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cunctions of Corporate Communication and PR VRV 91
jA) MEDIA RELATIONS
NTRODUCTION‘

Media relations involve working with media for the purPO”

of informing the public of an organization’s mission, policies and
pracnces in a positive, consistent and credible manner TYPICﬂuYr
this means coordinating directly with the people responsible for
producmg the news and features in the mass media.” The goal of 7
' edia relations is to maximize positive coverage in the mass
media without paying for it directly through advertising.

Many people use the terms public relations aﬂtﬁ
relations interchangeably; however, doing so is incorrect.
relations refer to the relationship that a ;:ompang[,"' '
develops with journalists, while pubhc 2

relationship beyond the media to the .

It is possible for communicat ion
organization to be initiated by e

cannot be controlledﬁ
stories pitched to then
of this fact ong oing
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large and small

Support and mobilizing pubBc

all donethroughaw[dewof
encourage two-way eommunlqﬂm

Possible reasons an organizatic

Launch of a new product/service
Initiation of new factories/offices
Financial results

Organization sponsored events or awarc

Launthoforganizationp omotiona

Recent disasters, strikes or organization

Awards/accolades for the compan P

Visits from company dignitaries/celebri
~ * Involvement in local/community acti

¢ Community Engagement.

IMPORTANCE OF MEDIA RELA" "TON

The media shape our opinions. Media |

websites, webcasts, radio, television, an

media influence education stakehold
students, the staff, and comm ‘," 7.l
actions of students and staff are,a eg)
Reporters are always interested in a .
biggest source of news,and when or
thereishigl'l' interest.

posmve stoties’b_ share

11 A

All staff merr
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W.d
qunity members. Preparation and planning ‘:rork o puild

ot e media relations. Supervisory officers must

le“‘ in which the staff is aware of the ,

a U unication with  the media, and is open to mpsel

Coﬂ‘i‘;nu. It is important to focus on the regular co -

'm,cle’ of news releases, reports, and ulmdm

yeh 4 and public informed of the work of thl_

el them further. The board must hav ) o

eolides and  procedures, plans for

Pmmunlcatlon protocols. Staff training 18

,C:embers know what is ex hey v

working with the medu‘.'
[mportance of Media: o
In today’s image rela

have turned p .'pn;'}.-"‘” -
remain reactive. One
Fortunately ¢

T, }~i X

ep
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to communicate the policies of the corporat
achievements and also build an image for the org
The non-press media like TV, radio, cinema et
momentum and reached the corpora
Obviously the emphasis will be to use a ju 1S 1
press and the non-press media so that the comm
process becomes such more effective. -
Whatever media the corporates use, the centre of foct
them would be to communicate with the me ia persc
through them to the various other publics. In fact, the;
the people towards whom the most effective Ht Ip
media relation programmes are to be directed.
Positive news coverage offers higher credibility AS com
to paid advertising. ;
The cost of coverage in media is lower in comy
advertising cost. __
Third party endorsement is a good 1  to e
reputation of an organization.
It allows the press to give bu
audiences get to know about t
services. It also helps compani
presence using media.
Businesses need it to maintai
the media profession

< )
k. r _ £

advantages in t

Scanned with CamScanner



l 95
Functions of Corporate Communication and PR m

mance has become very prominent. Good media mamnsm tn
perlfity to arouse interest in your target audience. A
ablso if you have not thought about improving your imat

u' h media relations vet,.then it is time to th 1. 3
iy any PR agencies that can help improve Y&

e are m : .
E::;e. But, before selecting any public re

ynderstand their service offering first so that they car
in the best possible way. en megl .
(Source: https//medium.com/.. /H anc

LS )
gOURCES OF MEDIA IINES
Media sources ’, ;
receive a message shap
many feren
magazines, and .
mUSiC; l = I'”:“ (
Each ,j e of

Scanned with CamScanner




- guw
(b) To find M
opinions.
(2) MAGAZINES:
A magazine is a collection of artic
re
material, but to find consistent scholarly inflorss
use journals. _
Use: -
(a) To find information or opinions about poy
(b) To find up-to-date information about c
(© Toﬁlﬂm- P ;
specialists about the topic. I
(3) BOOKS:
It refers to works of literature, or
work. In Eu-’ and i -';__“'_ :
monograph, o disinguisk &

. -

h .
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(e) To find information about hobbies and f

(55 DATABASE:

It is a collection of information that is ©
casily be accessed, managed, and updlud- h
can be classified according to types of cc
text, numeric, and images.

Use:

sr1al in
d

Scanned with CamScanner



Vipul’s™ Corporate Communicatic
details about number of additions,
€ of the population, and so on. i

EAU OF CIRCULATION (AB C):

ABC provides advertisers with impartial and ¢
check of circulation statements of member publications.
(11) PRESS RELEASE: T
Meaning and Nature:

Press release means to
to make the news know
handout or news release

data aboyt the siz
(10) AUDIT BUR

make the news known publ
n publicly; sometimes it is .
- The press release is an offi
issued by the government or the organisation. Press :
most popular way of issuing news, information and
press or to give due publicity. Every press releas
Prepared carefully and pre-verified before it is

Sometimes the same may be sent to the broadcast med a lik
and television.

The government department and the commercial organ
prefer to send the press release to the news agencies why
with the help of teleprinter network transmit to the new

In case if the news has public interest in o her
press release may be forwarded to the n
the BBC and the central office of inform:
While preparing the press
collect detailed information
sources, authorities and pow

concerned directly.

~ T C1ITS
In order to enxs
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e Language: Press releases sho | :

imp!
gil:l‘}ﬁe language and conventional styl

item 18 not readable, the reader either
read it which is as good as '
elease must be prepared in a lucid s
Newsworthy: Newsworthine

ood press release. If the n
no one will be intereste
would accept it for

@
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Specimen of Press Releases:
Example 1:

*  Every release should be given a headin

(Vv Vipul's™ C

and suggestive.
*  The first two paragraphs should be interesti
gist. ¥

A press releases regarding an important ._ pointme
Covering letter: o

Mahindra and Mahindra Limited .
Kandivali, Mumbai.
November 18, 2017

The Chief Reporter,
The Economic Times,
Mumbai.

Dear Sir,
Subject: Press Release
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Funﬂlon‘

press Release:

wr. Anand Mahindra,

and Mahindra Limited. il

Mr. A K Mahindra, P rsonal Dir

pindra Limited has been elevatec
chairman of the company. AN fechs i

peen with the company since 198
| jndian Chambers of r-:‘f_r‘n
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BUILDING EFFECTIVE ME ,,_:'

The media plays a very unportant role if eliy
information about the organisation to -
effective media relations is very impormw
purpose of disseminating knowledge. In order
media relations, it is necessary to follow the follow
(1) Research Your Angle:

Before you even think about writing m
be sure to take a moment to step back ai ea

This is your opportunity to establish w
covered before — and chances are it

determine whether you're trailblazing or adc
an existing storyline in the pitch.
Just a htﬂeGoogk' sarch ca

media ﬂﬂm van

brand. Use in sigh .“?' e
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functions of Corpontc Communmn- and PR

soft news. Find trusted thlrd-pnrty datl
other insights you can weave into you

and more compelling to cover you.
2 Anticipate Needs:
Your media targets might come k
interviews, more information, datz
it's our job to prepare for tl
sure — tO thebatofout
mtelhnga storywe ve pit
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(3) Introductions and Contacting Media:

the end of the day, we're in the business of v
Take advantage of these quick tips whenever pos

beforehand, if possible, so you're reac
possible should questions arise.

You've done all the work to prepare, but f

et .

your emails or calls are well-received when it cor W tim

If this is the first time you're reaching out to media,
take a moment to introduce yourself and
representing. Make it clear to the contact yo
what kind of news you intend to share in the fut
can help them and the resources you have at you
Ask questions. Take the opportunity to as
anything that reporter is hoping to hear abou
from you already, and if they’re open to discus
interests. They may already have an idea of wi
from you. No need to blindly pitch if they're 1
you what they’re looking for.
Expressing your intentions. Taking a noment |
you have an interest in sharing relevant,
can go a long way toward building a . re
media. Remember, there are good and bad |
to make it clear that you're one of the
here to waste time. .

L=

Com‘ect on . j ,_ 7? °~‘7 i ‘_ .=
”worw ‘7 .‘ y ] ?
okay to wish some

1011Y
AN

e,
gades v
(i

A KIC N
{ = b
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v and even amunged to i ,i L-';'f.—:'
ol Pec notjuat cloee-krdtfrlmm  you

G
Pubh . 7 “-

ourulf what’s vital w
A’k Y what to include in your pitc

ding W
edmzyoucanmhr

" ical, yourisk it
bsolutely need to con

writing and getas | pis
g practice Good K
Remember, rep "“*.., d ¢
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your clients to be quoted as a source. It also keeps you say,
for pitch writing. '

Bring your reporter in-as an expert. Media are son

MOst current. and savvy when it comes to their

receive pitches all day long about the latest in

you have an opportunity to conduct a

participating in a webinar, you’re comm

etc. that fits in their space, look for chance

the fold and pull from their expertise

Share relevant news and informatic
FYI to reporters and conti
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Th Or amzatlon Should M upon ers
() eaching various publics rather than as ,ﬂ |

Th ¢ organization should cmstder melﬁ C

s various publics, mtemal vell as ex

" tomers, employees/volur ' eel

supporters, and the community.

[eWs media as one M

Commumcatmg w:ththese °C
The organlzatlon should r
agenda or their assessm
help add issues to th

The publlC/ media
p” in all n
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Put out a couple of calls and the company that respor I
quickly most often gets the quote.

Not pPreparing for the interview: Problems most

when people just respond to the journalist’s que

than thinking clearly about what they want to get

the time to really think about what you want

and what would be of interest to their f arr

or audience.

Not getting to the point: This is p: rtic
get the chance to goonradxom-
pressure to deliver a lot eﬁ nater
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w.nmmn< m
w‘w taskwtllbmmwmm
ﬂ\fees carried out which will reveal what n
.w“‘ red effectively. - B
ﬁpmaammmcowumm
mwmmeﬂmmnb&w{w
Mdmemployeecommunnﬁm

ﬁ.eproblemsmﬁm

W‘S“’
Ld to participate in the ¢

ef;gpdﬂ‘ butallmmtm
savs 10 GTOW- The employee communicatic

sitive feedbad( with the lﬁp ;‘,c\ :

o which n reality is  sen ver
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COmmumcatlon cannot be left to chance. Emph:
Placed on communication and meamemml.

The top management must establish! co
so that other department will reﬂeet

It is necessary to take a long-term investment |
talent and communication progr mming must
(7)  The management must r ise its resp
well as to speak. It mus];. reco
employees to help their com
SOURCES OF PLOY
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(z) Conferences including those of the pﬂ'ﬂ"

@) Demonstrahons,

@) Radio,

(5) Recording,

(6) Dictaphone,

(7) Meetings,

(8) Rumours,

©9) Grapevine,

(10) Public address system,

(11) Oral report, and

(12) Closed-circuit televi
Media of Written Comm
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(19) Annual reports.

(20) Newsletters,

(21) Proposals.

(22) Agreements,

(23) Special circulars,
Downward Communlcluom

The communication is sa
from the top to bottom. In the le
- means the flow of communicat
When information comes from hi
organization structure, it is te
instructions, mant als
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U P"’”d Communication: :
A communication is said to be upward when it moves from €

sottom to the top. In the organization structure, from the bottc

1o the top means the flow of communication from subordinat

superiors- Whenever information moves from a lower-lev

nigher level in the organization, it is termed a

ommunication. Upward communication may be t

sither by oral media or written media.

what should be Communicated Upw: ird

() Reports, ‘-

(2) Suggestions,

3) Complaints, and

(4) Grapevines. S

PurposeofUpwatll

() To evaluate comm
@ To .—-,,\,,,"‘,j :
A larg

| S |
o §
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Employees develop a feeling of insecurity when they are
able to see the value of their position.

Employees are ignorant about the organi§aﬁonal goals an,
they do not know what makes an organisation successful,

Supervisor and Employee Communications.

Supervision is often considered to include designing t
hiring someone to fill the job, training them, deleg
them, guiding them via performance reviews, he
develop their career, noting performance issu

them, if needed. Obviously small non-profits may

to afford full attention to all of these activities.

However, there are several basic and
provide a solid foundation for eff

basics ensure that everyone is
important, that staff feel they are working t
a common cause. oy

Ironically, these basics ar

when an organization i

organization develo

organization, o

underway. The
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Fu“dions of
and ensuré follow-up minutes. Consider bringing in a di 5
to tell their story of how the organization helped thgm- e
neetings g0 a long way toward building a
eamwork among staff. See Gmdehnes fea‘
Management.
Hold weekly or biweekly meetings with all staff toge!
the organization is small (e.g., under 10 peop ) 1erv

with all managers together: Have these meetings €!
there is not a specific problem to sol\re just m
shorter. (Holding meetings only W n e 2
solve cultivates a ms;s-on
managers believe their only l°b
these meetings for each

Scanned with CamScanner



VAV Vipul's™ Corporate Cc

(©) What's the best approach to reach each key stake
lncludmg who/how should the message be u

@ How will you know if you're h
stakeholders?

ORGANIZING EMPLOYEE COM
Employees significantly inﬂm
project. If you communicate st ate
you're more likely toseeallof uw
common purpose toward

employee commumcatlon
work toward shared
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(5 Set the tone at the top: CEOs and senior le
set the tone. Theyneedtobeviaﬁﬂeand
meyneedtounda'standthtﬂue‘sa correla
strategic employee communication and the ac
organizational goals.

Understand  your employw@d
communicate dlffemnﬂy litter

Consider surveying them re
are getting the mformatim
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(12) Measure effectiveness: Set objectives M
you have met them. Ask ,
ohonhascommumcatedllsshategywen._ .

(13) Facilitate conversation: One-way communication
thing of the past. Employeawhoﬁge[ “_, d to

feelings of trust. There : :
faahtate two-way COommtu -. Atio ,

BENEFITS
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(communication is a dialogue after all!) and pumM
feedback between management and em.ployoei, par
and colleagues. This in turn promotes a cultu

ideas and knowledge, but also maki,ns thg.g

Ensure Compliance with Regulatory Bod
communications and training informatior

employees are compliant with alil "

and aware of all the company

where to find them.

achieve. b
Promotes a Posit

gl

that are com
much more '
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Timing: Communicating at the right time.
andwhatyouwantﬂ!mtodo. -
(ie. whatyouhavemdlha-nd hat you
do)madarandmnplem .

Concise: Delivering your
suomncﬂy(i.e.cutﬂie\n&,.

Language: Using langusge Sty
understands and relates to (i.e. r

of manageze and strate, J_M
Tone:Useam e

mdmdlemé

wm#
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opinion leaders (which has nothing to dé with positic f

power, necessarily), individuals with spedﬁc m
one or two key decision-makers?

(b) Meet them where they are: What do they a
believe or feel about the issue? If you are |
brand-new concept, then a lit
background will be essential. ]f
issue, but highly sceptical, J
framing will need to address th tha

4) Develop the strategy:

(a) Identify pathways.‘ Vhat

pathways for»,
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there a lead, or internal ‘project manager’ to e
work is Proceeding as planned?

) Timings Wher, Is the optimum time to d
Message? How often does it need to be ited?

(©) Resources; How much time will it take ~ and are |
other resources required? How is this work reflee
Internal work plans, if at all? | :

(@) Metrics: How wil you know the message
How will you know the ¢ sired resu
achleved? When and how are you sche
along the way? £ oiff

Evaluate and learn: Do not dentify me

PTOgress = revisit them on a regular bas;

teach you, Build evaluation into

reviews, for example, A 4 include i

Broup norm: for instance, at e

standing agenda item that has

communication

internal orgar 1zation

as: How well a

iy

L :

Y
1.
it

|
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nal organisations, the management come forward t0-

5510 . ‘ *
thr:fuade unions communicate with their members. B

manager is responsible for ensuring that his em
effectively communicate with one anoth

to _
e nt. Effective communication in the w

anageme : in
5 ure employees are sharing and exct

way thats conduc%xte to s

communicating effectively with your yees

creating @ happy: PrOdI{cﬁve workplace |
Role of Management in Employee commu

(1) Have face-to-face conv
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employees can feel comfortable approaching.you. Sometin
breaking down a wall can be as simple as taking an en >loy
out to lunch. | _ i
Act on what you hear: If you're not going to take any actj
when employees provide you with feedback, why bot
talking to them in the first place? If they knov e
going to do anything with what they say, they’ll :

to you. You have to act on what you he;uk if yc

Create a workplace where people communicate w

The following are the essential guidelines.
(1) Never create a distance between yourself
If there is any existing hurdle close the gap
F requer{uy meet the employees and ke
sustained manner. 5

s I

Even in the presence of M
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Suggestion Schemes:

gmployee Involvement and Communication:
The basic idea of suggestion scheme in thisones
puild a two way communication process. The s >!
clear rules and procedures for submitting m
device. There are many POGSiblhhes. A few of them . :‘
(a) Suggestd.lfferauwaysammfm&
of the available resources, and increase prodiict
profitability. ey

(b) Suggest ways of nahonahsa of ork :
therebysmlphfyand mpro /

(c) The belief of

When you comr
building good re
you can: L

-’ \‘!
— L4

-
mprove employ
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evaluate the performance of the personnel in the light ¢ 3
planned objectives, communication is necessary. 8
Basis of co-ordination: The present day big organisat
ed on the basis of specialisation and division of |
te a large number of persons. In order to ach
desired objectives, it is Very necessary to coordi
efforts of the labour engaged in the various
Production and organisation. Co-ordination e
understanding about the organisational goals
their achievement ang their inter-relationsk ip betwe
work being performed by various individuals, thi
achieved only through effective com municat
Establishment of effective leaderst
basis of effective leadership. By
COmmunication, a manager c
subordinates. A good system o

OUNS

e,

-

In  close contact  with each
nﬁsunderstandings_

the_ Organisatio lanagemer
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(6) Basis of Decision-making: In order to make prompt deci
fact and information should be conected.
communication is primary requirement of decisior
Again to implement the decision effectively, it
essential to convey the deasmng to the sut
concerned through an effective sys__tgn; of commu

enables management to change &e

influence and satisfy the u inates
communication between the ir )

points of friction and ini;

Good commumcahon

ensures participative ar

Smooth Working of- nt
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PrOductivlty and operational inefficiency that tend to ¢
basic objective of the organisation.
Crisis leads to an OPportunity and nurtures the unit b
health, provideq all the aspects concerned with crisis are h
with due understanding, and efficiency,
There are insta

ling of tragedies.
Crisis by PR staff a i

A crisis brings risk into foct
immediately falls under media and

the company into prolonged sattle
MEANING OF CR1s 8.

W&blter'g m ‘ \a }z - ,L‘-'* s
better or worse”. This mear
be both

1 - . ,} -
4eiele a & K e)
N 154 AL Al |

iness falls sick
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cated by acts of nature, such as llghtning that spark

¢ a hurricane or typhoon that sweeps mM
some non-violent crisis are created by acts '

; viral epidemic, insects, plagues and drou

wes, but they are not catadygmq; ove '
gome crisis result from Intent

)r a group. Violent intenﬂohd

hat result m loss of 1 ‘, e «

Non-vxolent
tempering
rumours etc

The ‘ at
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areas and sensitive issues within the organisation Wi
outside in area of operation which may have the poten
develop into full-blown crisis. r
According to a model crisis procedure, the company .
prepare, circulate and train concermds erson
organisation. No one should feel left out or
confused about their role and dugf A”"“"'-" '
organisation should have a '*
management set-up which w

control of the situation immec

Planning and communicating well

time can prevent crisis and e\

life and pl‘Operty ]flt “Curs

i i v JG ek =0 Y
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The employees could contribute substantially to managi
crisis, hence it is important to treat the employees ‘with
respect; both as valued resources and as people. b

The training and involvement of employees before, during
1nd after crisis will go a long way to make them phys! call
ntellectually and emotionally involved and caps
handling a crisis. e -
Latent issues should be detecte d
monitoring, but when a crisis occurs, gr
relation to the event and to responses to
and by other publics. The result may be pu
issues. As time lapses after an event, pu
The result of opinion form s idm
Then there is usually
restoration of grou

RESPONDING TO CR
Whenever a crisis occt

accept the resp

thiSma el .

(1) At the onset

(7
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The chief executive depends on the PR for t:
the situation. On all the occasions the PR person

andoomeuptoﬂ\eexpedaﬁms.

The PR’s role is not restricted to perform el

related to the crisis situation. He has
input in order to handle the crisis pr
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employees’ communication programme will be a of
encouragement for them to be involved in the company s
risis situation and it will also promote a common awarer
on the part of the employees. -
gffective media relation by PR personnel
|o convey its message across to the target publ
ensure a higher degree of acceptability of its co

company should strive to create a h

1 help th

ne ima,

During a crisis a good image helps im
grips the minds of the people whereas or
image may lead to serio
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®) Do not release the names of victims until you know t}
Tﬁumemﬁ\at&\enam&softhevictimswﬂlbe ade .
S S00n as the next kin has been told of the mishap.
) When it is fecessary to admit a fact already known
Press, be sure that the confirmation is limited only tc
information tlmtwillnotchange. —
SOCIAL MEDIA AND CRISIS M \NAGEMEN
Social media has accelerated the sp ed that infor
crisis can spread. The viral effect of social
Twitter means that stakeholders can breal
traditional media - making managing a cr
to W "H‘ natic
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mmit with four influential “mommy bloggers,” to help dispel
the rumour- Pampers acted quickly and decisively to an emergir &

crisis; before competitors and critics alike could M m fire

further.
rRUST BUILDING: |

It has become clear that a trusting SOClety is it 1B
How to get to a trustmg society is however clea
dear is that experience can breed trus
someone or something more often and"
acts in a trustworthy manner you”-_

element in managmg i_'
provides a basic

management can Blars it
true for pubhc 1 E
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ting your clients. The Fitbit crisis is a schoolbook
‘how to do it right. When customers cox

trus
of
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mreareoertainbasicm\etsﬂnthelpinbuiuingtrmt Fes

w openly that you empathize with the Vi ictim: ,f.,- | |
do whatever you can in order to help Op€
acknowledge the fear, pain, suffering ar

have falthmyouroomPelaeme. Re e
organisation. s
Face the cnsnssmmnon ith ty an:
how you perceive Ihe
deal with it. S

(4) Show your C
samﬁcesﬂ
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m‘ »
wi&mcut: the success of the company, so is anyone who interae
50,000 tomers. Whether the company has five employ Tac
and ey cvery one of them is a spokesperson, especially in a crig
o every one of them needs context and talking points. In
employees will make up their own script. 15, Tealizy
Few companies have all the facts hen i
That’s what makes it a crisis: it's cms: " i
ack o carity. You can help s company st
counselling them to (1) move quickly to reassure
andamtomersﬂ\.tu\q,,mdnh oht thin e

a 0
TVCVIAY
NIVUYY )

little, and (3) explain the process they’r
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Functio
Lessom #4: Influence the Influencers: v 3
If you doubt that industry experts are important to a -‘;!va
quring 2 crisis, ask Toyota Motor Corporation Fr ent Al
Toyoda how U.S. Trans[?ortaﬁon Secretary Ray Hoc d impa
Toyota On the day of his remarks at a Homeaf lprestee
reeing, and for many days thereaftr. One sentence ifl Wb
Secretary LaHOOd Counseuedl al;\y m ‘ ,Ef;,_'h}__ ed Toy
“stop driving it,” sent Toyota ﬂM into a '-i%.,;-;:; }
owners into a panicked frenzy. :

In every industry, experts are contacted by
the media, and by ';4. v  pe
event. In Toyota’s case, it would be
proactively contact ry industi
however, there ar

!
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that }Nill efficiently address the issue, reaches all impg tant
constituents, and positions the company for future success. 1
In 'thi meantime, keep in mind this wise quote from Way en
Buffett, It takes 20 years to build a reputation and five minutes to r uin
tt. If you think about that. you'll do things differently.” -

CASE EXAMPLE A

CRISIS MANAGEMENT — NATIONALISATION OF TISCO (nc
TATA STEEL): T *

Problem:

!“ _earlv 70s, India had a coalition-govemm- vhich wa
anti-big-business. Like other large business houses, TISCC

_("'l'-

Group, faced the threat of nationalisation.

The company’s employees, shareholde
public did not want the company
known for its
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mmm"ymmmmdthemmmem'sm
rowards TISCO, and countered with existing facts. =
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mt‘:*ﬂ Tomp-nv's liaison office at New Delhi mailed ads and other py
S rm: to pre-selected government officials. Mr. J. R. D,
o n of TISCO and one of the most respected industrialists in ¢
ntry, sent a memorandum to the Ministry, and folloy Il Ip w
personal letters to MPs highlighting TISCO’s contributions ir
national industrial and social fields. Lo RN
To obtain employees’ support and backin
TISCO’s broader operational activities and contribut
soecielly prepared. sudoiot ery Il

on the company were sci
and contributions of the company w
at the plant. A printed docket v

o~

and cr d
tﬁ“-n"y_‘,';-

e

& o

'\\}?— o .
B etot .
B
> =
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meeting with the dealers during mm
senior company executives who m e

An important group of opin
through seminars oh tee 'f
of the industry. Me:
the discussions an

Results:
These massive, effor

- The abov

some Tvleﬂol capsules on m shely lr.ﬂltﬂiﬁﬁir \uding |
three in one family. Johnson & Johnson recalled lnd d«trwﬂ

31 million capsules at a cost of $100 million. The affable CEO, James
Burke, appeared in television ads and at news conferences informing | !
consumers of the company’s actions. Tamper-resistant packaging was

rapidly introduced, and Tylenol sales swiftly bounced back to near pre-
crisis levels,

When another bottle of tainted Tylenol was discovered in a store, it
took only a matter of minutes for the manufacturer to issue a |
nationwide warning that people should not use the m.MIowln:h
Capsule form. . -
Odwalla Foods: e "'I‘

When Odwalla’s apple juice was thought to be the cz
Outbreak of E. coli infection, the company lost a thlrd’ of it
value. In October 1996, an outbreak of E. coli hnqtiﬁo ln Washin,
state, California, Colorado and British Colum s trace
Unpasteurized apple juice manuflctﬁr!d by natur: l ul uice m
Inc. Forty- nlnccasuw rer ported, including the death c
wm"ﬂubo I# . \l eantarrad U »

‘].'(f.‘_-_hu_ : .
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press releases which announced the recall; expressed remorse, m
and apology, and took responsibility for anyone harmed. by their
products; detailed symptoms of E. coli poisoning; and explained what
consumers should do with any affected products. Odwalla then
developed - through the help of consultants - effective thermal
processes that would not harm the products’ flavours when production
resumed. All of these steps were communicated through close relations
with the media and through full-page newspaper ads.

Mattel:

Mattel Inc., the toy maker, has been plagued with - um 28
product recalls and in Summer of 2007, among problems with exports
from China, faced two product recalls in two weels. bia oy

consumers and retailers. Though upset by tlﬁ situation
appreciative of the company’s response. M Mattel, |

recall announcement by federal officials, a public
was set to call reporters atthew biggest me

situation investigated. This led to an arrest, which Pepsi made public
and then followed with their first video news release, showing the
production process to demonstrate that such tampering was impossible
within their factories. A second video news release displayed the man
arrested. A third video showed surveillance from a convenience store
where a woman was caught inserting a syringe into a can. The company +
simultaneously publicly worked with the FDA during the crisis. This
made public communications effective th.roughout the crisis. After the
crisis had been resolved, the corporation ran a series of

campaigns designed to thank the public for standing by the corporation, i
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along with coupons for m
de,ignforhowto dle c
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Exxon:

On March 24, 1989, a tanker belonging to the Exxon Corporation r
aground in the Prince William Sound in Alaska. The Exxon Valdez s
millions of gallons of crude oil into the waters off Valdez, killi
thousands of fish, fowl, and sea otters. Hundreds of miles of coastline
were polluted and salmon spawning runs disrupted; numeroy j
fishermen, especially Native Americans, lost their livelihoods. Emn,
1 contrast, did not react quickly in terms of dealing with the modh

the public; the CEO, Lawrence Rawl, did not become an active g
the public relations effort and actually shunned public involvement; 1 g |
company had neither a communication plan nor a communication tear
in place to handle the event—in fact, the company did not apg vint
public relations manager to its management team until 1993, 4
after the incident; Exxon established its Madh centre in lez, |
batoontoosmallandtooreME_ e onslaught of media

b inathad - o A w_i"i..., - |

¥ N

iy

: ancd ‘ ‘.A».n.' *
1" mlmicaﬁon process which
investing committees with vaxiom

inancial communication makes up a msmm
Corporate Communications” workflow. The target groups
= munhﬁonareboﬂximportantanddemm g

’
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es to handle Financial ¢

punct
Ou.hﬁ

5 You should have a good h\owldp
oushouldbeawmofﬂnmhiud" 0
regulatory bodiesandhuﬁtuﬁm.
» You should be thorough with the l‘epl ;,,.;- X
adVCmSlng e . :
» You should have a M nowledge
mvolvedmcorpomﬁ‘ eporting
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the area of employment and rtunities among masses So th
investors gain Pclnyﬁ':m to mt their businesses in luh.
still, challenges are there. Successful financial commu

experts know how to promote financial inclusion. But, lq at
is essential for them to use the technology and greater finar

literacy.

There are various factors that have contributed to the g
ﬁmncnloomq\\miationmmdll. del
(1) Demographic Change:

The shift in India’s | has led
in the customer’s the likes a

in retention of customers.

gy P—

T el
acterised by high level of savings and inve
m of the l\ouuhold lec& h
omnma\b and real estate. The uvhp
ad into the capital market by providing

mmthei:westors.

m ‘hnological Change: '
w revolution has played a huge role in taki
s to India’s W’l;l:ﬁon and it continues tc
critical p rapid emergence of s
with the rise of mobility has seen .

) -l

w"elinl 1
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will need to work out how best they can
29" " in both rural and urban markets.

ra

The ¢

oy challengs be‘om‘m“dd mmur |
mote financial inclusion. This in

wwtzcr?“mk)gy and support for a greater financ
O aging savers to invest their funds into the capi
togeneraﬁngmwm PR T —— .

ho

the key

,UDIENCES FOR EI} ANCIAL COMMUNI
The key audience for financ n
jose who have SHUSEESE

follows:
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(2) Debenture holders,
(3) Insurance companies,
(4) Investment companies, o
(5) Mutual funds, | oy
(6) Individual shareholders, ‘ g
(7) secured and unsecured creditors,
8) Stockholders, |
(9) Portfolio managers,

(10) Rating agencies, |

(11) Commercial bankers, "
(12) Investment bankers, '
(13) Over the country dealé‘rs,l

(14) Security ana.lysis,

(15) Penslon inds,
The above cat
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Corporat'Commm:ndn ”

s of
M Welcome new stockholders and m ’m
[ face losses | A
mpt response to stockholder correspondence will
a sense Ofbelongingneu ‘ a0

pro
them

velop @ newsletter which hn a rudﬁk *& |
LY sasy 10 understand.

9*” -
mpany should hold annml 7 roug
A Oﬁnince, they to iiz r“

in c
Jishments, and |
# f;f P clets n’the m

s f
I" - -..l:-. "Fﬂ':r-'
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T?\e role of PR in overall financial communication will be
contingent upon its own capabilities and also on the management
aPPreciation of its functional efficiency. Advertising and PR
objectives are more finely cut. A drastically over-subscribed issue
could burden the company with high cost in refunding the extra
money, and at the same time an entirely new target aud ences
have to be chalked out for each issue. Financial advertising has
turned out to be just a one-shot discipline. i

ADVANTAGES / IMPORTANCE /
FINANCIAL ADVERTISING:

(1) Provides information about investr
investor can find out suitable investn
advertisements. '

(2) Provides educatio

'.:AF,J, L

y compamed give |
L;n mance infinancial advertisement. :
SR eminder to investing class: Financial advertising acts as :

reminder to the investing class. In many advertisements,
~ reference is made to the last date of submitting applications
or payment for shares. Financial advertisements act as a

reminder for follow-up actions. |
. T Support to dealers in investment matters: Financiz
{ E adsrr;ising provides support to brokers and commissi

agents who act as intermediaries between b
lenders of money. Share brokers get good business due f
such advertising as investors go to the brokers/agents. f
| ir investment transactions. .

]
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Goodwill and popularity to companies:
advertising gives wide publicity to companies
money or providing financial services. This makes ¢
popular among the investors, brokers, agents and m
Investors get many details of financial mshtnhnls
financial advertising.

) Economic and social significance: Financial 2 Sing
wider economic and social significance. It facﬂitaﬂ

process of capital formation and provides funds to companie
for the expansion and diversification of business achvlﬂq.

SEBI GUIDELINES:

The Securities Exchange Board of India (SEBI) bas put
‘ertain restrictions on the issue ads for shares and debe f

nutual funds. The advertising people term it as a sudden
“creative” element of advertising. No models, no flu
wacky visuals, no smart headlines or no unsubstantiated ¢

n the interest of the investor protection, SEBI feels that fina
advertising, video display etc. must not influence the investor
the same time it is true that no one is being stopped from se
corporate image campaigns. SEBI has separated the issue ad
the corporate ads. This has brought bifocal advertising i
point of financial advertising. Hence, one camp :
larger image of the company and another OTO
manipulated hard-core financial data. As a result of t
companies prefer to award corporate accounts ln
1C verhsmg agencies and the issue accounts to spda&

R FUNCTION IN FINANCIAL ADVERT

PR function and PR persons must adhe!e w
truthful norms while handling p ‘
campaigns.
Use of coxporateorbrandpelsanhhesn ~
unacceptable to SEBL In the Indian eaqn

conversant with the guidelines
Standards Council of India.
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B) PR has to review

aregular basis

The role of PR
inancia] adve

results against financial advertising gog] _\
and initiate corrective actions next timg,

as a media planner particularly in ¢
rtising is specialized and very importar \
entire advertising process. Media planning is an essent
of overall PR planning. Media research, media relat ONS 2
Media specialization are specific and important areas - v
Teéquire more imagination on the part of PR persons hang
financial communication, ; :

(4)

(5) PR Person has to become market-minded to tackle

advertising. He has to evaluate and re tuis

advertising policy of the company to the o

Management. Further he has fo. decide whet]
advertising campaign will be" bes
advertising agency. Careful e
would go a long way in arn iy
(6) Investors are not
buy inancia
offer trust

_____ ———————
—— g

ne Galsequcesﬁ . center, nc
<broker. It is important for a company to first decide
tion before advertisement. They should do thoro
researct pefore to takealeap. X J
. Build trust: In financial advertising, it js important to bt
by demonstrating company’s stability, jdentif
cesperson and train the person accordingly‘ 10,1‘

offers, show them the face which is h

R
analing

Ly &
B
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Offer a unique benefit and advertise it: Americ
the only brand of traveler's cheque which g
refund within 24 hours a day. /
continental U.S,, their advertisement never m
the fact. |

) Go on Television: The visibility of TV is faster
- source of medium to share the information m
ﬂ.nedh communication because if offset the di

) Finc umlqueoymbol A distinctive and =
- symbol can give advertisement a hook!
- prospect’s mind. Eg'I'heMenllLyndl sy
- company’s confidence in the long-term M
~ American economy. A0
Go first class: Have a good adverhsement. t "-?',;
should not look cheap and shabby as it talks abc
of an advertisement.

Unify your advertising: Even if a compa: of
- services to different groups of people, they ne
based on common theme toward a consumer
Talk in your customer’s language: Use the la
your customer understands and avoid jargon.

| Make sure that people know that you
business: It is important for financial i
that they reach to their audienca
communication and be sure that their intent
‘honest, and need businesses.

0) Make the most of news: when there lt!

~ related announcements, besureﬂutyo“ PRy

- be hassle-free. It should not have lu AR

- problems because of any undue Oress

_ impression about the business.

) Don’t ‘be afuid of e
intensely ireptinaia e

=

't
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give your prospects a plenty of informatlm o
coupon advertisement for Merill Lynch contained i
1,415 words: - “The more you tell, the more Y’“"’*

Source: http.//swiped.coffile/how-to-financial-advertisit

CASE STUDY WITH POSSIBLE SOLUTION:

(1) CRISIS MANAGEMENT:

Pepsi Corporation faced a major crisis in 1993 with claims of sy
being found in cans of Diet Pepsi the company had the s
investigated which led to an arrest of a woman who was ¢:

‘_‘.‘

video while inserting a syringe into a can. The companym ‘
oommunicauoneffecﬁvethro out the lSiS Thevalso"' ‘
special campaign designed to ﬂ“_ public for standing
Corporation. » - 1_

(1) Analyse the case and enun
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(2)

struggle to keep up with the pace of technology
resulting in the mad rush and push to prove M
haste to keep up with the modern world where crisis man: ,. TN
is key. Many businesses react to crises rather than planning fc
them. Crisis management in the modern world is nos
important than ever.

Although there a multitude of reasons that your business sf
have a crisis management plan, here are some oﬂlw Dig,

¢ It increases the safety and well-being of ¢
general public.

¢ It's good for public relations and can prevent t:
reputation. »

¢ It minimizes downtime and increases productivity.

¢ Itgives you more peace of mind as an M

Guidelines for Handling Crisis: _

(a) The need for establishing the news qu
determined by the PR person. News headquart
the visitors to the site under control.

(b) The person handling public relation will mr

reporters and make sure that they stay
and provide them all the information in.

the company.
() The person handling public relation will
designated representative of the management
the announcements. .
(d) The person handling public relations will e responsib
guiding reporters into the disaster areas if the
permits such a visit. :

(e) The facts to be given to the press ar

remain with the top manw
person handling public relattons mr

of the top management.
() Maintain close contact with m
(g) Keep a list of all the w
released. Th!s yM qou U
case newd ,

1 F
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(h) Do not release the names of victims untll you

Tell them that the names of the victims wi

as soon as the next kin has been told ofthc -

() When it is necessary to admit a fact llrcl:V ‘ |
press, be sure that the confirmation is limite aﬂ

information that will not change.

m

CASE STUDY FOR SELF-PRACT ICE:
(1) CADBURY INDIA LTD.:
Prepare a PR plan based on the facts given """",

include goals and objectives, target audience, key
and tactics, duration of the plan and an approxlmm

Cadbury India began its operations is a trading con:
first taste of chocolate was def ned by
continent. It has been mor than
”CadburV" in India. The n';x‘ tod
acrossIndia.

Cadbury in th .#g?ii.;'
50 years of cal
5 J arly y 2V
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o

The manumttlmofd\om Ives a

ace at high temperatures (upto ” |

="V ~ factory-control samples of each bate

Oucedovertmp.ﬁmmm - 47

PrOd f any mfeStiﬂOﬂ

- Agcp (Hazard Analysis and Ww
the mOSt compreh(m m
f,eefrom any physicdi, ¢
Howe:fnd oure
hand in
reaching and
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of the most well-known business 1 S in -

. There is 3 strong POssibility of the ot
With the same brush. Arthyr Andersen
POssible loss of jts major clients and with
Questions: | AT

her four big finﬁs being taj
is greatly con‘cerneﬂ about
it a sizable portion of ‘busir

‘ 'naa !

e preparing the material for the
- tb‘mﬂkﬁ the matel'ial «ONSTruc 7"?"*,
[Ans.: (1-True); (2 - Faise); (3 - False); (4

1als

11 1(
e
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(8) Fillin the Blanks with appropriate Options:
(1) The ___ s best suited for tackling the issues in
in employee communication from inside. -
(3) in-house campaign (b) Press conference (¢) social
(d) none of these o
(2) The basic purpose of arranginga ___— 18 9°
publicity in connection with the important news. 3
(a) Press conference (b) press release (c) me
(d) none of these . o
(3) The media shapes our
(a) Opinion (b) attitude (c) plan (d) none of tﬁé’d' |
(4) constitutes one of the most important put
corporate communicators.
(a) Media (b) Internet (c) Journals (d) none d;“ ese
(5) The s the most accessible medium to dit
information. e
(a) Newspaper (b) Television (c) Radio (d) ne
(6) The first rule of crisis managementisto ___
(a) communicate (b) avoid media (c) nevd'i'
(d) ignore
(7) , is not an audience for financial cor
(Nov. 18) ‘
(a) Financial Analyst (b) Individual Stakeholder:
Institutions (d) Psychologist
[Ans.: (1 - in-house campaign); (2 - Press
(3 — Opinion); (4 — Media); (5 - Newspaper), (a‘ - Co
(7 - Psychologist)] |
(C) Match the Pairs: : -
Group ‘A’ Group ‘B’
(1) Media Relations (a) PRSystem

(2) Press conference (b) TISCO
(3) Press release (¢) Maximise positive co
(4) Good Employee (d) Public relation |

communication (Nov. 18) |
(5) Crisis communication (e) Briefand p

(6) Formalaowoodmm m Strike

[Ans.: (1) (2~ 0); (8- o): (4~b); (5-
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Questions for self-Practice

(1) Define public relation. What are its essentials? (Nov. 18) v

(2) Discuss in brief growth of public relations. (Nov. 18) -

(3) State and explain the principles of good media relations.

(4) What are the benefits of good employee communieation?t .

.~ (5) Explain the steps in implementing an effectlva 1y

communication program. ' g8

(6) What is the role of management in employee commun e

(7) How the social and cultural trends influence business env
(NOV 18) ,.,.M-

(8) Explain systems theory with diagram. (Nov. 18) :

(9) What is the role of communication in crisis? v

(10) State and explain the gundelmes for handllng cris

building. g - ‘
(11) What is financial advqmsg}g? Stpte its advantages ROSER
(1 2) Explain the growth of financial mmumcatlon in Indlaur

M'ill NI

e — i
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