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			Preface

			This text is designed to fill the need for a compact treatment of major aspects of marketing management and practice-based essentially upon European institutions and experience. This is not to suggest that experience and practice in other advanced economies will be ignored, but rather that the treatment will reflect European customs and attitudes as opposed to American, which has tended to dominate so much of the marketing literature.

			Each chapter combines the distillation of the best and most up-to-date research findings with a clear statement of their relevance to improved managerial practice. A concise style is followed throughout, and extensive use is made of summaries, checklists and references to related work. Thus chapters may be viewed as both an introduction and a reference work on its particular subject.  

			This text is designed for both students and practitioners of marketing. Lecturers will find the treatment adequate as the foundation for an in-depth study of each topic by more advanced students who have already pursued an introductory and broadly based course in marketing.

			This book aims to show how PR can enhance the total marketing effort, and in many cases, be an answer to the excesses of consumerism and other restraints on business. Chapters show, first, how PR can be applied to a greatly extended marketing mix, and, second, how PR and marketing can assist in the struggle to boost international trade. Practical examples are given of the role of PR and marketing in customer and distributor relations. Finally, attention is drawn to the ‘people factor’ and the need for PR to confront the numerous anti-marketing forces. 
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			Chapter 1. What are Public Relations? 

			The purpose of this chapter is to define public relations and to establish its relevance to marketing. But we shall go further than suggesting that PR is something which should be included in the marketing mix. As we shall see, PR is not merely a part of marketing, or anything else, and is frequently misunderstood. The fact that PR is misused and abused to the extent that people ranging from members of the general public to professional marketers are either hostile to PR or skeptical of it is beside the point. 

			We do not have to make apologies here. The same antipathies have beset many other admirable activities and professions. We do not renounce sports, hobbies and arts, businesses, industries, and professions because of the misbehavior or prejudices of minorities or sectional interests. In the case of marketing, public relations sometimes suffers from a lack of appreciation of its broad nature and of its beneficial ability to contribute to the various facets of the marketing strategy. 

			Let us, therefore, assume that good public relations practice can enhance the entire marketing operation, and grasp the opportunities for its plain, practical, and necessary application. This probably means disabusing ourselves of old-fashioned inhibitions that PR is ‘free advertising,’ is to do with merchandising gimmicks, or is mainly a matter of gin and tonics and wining and dining. We can also forget the unacceptable face of capitalism in the shape of bribery and corruption, which may be the ‘robber baron’ concept of PR. 

			

			Chiefly, PR is hard work counted in manhours and their cost. It is about behavior and human relations, which may sound remarkably like good marketing philosophy. The breadth of PR may be explained at this point by briefly listing how it may either impinge upon the marketing function or be employed directly within marketing management. 

			1.1	Corporate financial PR 

			The image of an organization and helps to maintain the company’s position in the stock market. Products may enjoy the halo effect of this type of ‘City,’ bourse or Wall Street PR. Marketing activities may be affected by financial news about takeovers, mergers, acquisitions, amalgamations, overseas developments, annual reports and trading results, board-room appointments, contracts and other business affairs. 

			1.2	Community relations 

			Good-neighbor relations and social problems of effluent, noise abatement, public hazard, pollution and other environmental issues may affect the marketing operation. 

			1.3	Industrial relations 

			This growing area of PR commitment can affect such things as product quality, delivery and complaints, which in turn reflect on distributor and user j customer relations. 

			1.4	Relations with opinion leaders 

			Relations with opinion leaders may affect attitudes of opinion, giving people such as politicians, broadcasters, teachers, parents and leaders of special interest societies and institutions which may be hostile or friendly, prejudiced or apathetic, towards industry and its problems, people, services and products. 

			The above four headings indicate areas of PR which are likely to be conducted by a PR department or consultancy, which serves the total organization and reports at board level. This ideal situation occurs when PR starts at the top- that is when management is PR-orientated. Marketing department PR. 

			However, much PR activity is locked in the marketing department, and in this book, it will be shown that far from being narrow or minor press relations or mere product publicity service used to augment the advertising (or even as a substitute for advertising!), PR can be applied to the full range of a marketing mix of twenty elements. Moreover, that means a marketing mix that starts with research and development and goes right through to after-sales service and the maintenance of customer interest and loyalty. 

			This requires an attitude of mind on the part of marketing management, which may be termed PR-mindedness. Generally, this means thinking beyond the confined concept of maximizing profits, of being customer-conscious and responsible, and of realizing the communication demands of marketing exercises. As will be seen in the chapter on PR and International Marketing, it calls for the sort of marketing management philosophy that has overcome overseas marketing problems. 

			Before recognizing the benefits that may be borrowed from the four categories mentioned above, and going on to examine how PR can be related to each element of our much-extended marketing mix, let us pause to consider three definitions. The first is that of the Institute of Public Relations, and the second is the authors. The third is a significant and newer one. Public relations practice is the deliberate, planned and sustained effort to establish and maintain mutual understanding between an organization and its public.

			It will be noticed that the IPR definition stresses that PR must be planned. In other words, it should not be used haphazardly. It is not, for example, something to be used for ‘fire-fighting’ purposes when there is trouble, and so PR campaigns can and should be organized just as production, sales or advertising programs are planned. This calls for the proper budgeting of human, physical and financial resources. The principal objective is understanding. The purpose of PR is not to persuade people to buy anything, although advertising is unlikely to persuade people to buy things they do not understand. With some products, especially new, complicated or expensive ones, the PR task may be immense. The computer industry is a prime example, with IBM as a leading exponent of market education. The definition also refers to mutual understanding, meaning that the PR practitioner seeks to understand other people and their attitudes as well as create an understanding of his organization and its people, policies, products or services.

			Public relations consists of all forms of planned communication, outwards and inwards, between an organization and its publics to achieve specific objectives concerning mutual understanding. 

			 In this modified version of the IPR definition, the word publics has been used instead of the singular public because we are addressing numerous groups of people (as distinct from the occupational social grades used in market research and advertising or the particular market segment or target audience used in marketing), and some of these many publics are suggested under the four headings given above. However, most important is the inclusion of objectives, so that the system of management by objectives is applied to deliberate, planned and sustained public relations. 

			From this, the marketer may now appreciate that far from adopting bits of PR to back up the marketing plan, a separate PR strategy can and should be planned, budgeted and executed alongside marketing. Ideally, this should be part of a complete management scheme of PR to use communication techniques for the achievement of a variety of company objectives, such as community, recruitment, job satisfaction, financial, as well as marketing ones. 

			However, in this book, we shall concentrate on the marketing function while accepting the bonuses when PR is being applied to the production and financial functions, which is to the total company administration.

			 Public relations practice is the art and social science of analyzing trends, predicting their consequences, counseling organization leaders, and implementing planned programs of action which will serve both the organization and the public interest. 

			The special merit of this definition - the Mexican Statement- is that it starts earlier and continues further than the preceding definitions. It should appeal to marketing people because it implies that before the PR program is planned, there should be research to reveal the current image, discussed later in this chapter. 

			A communications audit is necessary so that an appreciation of the situation can be made. Finally, the executed PR program should be socially responsible. Already there have been inevitable side references to PR and advertising, which more nearly resemble distant cousins rather than the ugly sisters they are often pretended to be by the press and other critics. Moreover, it may have been disturbing to find that PR has been limited to understanding and divorced from persuasion. No mention has been made of propaganda. The marketer may be forgiven for thinking that an attempt is being made to put PR on a pinnacle.

			There is no desire to create a mystique about the subject or to be in any way purist. They cannot be enjoyed if PR is warped in the misguided attempt to force it beyond its true nature. A simple example is that if an editor receives a news release which contains news that is written and presented in an objective, informative, concise journalistic style, it may well be printed word for word as written. 

			Nevertheless, if it is no more than an exuberant puff, verbose and full of self-praise, spattered with capital letters and underlinings, it will go straight into the waste bin. Thus, just as there are proper techniques for marketing, salesmanship, market research, advertising, and sales promotion, so there are special methods for public relations. It is a world of its own. Its rules are simple to follow because they are logical, as demonstrated by the press story example. B

			But although that example was given, PR may have little or nothing to do with journalism. Press relations is but a fragment of public relations. 

			Moreover, press relations are peculiar to countries where literacy is high, and there are large numbers of newspapers and magazines, as in Europe and North America. However, in most parts of Africa, Asia and South America - where 10 percent or less of the people read newspapers- press relations will be insignificant. Yet PR may flourish, as indeed it does in Third World countries where there is so much that is new and in need of communication and understanding. It may be a government that wishes to show people how to grow more food; it may be a foreign manufacturer who wishes to export farm equipment that the people have never seen before. Kotler calls public relations ‘publicity’ when he elaborates upon the ‘Four P’s’ concept of the marketing mix. Here are two definitions of advertising, a general one introduced by the Advertising Association which represents British advertising, and a more specific one used by the Institute of Practitioners in Advertising, the professional body of British advertising agents:

			Advertising is the means of making known in order to sell goods or services. 

			Advertising presents the most persuasive possible selling message to the right prospects for the product or service at the lowest possible cost. 

			The second definition implies a combination of market research, creativity and media research, and planning, which comprise the services of an advertising agency. The first definition simply says that advertising has to provoke selling action beyond the giving of information. Public relations is a means of making known in order to achieve understanding. There lies the difference- and the strength of PR because PR messages, whatever the medium, remain acceptable and credible only provided they are free of the bias of creative persuasion. That is why it is silly to make a documentary film, which should present a factual statement visually, and then destroy its credibility by introducing shots of products and names, which are obvious plugs. 

			We are not criticizing advertising. There is nothing wrong with advertising unless it contains anti-PR undertones. However, PR is not advertising, and when the attempt is made to convert PR into some form of advertising, the PR effort is frittered away. 

			That may be a hard lesson for the marketer to learn, but unless it is learned, all his PR efforts will fail - and that is a waste of money. Consequently, impartial, informative, educational PR is economic, and the argument is that it works, not that it is ethical or desirable. There is nothing economic about PR exercises that are derided or disbelieved. You have only to pick up your newspaper or switch on your radio or television to find, sooner or later, someone who is mocking a stupid piece of PR, which has had a boomerang effect. 

			

			Usually, the culprit has been trying too hard, that is, refusing to accept the limits of PR, refusing to recognize that PR is not a soft sell or some contrived form of free advertising. However, the scope of PR can be so great. Far greater than advertising. Publicity, so often loosely used as a synonym or even as a superior word for advertising, really has a special meaning. Publicity is a result of making known. Publicity can be good or bad, as every public figure knows to his profit or chagrin. Propaganda can be defined thus: 

			Propaganda is the means of gaining support for an opinion, creed or belief

			Occasionally the expression ‘trade propaganda’ is used for trade press advertising, but this is a misleading use of the term and is best avoided. Like advertising, but unlike PR, propaganda consists of biased information. It differs from advertising, however, is its lack of an exchange relationship since it demands the sacrifice of intellectual, emotional, physical or financial support, and offers no return other than mental, emotional or moral satisfaction. Propaganda may be used for good or evil purposes, for charities, religious orders, political parties, governments and other organizations seeking support.

			It has nothing to do with industrial or commercial marketing. There are, of course, certain communicators who embrace public relations, advertising and propaganda, and the lines of demarcation may be very fine in their cases. For instance, a ministry may wish to inform the public about a service (PR), announce vacancies on the staff(recruitment advertising), and seek the support of the electorate for its policies (propaganda) as when the Minister addresses a press reception or makes a broadcast. From this discussion of what is public relations, we can see that we are dealing with a subject which is perhaps rather different from and more comprehensive than the average marketer’s concept of it. 

			

			It is like visiting a multi-flavor icecream shop after being brought up on vanilla, strawberry, and chocolate. This discussion aims to show that the intelligent application of PR principles can greatly expand the whole marketing operation, or at least make it more effective. We have been examining integrated, purposeful PR, and a little thought will make it clear that public relations - or relations with the publics-exists whether we like it or not. 

			The point is, are these unfortunate relations ones because the harsh concept of maximizing profits has been adopted in an almost asset-stripping paucity of human relations concepts? More of this will become apparent in the chapter on customer and distributor relations. Planned, objective PR, therefore, requires the manpower to carry it out. The quality of PR work depends on a combination of expertise and time. In planning a campaign, it is essential to calculate the manhours required to perform the tasks, this being represented either by salaries or by the greater part of a consultancy fee. The labor costs must be added to the cost of materials and expenses such as fares, hotel bills and hospitality. Public relations is labor-intensive, and the chief cost is time. 

			1.5	The Image 

			The expression image is commonly associated with PR, often mistakenly so. There is a naive idea that images can be faked, but an image is no more than the impression a person has of a subject. Its closeness to the truth will depend on the information and experience that has been gained. Thus, an organization will be judged according to the knowledge of facts and experience of behavior.

			In PR, the image is a correct impression - not necessarily a good or a better impression, and certainly not a false impression. Users of PR, however, may well wish to ‘polish a tarnished image,’ but that is the prostitution of PR. The task of PR is to present the facts, maybe overcoming misunderstandings and prejudices in the process. Most PR work is to do with combating the states of hostility, prejudice, apathy, and ignorance and converting them into sympathy, acceptance, interest, and knowledge. 

			There may be occasions when the image has to be changed because a company now has different interests, products or services as when a passenger shipping line converts to, say, cruise ships, car ferries, and container ships. During the past few decades, the image of High Street banking has changed enormously. An interesting example of image changing has been that of the motorcycle industry, anxious to lose its old ‘mods and rockers’ image and present motorcyclists as ‘nice people.’ 

			When we come to planning PR, it is necessary to distinguish between the mirror image, which represents management’s idea of what outsiders understand and believe, and the current image, which is the true image held externally. There is also the wish image when an organization is new and declares how it wishes to be seen, and this can be a deception as dangerous as the mirror image. 

			Approaching what has already been described as the PRimage is the more practical optimum image that takes into account the possible willingness and ability of the public to absorb and comprehend information in a world that abounds with messages. Consequently, it is wise to define an image that is ‘correct, intelligible and memorable.’ Critics of PR assume that PR is about pretending things are what they are not, but once information loses credibility, and the source is condemned as being unreliable, the PR effort is nullified. It becomes ‘puffery’ or propaganda. 
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