
A BIG CIRCUS PRODUCTION



the idea 
behind 
public 

relations



The idea behind public 
relations is to create a good 
image with the public. 
Most groups want the public to know of the good things they 
do, or to put a positive spin on things they are doing. 

Public relations can mean that a group deals directly with the 
public (e.g., via the internet, social media, and direct mail to 
the home). 

And public relations means a group, company or 
organization attempts to get favorable news coverage.



Organizations try to get favorable news 
coverage by telling news organizations 
about what they are doing. 
For example, the White House might issue a short notice to 
the media (such as a "press release") that notes that the 
crime rate is going down (true; this can be factually proven) 
and that claims that the President’s policies are the reason 
for this decline (an argument which some support and others 
will contest). 

This is the part of the press release which focuses on making 
the White House and President look good.



A key goal of organizations 
using public relations: Get 
your message into the media, 
as news. 
News has higher credibility than advertising, so getting 
reporters to deliver your message to the public is ideal.



who uses 
public 

relations?



1. Governments use Public 
relations.
About 15,000 public relations people work for 

the U.S. government, spending about $3 billion a year. Every 
member of Congress has a public relations staff person (or 
two or three). 

The White House produces 15-35 press releases every day. 
A press release is an announcement about something that is 
going on that might seem newsworthy.



3. Educational institutions use 
public relations. 

The University of Oregon issues press releases, video news 
releases, buys advertising time and space, and maintains an 
active and varied online presence.



4. Non profit groups (such as 
the Girl Scouts)

All those little girls selling cookies are a big part of this effort.



5. Professional organizations such as 
the American Bar Association (lawyers), 
the American Dairy Farmers, Raisin 
Growers, etc. 



6. Entertainment and sports figures. 
Teams, individuals, events (Special 
Olympics, etc.) and actors rely heavily 
on public relations agents. 

They key rule of thumb here is that any media coverage may 
be better than none at all.



7. Businesses use public 
relations.
And spend billions of dollars a year on it!



ethical behavior in pr



what is ethical 
communication?

ETHICAL, 
SUCCESSFUL 

COMMUNICATION

ETHICAL, 
UNSUCCESSFUL 

COMMUNICATION

UNETHICAL, 
SUCCESSFUL

 COMMUNICATION

UNETHICAL, 
UNSUCCESSFUL 

COMMUNICATION

WHAT YOUR 
CLIENT/

PRODUCT 
REALLY IS

WHAT YOU 
SAY YOUR 
CLIENT/

PRODUCT IS

WHAT PEOPLE 
BELIEVE YOUR 

CLIENT/
PRODUCT 

TO BE



Social Responsibility
The idea that organizations and institutions are 
obligated to society.
Because they exist at the behest of society 
(society allows them to exist),
Thus, they owe a debt of gratitude to society.



Ethical behavior in PR can be 
looked at in three ways:

From a social responsibility perspective,

From a professional perspective,

From a personal  perspective.



Categories of Social Responsibility

Performance of the organization’s basic task

Concern with the consequences of those activities 
on other groups outside the organization

Concern with helping to solve general social 
problems not connected with the organization’s 
primary responsibility



The first two can be viewed as 
public responsibility, which is 

always binding on the 
organization.



The third category could then be 
classified as social responsibility, 

which is not obligatory for the 
organization.

(LIKE KANT’S PERFECT AND IMPERFECT DUTIES)



How Can PR Help?

By communicating to the 
organization what various publics 
believe to be responsible behavior, 
and then communicate to the publics 
what the organization has done.



corporate 
social 

responsibility 
reporting





PERFORMANCE OF AN 
ORGANIZATION’S BASIC TASK



CONCERN WITH THE 
CONSEQUENCES OF THOSE 

ACTIVITIES ON OTHER GROUPS 
OUTSIDE THE ORGANIZATION



CONCERN WITH HELPING 
TO SOLVE GENERAL 
SOCIAL PROBLEMS



professionalism & ethics



THE THREE

LEARNED 

PROFESSIONS



MEDICINE LAW CLERGY



THEY READ THE SAME LANGUAGE (THEY WERE LITERATE)

What made them professionals?

SACRE BOVIS 

HAMBERGERAS 

OPTIMUS 

FIANT.



THEY HAD TO GO 
TO SCHOOL

What made them professionals?
Odiosis



You’re 
foregiven!

THEY RECEIVED TECHNICAL TRAINING
AND PRACTICED WHAT THEY HAD 

LEARNED.

What made them professionals?



Today, there are many 
professions

Architecture
Chiropractic
Dentistry
Engineering
Mental Health
Nursing
Optometry

Pharmacy
Psychology
Public Accountancy
Social Work
Veterinary Medicine

JUST TO NAME A FEW...



Why would anyone want 
to be a professional?

MONEY?



Why would anyone want 
to be a professional?

ALTRUISM?



STATUS?

Why would anyone want 
to be a professional



Professions possess greater status 
than other occupations, partly 
because they are believed to care 
about the good of others and of 
society more than their self interest.



characteristics of  a profession



A SET OF 
PROFESSIONAL 

VALUES

A STRONG 
PROFESSIONAL 

ORGANIZATION

TECHNICAL SKILLS 
ACQUIRED THROUGH 

PROFESSIONAL 
TRAINING

A CODE OF ETHICS 
(PROFESSIONAL 

NORMS)

AN INTELLECTUAL 
TRADITION AND AN 

ESTABLISHED BODY OF 
KNOWLEDGE



For any occupation to become a 
profession, it must meet 4 criteria:

Expertise—the specialized knowledge and skills that 
are vital to perform its function in society;
Autonomy—allows the practitioner to practice without 
outside interference;
Commitment—the outcome of expertise, implies 
devotion to the pursuit of excellence without emphasis 
on the rewards;
Responsibility—means that the power conferred by 
expertise entails a trust relationship between the 
professional and his/her clients.



PR Professional Associations

PRSA

PUBLIC RELATIONS SOCIETY OF AMERICA

IABC

INTERNATIONAL ASSOCIATION OF BUSINESS 
COMMUNICATORS



So, what could go wrong?



Unethical actions deliberately taken by 
PR professionals may include any of the 
following:

Avoiding the truth

Intentionally misstating reality, or creating a false 
reality through misleading images

Intentional inaccuracy in communications

Using persuasive techniques that violate the 
integrity of the audience



Avoiding the Truth



For example, so-called “Spin Doctors put 
the best face possible on a negative 
situation using techniques that can generally 
be classified as a type of equivocation.

Equivocation is the use of ambiguous language either 
to conceal the truth of something or to avoid admitting 
to a wrongdoing.



Examples of this approach are:

Responding to journalist’s inquiry by referring to an accusation 
as “ridiculous” or “absurd” without actually stating why, 

Or impugning the source of the accusation, or refusing to 
respond at all by seeming to be offended by the very idea of 
being accused (i.e., “I’m not going to dignify that with a 
response”).



All of these techniques are really 
dodges of the truth, and irritants 
for journalists.

Technically, equivocation is not lying, but it is deceptive. 



Intentionally misstating 
reality, or creating a false 
reality through misleading 
images



A campaign about the Beijing Olympics 
produced for Amnesty International 
France was considered so aggressive 
by its creators that they decided to call 
off its release.



Advertising agency TBWA\Paris did 
however seek permission from their client 
to present the project at the Cannes 
Lions advertising festival. 

And it even received a prize.

Subsequently, the images, which show Chinese 
prisoners tortured with the help of Olympics 
sports equipment, were circulated on blogs and 
forums in China, causing outrage in the country.









Reacting to reactions to a campaign 
that went too far, Amnesty International 
put the following disclaimer on its home 
page:

Amnesty International would like to make clear 
that it was not involved in the dissemination of a 
series of images that have been circulating on the 
web in relation to the Beijing Olympics. Amnesty 
International’s global website address is 
www.amnesty.org

http://www.amnesty.org
http://www.amnesty.org


The statement is not untrue per se. But 
some details were conveniently left out:

Amnesty International commissioned TBWA\Paris 
to produce those photos

It further granted permission to TBWA\Paris to run 
the ads once and enter them in the Cannes Ad 
competition

The visuals were not final versions, and Amnesty 
International knew the wrong web address was a 
minor error



Using persuasive 
techniques that violate the 
integrity of the audience



GO HERE TO SEE THE VIDEO ON GREENWASHING.

HTTPS://WWW.YOUTUBE.COM/WATCH?V=DDQVM3XZHO8

https://www.youtube.com/watch?v=ddqVM3xZHO8
https://www.youtube.com/watch?v=ddqVM3xZHO8


Remember. PR practitioners are always 
morally obligated:

To themselves—to preserve their own integrity;

To their clients—to honor contracts and to use their 
professional expertise on their client’s behalf;

To their organization or employer—to adhere to organizational 
goals and policies;

To their profession and their professional colleagues—to 
uphold the standards of the profession and, by extension, the 
reputation of their fellow practitioners; and

To society—to consider social needs and claims.


