
Film Development Corporation (NFDC), The National Centre of Film for Children
and Young People (NCFCYP), the Film and Television Institute of India (FTII),
National Film Archives of India (NFAI), Directorate of Film Festivals, Central Board
of Film Certification and Indian Institute of Mass Communication (IIMC).
External Publicity
India's external publicity is handled by the External Publicity Division of Ministry of
External Affairs in close cooperation with the Ministry of I & B and other
departments of GOI. External publicity is important for:



Projecting the correct image of the country abroad.
Promoting understanding and support for Indian foreign policy.

Information Officers in different Ministries
A democratic government which depends upon the popular must ensure that its
policies and programmes are properly presented and disseminated to the public
through the various media of communication. The PIB is the central agency of GOI
for information dissemination. It is headed by the Principal Information Officer
assisted by Dy. PIO. Under them there is a vast network of Information Officers who
are the “ears and mouth” of the government. Different categories of Information
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Officers such as Asst. Information Officer; Information Officer; Information
Commissioner; Deputy Principal Information Officer; Director, Public Relations; etc.,
are attached to all ministries like Human Resource Development, Agriculture, Health
and Family Welfare, Civil Aviation and Tourism and so on. In fact, the Information
Officer acts as Public Relations Officers of the Ministry. The Directors of Public
Relations are attached to major ministries like Railways, Defense, Finance, etc.
Major campaigns carried out by GOI
From the date of its inception, the Government of India has carried out some major
campaigns throughout the country to gain public attributions. Some of the major
campaigns are:








Pulse Polio Abhiyan
Sarba Sikhya Abhiyan
Implementation of Five Year’s Plan
Incredible India
Digital India
Swachh Bharat Abhiyan
Make in India

Guidelines for Government Public Relations Officers
A successful Government PR must:










Know the function of the government in its entity
Be familiar with country’s problem like poverty, population, illiteracy,
caste, language, religious diversities etc.
Have a clear understanding of the country’s socio- economic development
Establish a good rapport with the press for disseminating authenticate
information
Give publicity to government and not to individual or political parties
Have access to all information
Attend all internal meetings
Respond to parliamentary questions
Be able to decide the form in which the information is to be released

In the context of the historical perspective and the expansion of the media unit
network, the responsibilities and role of a government PR person, as enumerated is of
immense value.
3.4.2 PR practices in State Government and Local Bodies
Article 1 in the Constitution of India states that India, that is Bharat, shall be a Union
of States. The territory of India shall consist of: The territories of the states, The
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Union territories and any territory that may be acquired. There are three levels of
governmental structure:
1.
The Union Government
2.
The State Government
3.
The Union Territories
Within the purview of the government in the state, we have a 3- tier system: the
‘District or Zilla’; the ‘Block or Mandal or Taluk’; and the ‘Gram Panchayat’. In
addition, we have the Municipal Corporations. In all types of governments, there
arises the need for 'citizen-government' relationship. Such relations are established by
a continuous flow of popular information from the government to the people and in
turn from the people to the government. This two-way process of communication is
handled by an agency called the information services. This is also known as the
Information and Public Relations machinery. Various inputs such as public opinion
and the mass media, contribute to public relations in a democratic society like India.
In a democracy like India, popular support is required for any Government to exist.
The Government, therefore, has to inform, motivate, change the attitude and mind-set
and finally seek support from the public to achieve its objectives. Public Relations
hence is an essential ingredient in the successful functioning of a democracy. No
Government or Organization can afford to ignore or dispense with this relatively new
branch of knowledge.
Function
In order to effectively achieve the two-way communication between the people and
the government, this department has set for itself the following major functions:








Publicity activities of government through the media of mass
communication like the Press, Radio, Doordarshan, Publications,
Exhibitions, Films, Song and Drama, Oral communication etc.;
To keep the government informed of the people's reactions to the policies
and programmes as collected by the field officers and also as reflected in
the press;
To have close liaison with the Government of India media units like All
India Radio, Doordarshan, Song and Drama, Films Division, Directorate
of Field Publicity, etc. and also to establish rapport with all the
newspapers and periodicals for effective media coverage of State
Government activities;
Installation and maintenance of community radio sets and community
television sets, public address system and audio-visual equipment
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Objectives
The objectives and functions of the government Information and Public Relations
Service/ Information System/ Information Administration may be summarized as
follows:
 Dissemination of public information and government policies, programmes
through various media of mass communication. This is known as ‘Onward
Information’.
 Conveying to the government the popular reactions to official policies in the
form of press clipping service, daily summary of press reactions and feedback
reports as received from the field officers. This is known as ‘Feedback
Information Service’ or ‘Inward Communication’.
Organizational Set- up
The Department of PR in the Government of Odisha was created originally as a part
of the Home Department and was named as Home (Public Relations) Department.
Subsequently it was separated from the Home Department on 8th July 1978 and
started functioning as an independent department of the state government in the name
of Information and Public Relations Department. At present 32 publicity districts
(including Bhubaneswar and Rourkela) each headed by District Information and
Public Relations Officer are the functioning under the administrative control of this
department. There are three Deputy Directors to supervise the work of DIPROs at
three Revenue Divisional Headquarters i.e. Cuttack, Sambalpur and Berhampur
respectively. The media units are:
















Press Information Service Unit
Electronic Display Board Unit
T.V. News Production Unit
Telecast or Developmental Schemes
Photo Service
Film Unit
Community Viewing Unit
Audio Visual Publicity Unit
Digitization of immortal voice
Advertisement
Research, Reference and Training
Odia Translator’s Unit
Information Centre- cum- Reading Room
Exhibition
Special Celebration
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Song and Drama
Computerization Scheme

Public Relations in Local Bodies
Different forms of governments are constituted all over the world. Each type has
specific powers and functions. Local bodies exist in all types of governments both in
unitary as well as federal types of governments. The need for local government arises
from certain historical developments. With all their multi-faceted functions, it is
impossible for either the central or the state governments to effectively administer the
local units and their problems. Local governments have, therefore, been constituted
within the State Governments in India to administer the public activities of a purely
local nature. They owe their existence to the statutory orders of the State Government
and exercise authority within the specified areas with a population to serve. It is a
government in a limited sense, or it may be called a mini-democracy government.
The local bodies have following functions:



to function as agents of Stale government ill tackling the problems of the local
area; and
to function as autonomous units with statutory powers for providing civic
needs of the local citizens.

The major functions of Public Relations Department in local bodies are:






To inform the public what is happening in the local bodies including the
schemes taken up for the benefit of the public.
To instill better civic consciousness among the citizens
To advice the municipal government on policy matters
To conduct educative public relations campaign
To inform the civic administration about people’s reactions and attitudes
towards its policies and programmes

Public Relations, as an art of maintaining harmonious relationships between an
organization and its publics, have been recognized dl over the world. Therefore,
public relations machinery has been established in Governments, be it the Central
Government, State Government, Union Territory or Local Government. The main
objective of PR practice in State Government is to disseminate information to the
public on what the Government is doing for them and at the same time assess people's
reactions to the policies of the government and keep the government informed of such
feedback information.
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3.4.3 PR practices in Public Sectors
Independence aftermath, the policy makers of our country adopted mixed economy to
ensure all round social benefits. Mixed economy suggests the existence of private and
public side by side. The ownership of public sector units rests with the government.
Public sectors were launched in India to check the concentration of wealth in the
hands of a few capitalists and to maintain a balanced economic development. In 1948,
the Industrial Policy Resolution accepted the concept of mixed economy and divided
the industrial sector broadly into four categories.






The first category includes strategic industries like Defense, Arms and
Ammunitions, Atomic Energy, River Valley Projects and Railways
The second category was reserved for basic and key industries like Coal, Iron
and Steel, Aircraft, Ship Building, Communication Equipment and Mineral
Oils
The third category includes important industries like Cotton, Textiles, Sugar
etc.
The remaining industries were reserved for private enterprises.

Corporate Social Responsibility
The National Corporate Social Responsibility Data Portal is an initiative by Ministry
of Corporate Affairs. The CSR concept in India is governed by Section 135 of the
Companies Act 2013. Ministry of Corporate Affairs is primarily concerned with
administration of the Companies Act 2013, the Companies Act 1956, the Limited
Liability Partnership Act 2008 and other allied Acts and rules and regulations framed
there- under mainly for regulating the functioning of the corporate sector in
accordance with law. The Ministry is also responsible for administering the
Competition Act 2002 to prevent practices having adverse effect on competition to
promote and sustain competition in markets, to protest the interest of consumers
through the commission set up under the Act.
India is the first country in the world to make CSR mandatory following an
amendment to the Companies Act, 2013 in April 2014. Businesses can invest their
profits in areas such as education, poverty, gender, equality and hunger as part of any
CSR compliance. The amendment notified in the Companies Act 2013requires
companies with a net worth of INR 5 billion or more, or an annual turnover of INR 10
billion or more, or net profit of INR 50 million or more, to spend 2% of their average
net profits of three years on CSR. CSR amendments under the Companies
(Amendment) Act, 2019 suggests that now the companies is required to deposit the
unspent CSR funds into a fund prescribed under Schedule VII of the Act within the
end of the fiscal year. Since the applicability of mandatory CSR provision in 2014,
CSR spending by corporate India has increased significantly. In 2018, companies
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spent 47% higher as compared to the amount in 2014-15, contributing US$1 billion to
CSR initiatives. The education sector received the maximum funding (38% of the
total) followed by hunger, poverty and healthcare (25%), environment sustainability
(12%) and rural development (11%).
So, therefore, CSR is titled to aid an organization’s mission as well as serve as a
guide to what the company represents for its consumers. ISO 26000 is the recognized
international standard for CSR.
Corporate Communication
The word ‘corporate’ originally stems from the Latin words for ‘body’ (corpus) and
for ‘forming into a body’ (corporare), which emphasize a unified way of looking at
‘internal’ and ‘external’ communication disciplines. That is, instead of looking at
specialized disciplines or stakeholder groups separately, the corporate communication
function starts from the perspective of the ‘bodily’ organization as a whole when
communicating with internal and external stakeholders, according to Christensen.
Clutterbuck define the term corporate communication as ‘the set of activities involved
in managing and orchestrating all internal and external communication aimed at
creating favourable starting points with stakeholders on whom the company depends.
Corporate communication consists of the dissemination of information by a variety of
specialists and generalists in an organization, with the common goal of enhancing the
organization’s ability to retain its license to operate’. There are three types of
communication in a corporate:






Management Communication: It takes place between management and its
internal and external audiences. To support management communication,
organizations rely heavily on specialists in marketing communication and
organizational communication.
Marketing Communication: It gets the bulk of the budget in most
organizations and consists of product advertising, direct mail, personal selling
and sponsorship activities.
Organizational Communication: It consists of specialists in public relations,
public affairs, investor relations, environmental communications, corporate
advertising and employee communication.

The responsibilities of Corporate Communication are:




To promote the profile of the company behind the brand (Corporate Branding)
To minimize discrepancies between the company’s desired identity and brand
features
To delegate tasks in communication
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To formulate and execute effective procedures to make decisions on
communication matters
To mobilize internal and external support for corporate objectives
To coordinate with international business firms

The major components of the Corporate Communication are:








Corporate Branding
Corporate and Organizational Identity
Corporate Reputation
Crisis Communication
Internal/ Employee Communication
Investor Relations
Issue Management and Media Relations

Types of crisis successfully managed with the help of Corporate Communication are
as follows:
1.

Natural Disasters: acts of nature such as cyclone, earthquake, flood etc.

2.
Rumors: false and damaging information being circulated about the
organization which may hamper the reputation of the company
3.
Workplace Violence: employees misbehave, sexual exploitation at the
workforce, moral degradation, Industrial Relation issues etc.
4.
Product Tampering/ Malevolence: external agent causes damage to the
organization
5.

Challenges: Stakeholder issues on the products of the company

6.
Technical error accidents: equipment or technology failure which leads to an
industrial accident
7.
Technical error product harm: equipment or technology failure that cause a
product to be defective
8.

Human error accidents: industrial accidents caused by human errors

9.

Human error product harm: product becomes defective due to human error

10.

Organizational misdeed: management actions that put stakeholders at risk

3.5

PR IN PRIVATE SECTOR

The private sector has witnessed tremendous growth since independence, because of
factors like political stability and government assistance to private sector in various
forms like providing technical collaborations, easy finance, infrastructure, subsidies,
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incentives and special schemes. The recent structural reforms, aimed at removing
administrative controls are expected to increase productivity, accelerating the move
towards privatization. Nation building is a continuous process, with changes being
introduced from time to time. No doubt we have our share of problems, some of them
chronic-like poverty, unemployment, overpopulation etc. Other problems, like labour
unrest, terrorism, are of recent origin, which have vitiated the industrial climate. The
Industrial Policy of 1977 promised reservation for small scale industry and provided
for the establishment of District Industries Centre for assistance in setting up
industries. Selective support for sick industries and control of environment pollution
were also spelt out. Liberalization started in the Indira Gandhi and Rajiv Gandhi era,
with greater responsibility given to private sector through special schemes like
Jawahar Rozgar Yojana etc. The Seventh Plan included strategies to increase
productivity, improve infrastructural facility, upgrading of technology and boosting
of exports. The Eight Five Year plan envisaged the growth of private sectors in the
country in a full swing. The plan document assigns a bigger role for the private sector
by calling for the "progressive elimination of protection to domestic industries,
particularly in the organized sector." It also calls for decontrolling prices of industrial
products. It reiterates that the private sector has now come of age aid developed
considerable entrepreneurial, managerial, technological, financial and marketing
strength. There are various degrees of State intervention which can range from
licensing, price control to take-over. As a welfare state the government concerns itself
with the welfare of all its members and hence confers both rights and duties on them.
State intervention is justified on the following grounds:








reduction of concentration of wealth;
encouragement of small scale industries;
channelizing scarce national resources;
improving foreign exchange reserves;
meeting the basic needs of weaker sections;
protecting the environment and;
protecting the consumer

There are some important legislation concerning industry and business enacted by the
government in the interest of the consumer and public. These are:







Monopolies and Restrictive Trade Practices Act
Foreign Exchange Regulation Act
Consumer protection Act
The Environment Protection Act
Employee Welfare Legislation
Companies Act
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Sick Industrial Companies Act
Incentives and Subsidies

Private sector organizations operate for profit in a competitive environment using
aggressive marketing strategies. They also rely on many categories of public for the
manufacture and marketing of their products. A sound PR programme gives priority
to the interests of its public in every decision affecting the operation of its business.
This is on the assumption that I- the organization operates because of the support and
co-operation of all these people put together e.g. shareholders, employees, customers
and community. Although, the interests of these publics may be in conflict, the
management has to maintain a fair ratio of benefits to all these groups to secure the
goodwill of the general public.
Media used for communication:






Oral: Personal queries, meetings, public address system
Printed/ Written: Suggestion programmes, Direct mail, Bulletin Board,
Newsletter, Broucher, Manuals, House magazines, Annual Reports, Memos
and Circulars
Audio Visual: Exhibition, Closed Circuit TV, Slides, Motion Pictures etc.
Digital: Twitter, LinkedIn

There has been a rapid transformation in the Indian economic scene, fn the past
couple of years because of the widespread structural reforms introduced by the
government. Although private sector industries have existed side by side with public
sector units since independence, they have maintained a rather low profile. With the
recent governmental moves towards greater privatization and relaxation of controls,
the private sector has now come of age asserting its right to glorify itself for the risk
and initiative it undertakes. Thus these PR efforts to create goodwill for the
organization, among its various publics, each having differing interests, is in itself a
challenge. Good performance and effective communication together can contribute to
a favourable 'corporate image' which is the ultimate goal of the PR department.

Odisha State Open University, Sambalpur

Page 54

3.6

CHECK YOUR PROGRESS

1.

Explain the importance of Corporate Social Responsibility.
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________

2.

Enumerate some of the major campaigns carried out by Govt. of India. What
have been their overall impact on the society?
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________

3.

How has PR transformed itself in the internet age?
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
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UNIT-4 GOVERNMENT’S PRINT, ELECTRONIC,
PUBLICITY, FILM AND MEDIA ORGANIZATIONS
Unit Structure
4.1
Learning Objectives
4.2
Introduction
4.3
Ministry of Information and Broadcasting, Government of India
4.4
Media Units
4.4.1 Press Information Bureau
4.4.2 Bureau of Outreach and Communication
4.4.3 Publications Division
4.4.4 Office of the Registrar of Newspapers for India
4.4.5 Central Board of Film Certification
4.4.6 Films Division
4.4.7 Directorate of Film Festivals
4.4.8 Electronic Media Monitoring Centre
4.4.9 National Film Archives of India
4.4.10 New Media Wing
4.5
Public Sector Undertaking
4.5.1 National Film Development Corporation Limited
4.5.2 Broadcast Engineering Consultant (India) Limited
4.6
Indian Information Service
4.7
Check Your Progress
4.9
Reference
4.1

LEARNING OBJECTIVES

After completing this unit, you should be able to understand:


4.2

The organizational set up of Ministry of Information and Broadcasting,
Government of India
Different media organizations working under the Ministry of I & B
INTRODUCTION

India got freedom in 1947 after 200 years of British rule. At the time of independence
it was the primary responsibility of the government to keep the citizens informed and
unite them under one constitution. After Independence, the Indian Government set up
a full-fledged Ministry of Information and Broadcasting. The Iron Man of our
country, Sardar Vallabh Vai Patel, headed the ministry with a view to inform and
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educate the citizens. Ever since the Ministry of Information and Broadcasting has
catered to its role.
4.3
MINISTRY
OF
INFORMATION
GOVERNMENT OF INDIA

AND

BROADCASTING,

The Ministry of Information and Broadcasting is a ministerial level agency of the
Government of India responsible for the formation and administration of rules,
regulations and laws related to areas of information, broadcasting, the press and
cinema in India. It is one of the vital ministries that represent the face of the
government in reaching out to the masses. The Ministry is entrusted with the task of
disseminating information about government policies, schemes and programmes
through different medium of mass communication. In the sphere of public service
broadcasting, the ministry overviews matters related to All India Radio and
Doordarshan through the Prasar Bharati (Broadcasting Corporation of India Act)
1990 which includes regulation of the use of All India Radio and Doordarshan by
recognized national and regional political parties during elections to the Lok Sabha
and State Assemblies and procedure to be followed by the official electronic media
during periods of national mourning on the demise of a high dignitary. The Ministry
of Information and Broadcasting is functionally organized into three wings:
i.
Information Wing
ii.
Broadcasting Wing
iii.
Films Wing
The three wings in the ministry are assisted and supported in its activities by 11
attached and subordinate offices, 5 Autonomous organizations, 2 statutory bodies and
2 Public Sector Units.
Ministry of Information and Broadcasting’s vision is to create an enabling
environment for sustained growth of media and entertainment sector, facilitate value
based wholesome entertainment and effectively disseminate information on
government policies. Its major roles include:







To effectively disseminate information on the policies, programmes and
achievements of government while ensuring free flow of information to the
public and safeguarding freedom of the press and media
To communicate and publicize the government’s flagship programmes
directly to the beneficiaries through appropriate public campaigns down to
the grassroots level
Strengthen and expand infrastructural support in order to create
opportunities for young talents
To promote, facilitate and develop the broadcasting industry in India and
strengthen the Public Service Broadcaster
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4.4

Adopt a structure and time bound approach towards evolving sound and
accurate ‘Rating’ systems for Broadcasting Sector
Activate the process to evolve Public Private Partnership (PPP) mode in
media and entertainment sector
To promote and develop good and value based cinema for healthy
entertainment of people of all ages and create a policy framework for
achieving this
To restore, digitalize, preserve and enhance public access to the archival
wealth of films, video and audio resources
Make India the hub for animation, gaming and VFX sector
Combat film, music and video piracy
Promote good cinema and propagate film culture through film festivals and
celebration
Ensure transparency in decision making relating to the core mandate of the
Ministry
MEDIA UNITS

4.4.1 Press Information Bureau (PIB)
The history of the Press Information Bureau can be traced back to the First World
War era, when a Central Publicity Board came into existence under the Colonial
Government. Later in June 1919, a cell was set up in the Home Department under Dr.
L.F. Rushbrook Williams to prepare a report on India every year. Towards the end of
1920s, the cell was rechristened as “Central Bureau of Information” and Dr. L.F.
Rushbrook became its Director. The designation of the head of the bureau was
changed from Director to Principal Information Officer in 1938. Shri J. Natarajan
became the first Indian to be appointed as Principal Information Officer in 1941 and
the organization’s name was changed to Press Information Bureau in 1946.
PIB is a nodal agency of the Union Government to disseminate information to print,
electronic and new media on government’s policies, programme initiatives, welfare
activities and achievements. It acts as a two way interface between the government
and free media of the country. Regularly it is in close contact with all the Ministries
and Departments of the government through its Head Office and Regional/ Branch
offices to collect factual information about the whole government. The Bureau
disseminates information through press communiqué, press notes, handouts,
backgrounders, press conferences and briefings and features in English, Hindi and
Urdu from Headquarters and through regional languages from its Regional branches.
The Bureau has 8 Regional Offices and 34 Branch Offices. They also provide
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independent information and PR support to various Government of India
organizations in their jurisdiction.
PIB in a nutshell performs the following functions:
 Acts as a two way interface between the government and media
 Disseminates information to media
 Reaches public on government policies, programmes, campaigns and
achievements through the media
 Acts as a Government’s spokesman
 Corrects misinformation and issues clarification
 Gives feedback from media in Press analysis reports
 Provides Public Relations counselling to Government Ministries and
Departments
4.4.2 Bureau of Outreach and Communication
Bureau of Outreach and Communication (BOC) was set up on the 8th December 2017
by integration of erstwhile Directorate of Advertising and Visual Publicity (DAVP),
Directorate of Field Publicity (DFP) and Song & Drama Division. The Bureau aims at
providing a 360 degree communication solutions to the Ministries/ Departments/
Public Sector Undertakings (PSUs)/ Autonomous Bodies. It acts as an advisory body
to Government on media strategy. With 23 Regional Outreach Bureaus (ROBs) and
148 Field Outreach Bureaus (FOBs), BOC is engaged in educating people both rural
and urban area about the government policies and programmes to evoke their
participation in development activities.
Advertising and Visual Communication Division (DAVP) of BOC is the nodal
division for disseminating information on various schemes and policies of the
Ministries and Departments of Government of India. Folk Communication division of
BOC carries out inter-personal communication utilizing wide range of performing
arts such as Drama, Dance-Drama, Composite-Programme, Puppetry, Ballets, Operas,
Folk and Traditional Recitals, Mythological Recitals and other local Folk forms for
maximizing outreach of its policies, programmes and schemes of the government.
Field Communication division undertakes direct and interpersonal communication
programmes to create awareness amongst the masses. It organizes ground activation
and outreach programmes like Special Outreach Programmes (SOPs). SOPs are
organized with the support of various stakeholders’ viz. the State Government and
local functionaries, society groups etc. With integration of erstwhile DAVP, DFP and
S&DD, programmes are increasingly organized an integrated manner. These
Integrated Communication and Outreach Programmes (ICOP) aim at leaving a greater
impact ensuring behavioral change and creating stakes in the development process.
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4.4.3 Publications Division
Publications Division is a repository of books and journals highlighting subjects of
national importance and India’s rich cultural heritage. From 1941 to 1943, the present
Publications Division was part of the Home Department and was known as the
Foreign Branch of the Bureau of Public Information. In 1943, it was transferred to the
department of Information and Broadcasting and renamed as Publication Division in
1944. After its establishment, it has emerged as a premier publishing house of the
Government of India, enriching national knowledge repository in different streams as
mentioned under:
i.
Preserving and showcasing India’s heritage with quality publications on
geographical location, freedom movement, art and culture, flora and fauna, Gandhian
Literature, biographies of the builders of modern India, leading luminaries in the field
of culture, philosophy, science, literature etc.
ii.
Bringing out speeches of the Presidents/ Prime Ministers, books on
contemporary science, economy, history and other subjects with primary focus on
Indian society
iii.
Bringing out children’s literature- fiction and non- fiction - with the broad
objectives of providing infotainment, spreading awareness about the land, people,
heritage, culture and society.
Journals
Apart from books, the Publication Division also publishes 17 monthly journals. All
the journals published by the Division have a large readership and enjoy a high
degree of credibility among the public. These journals reflect the initiatives of the
government and the country’s progress in different areas covering a wide range of
subjects such as economic development, rural reconstruction, community
development, literature, culture, children’s literature and information on employment
and career opportunities. Some of its journals are as follows:
Yojana: It is the flagship journal of the Division published since 1957. It seeks to
carry the message of planned development to all sections of society and serves as a
forum to promote a healthy discussion representing a cross- section of views on
socio-economic aspects of development. It is published in 13 languages with a
combined circulation of above 2 lakhs per month. It tries to focus on contemporary
issues like Demonetization, GST, Social Security, Youth Empowerment, MSMEs and
Consumer Awareness etc.
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Kurukshetra: The journal, published since 1952 in both English and Hindi, is a
unique monthly journal dedicated to rural development issues. It serves as a platform
for exchange of ideas on policies and programmes related to rural development. It has
a combined circulation close to 1 lakh per month.
Bal Bharati: It is one of the popular children’s monthly in Hindi, which is being
published regularly since 1948. Its objective is to provide healthy entertainment to
children while educating them at the same time.
Ajkal: It is the prestigious literary journal published since 1945 in Hindi and 1942 in
Urdu. It brings out a number of special issues and covers different aspects of Indian
culture and literature.
Employment News: It is the flagship weekly job journal of Publication Division. It
was launched in 1976 with a view to provide information on employment and career
guidance opportunities to youth of the country. The job journal is published in
English, Hindi (Rozgar Samachar) and Urdu (Rozgar Samachar). It provides
information related to job vacancies, job oriented training programmes, admission
notices, exam results of different Ministries/ Departments/ Offices/ Organizations/
Autonomous Bodies/ Societies/ PSUs of Central/ State/ UT Administration
governments. It also provides editorial content on socio- economic issues as a guide
to youth.
4.4.4 Office of the Registrar of Newspapers for India (RNI)
The Office of the Registrar of Newspapers for India is more popularly known as RNI.
It came into existence on 1st July 1956, on the recommendation of the First Press
Commission and by amending the Press and Registration of Books Act 1867. The
Press and Registration of Books Act contain the duties and functions of RNI. RNI
performs both statutory as well as non- statutory functions.
Statutory Functions:
1. Compilation and maintenance of a Registrar of Newspapers containing
particulars about all the newspapers published.
2. Issue of certificate of registration to the newspapers published under valid
declaration
3. Scrutiny and analysis of statements sent by the publishers of newspapers
under section 19-D of the Press and Registration of Books Act containing
information on circulation, ownership etc.
4. Informing the District Magistrates about availability of titles, to intending
publishers for filling declaration
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5. Ensuring that newspapers are published in accordance with the provisions of
the Press and Registration of Books Act 1867 and the rules made there under
6. Verification under section 19-F of the PRB Act of circulation claims furnished
by the publishers in their Annual statements
7. Preparation and submission of reports to the government on or before 31st
December each year
Non- statutory Functions:
1. Formulation of Newsprint Allocation Policy
2. Accessing and certifying the essential need and requirement of newspaper
establishments to import printing and composing machinery and allied
materials
As on 31st March 2016, there are 1,10,851 publications registered with RNI in India.
4.4.5 Central Board of Film Certification (CBFC)
The Central Board of Film Certification (CBFC) is a statutory film- certification body
in the Ministry of Information and Broadcasting of the Government of India. It is
assigned with “regulating the public exhibitions of films under the provisions of the
Cinematograph Act 1952.”
The Indian Cinematograph Act came into effect in 1920, seven years after the
production of first Indian film ‘Raja Harischandra’ produced by Dadasaheb Phalke.
Censorship Boards were originally independent bodies under the police chiefs of the
cities of Madras (now Chennai), Bombay (now Mumbai), Kolkata, Lahore (now in
Pakistan) and Rangoon (now Yangon in Myanmar). After independence in 1947,
autonomous regional censors were absorbed into the Bombay Board of Film Censors.
The Cinematograph Act of 1952 reorganized the Bombay Board into the Central
Board of Film Censors. With the 1983 versions of Cinematograph Rules, the body
was renamed as the Central Board of Film Certification.
CBFC ensures good and healthy entertainment in accordance with the provisions of
the Cinematograph Act 1952 and the Cinematograph (Certification) Rules 1983. It
works with the following objectives:






To ensure healthy entertainment, recreation and education to the public
To make the certification process transparent and responsible
To create awareness among advisory panel members, media and film makers
about the guidelines for certification and current trends in films through
workshops and meetings
To adopt modern technology for certification process
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To maintain transparency about Board’s activities through voluntary
disclosures, implementation of e-governance, prompt replies to RTI queries
and publication of annual report
To develop CBFC as a Centre of Excellence

Currently the CBFC issues four types of certificates, which are as follows:





U:
Unrestricted public exhibition
U/A: Unrestricted public exhibition subject to parental guidance for children
under age 12
A:
Restricted to adults
S:
Restricted to a specialized groups of people such as engineers, doctors
or scientists

4.4.6 Films Division
Films Division of India was established in 1948 to articulate the energy of a newly
independent nation. For more than six decades, the organization has relentlessly
striven to maintain a record of the social, political and cultural imaginations and
realities of the country on films. In its archives, the Films Division of India holds
more than 8000 titles including priceless INRs (Indian News Review), documentaries,
short films and animation films.
Films Division of India is broadly divided into four wings namely, Production,
Distribution, International Documentary and Short Film Festival. The Division
produces documentaries/ news magazines from its headquarters at Mumbai, films on
defense and family welfare from New Delhi and feature films focusing on rural India
from the regional centres at Kolkata and Bengaluru. The oldest and largest film
festival for non- feature films in South Asia, which began in 1990 is organized by the
Films Division, Ministry of Information and Broadcasting, Government of India. The
organizing committee of MIFF is headed by the Secretary of I & B and consists of
eminent film personalities, documentary makers and film critics. In 2012, Films
Division started a film club at Mumbai, which screens films from archives. The Prime
Minister of India Narendra Modi inaugurated National Museum of Indian Cinema in
Mumbai on 19th January 2019. The NMIC is a store house of information for the
public and it facilitates the film makers, film students and critics to know about the
development of cinema in the world.
4.4.7 Directorate of Film Festivals
The Directorate of Film Festivals (DFF) was set up under the Ministry of Information
and Broadcasting in 1973 with the objective of promotion of Indian films and cultural
exchange. DFF organizes and implements the following events and programmes to
promote Indian cinema:
 The National Film Awards and Dadasaheb Phalke Award
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Organizing the annual International Film Festival of India
Participation in cultural exchange programmes and organizing screening of
Indian films through our missions abroad
Selection of films for Indian Panorama
Participation in International Film Festivals abroad
Organizing special expositions, Indian Panorama films screenings and
national award winning films screening and theme based film festivals in
different parts of the country
Collection, preservation and documentation of prints of Indian Panorama
films for non- commercial screenings

Indian Panorama is a flagship component of the International Film Festival of India
under which best of contemporary Indian films are selected for the promotion of film
art. Indian Panorama was introduced in 1978 as part of the IFFI to promote the Indian
films.
4.4.8 Electronic Media Monitoring Centre
Electronic Media Monitoring Centre (EMMC) is a subordinate office under the
Indian Ministry of Information and Broadcasting tasked to monitor content of
television channels and report on violations of the programme and advertising code.
The centre was set up on 9 June 2008 by the Government of India.
The violations committed by channels are interpreted along the lines of the
programme code of the Cable Television Networks Rules (1994) which under Section
6 lists the several "don'ts" that the channels have to conform to, failing which, they
shall be issued a show cause notice. The sweeping provisions under the
aforementioned act asks channels not to offend good taste, decency or attack religions
or communities. Nor should they carry anything that is likely to encourage or incite
violence or anything that goes against the maintenance of law and order. Specifically,
the code says programmes should not telecast anything amounting to contempt of
court.
4.4.9 National Film Archives of India (NFA)
The National Film Archive of India (NFA) was established as a media unit of the
Ministry of Information and Broadcasting in February 1964. Its primary objective is
to trace, acquire and preserve for posterity the heritage of Indian cinema; to classify,
document data and undertake research relating to films; to act as a centre for the
dissemination of film culture and the cream of International cinema. The archive has
made significant progress in the preservation of films, audio and video materials,
documentation, research and dissemination of film culture in India. The archive
functions as the main respiratory of Indian and foreign research workers for viewing
film classics, relating to their research projects. The Archives Distribution Library
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caters to over 300 film societies and film study groups in educational institutions in
the country.
NFAI is a member of the International Federation of Film Archives since May 1969,
which enables it to receive expert advice and material on preservation techniques,
documentation, bibliographies etc. and to exchange rare films with other such archive
under the archival exchange programme. The archive maintains a distribution library
of 16mm films (Indian and foreign), which are loaned to film societies and others for
non- commercial study screenings. NFAI in collaboration with FTII conducts an
Annual Film Appreciation course. Film buffs, teachers, researchers, students and
journalists join this course to learn about cinema and its vital cultural role. Its
Distribution Library has about 25 active members throughout the country and it also
organizes joint screening programmes on weekly, fortnightly and monthly basis in six
important centres. It has over 10,000 films, over 10,000 books, over 10,000 film
scripts, and over 50,000 photographs. The NFAI's archive keeps a stock of films,
video cassettes, DVDs, books, posters, stills, press clippings, slides, audio CDs, and
disc records of Indian cinema dating back to the 1910s.
The Headquarters of NFAI is located in Pune, Maharashtra and has at present three
regional offices at Bengaluru, Kolkata and Thiruvananthapuram. The regular centre
for screening movies to the audiences is situated at Bengaluru, Kolkata, Mumbai,
Hyderabad and Thiruvananthapuram.
4.4.10 New Media Wing (NMW)
Set up in the year 1945, the Research, Reference and Training Division of Ministry of
Information and Broadcasting, Government of India was renamed as “New Media
Wing” on 4th September 2013. It functions as information serving unit for the
Ministry of Information and Broadcasting. It also provides background, reference and
research material for use of the Ministry, its media units and others engaged in mass
communication. The New Media Wing provides the functional and operational
support to the newly set up Social Media Cell in the Ministry for achieving the
following objectives:






It aims to serve as an information bank as well as an information feeder
service to the media-units for quality programming and carrying out effective
publicity campaigns.
Its Endeavour is to create communication channels to synergize the efforts of
various media units to assists them in effective communication of plans,
policies and programs of the Govt. of India.
The mission of NMW is to provide high quality research and reference
services to the Ministry of Information and Broadcasting and its Media Units
for planning media policies, strategies and campaigns for effective mass
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communication and to develop human resources of these media units to be at
par with the best in the world.
It also produces packaged Information for the media persons and media
researchers and Scholars.
To collect and collate basic information on matters of national significance.
To provide reference services to the media units of the Ministry of
Information and Broadcasting.
To provide research support in matters of interest to the Ministry of I&B and
its Media Units in the form of backgrounders.

Different Units
Reference Unit:
The Wing is involved in the compilation of the prestigious book entitled
“India”- a reference annual. The annual is a well documented volume and
highly rated as a book of reference by research scholars, students, journalists,
officials, academicians, professionals and others. It contains information on
India’s geographic and demographic features, its polity and economy, its plans
and programmmes for socio-economic development.
Social Media Unit
The New Media Wing is looking after the assignment of Monitoring of
sending reports relating to Media Reports, Content Analysis, Special Report
on Hon’ble PM visit, Floods and other national events of 24x7 working basis
and sending these reports to various Senior bureaucrats and other VIPs on
daily basis since June, 2014.
National Documentation Centre for Mass Communication
NDCMC was created in 1976 on the recommendation of an expert committee
set up by the Ministry for collecting, interpreting and disseminating
information about events and trends in mass media. The information collected
by the NDCMC is maintained and disseminated through the following regular
services:
 Media Update(fortnightly)
 Current Awareness Service (Monthly)
 Bulletin on Film(Monthly)
 Bibliography Service
 Who’s Who in Mass Media
 Honours Conferred on Mass Communicators
 Reference Information Service
 Press Clippings on Mass Media in India
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Reference Library
The Division has a well-stocked library with a large collection of documents
on various subjects, bound volumes of selected periodicals and various reports
of the Ministries, Committees and Commissions. Its collection includes
specialized books on subjects pertaining to journalism, public relations,
advertising and audio-visual media, prominent encyclopedia series, yearbooks
and contemporary articles.
4.5

PUBLIC SECTOR UNDERTAKING

4.5.1 National Film Development Corporation Limited
National Film Development Corporation Ltd. (NFDC), incorporated in the year 1975,
(100% owned Central Public Sector Undertaking) was formed by the Government of
India with the primary objective of planning and promoting an organized, efficient,
and integrated development of the Indian film industry. NFDC has so far funded /
produced over 300 films. The primary activities of NFDC are Film Production –
100% finance for debutant directors & Co-Production with Foreign & Indian Film
Makers, Promoting Indian Films at various International Film Festivals and markets
in India and abroad, NFDC’s Film Bazaar has now become one of the leading
platform for promoting & showcasing Indian cinema to the world. NFDC is now
positioned as a 360-degree integrated media service provider for the creation and
dissemination of advertising communication across various electronic platforms.
Ministry of I&B has taken the lead with a long-term objective of positioning and
promoting India as a preferred destination for filmmakers across the world, by setting
up the Film Facilitation Office (FFO), which is housed under the aegis of NFDC.
The Ministry of Information & Broadcasting, Government of India, set up the FFO in
the National Film Development Corporation (NFDC) with a view to promote and
facilitate film shootings by foreign filmmakers in India. The services rendered by the
FFO have now been extended to Indian filmmakers as well. It acts as a singlewindow facilitation and clearance mechanism that eases filming in India, as well as
endeavouring to create a film-friendly ecosystem and promoting the country as a
filming destination.
Objectives


To create domestic and global appreciation and celebration of the independent
Indian cinema.

Mission
 NFDC aims at fostering excellence in cinema and promoting the diversity of
its culture by supporting and encouraging films made in various Indian
languages.
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To develop talent and to facilitate the growth of Indian cinema in all
languages through productions and co-productions, script development and
need based workshops.
To promote Indian culture through cinema in India and overseas.
To build a lean and flexible organization responsive to the needs of the Indian
film industry.

4.5.2 Broadcast Engineering Consultants (India) Limited
Broadcast Engineering Consultants India Limited (BECIL), a Public Sector
Enterprise of Government of India was established on 24th March 1995. BECIL
provides project consultancy services and turnkey solutions encompassing the entire
gamut of radio and television broadcast engineering viz; content production
facilities, terrestrial transmission facilities, satellite and cable broadcasting facilities
in India and abroad. It also provides associated services like building design and
construction related to broadcasting, human resource related activities like training
and providing man power. BECIL also undertakes supply of specialized
communication, monitoring, security and surveillance systems to defense, police
and para-military departments. BECIL has its head office in Delhi and corporate
office in Noida. The regional office is in Bangalore. BECIL has a vast reservoir of
experts and integrates the expertise of All India Radio (AIR) and Doordarshan
(DD), the national broadcaster of India, creating one of the largest Radio Networks
catering to nearly a billion people and the world's largest Terrestrial Television
Network supplemented by Analogue and Digital satellite Broadcasting services
reaching out to millions of TV homes in India and abroad with the following
objectives;









To be a world class consultancy organization recognized as a “BRAND” in the
specialized fields of Broadcast of Engineering & Information Technology and
related infrastructure development for total project solution in India and
Abroad.
To play a pivotal role in modernization and growth of Radio and Television
Broadcasting through Terrestrial, Cable and Satellite Transmission in India and
abroad, and achieve excellence.
To enhance the present share in the market by providing specialized and
customized solutions
Providing technical input and Consultancy to Ministry of Information &
Broadcasting in policy, regulatory & formulation of various papers pertaining to
Broadcasting
To explore new avenues in other allied areas like CCTV, Surveillance &
monitoring
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4.6

Conduct Market Survey & product development
Establishment of Satellite uplink & downlink Systems for TV Channels & also
for Distance Education
Training & Placement of Broadcast Professional
Design, development and manufacture of specialized broadcast equipment
INDIAN INFORMATION SERVICE (IIS)

The Indian Information Service (IIS) is the administrative civil service under Group
A and Group B of the Central Civil Services of the executive branch of
the Government of India. Indian Information Service officers are the media managers
of the Government of India. They act as a vital communication link between the
Government and the people by way of disseminating information and communicating
various Government policies and schemes to the public at large; and also collecting
and providing valuable feedback to the Government for policy formulation. Most IIS
officers work in various media units which are under Ministry of Information and
Broadcasting such
as DD
News, All
India
Radio, Press
Information
Bureau, DAVP etc. During their tenure in Press Information Bureau, they are posted
with various Ministries as spokespersons to handle the Ministry's information and
communication needs and help in policy formulation. Indian Information Service
(IIS) was established as an organized central service named Central Information
Service (CIS) on 1st March 1960. Prior to 1960, these posts were manned by officers
recruited separately by each media unit. In 1987, CIS was bifurcated into IIS Group
'A' and IIS Group 'B'. After the officers are allocated the Service depending on their
rank and preferences in the Civil Services Exam, they undergo a three months
Foundation Course
at Lal
Bahadur
Shastri
National
Academy of
Administration Mussoorie. This is followed by nine months of professional training
at Indian Institute of Mass Communication, New Delhi. During the training period
there is also a 3-week training module for IIS Officer Trainees at Film and Television
Institute of India, Pune.
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4.7 CHECK YOUR PROGRESS
1.
What are the roles and functions of Ministry of Information and
Broadcasting?
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
____________
2. What are the primary functions of Indian Information Service Officers?
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________
3. What was the objective behind the creation of a social media wing by the govt. of
India?
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________
4.8
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