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INTRODUCTION

This is MAC 334: INTERNATIONAL PUBLIC RELATIONS (IR), designed to train
students to become knowledgeable about issuesaneuts in Global Public Relations.
Relations among publics, according to Culbertsoth @hen (1996), have become more
complex, fragile, and often hostile in recent yedug to varied factors ranging from
weapons of mass destruction to regional alliano@sipnalism, and the internet. The
world has also become smaller, thanks to many @fstme factors enumerated above.
We are further said to be in a flat world: a globdiage where today’s neighbours are no
longer inhibited or separated by the traditionalrdaries our fore fathers grappled with.
We are in a New World of possibilities defined hyetcontinued advances and
sophistication in Information and CommunicationscAmologies (ICTs), Information
Technology (IT), New Communication Technologies ’¢; New Communication Age
(NCA) or, New Media Technologies. These advancesghobal changes do not occur in
technologies alone; they also occur in our socitdcal cum economic environments.
So, we now have boundless markets and living igkerspace amongst global citizens
practicing a global culture! This situation makésmperative that people from other
cultures understand one another and others betteause interdependency and
interrelationships are now inevitable. This alscessitates the study and application of
International Public Relations principles in ourlgaultural ethics.

International Public Relations (IPR) is a two-ctaghit course with 29 Study Units. This
Course Guide is for distance learners enrolled ha B.A. Mass Communication
programme of the National Open University of NigeiThe Course Guide provides you
with the necessary information about the contgmscess, and materials with which to
read and understand the subject matter of the eolile guide also specifies the amount
of time you are required to spend on each unihefassignments. It also gives you some
guidance on your Tutor Marked Assignments (TMAshuYare advised to attend the
tutorial classes to discuss your difficulties wiour tutorial facilitators. | strongly
recommend that you go through this Course Guidecaniplete the feedback form at the
end before you begin your study of the course. fEleedback form must be submitted to
your tutorial facilitator along with your first agement. This guide also provides
answers to several of your questions in case yestdl in doubt of anything at this stage
of your study. However, do not hesitate to contaxir study centre if you have further
guestions. It is my honest expectation that aetiek of this course, you will have become
familiar with the concepts, programs, strategiesl aactics of International Public
Relations and how to apply such knowledge in dgalwith issues of international
relations and the public relations demands of tratignal corporations.
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WHAT YOU WILL LEARN IN THIS COURSE

The course aims at preparing the students to ajppeeihe uniqueness of International
Public Relations - that is looking at public reteis from a global perspective. The course
also teaches the students how to make use of atienal Public Relations programs,
tactics and strategies to achieve specified olestior corporate organizations, national
governments, international organizations and imsbihs. In general terms, this course is
an overview of the relevance of public relations $olving the peculiar problems of
multinational corporations, international businssggovernments and personalities. The
course also examines relevant case studies anarcaseports in this area of study with
the aim of assessing the general application efmaitional relations and how it impacts
international public relations. In specific terntsis course examines the globalization of
public relations and the consequences in this cgnto achieve the latter, there is a
brief comparative overview of Public Relations onee selected countries and regions of
the world to technically situate Public Relationghe international context.

COURSE AIMS

This course aims at preparing the students to agteethe uniqueness of International
Public Relations as a vital discipline and stratégyincreasing our level of tolerance,
cooperation, and mutual understanding among pewfte different basic beliefs and
ways of thinking. The primary aim is to build retatships that do not currently exist as
well as manage and soften those that are now éasii/or based on misunderstanding.
This course is therefore an overview of the releeaof public relations for solving the
peculiar problems of multinational corporationstemmational businesses, governments
and personalities. The course also examines rdl@ase studies and research reports in
this area of study with the aim of assessing theegd application of international
relations and how it impacts international pubétations. The course also examines the
globalization of public relations and the conseae@snin this century. There is also a
brief comparative overview of Public Relations anee selected regions of the world.

COURSE OBJECTIVES
At the end of this course, the student who diligeapplies himself or herself to the

demands of the course should be able to do thewiy:
1. Define and discuss the rationale behind the stdidiyternational Public Relations.
2. List and discuss the similarities and differencestwieen Domestic Public
Relations and International Public Relations
3. ldentify some pertinent interdisciplinary theoratidoundations of International
Public Relations
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4. |dentify and describe International Public Relasiotrategies and Programmes.

5. Discuss transnational corporate ethical perspexigewell as other ethical issues
confronting Public Relations and International FRuBelations.

6. Discuss how to apply International Public RelatidBsategies and Programmes
to image challenges facing corporate organizatiorational governments and
international institutions.

7. ldentify and discuss the opportunities and chaksnfacing International Public
Relations.

8. ldentify and discuss what makes for effective RuBlelations in a multinational
organization.

9. ldentify and discuss emerging issues in the glabtabn of Public Relations as
they affect the current global matrix.

10.1dentify and explain the connecting lines as wslipaints of departure between a

country’s Public Relations practices and processtétsanother

WORKING THROUGH THIS COURSE

To make the most out of this course, you are exgettt read the Study Units and other
materials provided by NOUN. Each Unit contains S&sessment Exercise (SAE). At
certain points in the module, you are requiredaiycout the assignments, which will be
marked by assessors appointed by the UniversityndReber, all components of this
course contribute to your all-round success. Ske tgur time to read and study the
Study Units very well in order to successfully derthe best from the course.

| will also advise you to make concerted effortwaods locating the recommended texts
listed hereunder and READ them. This course matetianever take the place of those
recommended literature for further readings. Thd elp equip you for an all-round
experience and exposure in the exciting world térimational Public Relations.

COURSE MATERIALS AND STRUCTURE
The major materials you will need for this course: a
1. A Course Guide
2. Study units that have been broken down to 29
3. Self Assessment Exercise (SAE) file
4. Tutor Marked Assignments (TMAS) file
5. Relevant textbooks, including the ones listed ueadeh unit
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In addition to the materials listed above, you adwised to read through this Course
Guide to familiarize yourself with the structuretbe course; the Study Units as well as
attempt all SAEs and TMAs. You are also expectecbiwsult most of the recommended
resource materials for further reading. Each umnttains Self Assessment Exercises, and
at points in the course you are required to sulassignments for assessment purposes.
At the end of the course, there is a final exanmmatThe course should take you about
60 hours to complete. You have to draw up your dimretable and allocate time to
complete each Study Unit in order to complete thersge successfully and on time. All
the components of the course are listed and exqadelow.

STUDY UNITS
This course is structured in aaven-modulecompact with 29 units thus:

MODULE 1: GENERAL INTRODUCTION
Unit 1: Definitions of Public Relations and Intational Public Relations
Unit 2: Similarities and Differencesttyeen Domestic Public Relations (DPR)
and International Public Relations (IPR)
Unit 3: International Public Relationgldfics
Unit 4: Overview of Public Relations

MODULE 2: THE BASICS
Unit 1: Roles and Objectives of InternationabRuRelations
Unit 2: International Public RelatioBategies and Tactics
Unit 3: Overview of International Ritans
Unit 4. Theoretical Issues for Intdaraaal Public Relations

MODULE 3: CORPORATE ADVERTISING AND MULTINATIONAL
PUBLIC RELATIONS
Unit 1: Introduction to Corporate Advertising
Unit 2: Types of Corporate Advertising and Howlkhational Corporations Use
them for International Public Relations
Unit 3: Advantages and Disadvantages of Corpohalvertising
Unit 4: Measuring the Effectiveness of Corporatiyertising

MODULE 4: GLOBALIZATION OF PUBLIC RELATIONS
Unit 1: Effective Public Relations in Multinatial Organizations
Unit 2: Opportunities of International Public|Rions for the 2% Century
Unit 3: Challenges of InternatibRablic Relations for the 21Century
Unit 4: Paths to the Theory anel Bractice of International Public Relations
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Unit 5: International Public Relatiozxsd Pedagogy

MODULE 5: INTERNATIONAL PUBLIC RELATIONS: A
COMPARATIVE ANALYSIS
Unit 1: The Development of Public Relations imgé&tia
Unit 2: The Development of Public Relationshie United States
Unit 3:  European Public Relations
Unit4: Middle East Public Relations

MODULE 6: INTERNATIONAL PUBLIC RELATIONS: ETHICAL
ISSUES
Unit 1: Ethics in Public Relations
Unit 2: International Public Relations Coded<tiics
Unit 3: Transnational Corporate Ethical Resploitises
Unit 4: Relativism versus Universalism

MODULE 7: INTERNATIONAL PUBLIC RELATIONS AND NIGERI A'S

IMAGE IN FOREIGN CONTRIES: A CASE STUDY

Unit 1: What Led to Nigeria’'s Image Plers?

Unit 2: How Did this Image Become arelmational Issue?

Unit 3: Efforts of Past Nigeria’s Gowerent and Eminent Citizens at Enhancing

Nigeria Global Image

Unit 4: How to Apply International PublRelations Strategies in Dealing with

Nigeria’s Image Problems

TEXTBOOKS AND REFERENCES

1. Culbertson, Hugh M. and Chen Ni [Eds] (1996)ternational Public Relations:
A Comparative Analysis. New Jersey: Lawrence Erlbaum Associate (LEA)

2. Health, R. (ed.) (2001).Handbook of Public Relations. Houston: Sage
Publications.

3. Tilson, Don J. and Alozie, Emmanuel C. [Eds] (200B)wards the Common
Good: Perspectivesin International Public Relations. Boston: Pearson

4. Cutlip, S., Center, A. and Broom, G. (1983ffective Public Relations.
Englewood Cliffs, New Jersey: Prentice Hall
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5. Grunig, J. E. (ed.) (1992kxcellence in Public Relations and Communication
Management. Hillsdale, New Jersey: Lawrence Erlbaum Assosiate

6. Grunig, J. and Hunt, T. (1984Managing Public Relations. New York: CBS
Public Publishing

7. Skinner, J. & Von Essen, L. (1991). The South AfncHandbook of Public
Relations. Johannesburg, South Africa: SoutherrkBoo

8. Nwosu, LLE. and Idemili, S.O. (eds) (199M®ublic Relations Speech, Media
Writings and Copy. Enugu: Acena Publishers.

9. Nwosu, IL.E. (ed.) (1990Mass Media and National Development: Perspectives
on Communication Environments of Development in Nigeria. Aba:
Frontiers Publishers.

10. Ezeukwu, G. (1999).Understanding International Relations. Enugu: Gold
Publishers

11. Okoro, C.O. (2000)!International Relations and Diplomacy Since the World
Wars. Enugu: Feloks Communications

12. Ekeanyanwu, N.T. (2008)International Communication. Canaanland, Ota:
Covenant University Press

13. Seitel, Fraser P. (2007)he Practice of Public Relations (10th Edition). Boston:
Pearson

14. Okoye, Innocent (2008Nigerian Press Law. Lagos: Unilag

15. Ewelukwa, B.N. (2004).ntroduction to Nigerian Press Law. Onitsha:Maranatha
Press Ltd

16. Belch and Belch (2001)Advertising and Promotion: An Integrated Marketing
Communication Perspective. Boston: McGraw-Hill

ASSESSMENT FILE

An Assessment File and a marking scheme will be emadailable to you. In the
assessment file, you will find details of the assignts you need to do and submit to
your assigned tutor for grading. The Assessmentttic®@ course is divided into two
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namely: TMAs and the Written Examination. Both loém will total 100% at the end of
the course. The assignments should be submittgduotutor for formal assessment in
accordance with the lifelines stated in the prestént schedule and the Assessment file.
The work you submit to your tutor for assessmeifiitaoiunt for 30% of your total score
while the Written Examination will account for themaining 70%.

TUTOR MARKED ASSSIGNMENTS (TMAS)

You will have to submit about 29 TMAs. This meame d MA for each of the Units of

the entire Course Structure. You are requiredtengit all the questions, and you will be
assessed on all of them but the best six perforesafrom the (TMAs) will be used for

your 30% grading. This means each will amount touabl% or returned to 4% after
grading.

When you have completed each assignment, togetilerawT utor Marked Assignment
form, send it to your tutor. Make sure each assgmmeaches your tutor on or before the
lifeline for submissions. If, for any reason, yoanoot complete your work on time,
contact your tutor with a valid explanation on wou need an extension. Failure to do
this may result in unpleasant and avoidable siuaati

FINAL EXAMINATION AND GRADING

Since this is a two-unit course, the final examorawvill be a test of two hours. All areas
of the course will be examined. It is in your ownterest to read the entire units all over
again before your written examination. As earlieentioned, the final examination will
attract 70% of the total course grade. This shautl be taken for granted. The
examination will consist of questions, which rettethe kinds of SAEs and TMAs you
have previously dealt with in the course.

COURSE MARKING SCHEME
The following table lays out how the actual coursark allocation is broken down.

S/N ASSESSMENT MARKS
1. | The best in Module One (Assignments 1-4) 4%
2. | The best in Module Two (Assignments 5-8) 4%
3. | The best in Module Three (Assignments 9-12) 4%
4. | The best in Module Four (Assignments 13-17) 5%
5. | The best in Module Five (Assignments 18-21) 4%
6. | The best in Module Six (Assignments 22-25) 4%
7. | The Best in Module Eight (Assignments 26-29) 5%

l1|Page



8. | Total for TMAS 30%
9. | Final Written Examination 70%
10. | Overall Total 100%

COURSE OVERVIEW AND PRESENTATION SCHEDULE

Module | Unit Title Of Module Weeks | Assessment
Activity
ONE 1-5 GENERAL INTRODUCTION
Unit 1 | Definitions of Public Relations and Week 1 | Assignment
International Public Relations 1
Unit 2 | Similarities and Differences between Week 1 | Assignment
Domestic Public Relations (DPR) and 2
International Public Relations (IPR)
Unit 3 | International Public Relations Publics Week 2 | Assignment
3
Unit4 | Overview of Public Relations Week 2 | Assignment
4
TWO 1-4 THE BASICS
Unit1 | Roles and Objectives of International PublidNVeek 2 | Assignment
Relations 1
Unit 2 | International Public Relations Strategies anteek 3 | Assignment
Tactics 2
Unit 3 | Overview of International Relations Week 3 | Assignment
3
Unit 4 | Theoretical Issues for International Public | Week 3 | Assignment
Relations 4
THREE |1-4 CORPORATE ADVERTISING AND
MULTINATIONAL PUBLIC RELATIONS
Unit 1 | Introduction to Corporate Advertising Week 4 | Assignment
1
Unit 2 | Types of Corporate Advertising and How | Week 4 | Assignment
Multinational Corporations Use Them for 3
IPR
Unit 3 | Advantages and Disadvantages of Corporai®eek 4 | Assignment
Advertising 4
Unit 4 | Measuring the Effectiveness of Corporate | Week 5 | Assignment
Advertising 5
FOUR | 1-5 GLOBALIZATION OF PUBLIC
RELATIONS
Unit 1 | Effective Public Relations in MultinationaMWeek 5 | Assignment
Organizations 1
Unit2 | Opportunities of International PubljdNeek 5 | Assignment
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Relations for the Z1Century 2
Unit 3 | Challenges of International Public Relatign&/eek 6 | Assignment
for the 2£' Century 3
Unit4 | Paths to the Theory and the Practice| ¥leek 6 | Assignment
International Public Relations 4
Unit 5 | International Public Relations and Week 6 | Assignment
Pedagogy 5
FIVE 1-4 INTERNATIONAL PUBLIC RELATIONS:
A COMPARATIVE ANALYSIS
Unit1 | The Development of Public Relationsin | Week 7 | Assignment
Nigeria 1
Unit 2 | The Development of Public Relations in theWeek 7 | Assignment
United States 2
Unit 3 | European Public Relations Week 8 | Assignment
3
Unit 4 | Middle East Public Relations Week 8 | Assignment
4
SIX 1-4 INTERNATIONAL PUBLIC
RELATIONS: ETHICAL ISSUES
Unit 1 | Ethics in Public Relations Week 9 | Assignment
1
Unit 2 | International Public Relations Codes of Week 9 | Assignment
Ethics 2
Unit 3 | Transnational Corporate Ethical Week | Assignment
Responsibilities 10 3
Unit 4 | Relativism versus Universalism Week | Assignment
10 4
EIGHT |14 INTERNATIONAL PUBLIC RELATIONS
AND NIGERIA'S IMAGE IN FOREIGN
CONTRIES: A CASE STUDY
Unit1 | What Led to Nigeria’s Image Problems? | Week | Assignment
11 1
Unit 2 | How Did this Image Become an Internationdeek | Assignment
Issue? 11 2
Unit 3 | Efforts of Past Nigeria’s Government and/eek | Assignment
Eminent Citizens at Enhancing Nigerid2 3
Global Image
How to Apply International Public RelationdVeek Assignment
Unit4 | Strategies in Dealing with Nigeria’'s Imagé3 4
Problems
Revision 2 weeks
Written Examination 1 Week
Total Weeks 16 Wks
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HOW TO GET THE MOST FROM THIS COURSE
The Open University system is a unique system wiyetbe study units replace the

traditional university lectures. You will therefobe required to study the units on your
own. However, you may arrange to meet with youigassl tutor for tutorials on an
optional basis at the study centre. You can alsat®like-minded course mates and have
interactive sessions with them.

You will have assignments at the end of every Medahd Units. This is not different
from the traditional university system where a lueet might give you some reading to
do. The study units will tell you where to readdanmhich are your text materials or
recommended books. You have been given enoughisnctiurse so none of you will
have any excuse not to do well in this course. Eddhe study units follows a common
format. The first item is an introduction to thebgct matter of the unit, and how a
particular unit is integrated with the other uratsl the course as a whole. Next to this is
a set of Learning Objectives. These objectives gl you assess your comprehensive
of the unit per time. They are also meant to guider study so as to give you an all
round learning experience. The main body of the guides you through the required
reading from other sources. This will usually biaei from your recommended books or
from a particular reading section.

In summary, this structure is designed to bring the best in a distance learner.
However, you may still want to interact with a tutiver controversial, confusing or any
other topic or issue you are finding it difficutt tcomprehend yourself. NOUN has made
adequate arrangement to see that this is resaivideeiinterest of the student. This is the
major reason why you must patronize the Study @entr

TUTORS AND TUTORIALS

The NOUN Headquarters will provide you with infortiea relating to the Tutor and
tutorials at the appropriate time. Your Tutor withark and comment on your
assignments, keep a close academic watch on yogrgss as well as assist you resolve
any difficulties you might encounter from time toné. You must therefore take your
TMAs to the Study Centre well before the due datddast two working days before the
expiration of the lifeline). The TMAs will be marttdoy your Tutor and returned to you
as soon as possible.

In the NOUN guidelines, you are expected to conyacir Tutor if you need help over
the following issues:

1. You do not understand any part of the Study Unithe assigned readings;

2. You have difficulty with the exercises and assigntag
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3. You have a question or a problem with your tutodshments on an assignment or
with the grading of an assignment.

4. You have a question or problem with any part of @wairse Structure which you
think has not been adequately discussed in thissedauide.

At NOUN, it is also expected (in your own intereitat you make concerted efforts to
attend tutorials. This is the only chance to haeefto-face contact with your Tutor and
ask pending and pertinent questions which are aesiienmediately. You can raise any
problem encountered in the course of your studinduhe tutorial sessions. To gain the
maximum benefit from the course tutorials, it isviedd you prepare a question list
before attending them. You will learn a lot fromirige an active participant in the
discussions at the Study Centres or during tutegakions.

SUMMARY

This course aims at preparing the students to agteethe uniqueness of International
Public Relations as a vital discipline and stratégyincreasing our level of tolerance,
cooperation, and mutual understanding among pewople different basic beliefs,
background, and values. The primary aim is to breldtionships that do not currently
exist as well as manage and soften those that ave mostile and/or based on
misunderstanding. It is also aimed at maintainingpsaitive and cordial image amongst
members of a given public. This course is therefameoverview of the relevance of
public relations for solving the peculiar problensd multinational corporations,
international businesses, governments and pergsiesali

We wish you success with the course and hope thiaeaend of this course, you will be
able advice interested parties on how to maintaalthy corporate image, how to live
peacefully with all men, and how to manage youede global relationships.
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MODULE 1: GENERAL INTRODUCTION

Unit 1: Definitions of Public Relations and Intational Public Relations
Unit 2: Similarities and Differencesttyeen Domestic Public Relations (DPR)
and International Public Relations (IPR)
Unit 3: International Public Relationgldics

Unit 4: Overview of Public Relations

UNIT 1: Definitions of Public Relations and Intemational Public Relations

CONTENTS
1.0 Introduction
2.0 Objectives
3.0 Main Content
3.1 What is Public Relations?
3.2 What is International Public Relations?
4.0 Conclusion
5.0 Summary
6.0 Tutor Marked Assignment
7.0 References/Further Readings

1.0 INTRODUCTION

This course is designed to train students to beckmosvledgeable about issues
and concepts in International Public Relations.sTiecomes pertinent because
relations among publics, according to Culbertsod &hen (1996), has become
more complex, fragile, and often hostile in recgatrs due to varied factors
ranging from weapons of mass destruction to regialiances, nationalism, and

the internet. The world has also become smallenkihdo many of the same
factors enumerated above. We are further said tanbe flat world: a global

village where today’s neighbours are no longer bited or separated by the
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traditional boundaries our fore fathers grappledhwiAll of these make
International Public Relations important in the2Entury. However, before we
delve into International Public Relations propere weed to define public
relations.

2.0 OBJECTIVES

This section is aimed at introducing the studemthié basic definitions of Public Relations
and International Public Relations and gives theenliasic knowledge about the meaning
of both concepts and discipline. In summary, thedives of this Unit include:

 To define Public Relations
* To define International Public Relations

* To explain the definitions of Public Relations dnternational Public Relations
presented in this Unit.

3.0 MAIN CONTENT
3.1 What is Public Relations?

There are many definitions of Public Relations leeyé are many scholars and authors
who have written on the subject. Most of the débnis say one true thing or the other
about the subject of public relations but otherst jgive a narrow perspective to the
subject. | shall not bore you with all these defams. | will only present the generally
accepted and acknowledged definition of Public ®ata which addresses the core
issues the subject deals with and presents thiecaitaponents of the subject matter with
such depth and nuances.

The most comprehensive definition of Public Reladias that offered by the “Public
Relations News” (the weekly newsletter of the iridg)s The PR News says PR is:

The management function, which evaluates public attitudes,

identifies the policies and procedures of an organization with

the public interest, and executes a program of action (and

communicates) to earn public understanding and acceptance.

From this definition, Public Relations requiresesiss of stages, including:
1. The determination and evaluation of public attitude
2. The identification of policies and procedures of @ganization with a public
interest.
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3. The development and execution of a communicationgrpm designed to bring
about public understanding and acceptance.

The processes identified above do not all occusrae. An effective Public Relations
program continues over months or even years. liireg| sustained and consistent efforts
over a long period of time for it to truly succeed.

This definition also reveals that Public Relatiangolves much more than activities
designed to sell a product or service. It also Ive® some promotional programs that
concentrate on corporate image building, making ayaihtenance. For instance, press
releases may be used to announce corporate pddingtshanges in the organization or
special events may be used to create goodwillencthmmunity, and advertising may be
used to state the firm’s position on a controvérisisue or debate etc. This necessitates
the application of Public Relations, advertisingd gsgromotions in international related
issues like national image and reputation.

3.2What is International Public Relations?

While definitions of Public Relations may vary gitgaaccording to the orientation of
who is defining it, most authors and scholars angtbject matter seem to agree on the
definition of International Public Relations.

According to Prof. lkechukwu Nwosu, InternatioRaiblic Relations (IPR):
is the deliberately planned systematic and researched based
activities of an individual or marketing organization or
nation which are aimed at maintaining sound productive and
international relations with international publics, such as
customers, agents, governments, business organizations and
others.

Ekeanyanwu sees International Public Relationsfiesteve, proactive and productive
Public Relations in multinational organizations aradions, which are deliberately aimed
at sustaining the confidence of their internatiopablics in an attempt to enhance
international relations and corporate reputation.

The above definitions suggest that InternationadblieuRelations is aimed at winning
friends, getting support or sympathy of internagiorelations through evaluation of their
opinion concerning one’s actions. It also aimsdti@/ing common interest; corporate,
government and other publics approval and undedstgn
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International Public Relations could also be refério as Comparative Public Relations —
which involves a search for both similarities ariifledences between the practice in one
or more countries and in the other platforms. Thmary purpose of Comparative Public

Relations is to identify more or less universalljpeons that apply widely (Culbertson,

1996).

In simple terms, International Public Relations Idoalso be defined as the practice of
Public Relations in an international or cross-adtucontext (Culbertson, 1996).

According to Culbertson (1996), International Palételations involves Public Relations
practices in at least four different realms:

1. International organizations, e.g. UN, World BalF

2. Intergovernmental relations e.g. diplomatic rectgnj alliance
formation/disintegration, and sanctions/embargoes.

3. Transnational economic transaction e.g. investnteading, financing of
multinational corporations.

4. Interactions among citizens of different nationaj. éhrough sports, tourism,
arts, films, entertainment etc.

Self Assessment Exercise (SAEs) 1.1

1. Discuss any two widely accepted definitions of RuBelations and why you
think they are widely regarded.

4.0 CONCLUSION

While acknowledging the fact that Public Relati@mmuild be defined differently by
different people, the subject matter has alwaysareed consistent. This is also
similar with International Public Relations whichash few controversies or
disagreement about what International Public Rafatimeans. Beyond all these,
International Public Relations remains a proactwd effective way of reaching out
and building confidence with ones international |msh

5.0 SUMMARY

This Unit discussed the definitions and meanings Rafblic Relations and
International Public Relations so as to properlyae the subject matter of this
discourse. Emphasis was placed on the more commpieeand widely accepted
definitions which brought out to the fore the tperspectives of the subject matter.
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6.0 TUTOR MARKED ASSIGNMENT
1. Why do we have many and different definitions obRuRelations?

2. Discuss the major focus of thReublic Relations News definition of Public
Relations.

3. Analyze the definition of International Public Ritas as given by Ekeanyanwu
with emphasis on the key words of the definition.

7.0 REFERENCES AND FURTHER READING

1. Culbertson, Hugh M. and Chen Ni [Eds] (1996)ternational Public Relations:
A Comparative Analysis. New Jersey: Lawrence Erlbaum Associate (LEA)

2. Health, R. (Ed.) (2001).Handbook of Public Relations. Houston: Sage
Publications.

3. Seitel, Fraser P. (2007)he Practice of Public Relations (10th Edition). Boston:
Pearson

Unit 2: Similarities and Differences between Domest Public Relations (DPR)
and International Public Relations (IPR)
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1.0 INTRODUCTION

Practitioners, students and all others who argasted in International Public Relations

need to have a clear understanding of the siméarand differences between Domestic
Public Relations and International Public RelatioB®me persons have argued the
Domestic Public Relations is the same thing agmatgonal Public Relations at a global

level. This argument will be made clearer in thisittas we explore some of the major
differences between DPR and IPR.

2.0 OBJECTIVES

The primary objective of this unit is to teach theidents the major similarities and
differences between Domestic Public Relations amerhational Public Relations. At the
end of this Unit, it is expected that the studdmiudd be able to do the following:

1. Identify and describe the major similarities betwd2omestic Public Relations
and International Public Relations.

2. ldentify and describe the major differences betwBemestic Public Relations
and International Public Relations.

3.0 MAIN CONTENT

3.1 Similarities between Domestic Public Relains and International
Public Relations (IPR)

26|Page



The similarities between Domestic Public Relatig@®®R) and International Public
Relations (IPR) include:
3.1.1 Some forms of media relations occur everywhere irhe same manner

and have target publics:
Media relation is one primary function of Publicl&ens you can find that is
common in most societies. Media relation is not practiced in most firms
and nations; the strategic focus, the modus operdhd objectives and
sometimes, the basic output are similar whetheéhatdomestic level or the
international level.

3.1.2 In the area of ethics, the standards are now univeal in application:
Behavioural codes, such as the Universal Declaratidduman Rights and the
International Public Relations Association’s Code Aithens, are gaining
acceptance globally. We now have a situation whaveality questions in the
profession is not just subject to geographic lacetibut to universal laws of
right and wrong conduct in a civilized world.

3.1.3 In the use of Public Relations in organizations, alentities, whether

domestic or multinational, strive to preserve theirreputation from
internal or external threats:
This has remained one of the primary objectivesPoblic Relations at
whatever level it is practiced. For organizatiohsh@ domestic fronts, Public
Relations is strategically focused at preserving tteputation of the
organization. This is the same thing at the intéonal or multinational level.

3.1.4 All organizations, whether domestic or internationd, also try to
identify and build relationships with vital publics:
One other critical function of Public Relations tis help its organization
identify and build the organization’s corporateat&nship so as to maintain an
all round atmosphere of cordiality and mutual resp€his is not an easy task
but remains the role of Public Relations at bothldtal and global levels.

3.1.5 All organizations, whether domestic or internationd, also anticipate
problems and seek to dominate them or at least rede the adverse

effects:
All firms that make use of Public Relations as anagement function expect it
to be the early warning signal which helps themptoperly evaluate and
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reevaluate proposed policies and actions so asc&ive the greatest support
from its diverse publics.

Self Assessment Exercise (SAE) 1.2
1. On what basis will you agree that Public Relatipresctised at the domestic front
is similar to the one practised at the global lelPé&tase, use valid points in your
argument.

3.2 Differences between Domestic Public RelatisfDPR) and International
Public Relations (IPR)

A speaker at the Public Relations Society of An&r{®RSA) conference observed a few
years ago thus: “There aren’t many differences betwcultures, but those differences
make all the difference in the world”

This statement is true with International Publidd®ens. It is easy to list similarities
between countries- and just as easy to dismisditfezences. But organizations get into
trouble by not recognizing that the internationedre is exponentially more complex
than domestic fronts (Wakefield, 2001). As notedvidgkefield (2001), this complexity
lies both in organizations themselves and in thdeddcross cultural factors of each
country, most of which are human elements that f@ininto the realm of Public

Relations.

The differences between Domestic Public Relatiam$ laternational Public Relations
include:
1. Multinationals, which practice International PubliRelations, face multiple
regulatory arenas governing products, language|oy@es, taxation and so forth.
This then, affects employee relations, promotianaterials, translations, claims
and other Public Relations activities.

2. Multinationals and the like have multicultural emypte forces with diverse
perspectives on work hours, use of time and spaeeagerial space, managerial
styles and other work-related attributes. This resakéernational communication
much more difficult.

3. Externally, there are dispersed publics that oftestrust multinationals and that
now can affect great global pressure through th&smaedia or the internet.

4. There are also cross-border problems, such astipoku and labour, whose
resolutions require intercultural communicationl Af these factors above are
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faced by managers who might have years of exparignthe domestic setting but
are entirely out of their comfort zones in the intgional environment.

5. Distinctions and differences are also seen in PRtmes between countries. For
example, some countries have national communica@ems, whereas others
are highly local or regional. For example, medimpaigns can be nightmarish in
India, which has more than a dozen official langagagAgain, practising PR in
Brazil requires a license, but to obtain publicdpe needs a journalist’s license.

For these and other reasons, senior Internatiamald®Relations practitioner, John Reed
advocated a “First Rule of IPR: “Get ResponsibledldHelp’ (Reed, 1999:31).

1.0 CONCLUSION

There is enough evidence around a comparative simudyonclude that many of the
foundational concepts of Public Relations are moreless universal in origin and
application. The specific tactics certainly charfggm one country to the other, but
strategically, Public Relations is respected anded amongst practitioners worldwide
as a corporate channel of relating with an orgdioza publics.

5.0 SUMMARY

This unit specifically dealt with the similaritiesd differences between Domestic Public
Relations and International Public Relations. Weedsined that the practice of Public
Relations is universal with respect to the stratdgicus, objectives, application and
overall expectations. We also found out that theme very limited distinctions in its
operations; however, those limited distinctions enak lot of difference in Public
Relations practice in individual countries.

6.0 TUTOR MARKED ASSIGNMENT

1. Give five reasons why Public Relations practisedNigeria may differ from that of
the United States.

2. Compare and contrast Public Relations in Indiathatiof Brazil.

7.0 REFERENCES/FURTHER READINGS

1. Culbertson, Hugh M. and Chen Ni (Eds.) (199@}ernational Public Relations:
A Comparative Analysis. New Jersey: Lawrence Erlbaum Associate (LEA)
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Good: Perspectivesin International Public Relations. Boston: Pearson
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1.0 INTRODUCTION

A Public Relations public is one or people with wha PR department or firm on behalf
of a larger institution has a committed relatiopshith. Anybody or person or corporate
organization that your organizational policies auations affect, positively or negatively
and whose actions in return affect your own orgation or institution, is your public. In
order words, you must have a committed relationshifh a particular individual,
community or corporate organization to refer tagtpart of your public. Public Relations
essentially deal with different publics becausey ttepresent firms that deal with human
beings of diverse expectations.

2.0 OBJECTIVES

This unit generally aims to identify the typicallpigs of you can find in a typical
organization that practices International PublitaRens. At the end of this Unit, you are
expected to identify and explain certain lists @&rgmns, associations and corporate
organizations of particular institutions as pubbésuch institutions.

3.0 MAIN CONTENT
3.1 International Public Relations Publics

As defined in the introduction above, in order edbassified as “Public” of Procter and
Gamble, for instance, you must have a committeatioglship with Procter and Gamble.
In order words, your actions or inactions must éfferocter and Gamble while Procter
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and Gamble’s actions or inactions must also affeatin a particular way.

Firms and organizations which practise Internafidhablic Relations obviously have
wide range of other institutions as publics. Tis in this instance could be exhaustive
depending on the magnitude of assignment the fiemiopms. The list of publics for a
particular organization also changes with a changgerations and relationships.

However, the list below is a fair representationtloé International Public Relations
publics of many firms that operate at the multioadil/transnational levels:

1.

National Governments:

These are the national governments of nations wiergoarticular Multinational
firm has operational base or branch. The nationaeghiment becomes a public of
such Multinational Corporation (MNC) becomes of tiegulatory capacity of the
government wherever such a firm operates.

Multinational Corporations and Firms:

A multinational firm in a particular situation opbwtext could become a public of
another multinational firm if their lines of bussses cross. In this instance, the
MNC could be a supplier or exporting partner etc.

Stockholders and Investors in Global Ventures:

Stockholders and shareholders are basically theemAinvestors in businesses. At
the global level, they finance such MNCs and theeetonstitute a primary public
of any MNC where they have put their money in.

Legislative Houses of Independent States:

Legislatives Houses in any independent State wMNES practice are the law
making arm of the governance structure in sucheSt&ince MNCs are subject to
the laws of the nation where they operate, Legidatirgans become their primary
publics that they usually lobby to have favourdblgslation and policies.

The Judiciary of Independent States/Nations:

The Judiciary is law adjudication and interpretatiarm in the governance
structure of most independent nations. They ing&trphne law and are therefore
regarded as the custodian of the rules, regulataomd most importantly, the
Constitution of their independent States. MNCs domes have need to approach
them for litigation, arbitration and interpretatiah operational laws etc. These
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functions make it imperative to include the Judigiaas a vital public of
International Public Relations.

6. Community Members/Host Communities:
Every MNC or firm must have an operational oversase. This base is someone
else’s community. In order words, there is no MNCiransnational corporations
(TNCs) without a host community. It is very impartafor MNCs or TNCs to
cooperate with their host communities so as to hpeaceful and mutually
beneficial stay at such communities.

7. Suppliers to Global Businesses:
Every MNC must have suppliers in its chain of basg These suppliers may be
the middle men between the firms and the raw nategeded for their business
survival. To ignore them therefore may be suicidabny business calculations.
They remain a vital public of MNCs.

8. Distributors for Global Firms:
Most MNC firms prefer not to deal with consumersedily for the sake of
convenience at most instances. They make use afr rdagtributors who serve as
representatives in their areas of operations. ithgortant therefore to include this
group into the public’s network of MNC.

9. Customers and Consumers of MNCs:
Customers and consumers are the ultimate publiepfMNC because they are
the ones whose patronage keeps the company runiitigout them, there will be
no MNC. They are diverse in nature with differeetrdhnds on the company. Their
satisfaction should be the ultimate goal of any M&jart from making profits. For
me, they are the most important public of any MNC.

10.The Local and International Media Organizations andProfessionals:

Every MNC must have solid media relations to swvithe intrigues in
international business. You cannot have or talkuabmedia relations in the
absence of a regular engagement of both local artdrnational media
organizations and professionals who are interestetthe business you do. The
media sometimes exist as the “devil's advocatelirtfo estate of the realm, the
peoples’ watchdog etc. To ignore them or preterel tdo not exist is wrong
business policy for any business that wants to igeirgtiff competition at the
international level. Media organizations and thef@ssionals that work them are
therefore, obvious publics of MNCs.
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11.Civic and other Business Organizations:
There are different civic groups in a given socigigt exist to protect the interest
of the other members of a given public in theirlaggs with other publics. They
are called civic organizations. They are also agaized stakeholders and thus
publics of MNCs.

12 Financial Groups and Institutions Engaged in Intermational Financing:
Financial groups engaged in international finandikg the International Monetary
Fund (IMF), the World Bank, African Development BafADB) etc usually
support, consult or churn out policies that mageifthe operational procedures of
many MNCs. Their inevitable and vital role in inmtational financing makes them
a vital public of International Public Relations.

13.Labour Unions/Employees:
Labour Unions are key publics to any MNC becausy tlepresent the employees
of the company. Most of the time, employee grieesnare channeled through the
Labour Unions so as to protect individual employfem Management
victimization and enjoy the benefits of collectivargaining.

14 International Labour Organizations:
International Labour Organizations exist as reguigt policy making and
international advisory or consultancy bodies for @8N They are therefore
important in the operational circle of many MNCs.

Self Assessment Exercise 1.3

1. Discuss 10 typical publics of MNCs engaged in Iimé¢ional Public Relations.

1.0 CONCLUSION

No MNC or TNC can exist without a committed dealiwith the publics of the
organization. It is also important to emphasis hbe¢ every company must have a
set of publics which they are committed to. Thevswal of a company therefore is
dependent on how the company manages its numeutlisp

5.0 SUMMARY

In this unit, we looked out the various publicSMNICs and how they exert influences
on the day-to-day running of such MNCs. It is myriinle opinion that the strategic
survival of these MNCs is largely dependent onrtltkverse and multi-sectoral
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publics. Based on this, the relationships betwden NINCs and the publics were
analyzed in line with the Unit’s focus.

6.0 TUTOR MARKED ASSIGNMENT

1. Coca Cola is regarded as an MNC because it bay operational branches in many
nations of the world. Identify 10 solid publics tfis company and justify your
listing them as members of the network of Coca Cola
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1.0 INTRODUCTION

International Public Relations, in terms of thedleand the depth of practice is Public
relations at a global level. With this understagdlint is important to do a quick
overview of Public Relations so as properly situate discourse on International

Public relations.

1.0 OBJECTIVES

At the end of this unit, the studious student stidog able to do a recap of Public

Relations and specifically identify and discuss:
1. Functions of Public Relations

2. The Process of Public Relations
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3. Advantages of Public Relations

4. Disadvantages of Public Relations.

3.0 MAIN CONTENT
3.1 FUNCTIONS OF PUBLIC RELATIONS

The functions associated with Public Relations war& numerous. From the
perspectives of Seitel (2007), these functionsuihe!

3.1.1 Writing:
It is the duty of the Public Relations unit to paep and write speeches for
the top management of the organization. It is dls® duty of Public
Relations to write news or press releases for tharozation.

3.1.2 Media Relations:
This is a primary role of Public Relations in amganization. It is the duty
of Public Relations to deal with the press or media behalf of the
organization on corporate matters.

3.1.3 Planning:
The Public Relations department organizes for sphesients, media events
and any other approved management functions.

3.1.4 Counseling:
The Public Relations department also counsels nesanmagt in all its
dealings and interactions with others.

3.1.5 Researching:
The Public Relations department is expected toarekeinto the opinions,
attitudes and behaviours that influence valuestethéfs.

3.1.6 Publicity:

The Public Relations department must generate ipespublicity and
attention for its organization.
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3.1.7 Marketing Communications:
Marketing communication is a key function of PubiRelations. Under this
arrangement, Public Relations performs other manrggatelated functions
such as: creating brochures, producing sales tliteraarranging meeting
displays and organizing sales promotions.

3.1.8 Community Relations:
The Public Relations department identifies and sugsp the host
community’s internal and external struggles. Thiaph it maintain a
cordial relationship with the host community.

3.1.9 Consumer Relations:
The Public Relations department interfaces withsaomers through written
and verbal communication.

3.1.10Employee Relations:
The Public Relations department engages the enmgdoyef the
organization in positive relations.

3.1.11Government Relations:
The Public Relations department deals with all aohshe governance
structure of a State on behalf of the organization.

3.1.12Investor Relations:
The Public Relations department also communicategh wthe
organization’s  shareholders and  stockholders; helpackage
communications materials meant for them etc to mensat the desired
effects are achieved.

3.1.13Public Affairs and Issues Management:
Another major function of the Public Relations uisitto deal with public
policy and its impact on the organization.

3.1.14Website Development and Web Interface:
The Public Relations department creates an interfaetween the

organization and its diverse publics via the orgation’s website which it
develops and manages.

Self Assessment Exercise 1.4
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1. Discuss ten critical roles Public Relations playsa icorporate organization.

3.2The Process of Public Relations

The normal process of integrating Public Relatiahghe international level into any
promotional program involves a series of both tradal and marketing-oriented tasks.
We shall now discuss them one after the other (Rtenperspective of Belch and Belch,
2001):

3.2.1 Determining and Evaluating Public Attitudes:

Public Relations is primarily concerned about pubdittitudes towards a firm, an
institution etc thus it must determine and evaluhts in its program of action or any
course of action it wants to undertake. Publidwadgs affect sales, image and reputation
of an organization or government. Second, no or@suva be perceived as a bad citizen,
therefore, public attitudes/perceptions need toldtermined and evaluated from time to
time (Belch and Belch, 2001). The reasons for cotidg research into the areas of
public attitudes and perception include:

(A) It Provides Input into the Planning Process

The determination and evaluation of public attimidprovides the focus in the
development of program especially PR and promotipnagrams, which will help the
organization in question, maintain positive imaggobe its publics (Belch and Belch,
2001).

(B) It Also Serves as an Early Warning Signal

The cost of solving image and reputation challengeso enormous that the common
cliché “Prevention is better than cure” holds swaye. Through research in determining
and evaluating public attitudes, the organizatioaynibe able to identify potential
problems and handle them effectively before thegobee serious concern (Belch and
Belch, 2001).

(C) It Secures Support for PR Proposed Actions Interndy

Determining and evaluating public attitudes is aesk-based. So, if it identifies a
potential challenge or that one actually existswil be much easier for the PR
department to seek and gain the support of top geanant to address these challenges
(Belch and Belch, 2001).

(D) It Increases the Effectiveness of Targeted Commurations
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Because the communications targeted to a particssae is research based and address
identified challenges, this inevitably increases dffectiveness of such communication.
Invariably, the better an organization or PR uni@eds a challenge for its organization,
the better the organization or PR department desggmmunications to address the
challenges (Belch and Belch, 2001).

3.2.2 Establishing a Public Relations Plan

In a recent survey, it was discovered that mosfiifPis encourage a haphazard approach
to issues. They just issue out press releases wBhdws, press kits etc without even

designing them into a formal PR efforts. No wondach actions have not gotten the

desired results! International Public RelationsR){Ror instance is an ongoing process
requiring formalized policies and procedures sdoamcrease effectiveness. To achieve
the desired effectiveness, one needs to plan aedptan must be integrated into the

overall marketing communications program.

To develop a PR plan, the Cutlip, Center, and Bréaum-step process may be adopted:

() First, you define the PR problem

(I Second, you plan and program

(I Third, you now take action and communicate basedaur plans
and programs

(IV)  Fourth, you evaluate the effectiveness of youroacti

The following 10 questions need to be answeregdarto evaluate your PR plans:

1) Does the plan reflect a thorough understandinbeosituation?

2) Has the PR program made good use of researchamkdround sources?

3) Does the plan include full analysis of recentadl coverage?

4) Do the PR people fully understand the produstrtengths and weakness?

5) Does the PR program describe several cogertjaet conclusions from the research?
6) Are the program objectives specific and meadafab

7) Does the program clearly describe what the RRiggcwill be and how it will benefit
the company?

8) Does the program describe how its results valhieasured?
9) Do the research objectives, activities, andweatains tie together?

10) Has the PR department communicated with mamxeékiroughout the development of
the program (Belch & Belch, 2001)?
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3.2.3 Developing and Executing the Public Relations Progm:

Because of the new and broader outlook of PR, it endend beyond promotion in the
development of its program and subsequent execufimuo this, two vital issues need to
be addressed:

() Determining Relevant Target Audiences like the rmaé audiences, which may
include employees of the firm, stockholders andestors, members of the local
community, suppliers, and current customers. Eglepublics or audiences are
those people who are not closely connected witlotganization e.g., the public at
large (Belch & Belch, 2001).

(I) Implementing The PR Program: immediately the rede&aias been conducted and
the target audiences identified, the PR programt imeisleveloped and delivered to
the audience. A number of PR tools like press selea press conferences,
exclusives interviews and community relations ar@lable for this purpose (Belch
& Belch, 2001).

3.2.4 Measuring the Effectiveness of Public Relations:
After program implementation, the PR efforts need¢ measured for effectiveness
so that such effort could be entrenched if founth@overy effective or modification
made to correct lapses.

Measuring the effectiveness of PR gives the follmmadvantages:

1. Helps to determine the contributions of the progratement to attaining
communications objectives.

2. It tells management what has been achieved thrB&yhctivities

3. It provides management with a way to measure publations achievements
quantitatively.

4. It gives management a way to judge the quality & &chievements and
activities.

Means of Measuring the Effectiveness of PR

1. Personal Observation and reaction
2. Matching Objectives and results

3. The Team Approach

4. Management by Objectives (MBO)
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5. Public Opinion and Surveys

6. Internal and External Audits

3.3 Advantages of Public Relations

1. Credibility:

PR communications are not perceived in the same adagrtising is perceived. This is
because unlike advertising, the public does ndizedhat the organization directly or
indirectly pays for PR communications. This tendsteate more credibility for the PR
communications.

2. Cost:

In both absolute and relative terms, the cost of iPRery low especially when the
possible effects and benefits are considered. Sowesgt it is cheaper than normal
advertising.

3. Avoidance of Clutter:

PR communications are usually considered as nemssitFor this reason, they are not
subject to the clutter of advertisements. For examg story regarding a new product
introduction or breakthrough is treated as a neéers iand is therefore, likely to receive
attention.

4. Lead Generation:

News about technological innovations, breakthrougficsusually result in a multitude of
enquiries. These inquiries may give the organipatjaality sales and service leads, as
well as some publicity in the media.

5. Ability to Reach Specific Groups:

Some products or services usually appeal to ordgnall segment of the market. To use
advertising and/or promotions to reach this madegment may be wasteful and very
costly. PR offers a leeway or an alternative tehéay these specific groups.

6. Image Building:
Effective PR helps to develop a positive image tfeg organization. A strong positive
image is insurance against later misfortunes.

3.4 Disadvantages of Public Relations:
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5. A major disadvantage of PR lies in its inabilitytbe potential for not completing
the communication’s process. While PR messagedzak through the clutter
of commercials, the receiver may not make the cotnme to the source because
many PR messages are never associated with tloeises in the public mind.

6. PR may also misfire through mismanagement and d¢datoordination with the
marketing department. When marketing and PR degatsn operate
independently, there is a danger of inconsistentnaanications, redundancies in
efforts, and so on.

4.0 CONCLUSION

The Public Relations industry remains a vital ooe the success of multinational
corporations. To have effective Public Relationse ttundamental issues in public
relations must be addressed and put to proper xtoseas to build on those foundations
for a global contextual operation tagged Intermaid?ublic Relations.

5.0 SUMMARY

This unit focused on the overview of the some @& thndamental processes of Public
Relations. The functions, advantages and disadgastaf Public Relations were also
discussed in this unit.

6.0 TUTOR MARKED ASSIGNMENT

1. Discuss the reason why an overview of Public Rextatiis important in the study
of International Public Relations.

2. Discuss five solid advantages Public Relationsdvas advertising
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MODULE 2: THE BASICS

Unit 1: Roles and Objectives of International RuBRelations
Unit 2: International Public RelatioBgategies and Tactics
Unit 3: Overview of International Retats

Unit 4: Theoretical Issues for Interaaél Public Relations

UNIT 1: ROLES AND OBJECTIVES OF INTERNATIONAL PUB LIC
RELATIONS

CONTENTS

1.0 Introduction
2.0 Objectives
3.0 Main Content

3.1 The Major Role of International Public &ens
3.2 Objectives of International Public Relago

Self Assessment Exercise
4.0 Conclusion
5.0 Summary
6.0 Tutor Marked Assignment
7.0 References/Further Readings.

1.0 INTRODUCTION

Obviously, the world is growing smaller and smaksteryday due largely to the
advancement in Information and Communications Teldgies (ICTs). Beyond
becoming what | call “Villagization of the GlobefCTs have also made the world
flat. The flatting process has made it possiblé tha traditional boundaries that
distinguished one nation from the other are grdguhsappearing. And so, events
in faraway countries now have significance in othations that may not really be
connected to such a nation in terms of formal i@tships (Ekeanyanwu, 2008).

This development is not as healthy as one will hawehed it. For example,
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terrorism like suicide bombing, which was complgtedlien to Nigeria and
Nigerians, is now here with us real! This simplyang we need to now build
relationships that never existed to accommodateethgtrange” happenings that we
are now faced with. In essence, there is now aenirgeed for more tolerance,
cooperation and mutual understanding among peopldifterent cultures and
different ways of seeing reality (Culbertson, 1998)is is where IPR comes in and
here lies its major role and objectives as a disap

1.0 OBJECTIVES

This unit aims at teaching the students the majler and objectives of International
Public Relations. At the end of this unit, the smidshould be able to:

1. Identify and discuss the major roles of InternagidPublic Relations.

2. ldentify and discuss the other objectives of Ind¢ional Public Relations.

MAIN CONTENT
3.1 THE MAJOR ROLE OF INTERNATIONAL PUBLIC RELATION S

The world is growing smaller in many ways. The GloWillage is even now truer than
before due largely to the advancement and greafgnigication in the application of
ICTs. Beyond ICTs or New Communication Technologwesapons of mass destruction,
joint-venture firms, multinational/transnational rporations, supersonic transports,
nationalist sentiments, religious zealotry and otissues make it possible that events
anywhere in the world affect people almost everywtese (Culbertson, 1996).

In essence, there is now an urgent need for mdesatace, cooperation and mutual
understanding among people of different cultured different ways of seeing reality
(Culbertson, 1996). This is where International IRuBelations finds meaning and here
lies its major role as a discipline.

Second, if we also consider the aspect of IntesnatiPublic Relations that is referred to
as Comparative Public Relations (which involvesearsh for both similarities and
differences between the practice of Public Relationone or more countries and in other
platforms); then we are able to identify that th@nary purpose or role of IPR is to
identify more or less universal problems that avadle many or all nations, and to search
for generic principles that apply widely (Culberisd996).
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Third, International Public Relations focuses (ae of its major roles) on the practice of
Public Relations in an international or cross aaltwontext (Culbertson, 1996).

As an integral part of international or cross-cidtucommunication, IPR involves PR
practice in at least 4 different realms:

1.
2.

International Organization e.g. UN, World Bank, IMF

Intergovernmental  Relations e.g. diplomatic recbgnj alliance
formation/disintegration, and sanctions/embargoes.

Transnational Economic Transaction e.g. investrtrading, financing of MNC
Interactions among citizens of different nationg. ¢hrough sports, tourism, arts,
films, entertainment etc.

3.30BJECTIVES OF INTERNATIONAL PUBLIC RELATIONS

3.3.1

3.3.2

3.3.3

3.34

3.3.5

3.3.6

3.3.7

3.3.8

The objectives of International Public Relationgalve effective communication
and persuasion towards winning support for ouroastiand policies in the global
comity of nations.

One other major objective of International Publiel&ions is the winning and
sustaining of loyalty, good citizenship and resgecigovernments and leadership
of independent nations.

International Public Relations helps to build patism amongst citizens in the
country and in those in Diaspora.

International Public Relations also aims at conmmptiand upsetting false
propaganda against one’s government and state.

International Public Relations ensures a steadyvay flow of communication
between one nation and the other.

Another unique objective of International Publid®®ns is that of achieving and
sustaining media understanding and cooperation gstqayers and stakeholders
in the global arena.

International Public Relations also aims to identihore or less universal
problems that challenge many or all nations, andetarch for generic principles
that apply widely.

International Public Relations helps to build neelationships that address
upcoming and emergent situations as well as helpaimtain greater cooperation,
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tolerance, and mutual understanding among peopie aviferent basic beliefs,
values and ways of thinking.

3.3.9 International Public Relations aids us in makingvamning friends for our nation
as well as maintaining and sustaining such frieijpdsand relationships.

3.3.10Winning positive legislation, attitudes, and imad@syour country, institutions or
organizations is another strategic objective ofdmational Public Relations.

3.3.11International Public Relations also helps in atirecnew businesses, institutions
and organizations for your nation.

3.3.12International Public Relations helps in balancimg tglobal and the local in
multinational business relations.

SELF ASSESSMENT EXERCISE 2.1

1. Discuss the rationale for the study of Internatidhablic Relations

4.0 CONCLUSION

The roles and objectives of International Publita®ens cannot be overemphasized. The
world today is a global village far beyond the inmagion of McLuhan and any other
scholar associated with that concept. We now liveaiworld of interconnectedness
demanding interrelationships that never existedwHm we mingle in such a novel
situation? How do we ensure peaceful co-existenca world threatened by violence,
terrorism, religious zealotry made worse by ecomoregression? How do we manage
inevitable relationships that came to us becauséeflattening of the world? How do
we maintain our indigenous cultural values in thdsnhof cultural globalization? These
guestions could go on and on; however, the answersn greater practice and
appreciation of the role and objectives of Inteioral Public Relations.

5.0 SUMMARY

This unit focused on the role and objectives otdnational Public Relations. Three

major roles and 12 distinct objectives were idesdifand discussed. In summary, it was
concluded that for the world to continue to livepeace and mutual respect of nations
and States; the world’s citizens must apply theqgiples of IPR so as to have greater
tolerance and mutual respect for the differencasrttake them unique.
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6.0 TUTOR MARKED ASSIGNMENT

1. Defend the argument that the presence of IntermatiBublic Relations will aid
greater understanding between State and non-Sfaies en global relationship.

2. Discuss at least ten objectives of InternationdblieuRelations and show how
meeting these objectives will enhance internatioelationships.

3. Discuss the major roles International Public Retaishould play in the comity of
nations.
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UNIT 2: INTERNATIONAL PUBLIC RELATIONS STRATEGIES AND
TACTICS

CONTENTS
1.0 Introduction

2.0 Objectives
3.0 Main Content
3.1International Public Relations Strategies and Tacti

Self Assessment Exercise
4.0 Conclusion

5.0 Summary

6.0 Tutor Marked Assignment

7.0 References/Further Readings

1.0 INTRODUCTION

International Public Relations, like other forms Riiblic Relations, is not a quick fix

mechanism for image problems for nations and catpoprganizations. It demands
concerted, consistent and complementary efforts aveng period for the strategies and
programs to have maximum effects. The strategied arogrammes of activities

presented below can only have the desired effettief are administered on specific
situations over a specified length of time.

3.0 OBJECTIVES

This section teaches students the strategies aogrgon of activities International Public
Relations practitioners engage in addressing |P&ee challenges. At the end of this lecture
the students will be able to:
1. Identify the different types of IPR strategies qndgrams.
2. Discuss how to apply such strategies in addresgpegific IPR challenges facing MNCs
and independent nations.

3.0 MAIN CONTENT
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3.1 INTERNATIONAL PUBLIC RELATIONS STRATEGIES,

PROGRAMS AND TACTICS
Using Nigeria’s image problems and challenges ayp&al and practical case, the
following IPR strategies or tactics could be appli® the situation to have a more
appealing image in the international circle:

1. Through The Establishment Of Cultural Centers

Cultural centers should be set up abroad and magtaby the country’'s
International Public Relations experts or spedmligVithin these centers, different
types of cultural activities should be displayed. G. G. Darah defines culture as,
“the philosophical touchstone of every developmé#éns the aggregate and state of
the experience, thought, science, efforts and teahequipment of people with
which they define their relationships and negotthtar transactions with the rest
of the human community” (Cited in Ekeanyanwu, 2008)

Admanson Hoebel on his part defines culture as ftiiegrated sum total of
learned behavioral traits which are manifested stmared by the members of a
society.” The Cultural Policy for Nigeria, publesth by the Federal Ministry of
Culture, defined culture as:

The totality of the way of life of a people in their attempts to

meet the challenge of living in their environment, which give

order and meaning to the social, political, economic,

aesthetic, and religious norms and modes of the organization

thus distinguishing a people from their neighbors.

Culture, from these definitions, is not merely tre to the customs of the past. It
embodies the attitudes of a people to the futuréneir traditional values faced
with the demands of modern technology, which is essential factor of
development and progress. In essence, Culturale@®em major capital cities of
the world will give foreigners an opportunity totgebetter picture of our nation.

In summary, cultural centers should be set up abtoapecifically showcase the

rich cultural values of our great nation so thatefgners or nationals of such
countries could appreciate and understand us better
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2. Organizing International Trade Fairs

International trade fairs like Lagos and Kadunainmational Trade Fairs organized
yearly is one unique IPR strategy to project Nigisriimage in the eyes of
foreigners in the quality and technological devetept of the country. This has
the potential/or may lead to bilateral talks betwédigeria and other countries.
International Trade Fairs offer opportunity of ir#etion with foreign participants
to sort out the way of enhancing the technologarad societal development of
both nations in the bilateral talks and fairs.

3. Organizing Seminars Locally and Internationally

Seminar is another potential tool of IPR becauseffiérs the participants the
opportunity to rub minds together and share idea$ knowledge. During the
Babangida administration, a very effective semimas organized under the
auspices of the Nigerian Institute for Cultural éntiation (NICO). The theme of
the seminar was “Perspectives in Nigeria’'s Cultiglomacy”. This seminar
drew participants from the academia, private/puldectors of the economy,
embassies/high commissions and international ozg#ons.

The then Minister of Information and Culture, Psxfer Jerry Gana, used the
opportunity to appeal to diplomats in Nigeria tov& to acquire better knowledge
and understanding of Nigeria's diverse culturesiew of their proximity to and
daily interaction with the people. He said thateaf@ct society exists only in theory
books and that every society has its own sharentfsacial elements. That our
society places a high premium on such values asdtgrfair play, justice, the love
of good name and brotherliness. He urged the forpagticipants at the seminar to
convey to their peoples and governments the pesialities about Nigeria and
her people.

These kinds of fora acquaint foreign participanithvihe finer qualities of the
country and personal interaction with the peopld aith their warm hospitality.
This will make them to understand Nigeria and thdous efforts to grapple with
problem of national development.

4. Periodic Organization of Press Conference
Press conferences as IPR tools give a governmemttibmary the unigque
opportunity to meet the public, especially the rin&ional public and media in
person in order to correct misconceptions and @di@nd programmes of the
nation. They also offer opportunity of feedbacknfirthe public to the government.
For international press conferences, the public #wedinternational media get a
first hand opportunity to see Nigerian realities.phess conferences held in public
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relations spirit, wonders always happen. A fool ldoaven give a wise man
counsel. This presupposes that every conferenoesidt-oriented and essentially
Omni-directional, if not multi-purposeful.

5. Use of Conference Centers
Conference centers could be used as talking shdpsrewideas are freely
exchanged or marketed for public welfare. Theydfamm lives and reshape the
collective destiny through the creation of betterspective for peace, equity and
cultural understanding. By and large, mutual undeding and cooperation will be
established.

6. Effective Community Relations Application

Using this strategy as IPR tool, Nigerians abrohdukl be encouraged to
participate in community development and seek dgaoepe on such occasions from
those who never accommodate them. Nigerians shidelatify themselves with
hopes and aspirations of their immediate localiigoad. This will help to correct
misconception, answer criticism and repel attacks fbreigners who are
misinformed about Nigeria and her people. It hefmvince foreigners or
nationals of a particular foreign country where @tigns reside, that Nigerians are
capable of maintaining laws and order in any sgdie¢y find themselves. This is
inferred from a basic PR rule that doing good ibasic requirement for a PR
campaign to succeed.

7. Effective Media Relations

The media are central points on which communityerjpgérsonal and inter-
organizational relations hang. Because of the vitéd of the media in modern
society, it is impossible to successfully perforiR Buties without the media. In
this respect, PR professionals and practitionerstjyras a matter of priority and
strategy, maintain a cordial relationship with themd use their services to
facilitate the flow of information to the greategrgerality of the people. Open door
policies should be established where press menwarden at all our foreign
embassies and high commissions could come in daduestions to clarify issues
concerning our nation’s activities and her natisn@his IPR tool will ensure in the
long run that information about Nigeria is not dis¢d in the global media.
Nigerian embassies and high commissions should glile necessary assistance
to any medium that is out to correct any distordednisconceived information
about Nigeria and her people.
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8. Sponsorship of Sports Activities
This also helps to enhance Nigeria’'s image abr8agause sports activities are
now political weapons in the international arernirt use as an IPR tool is now
common amongst nations. After the Nigerian Drearantevon the football event
of the Atlanta 1996 Olympic Games, Nigeria's imaj®t up positively in the
global media. It will amount to sheer ignoranceeathat superlative victory at the
Games for any European or American to ask a Nigeviaere the hell Nigeria is.

9. Sponsorship of Literary Works
The Nigerian government’'s sponsorship of literaryorke of well
known/internationally acclaimed personalities liReofessors Chinua Achebe and
Wole Soyinka will go a long way in polishing ourrrisshed image abroad.
Professor Skid Gates, at Wole Soyinka’'s birthdalglmation in 1993 said that
Nigeria should be proud of producing such a proldnd patriotic writer whose
works will endure for a long time to come. Accomlito the scholar, Harvard
University in US has opened Wole Soyinka Archiveslaughton Bare Book and
Manuscript Library. This will tell foreigners th#tere are still some Nigerians who
are honest and dedicated to their professionahgaih life. Everybody in Nigeria
IS not a 419niner or fraudster or trickster!

10.Film and Documentary Film Production
The government should encourage films that areecetiton our culture and some
of them should also be taken abroad to be airexbine selected media abroad to
give Nigeria a true and realistic image represenaiverseas.

Documentary films that package Nigeria’'s image fposly should also be
sponsored by the government and distributed abféadinstance, a documentary
on the Nigerian Drug Law Enforcement Agency (NDLE#)owed on NTA in
July, 1993, which centered on the activities of Age against drug traffickers
should be reintroduced to let the entire world knibv country’s stand on such
negative issues.

The EFCC is currently on a crusade against all $owh financial crimes in
Nigeria. Is the international community adequatafprmed about the activities of
this agency with regards to issues of financial rigation? Documentary
productions could be one sure way to use to geirthgsage out that Nigeria as a
nation is fighting corruption head-on.

11 Advertising in International Media
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Advertising in the international media especially topical and contemporary
issues and policies about the behavior of itsemtizin Diaspora and at home will
go a long way in exposing Nigeria’s stand on susbués. This will erode
misconception about the nation. It can also be dbrmugh a public information
series, which should appear in volumes under paldmns in newspapers and
magazines to offer the reader as much informatsopassible about the realities in
Nigeria.

12 Crisis Communication Management

In spite of well organized PR programmes as statem/e, the ability to manage
crisis must be ensured when there is an attackigygn media and government on
some Nigerian behaviors or misconstrued governipelities or action which may
be blown out of proportion. In some cases, suckesriwill end up as a blessing
because they will give us the opportunity to figlatk and in the process do what
we might have overlooked, through explanationss@me occasions, there will be
need to quietly educate the people concerned aydtiernments concerned instead
of generating these crises through open conframstiThe ability to manage crisis
of international dimension goes a long way to ablbut our national image. This is
the reason it is adopted here as an IPR tool.

13.Effective Use of Corporate Advertising
Corporate Advertising (CA) is an extension of the fianction, which does not aim
at promoting any one specific product or servideisla form of advertising
designed to promote the overall image of the fimorganizational reputation. The
IPR practitioner could comfortably use Corporatevédising types to achieve
desired IPR results and goal.

14 Rebranding
Rebranding talks about changing the particular enaf something that is no

longer acceptable or representative of what oneaspTo rebrand is therefore to
repackage the image of a thing, this time, Nigedayhat can sell. Rebranding is a
total repackaging to eliminate elements that aronger suitable or representative
and in this vein introduce elements that will pobja new image of the thing or
nation in question.

15 Mass Reorientation
Mass orientation is about a sustained public m@hsti program of action to change
the prevailing mindset of the populace of a paléicsociety, nation or corporate
organization. Most people, for example, think thathing good can come out of
Nigerians because of the negative things they bae& associated with in the time
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past. Mass reorientation will help change such omsti by working on the
individuals and groups within the nation to seet th&ir present stand on some
issues is not in the best interest of the courtgss reorientation is all about
changing people’s attitudes, values, mindset, aaditional ways of thinking that
are no longer acceptable in the modern world. Massientation will also help
those who are on a particular route of self or camah destruction out of
ignorance to turn back from such vices. This i©werful IPR strategy to combat
negative perception and images.

SELF ASSESSMENT EXERCISE 2.1
I. Discuss the relevance of rebranding as an IntenmaltiPublic Relations strategy.

4.0 CONCLUSION

Enhancing Nigeria’s image abroad through IPR mesbdcked by a high moral standard
in behavioral attitude of Nigerians living abroads image makers and sustainers of a
nation’s image, PR is to articulate principles amiarge understanding of the national,
inspire all members to do their best cheerfullyd amfluence or restrain other members
from doing or saying anything detrimental to théiords welfare.

The continuous strive to win recognition has givese to a deepened sense of social
responsibility among entrepreneurs or organizationsgovernments. It is PR that

facilitates and ensures an inflow of representabpmion from an organization’s several

publics so that its policies and operations maykbpt considerably compatible with

diverse needs and views of these publics.

| am of the opinion therefore that if these sel@ctPR strategies are carried out
throughout our embassies and high commissions dptioa attitude of the host countries
towards Nigerians abroad will change automatically.

5.0 SUMMARY

This unit focused on the strategies and tactict ¢cbgoorate organizations, nations or
individuals could apply to combat negative peraaptor images that they do not want to
see anymore.

1.0TUTOR MARKED ASSIGNMENT

1. Discuss the place of corporate advertising as tectathat MNCs could use to win
favourable perception for their primary activities.
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2. Discuss 10 IPR strategies you could recommend @¢oNigerian President as he
attempts to rebrand Nigeria. Tell him how feasibtal practical the recommended
tactics are.
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1.0INTRODUCTION

The primary focus of this course is Internationablt Relations which | consider a

critical aspect of International Relations. Intd¢imi@al Relations is the totality of relations
that state actors especially enter into in theisjuo have meaningful interaction with
their neighbours and other nations that also thinky cannot exist in isolation.

Therefore, an overview of international relatioagpertinent as the bigger picture in our
discussion of International Public Relations.

2.0 OBJECTIVES
At the end of this unit, you are expected to dofttlewing:

1. Explain the meaning of International Relations

2. Define and differentiate between Public, Privategoomic, Cultural and
International Communication Relations as major congmts of International
Relations.
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3.0 MAIN CONTENT
3.1 OVERVIEW OF INTERNATIONAL RELATIONS

International Relations as relations among nati@fsrs to complex processes through
which nations develop, maintain, improve or at snaestroy its relationships among the
members of the global community (Ezeukwu, 1999:3Be relations among nations or
states may be friendly, hostile, warlike, undefimednything between the dichotomies of
friendliness and hostility.

From the perspective of relations among countii@synational Relations can be viewed
as the sum total of activities between two or mmagons. It involves private and public

activities among individuals and governments ofedént countries. In an attempt to
delimit the scope of International Relations atitédg, Ofoegbu (1980) cited in Ezeukwu
(1999) identifies Public, Private, Economic, andt@al activities as the four broad areas
of international relations among nations. We may &bmmunications as the fifth

activity.

3.1.1 Public International Relations (PUR)

Ofoegbu (1980) contends that Public Internationalaions (PUR) refers to the
entirety of political activities, processes, ingibns and actors going on or existing
in the international system. It includes governmeetls, world politics and

diplomatic affairs among nations. Precisely, PURans the same thing as
international politics or politics among nationsh&veas international relations is
an inclusive term embodying all forms of interantibetween two or more

countries, world politics is an aspects of suckriattions. It is restricted to official

patterns of actions and reactions between two @emations.

3.1.2 Private International Relations (PIR)

Unofficial international relations activities emaadrom the deals among private
individuals of different countries. Such relatioipsh are not instituted and
maintained by the states (Ezeukwu, 1999). Howewtafes regulate Private
International Relations activities. Thus, they &ssuassports, visas, foreign trade
licenses and foreign exchange certificates to iddels engaging in private
international relations activities for personakorporate reasons.

3.1.3 Economic International Relations (EIR):
Economic International Relations (EIR) activitiesn@ag nations cover the

dimensions of international trade, commerce, moventé capital, goods and

6l|Page



services; transfer of technology and payment agarants. The New International
Economic Order (NIEO) falls within this category.

3.1.4 Cultural International Relations (CIR):

The aspect of Cultural International Relations (CHetivities embraces cultural,
social and intellectual activities but brings atiis of different nations together.
World sports, games, symposia, exchange of stu@eatsacademic or professional
views fall within cultural relations.

3.1.5 International Communications Relations (ICR):

International Communications Relations (ICR) cutsoas all the other forms of

international relations. Countries all over the Martilize the services of both Print
and Electronic media to develop and maintain pulgitvate, economic, cultural,

and miscellaneous international relations. The maasdia are the hub around which
all forms of international relations revolve.

Governments Use the Services of the Media for theoHowing Reasons:

1.
2.
3.

To effect external and infrastructural broadcasseryices.

To keep in touch with nationals abroad to rendéonal language services.

To provide up-to-date factual reporting on natioaatl international events as a
service to those who might not have access to whmattransmitter considers

objective news.

As a strategy to correct foreign domination of ardoy’s mass media and biased
news reporting by foreign nations.

To portray internationally an image of the courdrgociety and culture in a style

that could foster listeners’ interest and undexditayy the tendency to hear and be
heard.

To carry on propaganda and news-talk attacks atgatiner nations.

To spread abroad a nation’s national policies aed/ on current events of global

affairs.
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SELF ASSESSMENT EXERCISE 3.1

1. Discuss four international relations activities yare familiar with.

4.0 CONCLUSION

As we have pointed out in the introductory sectiohthis course, the world is getting
smaller and smaller by the day due largely to Imition and Communication

Technologies that have partially eliminated thalitranal boundaries that separated
one nation from the other in the old order. Todays inconceivable to imagine a

State that has no relations with any other statiermational Relations therefore help
to manage the relationship among different Statorecand their supporting

influences. As long as interdependence remains igh ldemand, international

relations will remain a valid course of study i " century and beyond.

5.0 SUMMARY

This unit discussed International Relations ashigger picture in any International
Public Relations activity. The various aspects #&nkls of international relations
interactions were also discussed as an overviewhmistudent of IPR who may not
have greater opportunity of in-depth study of In&tional Relations.

6.0 TUTOR MARKED ASSIGNMENT

1. Discuss four valid reasons why you think the un@derding of International
Relations is important in International Public Riglas.

2. Discuss three major differences between Culturariational Relations and
Economic International Relations.

3. Justify the inclusion of International Communicatigelations as an aspect of
International Relations.
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UNIT 4: THEORETICAL ISSUES FOR INTERNATIONAL PUBL IC
RELATIONS

CONTENTS

1.0 Introduction

2.0 Objectives

3.0 Main Content
3.1 Theory Building Needed for the Field
3.2 Model for Organizing Research in IPR
3.3 Implications for IPR Research

4.0 Conclusion

5.0 Summary

6.0 Tutor Marked Assignment

7.0 References/Further Readings.

1.0 INTRODUCTION

The concept of International Public Relations hastioued to attract the attention of
Public Relations practitioners and scholars allravee world (Wakefield,1996).
Bolan (1992) has also noted that the growth of IBRboth phenomenal and
haphazard. Joseph (1990) is, however, of the il rhore and more countries are
adopting American or European PR principles anddimg a profession along their
own cultural lines. He also noted that other naioslegate PR to mere technical
tasks, and some other business leaders in couhk@edapan still think the practice
is all hype. There is also no consensus on whatfitieé entails. Common and
available literature in this field has been aneabot descriptive. These issues make
it imperative to discuss the theoretical foundaifor IPR so as to properly focus on
the practice because anything that cannot be @quaby theory does not really
exist.

2.0 OBJECTIVES

At the end of this chapter, it is expected that wollibe able to list and explain some
of the theories that are relevant to IPR discoassgell as explain their implications
to research. The student is also expedteddentify and explain the acceptable
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model for organizing research in IPR.

3.0 MAIN CONTENT
3.1 Theory Building Needed For the Field

The practice of International Public Relations reed foundation of principles and
assumptions that come from scholarly research &edry building. This will help
address nomadic issues or what effectiveness dodbvk like (Wakefield, 1996).

According to Grunig (1992), theory building occypisce by piece and is shaped, revised
and improved for solving problems and directing aarbehavior and actions. It helps to
explain reality and situates discourse within crtgeand related reality. So, both
practitioners and scholars are admonished to khédretical foundation that will help
them explain objective reality better.

According to Wakefield (1996), theory building ne€dfor the practice and application
of International Public Relations could be don¢hiree ways:
1. Assemble theories from related disciplines thatehdwived internationally and

test them in Public Relations situations.

2. Find ways to test theories on Public Relationsiternational settings.

3. Build theories from the descriptions about PR iniougs countries, using “thick
description” (Geertz, 1973) to investigate the maalaning behind the activity (a

common practice in anthropology).

3.2 Model for Organizing Research in Internatioml Public Relations
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Fig 1

Global society theories
« “Global Village” concept (McLuhan, 1994): Society
interacting more often.

* Postmodernism Theory Globalization occurring but
not homogenization or integration (Featherstone,
1990).

» Divergence/ConvergenceOngoing debate that
unifying world exaggerates differences (Hennessy,
1985).

* Resultis turbulence
Conflict, competition and uncertainty (Robertson,
1990; Lesly, 1991)

Creates need for:
1. Adaptive structures

2.

3.

Formative research

Conflict resolution

Cultural theories
» “Collective programming” distinguishes one group
from another (Hofstede, 1980).

» Cultural dimensions:
Individual/collective; power distance; risk avoidan
masculine/feminine (Hofstede, 1980).

» Acculturation theory:

Introduces “third-culture” people (Alder & Graham,
1989: Ellingsworth, 1977).

e “Culture is communication, and communication is PR
(Hall, 1959: Sriramesh & White, 1992)

lllustrates need for:
1. Open system approach

2. Employee diversity
3. Globall/local coordination
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Management theories
. Comparative Management Theory

Combines organizational and cultural theories &at
international management studies (Alder, 1983).

. Contingency Theory “gone global®
Open systems particularly suitable in international
environment (Negandhi, 1983).

. Culture free vs culture specific debate

Management styles often culture-bound (Bartlett &
Ghoshal, 1989).

. Generic/Specific Theory
Combines global vision with local practice (Brinkeff &
Ingle, 1986).

Shows need for:
1. Cultural sensitivity

2. “Third culture” practitioners

Communication theories
* Media Dependency Theory

Images from other countries come from mass media
(Manheim & Albritton, 1984).

* Global information flow:

Mostly one way, from Western nations to developing
nations (Bagdikian, 1989).

* Modernization/dependency theories
Do media facilitate economic improvement or
dependency in developing nations?

* Media are conduits for activist agendas (Hieb&392)

Indicates need for:
1. Relationship building

2. Proactive public relations

Therefore, these theoretical domains provide cdniex public relations in the international
arena.
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Public Relations Theories
Excellence Theories (J. Grunig, 1992)
* PR contributes to organization’s success by reducomflicts and building relationships, i

Critical Theories (Creedon, 1992):
* Emphasize relationship building and networkingtérass more conducive to effective pub

Generic/Specific Theories of International PRJ. Grunig, 1992); Wakefield, 1994):
» Testing most effective global/local combinations

8

- Management supports PR
- Organization respects publics and practices two-weglymunication with them
- PR manager participates in “inner circle” of magragnt

- Organization respects diversity

c
relations.

Source: Wakefield (1996)
Fig. 1 outlines the framework for ordering researchin IPR.

This model (as presented in Fig.1) categorizesdigeiplinary theory into four main
bodies thus:

1.

Theories of Postmodernism and Global Society drénem sociology and other

disciplines.

2. Cultural Theories developed largely by anthropatsyi

3. Comparative Management Theories derived from iatgonal business scholars.

4. Theories on communication

3.3 Implications of Theory for International Public Relations Research

1.

Global Society Theoriesshow that as cultures interact, turbulence incease
because international media coverage helps petpehemative stereotypes. IPR
practitioners must therefore become experts inlmbmésolution because conflict
is inevitable (Wakefield, 1996).

Cultural Theories show the need for Public Relations programs that ar
sensitive to discuss cultures. The management doithastrates the value of open
systems that adapts to rapid changes and balanuealcerision with local
implementation. Both cultural and comparative sgtadsuggest that organization
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must add broader perspectives to their traditiondtural views (Wakefield,
1996).

3. Good communicators fill the needs already addressemboveand they also help
to anticipate the challenges ahead and aid orgamzathink and act in terms that
balance their own goals with the desires of a warad international publics
(Wakefield, 1996).

4. Another implication is that the research necessaryor the future are usually
addressed. However, research should identify more implicasioand more
variables of effectiveness. There is a gap betwmerent practice and theories
that describe and explain effective practice inssfborder PR programs. When
the gap is filled, the theories can be used toroete the effectiveness of
international practices (Wakefield, 1996).

5. Domestic Research in PR is Reaching a State of Maity . It also contains a
growing volume of critical scholarship that prop®separadigm for PR away from
short-term manipulation toward the more long-tehmmnan relations perspective
discussed above (Wakefield, 1996).

6. This has led to the emergence of a comprehensiggqbrcalled the “IABC
Excellence Study” (Wakefield, 1996).

7. Laying of a foundation for the establishment of slaene type of theory building to
guide IPR practice (Wakefield, 1996).

4.0 CONCLUSION

Theories are the benchmarks upon which new andl mbe@s could be tested. They
also offer empirical support to such novel ideaghdory has also been defined as a
set of interrelated concepts, definitions, andestaints that present a systematic view
of a phenomenon by specifying relationships ambegcbncepts with the purpose of
explaining the phenomenon (Kerlinger, 1973, citadWhite, 2001). This is the
primary reason while theory building in IPR praetishould be encouraged and
maintained for sound scholarly research in the aféBR.
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5.0 SUMMARY

This unit dealt with the place of theories in Im&iional Public Relations Research.
The theoretical model for International Public Rielas also received scholarly
attention in this unit. To conclude the sectiorg timplications of building theories

for research in IPR were also discussed.

6.0 TUTOR MARKED ASSIGNMENT
1. Discuss four relevant theories that could be agphdPR practice.

2. Are there any implications of theoretical build-tg research in IPR? Please,
support your argument with facts.
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MODULE 3: CORPORATE ADVERTISING AND MULTINATIONAL
PUBLIC RELATIONS

Unit 1: Introduction to Corporate Advertising

Unit 2: Types of Corporate Advertising and How Ivhational
Corporations Use Them for International Public Refes

Unit 3: Advantages and Disadvantages of Corpakdteertising

Unit 4: Measuring the Effectiveness of Corporativertising

UNIT 1: INTRODUCTION TO CORPORATE ADVERTISING

CONTENTS
1.0 Introduction
2.0 Objectives
3.0 Main Content
3.1 What is Corporate Advertising?

3.2 Why is Corporate Advertising Controversial
3.3 Objectives of Corporate Advertising

4.0 Conclusion

5.0 Summary

6.0 Tutor Marked Assignment

7.0 References/Further Readings.

1.0INTRODUCTION

International Public Relations uses specific tactand strategies to achieve its own
objectives. Most of these tactics have been disclgs Module Two, Unit 2 of this

course. However, one principal strategy that wasflgrmentioned then but requires
detailed analysis because of its place in mulmmati corporation’s public relations
positioning is Corporate Advertising. Corporate Adising is mostly used by MNCs to
connect and entice its public to continue to acteein as socially responsible to their
needs. Since Multinational Public Relations is iné&tional Public Relations, how
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Corporate Advertising is manipulated to achievecBmelPR objectives will be discussed
in this Unit.

3.00BJECTIVES
At the end of this unit you should be able to:
1. Define Corporate Advertising
2. Explain the reasons why Corporate Advertising istcaversial
3. Discuss the objectives of Corporate Advertising

3.0 MAIN CONTENT
3.1 WHAT IS CORPORATE ADVERTISING?

Corporate Advertising (CA) is an extension of théolRe Relations function which does
not aim at promoting any one specific product awise. It is a form of advertising

designed to promote the overall image of a corpo@ganization or organizational
reputation. In essence, Corporate Advertising iagenand reputational advertising. It is
advertising that focuses on projecting a good imegethe firm. It is not focused on

advertising any particular product or service. Tagonale is that if the organization has
good reputation and image before its various paplmgatronizing the organization’s

products and services becomes a guaranteed matter.

3.2 WHY IS CORPORATE ADVERTISING CONTROVERSIAL?
A number of reasons have been given on why Corpdkdtertising may be regarded as
controversial in nature and conceptual application:

3.2.1 Consumers are not interested in this form of adtieg because they do not
understand the reasons behind such advertisemedtsnast of the ones they
have come across are not very good from a commtisnsastandpoint or point
of view. (Belch and Belch, 2001).

3.2.2 It is also a costly form of self-indulgence as miaghs who engage in it have
been accused of only trying to satisfy the egosheftop management of such
organization. This argument stems from the fadt tbgoorate ads are not easy to
write, so top management often dictate the cortdétite ads; therefore the copy
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usually reflects their ideas and images of the mimgdion (Belch and Belch,
2001).

3.2.3 Another vital element of/or reason for the contrsie nature of Corporate
Advertising is the belief by critics that firms egge in Corporate Advertising
only when they are in trouble and so they are mgemelertising to attempt to
remedy the problem and restore confidence in tdeimdling reputation or
wounded image.

3.2.4 There is a major concern that Corporate Advertissngn unnecessary waste of
money because the advertisements do not direcigadfio anyone in particular,
are not easily understood, and do not promote aryspecific. This argument is
based on the fact that Corporate Advertising isrofhtangible (Belch and Belch,
2001).

Despite these criticisms and others you may findiouhe course of your studies, that
Corporate Advertising has increased in use espg@aiongst MNCs that now use it as a
propaganda tool or image laundering device.

SELF ASSESSMENT EXERCISE 3.2

1. Discuss three controversies associated with thdicapipn of Corporate
Advertising in corporate practice.

3.3 OBJECTIVES OF CORPORATE ADVERTISING
Corporate Advertising has two basic goals in mind:
3.3.1 Creating a positive image for the firm:

Corporate Advertising basically aims at creatingo@sitive image for the

organization using it. By identifying with certamewpoints in the society of by
supporting a course of action or the other, orgdions that use Corporate
Advertising make it clear that they are with a jgatar public on such an issue
in question.

3.3.2 Communicating the organization’s views on social, Usiness and
environmental issues:
Corporate Advertising is one subtle way by whicltaporate organization
could convince its numerous publics that it is ipaaticular social, business or
environmental concern. For instance, Coca Colaledidement in the Gay
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Magazine is enough to tell gays that the compams dwt discriminate against
them. This could be reassuring to the gay communitgontinue to patronize

the products of the company. However, companiet ubka such advertising

should also be mindful of a backlash. Some othd&ligsi may also be against
the firm’s stance and take it out on them. Foraneg, the Coca Cola’s advert
on the Gay Magazine could also result in enemi@® fa segment of the public
that does not support gay rights. So, one has teube what the stakes are
before venturing into such open declarations ohdtan social, cultural or

environmental issues.

Other objectives include:

3.3.3 Boosting employee morale and smoothing labour reletns:
Corporate Advertising also helps to boost emplayeeale in an organization.
When employees have high morale, work flows wedl #rere are better labour
relations that translate to peaceful coexistence.

3.3.4 Helping newly deregulated industries ease consumeincertainty and

answer investor questions:
A firm could use Corporate Advertising to ease shdreholder or stakeholder
uncertainties.

3.3.5 Helping diversified companies establish an identityfor the parent
firm rather than relying solely on brand names:
Newly diversified companies could use Corporate &tlging to establish an
independent identity and create its own brand piatisn

4.0 CONCLUSION

Corporate Advertising is a unique tactic which Nhdtional Companies could use to
establish a dominant image and reputation in tbein industries. The controversies
surrounding it notwithstanding, the objectives digauggest that this a veritable tool to
use in Multinational Public Relations (MPR).

3.0SUMMARY

In this unit, you were introduced to Corporate Adigeng and why most Multinational
Corporations use it, notwithstanding the controesrsurrounding it.
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6.0 TUTOR MARKED ASSIGNMENT

1. Discuss some of the criticisms associated with Gate Advertising. Are these
criticisms justified?

2. Discuss three controversies associated with Compdkdvertising. How do these
affect the objectives of this type of advertising?

7.0 REFERENCES/FURTHER READINGS

1. Health, R. (Ed.) (2001).Handbook of Public Relations. Houston: Sage
Publications.

2. Belch and Belch (2001 )Advertising and Promotion: An Integrated Marketing
Communication Perspective. Boston: McGraw-Hill

3. Grunig, J. E. (Ed) (1992Excellence in Public Relations and Communication
Management. Hillsdale, New Jersey: Lawrence Erlbaum Assosiate
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UNIT 2: Types of Corporate Advertising and How Mutinational
Corporations Use Them for International Public Reldions

CONTENTS

1.0 Introduction
2.0 Objectives
3.0 Main Content

3.1 Types of Corporate Advertising and How Multioaal Corporations Use
Them for International Public Relations

4.0 Conclusion

5.0 Summary

6.0 Tutor Marked Assignment

7.0 References/Further Readings.

1.0 INTRODUCTION
Corporate Advertising is an extension of the PuBl&ations function, which does not

aim at promoting any one specific product or sevltis a form of advertising designed
to promote the overall image of the firm or orgati@anal reputation. Corporate
organizations use different types of Corporate Atlsieg to achieve organizational

objectives.

1.00BJECTIVES
This unit teaches the students the different type£orporate Advertising and how

MNCs use the different types to achieve their dibjes. At the end of this unit,
1. You should be able to identify and describe thded#nt types of Corporate
Advertising.
2. You should be able to describe how MNCs use theerdift types of Corporate

Advertising to achieve their objectives.
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3.0 MAIN CONTENT

3.1 TYPES OF CORPORATE ADVERTISING AND HOW MNCs USE
THEM FOR INTERNATIONAL PUBLIC RELATIONS

3.1.1 Image Advertising

This is a form of Corporate Advertising devotedotomoting the organization’s

overall image. Image advertising, according to Bedad Belch (2001), aims at

the following:

A. Creating goodwill both internally and externallyr fthe organization in
guestion.

B. Creating an advantageous position for the company

C. Creating human and financial resources for therorgdéion

D. Creating general goodwill and public acceptancdterorganization.

Common methods used in image advertising that areften exploited by MNCs
for their IPR needs
1. General Image or Positioning Adverts
These are adverts often designed to create an iofdge firm in the public mind
or to attempt to change an existing image.

2. Sponsorship:
Organizations, which seek positive image for tloeganizations often, engage in
sponsorship of some worthy courses. Some of thgranes usually sponsored
are educational programs, sports programs; enhgme&t programs etc.
Organizations, which engage in sponsorship prograame seen as good
corporate citizens.

3. Recruiting:
Corporate image advertising could also be desigmeditract new employees to a

MNC.

4. Generating Financial Support:
Image advertising could also be targeted at gengratore investments for the
Multinational organization. By creating a more pies image, the organization
makes itself attractive to potential investors atatk buyers.

3.1.2 Event Sponsorships:
Corporate sponsorship of charities and causeswsanpopular method of public
relations. This has necessitated its use by mesisfivho hope to achieve
traditional public relations’ objectives. In thisea, sports events have continued

79|Page



to take the greatest percentage of budgets for tegponsorships. Many

Multinational Corporations, firms and Public Retes departments subscribe to
event sponsorship because it gets their organimtiproduct names, brands,
services etc before the consumers. By selectingighé events to sponsor and at
the right time, organizations can get visibility @mg their target market (Belch

and Belch, 2001).

3.1.3 Advocacy Advertising
This form of advertising addresses issues like renment, business and other
sociopolitical issues. Advocacy Advertising is cemed with propagating ideas
and elucidating controversial social issues of pulthportance in a way that
supports the interest of the sponsor. Advocacy Adsieg portrays the image of
an organization indirectly by adopting a positiana particular issue rather than
promoting the organization itself (Belch and Bel2@01).

3.1.4 Cause Related Advertising:
This is an increasing and very popular method dfilg a positive image for an
organization. Through this method, organizationg lvith charities or nonprofit
organizations as contributing sponsors. The orgaioiz benefits from favorable
publicity, while the charity receives the much-negdfunds to execute its
mandate (Belch and Belch, 2001).

It is however, important to note at this junctunattcause-related advertising is not 100
percent guarantee for success, and it takes timecamcerted effort. Organizations have
gotten into trouble by misleading consumers abbeir trelationships and others wasted
money by hooking up with a cause that offeredelittynergism or gateway to their
customers or potential customers (Belch and B&ogay).

Multinational Corporations which use these metham@stherefore admonished to have the
majority of their publics in mind before making adikion on what cause, charity, event
etc to sponsor or support. A wrong analysis ofditieation could backfire. It is negative
irony for a company to advertise itself out of Imess or competition.

4.0 CONCLUSION

Good Corporate Advertising is a strategic tool Maultinational Corporations in dealing
with public relations situations. Building reputatiis not a day’s job. Public Relations
experts will tell you it takes concerted effortsaithieve cordial relationships with diverse
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publics, some of which are hostile. So, the IPRciiianer should adopt the types of
Corporate Advertising formats discussed here tdit@e their strategic positioning in
the minds of their numerous publics.

5.0 SUMMARY

This Unit focused on the various types of Corporedeertising formats available for the
Multinational Corporations to exploit in their Siegic moves to leave a positive image in
the consciousness of their various publics. HowNh#dtinational Corporations can use
these various types of Corporate Advertising fos@so received attention in this Unit.

6.0 TUTOR MARKED ASSIGNMENT
1. Differentiate between Advocacy Advertising and Gatelated Advertising
2. How is Image Advertising different from Institutiahadvertising?

3. Discuss four ways Multinational Corporations coukke Corporate Advertising to
achieve some of their corporate objectives.

7.0 REFERENCES/FURTHER READINGS

1. Health, R. (Ed.) (2001).Handbook of Public Relations. Houston: Sage
Publications.

2. Belch and Belch (2001 )Advertising and Promotion: An Integrated Marketing
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UNIT 3: ADVANTAGES AND DISADVANTAGES OF CORPORAT E
ADVERTISING
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1.0 INTRODUCTION

When Multinational Corporations use Corporate Atisarg for public relations
purposes, they sign on the advantages and disadyenbf using it. These advantages
and disadvantages are connected to the traditianabntages and disadvantages
associated with advertising. This is the focushdd unit.

2.0 OBJECTIVES
In this unit, you will be expected to identify andiscuss the advantages anc

disadvantages of using Corporate Advantages inemaag reputation build-up.

3.0 MAIN CONTENT
3.1 ADVANTAGES OF CORPORATE ADVERTISING

1. Corporate Advertising is an excellent vehicle folosgioning the
Multinational Corporation in the market place adlwas in the minds of the
various publics and consumers.

2. Corporate Advertisingtakes advantage of the benefits derived from Bubli
Relations while still using traditional advertisipgdatforms. When a firm
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engages in Public Relations efforts, there is nargntee it will receive press
coverage and publicityCorporate Advertisindielps get the message out, and
although consumers may not perceive it as posjtiaslinformation from an
objective source, the fact remains that it can campate what has been
done.

3. It reaches a select target market. It is not Iraelitional advertising module
that sometimes finds it difficult to segment therked before unleashing
advertising on both potential and non-existent reafirces.

4. Corporate Advertising is also relatively cheapeanthraditional public relations
functions which are meant to achieve same or siraligectives.

3.2 DISADVANTAGES OF CORPORATE ADVERTISING

1. Questionable and Uncertain about the Effectivenesof Corporate
Advertising:
The impact of Corporate Advertising remains undertaand sometimes
guestionable. This is so because there is no sewitence to support the belief
that Corporate Advertising works.

2. Constitutionality and/or Ethics:

Some critics have argued that since the big firmestlae ones that have the
kind of resources required to engage in Corporat@eAising, they can
easily use such resources aidedQxyporate Advertising tacontrol public
opinion unfairly and to their advantage.

3. Expensive Backlash:
When Corporate Advertising backfires, it could ewcostly and expensive to
deal with. This is apart from the fact that theltmocostly in itself. A backlash
could arise when the firm inadvertently through f@@wate Advertising puts its
support on a project, program, or issue the mgjaftits publics or core markets
do not support.

4. Attempts by Multinational Corporations to us&orporate Advertising to
replace Corporate Social Responsibility have ofveen criticized by industry
experts who strongly feel this is a wrong move. é&dmng to them, Corporate
Advertising benefits a few of the publics while @orate Social Responsibility is
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for the majority of the community hosting that angaation. Therefore, Corporate
Advertising should not replace Corporate Socialdeesibility.

SELF ASSESSMENT EXERCISE 3.1

1. Discuss any two reasons why Corporate Advertisiraukl not replace Corporate
Social Responsibility.

4.0 CONCLUSION

From available literature, the use of Corporate &tlging has not abated with criticisms
associated with it. This is indicative of possikléectiveness in its use. However, these
indicators have not erased the valid debate on kwbw is right or wrong about the
effectiveness and/or ineffectiveness of Corporateeitising.

5.0 SUMMARY

This unit has exposed you to the advantages amad\istages of Corporate Advertising
as a viable strategic tool use by Multinational @&wations in their public relations
activities and programs.

6.0TUTOR MARKED ASSIGNMENT
1. Discuss the major advantages of Corporate Advegisi

2. Discuss the major disadvantages of Corporate Adusgt

3. Is Corporate Advertising actually effective? Pleasgpport your position with
valid argument.

7.0 REFERENCES/FURTHER READINGS

1. Health, R. (Ed.) (2001).Handbook of Public Relations. Houston: Sage
Publications.

2. Belch and Belch (2001 )Advertising and Promotion: An Integrated Marketing
Communication Perspective. Boston: McGraw-Hill

3. Grunig, J. E. (Ed) (1992Excellence in Public Relations and Communication
Management. Hillsdale, New Jersey: Lawrence Erlbaum Assosiate
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UNIT 4: MEASURING THE EFFECTIVENESS OF CORPORATE
ADVERTISING

CONTENTS
1.0 Introduction
2.0 Objectives
3.0 Main Content
3.1 Measuring the Effectiveness of Corporatgektising
4.0 Conclusion
5.0 Summary
6.0 Tutor Marked Assignment
7.0 References/Further Readings.

1.0 INTRODUCTION

Because of the controversy surrounding the effengs and/or ineffectiveness of
Corporate Advertising, there is need to discussiitethods for evaluating whether
or not such advertising is effective. This is thaen reason we are discussing how
to measure the effectiveness of Corporate Advegisbome of the methods are
discussed below.

2.0 OBJECTIVES
At the end of this chapter you should be able émidly and explain the techniques

of measuring the effectiveness of Corporate Adsie).

3.0 MAIN CONTENT
3.1 MEASURING THE EFFECTIVENESS OF CORPORATE
ADVERTISING
3.1.1 Attitude Surveys:

This is one sure way to determine or gain insighits both the publics’
and investors’ reaction to adverts. This is usuedisried out be advertising
agencies on behalf of their clients to determine éffectiveness of a
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running campaign or one that just entered the marke

3.1.2 Studies Relating Corporate Advertising and Stock Fces:
This method seeks to relate various elements op&@ate Advertising to
stock prices (prices that investors offer for anfg stock). These studies,
however, have yielded conflicting conclusions, aading that while the
models for such measures seem logical, method@bgmoblems may
account for at least some of the discrepanciexfBahd Belch, 2001).

3.1.3 Focus Group Research:
This method has been used to find out what invest@ant to see in adverts
and how they react after the adverts are develophat is a practical
approach that ensures investors participate irettaduation of Corporate
Advertising.

SELF ASSESSMENT EXERCISE 4.1

1. How can Focus Group Research be used to evaluap®i@te Advertising?

4.0 CONCLUSION
The effectiveness or ineffectiveness of Corporatwektising has remained a subject of

controversy and considerable debate for both pi@oéirs and scholars in that field of
knowledge. However, current literature continuesuggest that Corporate Advertising is

effective.

5.0 SUMMARY
This unit dealt with the techniques used to evaludie effectiveness of Corporate

Advertising. The three that are applicable in Mdtional Corporations that use them

were discussed in this unit.

6.0 TUTOR MARKED ASSIGNMENT
1. How does Attitude Survey differ from Focus GroupsBarch?

2. How can stock prices affect the effectiveness apGrate Advertising?
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1.0 INTRODUCTION

This Unit is based on the seminal work by Wakefi€2@01) titled “Effective Public
Relations in the Multinational Organization” whieppeared in Heath, Robert L. (Ed)
(2001) Handbook of Public Relations published by Sage Publications. This Unit sees
Multinational Public Relations as International kulRelations and therefore argues that
what makes for effective Public Relations in Mudtiional Organizations could suffice

for International Public Relations.

2.0 OBJECTIVES
At the end of this unit, you should be able to:

1. Describe the evolution of Public Relations

2. ldentify and discuss the issues that make forcgffe Public Relations in a

Multinational Corporation.

3.0 MAIN CONTENT
3.1 THE EVOLUTION OF PUBLIC RELATIONS IN MULTIN ATIONALS

According to Harris & Moran (1991:21gited in Wakefield (2001)“In the past,
Public Relations officers and their organizatiorfsatt operated in foreign
environment relied solely on their own intuitionutBintuition devoid of any
reliable road maps can result in grave mistakesjéugpardize millions of dollars
in company revenues.” To avoid these grave mistake®rnational Public
Relations people must be guided by sound knowledigeut cross-cultural
practice. They must know how to maintain consist@mmunication and protect
their organization’s reputations around the wofitlthe same time, multinationals
need to understand the nuances of PR between msntr even in different
regions within countries, and how misunderstandioigthese nuances can bring
problems on a global scale (Wakefield, 2001).

Most multinational organizations, according to Waid (2001), have gone
through evolutionary stages as they have expangedseas. As they add new
international units, they often try to keep eveiyth coordinated from Head
Quarters. But they found this practice increasingifficult to do as their
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geographic reach brought in more and more languagdscultures. So, most of
the organizations created autonomous local unitegpond to the varying socio-
cultural and political differences in the marketsien, as they saw the extreme
costs and challenges of uniquely addressing eachkemathey sometimes

abandoned local autonomy in favour of a least-@oest centralized) approach to
getting homogenous products to all markets (Walkfz001).

Self Assessment Exercise 1.1

1. Briefly summarize the evolution of Public Relatioms Multinational
organizations.

3.2EFFECTIVE PUBLIC RELATIONS IN THE MULTINATIONAL
When talking about International Public Relatiortbere is no one best

prescription. All multinational organizations woik the same global scene, but
each has its unique traits and challenges. Dedpiése unique traits and
challenges, the following suggestions from the pectve of Wakefield (2001)
could be argued as the ingredients of effectivarPRultinational organizations.

1. Balancing The Global And The Local:

According to Wakefield (2001), the majority of ongzations still struggle with
“either\or” mentalities about international managam They give their host
offices significant autonomy to handle the localre®) or they peddle their one-
size-fits-all products and management conceptsh ither mode of thinking, PR
could suffer. In the first case, senior local maragassume complete authority
over all host country activities including PR, ewbtough they most likely know
nothing about PR. In the other case, strong cepuohties tend to destroy local
flexibility and can be so marketing driven that BReduced to mere promotional
support (Wakefield, 2001).

To be effective, Wakefield (2001) observes, “PR tmesain a broad base in the
multi-national, identifying and communicating wili critical publics and not just

consumers. It also must balance these global fumetwith local strategies that
address local demands. But why should these daesidie left to international

marketing or local senior executives who do notarsthnd PR? The people who
can make the best decisions on the correlationlaifad) and local PR are those
who are genuinely qualified to practice it at bletels” (Wakefield, 2001).
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The Table 1 below can help us better.

TABLE1: BALANCE OF GLOBAL AND LOCAL FUNCTIONS

Activities At the Headquarters

Activities in Host Countries

1. Work with senior executives to enst
that they value two-way communication

IrBet up and carry out local PR programs {
are appropriate for the value systems
logistics of the specific country.

hat
and

2. Advise senior executives on all glok
business decisions that have
implications and carry out PR goals
compliance with corporate missions.

ndinsure that local activities do not direc
Pé&dbntradict global goals.
in

tly

3. Work with SE to ensure that PR
integrated worldwide.

iEstablish local research mechanisms
identify publics and monitor potential loc
issues.

to
al

4. Ensure that all local PR officers wag
closely with their local executives.

rikdapt messages from headquarters
appropriate local messages

nto

5. Conduct training for all live managers
that they can understand global reputat
and support integrated PR.

itvave public relations implications.

sAdvise local SE on business decisions that

6. Establish broad but flexible guidelin
on PR activities and opinion research.

~

eblelp train SE to understand goals 3
missions of PR and to effectively repres
the entity in the host country(with media
other important publics)

\nd
ont
ad

7. Establish and implement PR training
all PR officials worldwide.

faParticipate on the global PR team
providing feedback on local issues a
helping to exchange ideas and so
potential transnational problems.

by
nd
Ive

8. Foster teamwork, information sharir

g,

and idea exchange processes among
members of global PR team.
9. Work with global team and senior line

executions to build issues anticipation &
crisis communication procedures.

and

10. Establish and monitor accountabil
programs for global PR unit.

ity

11. Ensure that global guidelines allow

for

important local flexibility.

Source: WAKEFIELD, R.l. (2001). Effective PR in the Multinational Organization in
Heath, R.L. (ed)Handbook of Public Relations. California: Sage Publications Inc.

Public Relations in One Unit:

In a ground breaking study (Grunig, 19@2gd in Wakefield (2001)integration was
identified as critical to effective PR. Instead splitting into various units of the
organization, PR is more valuable when it is ifngle coordinated department. Then,
the functions can strategically build communicatzod preserve the reputation of the
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entire organization rather than satisfying the iee and often contradictory, whims
of managers in separate divisions. Effective PRicatbt, combines the best domestic
and international programs in one unified worldwidection (Wakefield, 2001).

3. Horizontal and Team —Oriented Structure:
Wakefield (2001) also notes that successful PRiénnbultinational firms is not “top-

down”. For years, the axiom has been “Think Glol#adt Local”. This recognizes
global imperatives and local sensitivities but alsplies headquarters strategy and
host country implementation- as if the local urahoot do anything until it receives
marching orders. But what if local factors requdrstinct strategies? These should be
encouraged as long as they do not conflict with theerall mission of the
organization. And what if problems cross bordergadijuarters had better act, not
just think (Wakefield, 2001).

Wakefield (2001) further says that “The phrase asggests that only head office
people are able to think- that no matter how britlet local officer might be, they
cannot benefit the overall planning and problenwsgl processes. Such a situation
creates an unfortunate waste of talent.” Morley9g)9cited in Wakefield (2001)
proposed the alternative stance of “Think Localt &tobal”. As such, organizations
can avoid perceptions of “imperialism” and addréss reality that, in the end, “all
public relations is local”. When local units canntth and not just act, they become
free to effectively satisfy “local history, customstuals, taboos and prejudices”
(Morley, 1998:33).

4. Team Leader, Not Manager:
No one in this system has a monopoly on knowledgd,no authoritative manager is

dictating procedures. Rather, there is a team fteat® can communicate global
perspectives and is capable of building essenéialataderie among team members.
Maddox (1993) cited in Wakefield (2001) calls swclperson a cultural integrator.
Kanter (1995) cited in Wakefield (2001) says in&ggrs “have the vision, skills and
resources to form networks that extend beyond tmehbase”. They “can also see
beyond obvious differences among countries andi@st.., resolve conflicts among
local ways, and... bring the best from one placentitzer”. Kanter certainly did not
have PR in mind, but this statement could applyl veeh qualified team leader in a
global PR program.

5. Considerations of Agencies:
According to Wakefield (2001), “most multinatiorfains consider whether to use PR

firms, and if they do what types best fit their d@eThe major issue here is whether to
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hire external resources on a global, regionalpoall basis. If the need is worldwide,
then it is typical to select a global firm that swoffices in dozens of countries or a
global agency network that connects independemage around the world.”

Wakefield (2001) further advices that whatever chois made, the multinational
always should control its global PR programs irdéynwith someone who has daily
access to top management and can stay abreastnefanb changes within the
organization that require PR decisions or courid@k senior PR person should work
closely with the PR agency but should not abdicaterol to that outside resource.

4.0 CONCLUSION

From our discussions so far, it is obvious theeeraany challenges in creating effective
PR for the multinational organization. The issuexussed above are just a few of the
major organizational challenges. It is not as easyextending traditional domestic
activities into the global realm. To be effectives @aescribed, multinational PR
presupposes qualified personnel. A team leaderldhHmel well versed in international
issues and events, skilled in cultural integratiand knowledgeable about PR
strategizing. Local officers should also be experezl in local PR and also able to make
valuable contributions to the overall strategiea giobal PR unit (Wakefield, 2001).

5.0 SUMMARY

In this Unit, we discussed about five factors timatke for effective Public Relations in
Multinational Corporations. The evolution of PubliRelations in multinational

organizations was also discussed, all from thepeets/e of Wakefield (2001) work on
“Effective Public Relations in Multinational Orgamaitions”.

6.0 TUTOR MARKED ASSIGNMENT

1. Discuss the five factors from the perspective ofkéfieeld (2001) that make for
effective Public Relations in a Multinational Corptons.

2. To ensure effective Public Relations in Multinaab/Corporations, a team leader
instead of a manager is advocated. Why do you stigps position?

7.0 REFERENCES/FURTHER READINGS

1. Culbertson, Hugh M. and Chen Ni [Eds] (1996)ternational Public Relations:
A Comparative Analysis. New Jersey: Lawrence Erlbaum Associate (LEA)
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Good: Perspectivesin International Public Relations. Boston: Pearson
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Englewood Cliffs, New Jersey: Prentice Hall
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6. Grunig, J. E. (Ed) (1992Excellence in Public Relations and Communication
Management. Hillsdale, New Jersey: Lawrence Erlbaum Assosiate

7. Grunig, J. & Hunt, T. (1984)Managing Public Relations. New York: CBS
Public Publishing

8. Skinner, J. and Von Essen, L. (199The South African Handbook of Public
Relations. Johannesburg, South Africa: Southern Books
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UNIT 2: OPPORTUNITIES OF INTERNATIONAL PUBLIC REL ATIONS
FOR THE 21°" CENTURY

CONTENTS
1.0 Introduction
2.0 Objectives
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3.1 Opportunities of International Public Rilas for the 21 Century
4.0 Conclusion
5.0 Summary
6.0 Tutor Marked Assignment
7.0 References/Further Readings.

1.0 INTRODUCTION

This Unit is based on the seminal work by Maureayldr (2001) titled “International

Public Relations: Opportunities and Challengestlier 2£' Century” which appeared in

Heath, Robert L. (ed) (2001Handbook of Public Relations published by Sage

Publications. Because the world is growing smadlesryday due largely to sophistication
in ICTs, many small and big firms are waking upthe reality of International Public

Relations. It is therefore wisdom to begin a remexetion of the opportunities the
application of International Public Relations hofdsthe 22" century scholarship.

2.0 OBJECTIVES
After completing this unit, you should be able to:

1. Identify the opportunities inherent in InternatibRablic Relations practice for the
21% century

2. Explain/discuss the identified opportunities anaviitbey can be taken advantage
of by International Public Relations practitioners.
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3.0 MAIN CONTENT

3.1 OPPORTUNITIES OF INTERNATIONAL PUBLIC RELATI ONS
FOR THE 21°T CENTURY

There are many opportunities following the adoptdrnternational Public
Relations in Multinational Organizations as wellabker smaller industries
that get involve in international trade or busineB®wever, based on
Maureen Taylor (2001), three of such opportunities identified while
Ekeanyanwu (2008) adds a fourth one. These oppbesirare discussed
below:

1. Because of research skills in Public Relations,sBeRes as the eyes,
ears and voice of the organizations (Taylor, 2004/)th Public
Relations, organizations are able to follow up ooietal perceptions
as it concerns the organization. This also helgh sarganization to
remain competitive as it regularly monitors pubdipinion on the
activities and policies of the organization.

2. Astute Public Relations practitioners are valuaelgources for their
organizations because of their ability to save sodanizations in
times of transitions and uncertainties (Taylor, ZO®ublic relations
experts are better leaders during transitions amntainties and do
help their organizations to maintain sanity andragpenal capacity
during this period.

3. According to Maureen Taylor (2001), Public Relasioalso has
opportunity to positively affect the developing inas of the world
through participation in development communicatioation building
and avoiding war between states and amongst ditferetors on the
global political scene.

4. International Public Relations according to Ekeanya (2008) could
also be applied by nations and their nationals emette Diaspora,
which are on the brink of image collapse to remedgh a situation.
This is suggested because case studies in this sarggest that
International Public Relations strategies have beeplied with
success in some countries battling negative glotade challenges.
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SELF ASSESSMENT EXERCISE 4.1
1. Discuss a fifth opportunity you thidkiternational Public Relations has.

4.0 CONCLUSION

International Public Relations remains strategictie growth of Multinational
Corporations anywhere they are found. It is impdrtdoerefore for the Public
relations practitioners in those corporations tetadvantage of the opportunities
offered to give their organizations a competitidge.

5.0 SUMMARY

This unit focused on the opportunities loternational Public Relations for the *21
century practitioner. Four of such glaring oppoities were identified and
discussed.

6.0 TUTOR MARKED ASSIGNMENT

1. Discuss four opportunities applicable to InternagioPublic Relations in the 21
century.

2. Explain howlnternational Public Relations serves as the eyelsears of a
Multinational Corporations.

7.0 REFERENCES/FURTHER READINGS

1. Culbertson, Hugh M. and Chen Ni [Eds] (1996)ternational Public Relations:
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3. Tilson, Don J. and Alozie, Emmanuel C. [Eds] (200A)wards the Common
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Englewood Cliffs, New Jersey: Prentice Hall
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UNIT 3: CHALLENGES OF INTERNATIONAL PUBLIC RELATIO NS
FOR THE 21°" CENTURY

CONTENTS
1.0 Introduction
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3.1 Challenges of International Public Rela for the 23 Century
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5.0 Summary
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1.0 INTRODUCTION

This Unit is based on the seminal work by Maureanldr (2001) titled “International
Public Relations: Opportunities and Challengestlier 2£' Century” which appeared in
Heath, Robert L. (Ed.) (2001Handbook of Public Relations published by Sage
Publications. Because the world is growing smadleeryday due largely to the reality of
the Global Village as envisaged by Marshall McLul®®64), many small and big firms
are now waking up to the reality of Multinationalldfic Relations which has been
referred to as International Public Relationss Itherefore vital to begin dealing with the
challenges of International Public Relations far 81" century.

2.0 OBJECTIVES
At the end of this unit, you should be able to:
1. Identify the challenges of International Public &&ins.

2. Discuss the identified challenges and how theyaffiecting the practice in the 21
century.

3.0 MAIN CONTENT
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3.1 CHALLENGES OF INTERNATIONAL PUBLIC RELAT IONS FOR
THE 215" CENTURY

There are many challenges facing the applicationntédrnational Public
Relations in Multinational Corporations as well @ber smaller industries
that get involve in international business andti@ts. However, based on
Maureen Taylor (2001), four of such challenges digcussed while
Ekeanyanwu (2008) adds a fifth one.

These challenges are discussed below:

1. Societal culture might be one of the most difficult challenges.
Sriramesh and White (1992) cited in Taylor (2001l)ggest that
International Public Relationwill have to reflect the cultural and
societal norms of the host nation. This will creatrique Public
Relations situations in every society with markestidctions in different
contexts.

2. Language will also present another unique problem foternational
Public Relations practitioners across differentrntdas Corporate
slogans, marketing and advertising themes, antrdinslation of original
materials will all need to be checked and rechedkedinternational
audiences and markets (Taylor, 2001).

3. Taylor (2001) also identifiethe mediaas one of the core factors that
will present its unique challenges to Public Relasi practitioners
because in many parts of the world, governmentsiraos to dominate
media ownership and content. Thus, organizatiorghtrhave to pay to
have stories published, and this will change theadyics of media and
public relations.

4. Issues of ethicwill continue to challenge Public Relations practiers
in the international arena. Cultural variation feliént norms of conduct,
and different levels of socio-political developmenill all demand
different approaches to the practice (Taylor, 2001)

5. Ekeanyanwu (2008) identifielsssues of pedagogies and curricula

development as critical factors challenging the practice of
International Public Relationsin  most societies. Teaching
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International Public Relation®ias continued to show remarkable
differences in various contexts and countries. Same curricula
development. Most nations’ PR grew from the US Butopean PR has
continued to evolve beyond what was passed on fhenUS. PR in the
Middle East remains a challenge to US practitiorserd there is a thin
line between lobbying, subtle bribery/manipulatiand PR in Nigeria.
These marked differences are applicable in otheieges not mentioned
here. They therefore remain huge challenges for2fts¢ century when
one begins to conceptualize a globally acceptedotla and teaching
models.

SELF ASSESSMENT EXERCISE 4.2
1. Why does lobbying constitute a challenge for PRza in Nigeria?

4.0 CONCLUSION

The challenges International Public Relations isfanted with in the 2% century are
surmountable. They are, however, critical to theire of International Public Relations
in this century. These challenges may not all bghed away or completely tackled even
by the end of the current century! What is impdriara conscious and concerted effort in
dealing with the issues they raise so as to moweligripline to the next levels.

5.0 SUMMARY

In this unit, you learnt the meaning of style am@ timplication in broadcast news
writing. You also learnt the broadcast style andvtio apply the knowledge in writing
and acceptable broadcast copy.

6.0 TUTOR MARKED ASSIGNMENT

1. Discuss why Language is regarded as a challengeh&ornternational Public
Relations practice in the 2tentury.

2. Do you see Societal Culture changing with percagtion the practice of
International Public Relations?

7.0 REFERENCES/FURTHER READINGS
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1.0 INTRODUCTION

Taylor (2001) did a comprehensive study on Inteomall Public Relations and some of
the concerns that affect the practice. This ledeoidentification of the four paths to the
theory and practice of International Public RelasioThese four paths to be discussed
show how the various opportunities and challengest tawait Public Relations
practitioners as they communicate with internatignablics. Each of the four paths of
research into International Public Relations is mgkimportant contributions to our
understanding of the field. When combined togettier,four paths offer a broad picture
of what we know and do not know about the practice.

2.0 OBJECTIVES

At the end of this unit, the student should be &tvle
1. Identify the paths to the theory and practicéntdrnational Public Relations
2. Discuss the four paths to the theory and practideternational Public Relations

3. Discuss how these four paths play out in the dgwetnt of the practice in the 21
century.

3.0 MAIN CONTENT
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3.1 PATHS TO THE THEORY AND THE PRACTICE OF
INTERNATIONAL PUBLIC RELATIONS
The four paths to the theory and practice of Irdg@amal Public Relation are:
1. Public Relations as a Symmetrical Communication Advity:

The first line of International Public Relationsearch extends the idea of Public
Relations as a symmetrical communication activitypeoposed by J. Grunig. This
path reminds us that the frameworks that guideuvatmins of U.S. International
Public Relations practices might not hold up inesthations.

2. Contextualization and Description of the Practice b PR in Different
Nations of the World:
This path shows that some unique social, politiealgd economic factors will
shape the practices of successful Internationali®Rielations in the Zlcentury.
The issue now is what are these unique socialtigadliand economic factors that
will shape the practice of International Public &&lns in the 2% century?

3. Ethical And Educational Foundations of the Practice
The path focuses on the ethics of the practice et as on educational
foundations. The path shows that more educatiameesled to prepare all
practitioners for ethical communication and pragtic

4. Groundwork for Developing new Theories of Public R&tions:
The final approach lays the groundwork for deveigpnew theories of
Public Relations that can transcend national boueslaTl his presupposition
path reminds us that every assumption that we rahkeit PR needs to be
critically examined when we communicate with intranal publics.

SELF ASSESSMENT EXERCISE 4.3
1. Justify the need for the development of new theasiePublic Relations.

4.0 CONCLUSION

The paths to the theory and practice of Public fRela suggest the current and future
issues International Public Relations must continaeaddress in the growth and

development of the practice. The paths also shat shccessful Public Relations will

require an understanding of theory, context, amicgtas well as a critical look at the
assumptions that guide our understanding of thetimms and roles of Public Relations.
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5.0 SUMMARY

In this unit you learnt about the paths to the thigethics, and context of Public relations
as they concern developmental platforms.

6.0 TUTOR MARKED ASSIGNMENT

1.ldentify and discuss the paths to the theory aadtfme of Public Relations.
Are these identified paths realistic? Please, sdppour argument with
valid points.

2.Discuss the perceived relationship between thelestgés of International
Public Relations and the paths to the theory amatctme of Public
Relations.
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CONTENTS
1.0 Introduction
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4.0 Conclusion
5.0 Summary
6.0 Tutor Marked Assignment

7.0References/Further Readings.

1.0INTRODUCTION

This Unit is based on the work of Doug Newsom, JVdyslyke and Dean Kruckeberg
(2001) and cited in Wakefield [Ed] (2001). The Uodnsiders issues of pedagogy and
how International Public Relations training, teachiand research affect the discipline
internationally. Pedagogy is simply defined as shedy of the methods and styles of
teaching. Pedagogy is now very important in PuRktations practice because PR is now
formally taught in higher institutions of learningiorldwide. This also means
International Public Relations has become a classraffair too! However, some
primary issues do arise, especially when discustmegteaching of Public Relations.
Some of these issues are:

What is the subject matter of Public Relations?
Is it an art, a craft, or a Social Science?

Is it pre-professional in nature, or does it regyirofessional training?

2.0 OBJECTIVES

The primary objective of this Unit is to considéetpedagogical demands of teaching
International Public Relations internationallyidttherefore my expectation that at end of
this Unit, you should be able to describe the pedmgl demands of teaching
International Public Relations at the global leweVery specific terms as well as identify
how these specific demands affect or influenceptiaetice in the Zicentury.
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3.0 MAIN CONTENT
3.1 INTERNATIONAL PUBLIC RELATIONS AND PEDAGOG Y

The pedagogical demands of teaching Public Rekatioternationally according to
Newsom et al (2001) require that PR practitioners educators consider the following
criteria for the profession:
1. Aninternational body of knowledge
2. Standards for entry into the field
3. Shared ethical values of practitioners
4. Professional competencies that can be taughtfateit levels
5. A foundation of knowledge that gives practitionarseason to turn to universities
for continuing education in the same tradition tiey professions like medicine
and law.

Our arguments in this topic is to encourage thdagladoption in teaching of a topical
body of knowledge, a topical syllabus, a recognitiof cultural-government-media
differences, and a research agenda by academigzractitioners that examines research
needs created by global environment and a testingaditional and new research
methods to cope with different infrastructures.

We shall therefore briefly examine some of thesaas in detail:

1. Topical Body of Knowledge

Ordinarily, having a topical body of knowledge fitre profession could have
been a problem but thanks to the internet. Thernate®nalized body of
knowledge needs no editor or gatekeeper. Teachaus students of Public
Relations simply need good computer search engindsskills maneuver around
the subject matter. However, the commitment of P&ttgioners and educators
are needed here to make things work. They needetalddlicated in sharing
information and experiences online on regular b@éesvsom et al, 2001).

This online sharing of topical information and esipeces is very vital because
previous efforts by International Public RelatioAssociation and the Public
Relations Society of America to establish a prifgatllished body of knowledge
or codified body of knowledge for global use haeei very unsuccessful.

2. Topical Syllabus
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Like the topical body of knowledge, the developmehta useful and topical
worldwide syllabus, according to Newsom et al (20@dust result in an outline
that lends itself to adaptation to and explicatdrspecific circumstances without
diluting the following specific areas that mustdoered:
1. Definitions of Public Relations and explanationtefuse.
2. Public Relations’ management role and its strategimmunication
function.
3. The environment of PR practice in terms of sociorenic, political
and cultural characteristics.
4. The expectations of PR efforts and the measureofenitcomes.
5. Consideration of cultural differences in the diéfet countries.

According to Hall (1995), cited in Newsom et al 20, cultural differences have
to be addressed on two different levels. The fstrganizational and the second
Is national and individual. At the organizational¢l, it should be noted that
certain organizations share an identifiable culiunde others don’t. On the other
hand, people in one particular society or natiahvidually and collectively share
a culture different from that of people in anothsation or society. Both
differences are critical to understanding the emnent in which Public
Relations is practiced (Newsom et al, 2001).

On the issue of pedagogy, a consideration as sednaappreciation of diverse
cultural values of people is very critical. The noaes of a culture are an
important part of building relationships. Public I&&ns practitioners must
understand and appreciate cultural differences bedresponsive to them.
Teaching students how to discover and appreciasetldifferences and to use
that information in practicing Public Relationscritical (Newsom et al).

3. Government Organization and the Economics/Politics of Public
Relations Practice

Understanding a country’s government or leaderstrpcture is the key to
grasping both its economic and political structufRagblic Relations practitioners
need to know who has the power to do what underchviuircumstances.
Knowing how and where laws are made and being eedbis essential if an
organization expects to function within a counttytgders (Newsom et al, 2001).
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Laws also affect the economics of a nation. Who ©wrhat and how that
ownership is acquired and maintained are essdnitlof knowledge which a
Public Relations practitioner need to function maaily in a nation. So, Public
Relations education must also focus on this areanationally (Newsom et al,
2001).

4. Research Challenges for International Public Relabins Education

According to Newsom et al (2001), preparing PuBl&lations’ practitioners for
the research needs that they will encounter imenational environment means
making them aware of the accessibility and religbbf secondary information
and help. Itis also important that political ingakions of such information to the
practice of Public Relations internationally be mad#nown to the PR
practitioners. Furthermore, the primary researciisskhat most US-educated
students possess might or might not work elsewheoause of these countries’
limitations in infrastructure and differences ofltate. Yet the demand for
research in international settings is increasingn¢® & McKie, 1997, cited in
Newsom et al, 2001).

5. Continuing Education for Public Relations Practitioners
Most successful professions like Accountancy, Lawedicine etc usually have
their professionals return back to the universiteesipdate their knowledge of
the profession. How many PR practitioners returnutoversities for such
updating? Recent surveys especially in the US sigpgat PR practitioners are
using archaic practices because they have not @dirsontinuing education
(Newsom et al, 2001).

It is therefore recommended that PR practitionake tadvantage of continuing
university education to update their knowledge lvé profession as well as
attend seminars, symposia, workshops etc. This ialpties that Universities

should begin to mount practice oriented postgradyabgrammes in Public
Relations and allied disciplines so as to give Riie practitioners the reason to
return back to the classroom to update their s&itld knowledge base.

4.0 CONCLUSION

International education for Public Relations is it infancy but demand for such
education is critical especially in this centuryhid demand comes from educators
throughout the world who want help in determinindpav to teach and in finding
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resources to do so. Again practitioners easily jold or employment in foreign nations;
therefore they need global education in this acemd@ke maximum impact (Newsom et
al, 2001).

Furthermore, by creating parameters for an intenat body of knowledge and for

academic study in PR that respects differencessacsocieties, governments, cultures,
PR educators as well as practitioners can buildohad understanding of PR as an
international profession (Newsom et al, 2001).

5.0 SUMMARY

In this Unit we considered pedagogy as the sciehtiee methods and styles of teaching.
We also considered how International Public Retetics taught internationally and the
pedagogical demands of doing this. Issues suchramternational body of knowledge;

standards for entry into the field; shared ethicalues of practitioners; professional
competencies that can be taught at different lewald a foundation of knowledge that
gives practitioners a reason to turn universitiess dontinuing education in the same
tradition of other professions like medicine and/ lvere considered as very vital to
sustaining the discipline and practice of Publi¢taltens.

6.0 TUTOR MARKED ASSIGNMENT

1. Discuss the pedagogical expectations of teachitgydational Public Relations
globally.

2. Hazard three solid reasons that may have madepibseible to codify a general
body of knowledge for International Public Relagdeaching.
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UNIT 1: THE DEVELOPMENT OF PUBLIC RELATIONS IN N IGERIA
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1.0 INTRODUCTION

A variety of books and authors define public relas differently, but the most

comprehensive definition is that offered by the B Relations News” (the weekly

newsletter of the industry). PR News says PR idi€“Thanagement function, which
evaluates public attitudes, identifies the poli@esl procedures of an organization with
the public interest, and executes a program oba¢iand communicates) to earn public
understanding and acceptance.”

The history of Public Relations in Nigeria is a dostory of a discipline that meant
nothing from the beginning and later took its pridé place in business and
governmental affairs. And so, after 27 years aigiting, the Public Relations industry
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in Nigeria had a settled case when the FederatdwyliGovernment of Nigeria enacted
Decree No. 16 of June 1, 1990, which established Nigerian Institute of Public
Relations as a full-fledged professional body fog tegulation of the Public Relations
industry in Nigeria.

2.0 OBJECTIVES
At the end of this Unit, it is expected that yowshl be able to tell how Public Relations

started in Nigeria.

3.0 MAIN CONTENT

3.1 THE HISTORY OF PUBLIC RELATIONS IN NIGERIA AND THE
GOVERNMENT SECTOR

Nwosu (1990), one of the gifted scholars of thezigline, credited the British

with introducing Public Relations in Nigeria in ti840s. According to him,
organized Public Relations in Nigeria began witGiavernment agencies on
January 1, 1944, when the British colonial admraists set up the first
Public Relations office in Lagos. By 1948, as répoiby Alozie (2004:244):

The Colonial Administration established Public Relations
outlets in the regional capitals of Ibadan, Enugu, and Kaduna.
At independence, the government established a full-fledged
Federal Ministry of Information and an in-house Public
Relations Department at each ministry. At present Nigeria has
thirty-six states. Each has its own ministry of information,
headquartered in the state capital. Every federal and state
ministry, as well as most government department and
parastatals, maintains an in-house Public Relations component.
The state governments have information officers posted outside
their capitals. The officers of the federal and state ministries of
information and departments are responsible for informing the
public of government activities and policies. They also analyze
feedback in order to refine their messages to further promote
government policies and to attract favourable responses from
the public.

Ajai (2005) also notes that “During the War Il 4R, the Colonial Office
established the first Information Centre in Lagowl aother cities to handle
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information between troops at the war fronts arertfamilies back home. Mr.
Harold Cooper ... worked tirelessly to set up thasermation Centres. It was
from this humble beginning the Information Depanmngrew as a government
ministry.”

In summary, scholars and historians all agreetti@Public Relations industry in
Nigeria started in government business and affafere spreading to the private
sector were it blossomed.

3.2 THE GROWTH OF PUBLIC RELATIONS IN THE PRIVATE S ECTOR

Nwosu (1990) credits the growth of Public RelatiansNigeria among non-
governmental and commercial organizations. He elesethat their willingness to
use Public Relations tactics and strategies extelysin addressing corporate
Issues and image/reputation matters helped tolestdtublic Relations practice in
Nigeria.

Pratt (1985) cited in Alozie (2004) notes that gas “Nigerian administrations
tend to delegate and view Public Relations ac#igitas social responsibilities of
the nation’s leading corporation- activities theg ancouraged to conduct as their
contribution to promoting nation building and dey@hent. Consequently, these
nongovernment organizations tend to sponsor andy apgphisticated Public
Relations strategies and campaigns, whereas vaadosnistrations depend on
publicity-related tactics and programs as theimariy Public Relations strategies.”

Ajai (2005) chronicles the growth of Public Relatoin the private sector in
Nigeria around the end of the Second World War $451 when the London
Chamber re-established business relations with Wgitan nations, Nigeria and
Ghana to be specific. The entrance of UAC Inteomati, S.C.O.A. and C.F.A.O.
also had dramatic effects on the development ofi€&elations in the private in
Nigeria. The companies were rivals and competiégm so used Public Relations
strategies to outwit one another for a greater gtagkare of the Nigerian business
environment.

The growth of the banking sector also had its imhpabe rise of the banking
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sector was so phenomenal that the competition beaaary stiff. One way each
bank tried to outwit the other to gain a greataceetage of the market share was
to employ Public Relations specialists and strategn its operations. Public
Relations became the golden profession helpingr gifegessions to achieve their
marketing goals and objectives.

4.0 CONCLUSION

The history and growth of Public Relations in Nigdrave been exciting, remarkable and
very phenomenal. Among top companies and organizsin Nigeria today, 95 per cent
have functional Public Relations Departments anddJonompared to only 20 per cent in
the early 1970s (Ajai, 2005). Public Relations madened its scope of influence and
operations and now acts as consultants to governp&rastatals, ministries, trade
associations, tertiary institutions of higher leagy small and medium scale businesses,
MNCs, state and local governments etc. This isadilimg development for the industry.

5.0 SUMMARY

In this Unit, we did an overview of the history agdowth of the Public Relations
industry in Nigeria and reaffirmed the fact thatbka Relations was introduced to
Nigeria by the British colonial government and coemted in the government sector.
However, the industry flourished when the privaectsr adopted it as a tool of
marketing, image building and corporate advertising

6.0 TUTOR MARKED ASSIGNMENT
1. Trace the history of the development of Public Retes in Nigeria.

2. Discuss four reasons why the Public Relations itrgitffourished more when the
private sector engaged its services.
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CONTENTS
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5.0 Summary
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1.0 INTRODUCTION

Public Relations and the United States of Ameriaaeha long history together. This is
the major reason United States is regarded as ithie fdace of the Public Relations
industry. We will, however, not attempt a “historgt Public Relations in the United
States as this way below the purview of this cauwge attempted a little overview here
to help us comparatively assess the growth of Pubdilations in the US with the other
regions discussed in module.

2.0 OBJECTIVES
At the end of this Unit, you should be able to:
1. Briefly describe the history of Public Relationgthe United States.
2. Describe the growth pattern of the Public Relatimasistry in the United States.

3.0 MAIN CONTENT

3.1: THE GROWTH OF PUBLIC RELATIONS IN THE UNITE D STATES
According to Seitel (2007), the US Public Relati@xperience dates back to the
founding of the American union. Public Relationgras level was basically used
to influence public opinion, manage communicaticars] persuade individuals to
follow a course of action and support the AmeriBavolution.
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The efforts leading to the creation of the Ameri€onstitution also owed part of
its success story to the history of Public Relaiaom America. The founding
fathers of the American Constitution used the peweherent in public relations
to win support or persuade others to see reasdhshdir own point of view. The

practice of the discipline continued to percolatatie 18' Century although with

evidences of negativism as demonstrated in thes$sgentry”, and “let the
public be damned” philosophies that came up dutingperiod.

We shall consider the development of Public Refetim the United States
using the Four-stage Model of PR development agiocegh by J. Grunig and
Hunt (1984) thus:

First Stage: The Manipulation Stage

This is the stage of initial development of Pulitielations whereby former
journalists acted as press agents with an emphasis one-way
communication and too often an emphasis on unétimedia manipulation,
propaganda and persuasion. It is usually regardatithis stage was the
antecedent to the modern Public Relations that toolkl in the 1880s.
Notorious in the use of this First Stage were nahkesAmos Kendall and
Phineas T. Barnum.

Second Stage: The Upsurge and “Take Off” Stage

This stage was less manipulative but hyperboleexaggerated claims were
part of the tools used by PR practitioners as tiaetge of Public Relations
spread in the US. These problems created the ustreaxpectations by
investors leading to the stock market crash in (@28lip, 1994).

Third Stage: The Rethinking Stage

At this stage, members of the dominant coalitioroutbthe roles and
functions of PR started having a rethink of soméhefr earlier positions on
iIssues related to Public Relations. This stage aaw the rise of
professionalism in the practice of PR. Also, atthiage more managers
began placing more emphasis on research and two syaymetric
communications. In-house specialists also begandisplace outside
consultants in dealing with Public Relations matter
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Latest Stage: The Stage of Sustained Growth and Ineasing Emphasis
on Two-Way Communication

In the United States, this stage has brought almbegrated communication
which is more than IMC because of the emphasistki®gatormer (IC) places
on internal organizational communication (Caywo&€897). Because two
way communication activities are associated withgrowth of free markets
and democracy, PR has continued to grow in the US.

4.0 CONCLUSION

Seitel (2007) argues that Public Relations hasrabitel beginnings about 100 years ago
in the US but the practice today is big businegh thie following facts:

1. The Public Relations Society of America (PRSA),nied in 1947, boasts a
growing membership of 20,000 in 116 chapters wod@wSeitel, 2007:37).

2. The Public Relations Student Society of Americamied in 1968 to facilitate
communications between students interested in thaptine, has about 8,500
student members at 270 College Chapters (Seitel:20).

3. More than 5,300 U.S. companies, 2,100 trade adsmusa 187 foreign
embassies, and 130 Federal Government Departmamtsaus, agencies, and
commissions have Public Relations departmentsd|S2@07:37).

4. More than 3,000 Public Relations agencies exishenUnited States, with more
than 700 Public Relations firms residing in 80 fgrecountries (Seitel, 2007:37).

Seitel (2007) also continues to argue that theesodpnodern Public Relations practice is
very big and that this may have resulted in théowarlabels associated with PR such as
External Affairs, Corporate Communications, Pul#litairs, Corporate Relations and a

variety of confusing euphemisms (Seitel, 2007:37).

5.0 SUMMARY

This unit has introduced you to a brief overviewhofv the Public Relations industry and
practice began in the United States and how itgna&n to the big business we now talk
about today.
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6.0 TUTOR MARKED ASSIGNMENT
1. Discuss briefly the history and growth of Publid&®ns in the United States.

2. Which stage in the development of Public Relatim®ilted in the type of boom
the industry is experiencing today in the Uniteat&?

3. Discuss the roles of Amos Kendall and Phineas Tnia in the development of
Public Relations in the United States.
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1.0 INTRODUCTION

This Unit is based on the work of Vincent Hazletond Dean Kruckeberg (1996) titled
“European Public Relations: An Evolving Paradigrmihe Unit evaluates the imprint of
Public Relations in Europe generally and hypothessihat the trend of Public Relations
found in Britain is what is usually found in mosirBpean member nations.

According to Hazleton and Kruckeberg (1996), Euripe large and heterogeneous
collection of countries encompassing diverse avats different economies, languages,
religions, and cultures. They could be grouped itlicee for the purpose of this

discourse:

a. The original members of European Economic Commuwitych evolved into the

European Union.

b. The smaller countries like Austria, Finland, andit3arland that have only recently

sought to join the European Community.

c. The countries of Eastern Europe that present urahakenges for Public Relations.

These groupings shall be the focus of this diseuf®wever, greater emphasis will be
paid to Public Relations in Britain as what is fduhere usually robs off on most of the

other European member nations.

2.0 OBJECTIVES

122 |Page



This Unit focuses on European Public Relationsthst end of this Unit, you should be
able to:

1. Conceptualize Public Relations practice in the Raem Union.
2. Discuss the evolving nature of European Public fiela.

3. ldentify future trends in European Public Relatipnactice.

3.0 MAIN CONTENT

3.1 EUROPEAN PUBLIC RELATIONS: AN EVOLVING PARADI GM

According to Hazleton and Kruckeberg (1996) citeddulbertson and Chen (1996),
Public Relations in the European Union is an evmvparadigm that lacks a definite
shape and structure. What we find in place is leu®dlations heavily tainted by Britain’s
philosophy of the practice. We shall take an owesviof this by considering the
following points below that define the evolving ued of the European Public relations:

1. The most sophisticated Public Relations in the gelam Union is practiced by the
British probably because of its close associatitth whe United States. Literature
supports the assertion that there are clear sitrelaibetween Public Relations in
the UK and the US and what is largely found in agien in the European Union
is the UK’s idea of Public Relations.

Second the linguistic and cultural ties between Uinged States and the United
Kingdom have also contributed immensely in theutifbn of US Public Relations
practice to the UK and consequently the EU.

All the above implies that the content of Europdaublic Relations is largely
United States based. In other words, European ®@dilations is “imported”
from the United States through Britain.

2. The continuing dynamics and formalization of thedpean Union will strongly
influence, if not dictate, how Pan-European PuBlalations will evolve because
of movements and other socio-cultural issues thatcross Europe’s boundaries.
So, industry watchers are waiting to see how tlagpout.

3. Third, as European member nations continue to eydhere will be increase in
the complexity and turbulence of the environmentPoblic Relations practice.
This turbulence and complexity is reflected in anréasing demand for Public
Relations in Europe and a corresponding growthénnumber of Public Relations
practitioners there.
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4. The EU will place greater economic strain on theéstexg European Public
Relations firms, especially mid-sized ones thanhdbhave resources to invest in
the new Pan-European marketplace.

5. The emergent joint venture arrangements in the HUcveate a need for PR in
the areas of institutional identity, employee rielas and community relations.

6. Increase in goods and services, and the organzatiat produce them will also
result in communication goals related to marketamgl community acceptance
which will invariably increase demand for Public [&®ns because of the
expected competition that comes from increased ebark

7. The EU’s new “Euro-brands” will require that PR t@cts be awarded centrally
because European companies will want global PReglies that can provide sub-
strategies tailored to national markets (StoltA1)9

8. Increased business competition will also demandew of wave of financial
Public Relations specialists and strategies foih be$tablished and emerging
organizations.

9. The facilitation of technology transfer throughobturope is another factor
impacting the development of Public Relations i BU member nations.

10.The EU will ultimately define and unify Europeaniffia Relations into a “Pan-
European” practice — at least at the strategic snégrel. This may result into
something substantially different from what is eumtty in UK and the US.

11.No one should assume that other EU member natialhscepy and practice
British and US dominated kind of PR as it is novneile are enough room for
them to play around brands, trends and thus evaluaique structure to reflect
their situation and environment.

12.European Public Relations may not develop fullyiluat common European
culture concurrently develops. This may look imploissconsidering the cracks
that are already manifesting in the political andreomic structures of the EU.

13.Many Public Relations scholars and practitionensctale that Public Relations
practice is socially, as well as culturally and g@dically specific. Thus, Public
Relations practice and theory can be pan-Europedpam-global) only in so far
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as a concomitant social, cultural and geopolittcahmonality evolves throughout
Europe (or worldwide).

SELF ASSESSMENT EXERCISE 5.3

1. Discuss five points that show the evolving natur&uropean Public Relations

4.0 CONCLUSION

The Public Relations industry in Europe is unevetdyeloped amongst the nations that
constitute the European Union. Part of the explandbor this is the sociopolitical cum
cultural differences that exist in these membeionat Currently, United States and
British Public Relations firms dominate the indysin Europe and so the Public
Relations practised in America is glaring visibteparts of Europe. However, lobbying
and Public Relations in the European Union havendteally expanded during the past
decade and in the 2XCentury. Billions of dollars have been spent ois tho. This is
also partly the reason for the survival or the sgscstory of the PR industry in Europe.

5.0 SUMMARY

In this unit, we discussed the evolving natureh&f European Public Relations industry
and raised some points to establish its connettidine American type PR practices.

6.0 TUTOR MARKED ASSIGNMENT

1. Discuss the current state of the PR industry iroger

2. Some practitioners are of the opinion that the RiRistry in the UK is patterned
alongside American type and expectation. Is thig?rlf it is, what three factors
made this possible? If not, give three points tuaryour position.

7.0 REFERENCES/FURTHER READINGS
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UNIT 4: MIDDLE EAST PUBLIC RELATIONS

CONTENTS
1.0 Introduction
2.0 Objectives
3.0 Main Content
3.1 Middle East Public Relations

4.0 Conclusion

5.0 Summary

6.0 Tutor Marked Assignment

7.0 References/Further Readings.

1.0 INTRODUCTION

The Middle East has remained a hot bed of criseslécades now. The much desired
peace between lIsrael and its neighbours has reth&@lusive owing to stringent and
uncompromising standpoints from both parties. Ttieeronations who are not directly
engaged in war are not at peace either. There bage many roadmaps to peace but
none seem to have worked or likely to work becaudees appear that the main actors
do not really wish to see the roadmaps work.

In the midst of all these, how does PR play up?ofging to Alanazi (1996), cited in
Culbertson and Chen (1996), “Public Relations hdsred a new era in the Arab world.
In the minds of many, Arab nations use Public Ratat as a ‘weapon’ to achieve
political goals. The 1991 Gulf War, pitting the ltbd States and its allies against Iraq,
provided many examples.”

Alanazi (1996) also observes that the western mofld?ublic Relations has a short
history in the Middle East. He notes for examptattsystematic Public Relations came
into Saudi Arabia with the arrival of international companies to exploit the rich oil

resources of the oil rich nation. This goes to suppur earlier thesis that International
Public Relations finds best and practical expressidVultinational Corporations, hence
our argument that IPR is Multinational Public Relas.
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Our major concern here, however, is that the fafuRublic Relations in the Middle East

is a little different from what ordinarily one wiéxpect. But studies have also revealed
that the description of Public Relations practizethe Middle East countries like Saudi

Arabia resembles Public Relations in the West. 8bat does these all mean for

International Public Relations? Is globalization Riiblic Relations real and practical?

And most importantly, is Public Relations in theddie East really working?

2.0 OBJECTIVES

The main objective of this Unit is to discuss theddle East Public Relations in
relation to the others we have looked at earligrth® end of this Unit, the student
should be able to appreciate what Public Relatisnsgloing in the Middle East
gquagmire.

3.0 MAIN CONTENT

3.1 MIDDLE EAST PUBLIC RELATIONS
The Middle East Public Relations currently focuses engaging dialogue and
bringing peace between lIsrael and Palestine. 4 fdsuses on ethno-religious
dialogues in the region. Public Relations praatigis in the Middle East could
implement their skills by assuming the role of emting and re-educating the
United States public on the Middle East (Samra 1200

The need for peace in the Middle East obviouslyedrithe Public Relations

practices there. This has given rise to a lot @icpeconferences, religious dialogue,
ethnic round tables etc. These are put togethd?utfic Relations practitioners to

engage the public in finding lasting solutions he tMiddle East problems or at
least ameliorate the adverse effects on the ecormmuiypeople in those regions.

However, some scholars have observed that plarandgorganizing for the peace
conferences etc could present challenging scentoiake western trained Public
Relations specialist. It gives such specialistsapportunity to explore new trends
and frontiers in dealing with similar issues.

The United States plays a major role in the Midd8est conflict as an interested
mediator. Therefore, the resolution of the situati® to the US national interest.
This is the major reason every US Government spemtii®ns of dollars in the
region to protect its immediate and future inteyest
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However, the average US citizen knows very litleapything else outside of the
US. Geography and traveling are not peculiar habboe US citizens. Therefore,

Public Relations practitioners should implemenirtis&ills beginning at the local

level. To begin, as noted by Samra (2001:689)dameHeath (Ed.) (2001), they
could assume the role of educating and reeduc#tmg\merican public about the
real issues involved in the Middle East confliatsl ahe best practical way to tackle
such issues.

According to Samra (2001), the mutual benefitsits include:

1. A Deeper Appreciation of Middle Eastern History andits Contribution
to Western Civilization
Such massive reorientation of the US public by R&cttioners will obviously
result in a deeper understanding and appreciatiaineo Middle Eastern history,
culture and people. It will also help to understamdi evaluate their aspirations
better within the context of the region. The Mid@ast’'s contribution to modern
civilization especially in the West will be furthekplored through such platforms.

2. A Better Understanding of the Behaviours of its Pgae and Culture
Culture is the touchstone that defines a people thed aspirations. Until you
understand a man, you cannot predict him. Untihaee a proper understanding of
the people of the Middle East and their valuesryeveadmap to the so-called
peace will continue to hit the detour or the rocks.

3. Ongoing Religious and Political Dialogue
PR activities towards making ongoing religious apalitical dialogue more
effective will go a long way in redefining the MigdEast peace process.

4. Leadership and Participation in the Peace Process
A proper education or reeducation of the Americablic on the Middle East
conflicts will help offer participatory and enlighted leadership on the critical
issues on the conflicts.

5. Financial Gains to Arabs and Israelis by Expandingeconomic Ties
Financial gains could also be a result of theserssifif well managed. Thus, the
successful completion of the peace process couda@the stability of the region
in a multifaceted way (Samra, 2001).

The peace conferences could therefore presentyaexeiting challenge to Public
Relations practitioners as it may provide them dpportunity to exploit new
frontiers, next levels and new techniques to addsesne of the perennial issues.
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SELF ASSESSMENT EXERCISE 5.4

1. Discuss the current state of the Middle East siinaand how PR is helping tackle
some of the issues.

4.0 CONCLUSION

As we conclude this Unit and Module, the views afrffa (2001) reverberate here, as she
notes thus: “For the Western Public Relations jtraner, the Middle East peace process
could be taking place right in one’s own communég,was the case in Florida. Where
there are multi-ethnic groups that play a signiftaale in the religious and sociopolitical
spectrum, there is opportunity abounding for theblifuRelations practitioners to
implement their skills beginning at the local leV@lhey could do this through education
or re-education of the American public on the Med#last situation.

5.0 SUMMARY

In this Unit, you were able to do an overview of tliddle East situation with a focus on
what Public Relations means for the Middle EastpP&ttitioner. The US role was also
analyzed and the benefits of greater enlightenrteetite American public were further
explored.

6.0 TUTOR MARKED ASSIGNMENT

1. Discuss the benefits of greater enlightenment ef Aimerican public by the PR
practitioners interested in the Middle East sitmati

2. Is Public Relations doing enough to help resoheeNhddle East conflict? Please,
support your argument with valid facts.

3. Discuss the current state of Public Relations enléiddle East and explain what
Western PR practitioners could do to move the pradb the next desired level in
that region.

7.0 REFERENCES/FURTHER READINGS
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MODULE 6: INTERNATIONAL PUBLIC RELATIONS: ETHICAL 1  SSUES

Unit 1: Ethics in Public Relations

Unit 2: International Public Relations Codedgtiics
Unit 3: Transnational Corporate Ethical Resploitises
Unit 4. Relativism versus Universalism

UNIT 1: ETHICS IN PUBLIC RELATIONS

CONTENTS
1.0 Introduction
2.0 Objectives
3.0 Main Content
3.1 Ethics in Public Relations
3.2 The Need for Ethical Controls in the PR Istdy
3.3 Schools of Thought in Public Relations Ethic
4.0 Conclusion
5.0 Summary
6.0 Tutor Marked Assignment
7.0 References/Further Readings

1.0 INTRODUCTION

Generally, ethics is an inclusive term, meaning thaan be understood in a variety of
ways. Ethics is associated with morality and deals matters of right and wrong. Ruch

(1980) sees it as a set of moral principles oresllealing with what are considered good
or bad, right or wrong.

In mass communication, Media Ethics refers to theéecof conduct or set of rules and
principles which morally govern and guide the massdia and their personnel in the
discharge of their functions: Respect for authoriiging fair to the audience, quality,
equity, moral behaviour and all that constitutegoad life are ethics-orient; and these
traits touch on conscience and morality. The abilit judge and behave ethically or
otherwise is the function of our conscience andatityr The ethical issues that affect the
practice of journalism in Nigeria shall be the feaf this unit.
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2.0 OBJECTIVES
At the end of this Unit, you should be able to ke tollowing:

=

Define ethics, media ethics, and Public Relatiadhgs.
2. ldentify and explain some ethical theories.
3. Discuss the need for ethical controls in the PRisiigy.

4. ldentify and explain some Schools of Thought inlRuRelations practice.

3.0 MAIN CONTENT
3.1 ETHICS IN PUBLIC RELATIONS

The Public Relations Department or Unit in any cogbe organization, firm or
institution of any type should be the seat of coap® ethics and the highest professional
behaviour in all corporate matters. From the peartspe of Seitel (2007:121), at least four
ethical theories are relevant to the practice dflielRelations. These four theories are
briefly explained below:

1. The Attorney/Adversary Model:

This model was developed by Jay Barney and RalpbkBhnd compares the legal
profession to that of PR in that (1) both are adwes in an adversarial climate and
(2) both assume counterbalancing messages will rogided by adversaries.

Barney and Black suggest that in this model, PuRktations practitioners have
no obligation to consider the public interest oy ather outside view beyond that
of their client (Seitel, 2007:121).

2. The Two-Way Communication Model:

This model was developed by Jim Grunig. The moslddased on collaboration,
working jointly with different people, and allowinigr both listening and give-
and-take. In this model, Grunig suggests that thbli® Relations professional
should balance his/her role as a client advocdte avie as a social conscience for
the larger public (Seitel, 2007:121).

3. The Enlightened Self-interest Model:

This was developed by Sherry Baker and is baseth®@rmontroversial principle
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that businesses do well by doing good. This is rometsial because that is not
always the case about successful businesses. snnibdel, however, Baker
suggests that companies could gain competitive rddga and more
recognition/respect in the market if they act ethyc(Seitel, 2007:121).

4. The Responsible Advocacy Model:

This model was developed by Kathy Fitzpatrick amshd@ace Gauthier. The model
Is based on the ideals of professionalism and respility. It argues that the
Public Relations practitioner’s first loyalty is bas/her client, but must also have a
responsibility to voice the opinions of organizatab stakeholders. In this model,
the founders suggest that the PR practitioner’atgst need for ethical guidance is
in the reconciliation of being both a professioadlocate and a social conscience
of the people (Seitel, 2007:121), which Uthman Bawlio ultimately called “an
open wound that only truth can heal”.

SELF ASSESSMENT EXERCISE 6.1
1. How will the Responsible Advocacy Model work for R practitioner?
2. Put up a one-page argument to suppbdrry Baker'sThe Enlightened
Self-interest Model”

3.2THE NEED FOR ETHICAL CONTROLS IN THE PUBLIC
RELATIONS INDUSTRY

The need for ethical controls in the Public Relagioindustry cannot be
overemphasized. Any industry without such contrakver grows because
practitioners can take laws into their hand. Wasth an industry will be abused
because of its state of anarchy. Bearing this mdimethical and legal controls in
the Public Relations exist for the following reason

1. For proper regulation of the activities of the msdionals and practitioners in
the industry.

To ensure best and exemplary practice in the imglust
To protect the publics of an organization thatPiReDepartment represents.
To ensure and maintain standards and acceptability.

To avoid unnecessary and destructive litigations.

o g A~ W N

To ensure correct conduct and behaviour amongsipthetitioners in the
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industry.

7. To maintain a high level of professionalism in theéustry.

3.3 SCHOOLS OF THOUGHT IN PUBLIC RELATIONS ETHICS
1. Co-orientation:

The Co-orientation Theory is based on the arguntleat journalists and
Public Relations practitioners perform similar sland therefore should
follow similar professional norms. This model ugeteological reasoning.
According to Broom (1977), Public Relations practiers should strive to
achieve a convergence of perspectives between gamiaation and its key
publics. Most of the literature in this area hasréfiore emphasized the media
relations functions and thus defined journalist&eys public. How journalists
classify PR practitioners differs based on whetherimage was formed from
the general perception (social norm level) or tlgtoypersonal experience
(functional level). Conversely, PR practitionerpitally have a better image
of the journalism profession than of individual oejers. PR practitioners and
Journalists define lying similarly and agree thatlthing comment or being
evasive does not equate with telling a lie (Ryath lsllartinson, 1991).

2. Advocacy:

Advocacy ethics stems from the Social Respongiblliieory of the press and
from persuasion rooted in Greek philosophy as dtimegte means of
conveying a position or argument. The approachpraiing to Nelson (1994),
is primarily teleological, valuing organizationabajs, but basic rules-based
guidelines may be applied. PR practitioners sesverganizational advocates,
whether presenting the benefits of products, serweic designing persuasive
healthcare messages etc. Persuasion becomes ahetmiosvever, when
deliberate falsehood, distortion, or deceptiongeduto mask intentions such
as in the case of blatantly irresponsible commuimnacampaigns (Curtin and
Boynton, 2001).

3. Professionalism:

Professionalism typically employs Rule Deontologydetermine the scope of
acceptable principles through codes, accreditatiod, licensing. Professional
associations and a growing number of companies ltadiied ethics to
define daily decision making standards and refigattitioner responsibility
to the public (Curtin and Boynton, 2001).
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Codes may also reinforce ethical expectations to HfeRices and deter
government intervention, thereby enhancing profesgism. Codes of PR
practice will usually address issues of publicriest, accepting gifts, honesty,
integrity, accuracy, truth, disclosure, conflict ofterest, confidence and
privacy, professional reputation, corporate image] enforcement terms and
rights. The same goes for accreditation which say of ascertaining that
standards and prescribed practices are duly fotloared still ongoing in the

industry per time. Accreditation has a way of validg professional

processes in the industry and call organizatiorsder or to fall in line or be

isolated from the industry. It is a peer mechaniemreview model that

ensures professionalism (Curtin and Boynton, 2001).

Reliance on professional ethics codes leads taisnt that they are vague,
unenforceable, or applied inconsistently. For exaime PRSA code clearly
proscribes lying, but it does not give clear gumamn when withholding

information is justified, am ethical dilemma exmated by most PR
practitioners (Wakefield, 2001). As globalizationash evolved, many
professionals have suggested the development eknsal or international

codes based on the belief that certain moral elesrae basic to all humanity
despite the cultural differences. Many cultureswéwer, do not embrace
written codes of ethics, making such a universaeconlikely to gain wide

acceptance and necessarily so broad as to lacknptagapplication. Codes of
ethics, then, might be better at providing am imafprofessionalism than at
actually guiding action (Curtin and Boynton, 2001).

4. Game Theory:

This theory proposes that social interaction can dmalyzed using
mathematics to determine beneficial actions. AgplePR, the Game Theory
expands Ehling’s (1984, 1985) Decision Theory madelvhich individuals

identify possible actions and weigh their outcomesrestore conflicts by
placing individual decision strategies in the cahta other players (Murphy,
1989). The resulting theological ethics (a typeadt benefit analysis) weighs
the consequences of possible actions by all adigrassigning numerical
values to each. Much as individuals often use sngplst-benefit analysis to
make decisions about everyday things such as carsupurchases,
proponents of Game Theory stress the ability of thore complex form of
cost-benefit analysis to allow PR practitionersntake systematic rational
decisions not just based on the organization forchvithey work but also
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taking into account their publics, particularly imstances where clear-cut
choices might not be obvious (Murphy, 1989). Bygidng the “what ifs” for
all players, the Game Theory enables PR practitson@ better understand
coalition formation and behaviour and to proceethwnore confidence in
strategic planning (Curtin and Boynton, 2001).

Critics of the Game Theory point to the problemkerent in any purely

theological approach. Determining all possible eguences and player
beforehand can be difficult (if not impossible)sA) assigning numeric values
to all possible actions and outcomes can be arpitttbest, and achieving the
best outcome might require inherently unethicaloacsuch as lying. If not

carefully applied, the Game Theory degeneratesgatoesmanship in which
personal assertiveness is high, cooperation is lawd other players are
disempowered (Folger et al, 1993).

5. Corporate Responsibility:

A corporation recognizes that doing good resuldamg well, and being seen
as a responsible corporate citizen, benefits thimoline. This has become
necessary because consumer advocacy and awaravestited business to
be more accountable to the society (Wright, 1976hus, corporate
philanthropy represents good action because ofdbelting goodwill that it
buys for the company or organization. Ethical actieodetermined using cost-
benefit analysis to further the company’s goalthm belief that what benefits
the organization will have wider consequences avehteally will benefit
society as well. This approach described abovédasfirst approach under
Corporate Responsibility called Enlightened Setetast, which is a restricted
form of teleology consistent with Kohlberg’s Stageaeasoning (Curtin and
Boynton, 2001).

Recently, this approach to Corporate Responsililiy fallen in favour of an
approach based on Social Contract Theory and themdhat social
responsibility goes beyond good business practicencompasses the rights
of publics and corporations’ duties to those puhliss such, this formulation
combines aspects of Co-orientation, Advocacy, Rsadmalism and Game
Theory, culminating in a form of act deontology which principles are
delineated to guide actions and communications wpthblic. Public
themselves are viewed as stakeholders and aredraatends in themselves
and not as means to an end (Curtin and Boyntort,)200
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In practice, however, this approach is often nstyda achieve, in large part
because PR practitioners are frequently left outofanizational ethical
decision making, leaving them powerless to enacparate philosophies
(Curtin and Boynton, 2001).

6. Structural/Functional Approach

This approach to PR is based on systems theoryghwdtresses the role of
organizational environment and purpose, to delmediffering ethical
standards according to job function. This is furtbased on Dozier’s (1983)
identification of two main PR roles: (1) Communicat Technician (2)
Communication Manager. This division results inedinical decision-making
hierarchy in which technicians, functioning as azhte for their organization;
first employ rule deontological principles suchcasles of ethics. However, if
codes are unavailable or incomplete, then prangti® turn to theological
principles. But because managers function as advisghey follow the
opposite route, as befitting a more autonomous @bjdctive status. Both
approaches fall within Kohlberg's (1981, 1984) Centional Level
reasoning.

The strength of this approach is its ability toypde a unified ethical system
for differing PR functions. Although the order gfication varies, the same
principles are used by advocates and advisersltirgsin similar outcomes
(Curtin and Boynton, 2001).

7. Accommodation/Discursive Approach:

Whereas the Structural/Functionalist Approach ersjziea the strategic goal
achievement aspects of systems Theory, the AccomtoodDiscursive

Approach emphasizes the relational aspects. Sall(t865) outlined three
types of PR values: (I) Technical — which he varg&esdmorally neutral (lI)

Partisan — comprising commitment, loyalty, andttinghe organization, and
() Mutual — comprising institutional obligationt the public based on
principles of mutuality and rationality. Sullivariaped the locus of ethical
issues at the intersection of partisan and mutadlies, highlighting the
tension that often exists in practice between demgdional and broader
societal interests. He also stressed the needRoprBctitioners to facilitate
communication between the two (Curtin and Boyn&Q1).

In addition, the approach employs the discourse®tbf Habermas (1979,
1996) to resituate ethics in the process of comoaiimn rather than in
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communication outcomes. Building on Kohlberg’'s tgmy of moral
reasoning, Habermas specified discourse rules imagsuhat discussion
participants are best able to advance their intem@sd weigh them critically
against those of the larger community. This phidgois embodied in Item 7
of the IPRA Code of Ethics, which states that memstehall undertake to
establish the moral, psychological, and intellelctmnditions for dialogue in
its true sense” (Curtin and Boynton, 2001).

Under this approach, Advocacy is inherently unethbecause it is based on
content, not process, and on monologue, not digloghe approach makes
moot the question of whether clients are so unathimat a practitioner cannot
represent them in good faith because unethicaitslieften refuse to submit to
such a process (Curtin and Boynton, 2001).

Critics note that the process requires rationaliegion to procedural rules,
yet not all organizations are interested in ratiatecision making, leaving
open the question of whether using persuasion neicoe them to enter into
negotiation would not be more ethical than simggving them outside the
bounds of practice (Curtin and Boynton, 2001).

8. Contingency Theory:

This is a relatively new development in PR theoggduse many internal and
external factors could constrain relations with Ipd) contingency theory

suggest that organizations weigh these factorgterchine which style of PR
practice is most appropriate under the circumsw&r{€urtin and Boynton,

2001).

Accommodation, then, is not always possible or esgleairable. Instead, a
large number of factors must be carefully weighed systematically applied
in any given situation.

A decision-making framework consonant with a caoggimcy approach
expands on the Potter Box, in which agents pramittalues and publics by
defining the situation, identifying values, selagtiprinciples, and choosing
loyalties (Mc Elread, 1996). This approach, ratkleein forcing a choice,
combines deontological and teleological principlasa similar four-step
framework:

1. Confront ethical dilemma
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2. Determine individual motivation to act

3. Consider rules, principles, and duties as well asdiptions
concerning causes and consequences of actions

4. Reach decision and take appropriate action.

The result suggests a true situation ethics in wvimoral decision are based on detailed
knowledge of each relevant situation and both jgled action and a weighing of
consequences (Vasquez, 1996).

4.0 CONCLUSION

According to Seitel (2007), ethics should make aagrdifference between Public
Relations and other professions. He notes furtteright of numerous misconceptions
about the practice of Public Relations, it is ingiee that practitioners emulate the
highest standards of personal and professionatstfWithin an organization, Public
Relations practitioners must be the standard bearecorporate ethical initiatives. By
the same token, Public Relations consultants miwsya counsel their clients in an
ethical direction — towards accuracy and candor andy from lying and hiding the
truth.”

5.0 SUMMARY
This Unit discussed PR ethics as a core factor ubli® Relations practice and

management. We also considered the need for ettocatols in the industry and based
the argument on some ethical theoretical modelsSaibols of Thought that define the

practice of Public Relations.

6.0 TUTOR MARKED ASSIGNMENT

1. Discuss three Schools of Thought in Public Relatiethics and say exactly
how they influence the industry.

2. Should PR practitioners be advocates? If yes, wioald they advocate for?
Please, use valid and sound argument in making sidamission.

3. Discuss the need for ethical considerations irPiRandustry.

4. Discuss five Schools of Thought in Public Relatigonactice and state how
they influence ethical decision making processes.
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UNIT 2: INTERNATIONAL PUBLIC RELATIONS CODES OF ETHICS

CONTENTS
1.0 Introduction
2.0 Objectives
3.0 Main Content
3.1 The IPR Code of Athens
3.2 The PRSA Member Code of Ethics 2000
4.0 Conclusion
5.0 Summary
6.0 Tutor Marked Assignment
7.0 References/Further Readings.

1.0 INTRODUCTION

A code of ethics or conduct, according to Seit€l0@), is a formal statement of the
values and business practices of a corporatiorcdde may be a short mission statement,
or it may be a sophisticated document that requioespliance with articulated standards
and has a complicated enforcement mechanism.’g|S2207:113).

IPRA is the acronym for International Public Redas Association which was formally
established in London on May 1, 1955, with the d@dopof a constitution and the
appointment of the first IPRA Council. The assaomatis aimed at promoting exchange
of information and co-operation within the professi The Code of Athens was
established under the IPRA as a set guidelinesrestdictions to be strictly adhered to
by its members like every other profession in tloglevthat uphold value systems.

2.0 OBJECTIVES

This Unit basically presents two of the numerousogmized Codes in the practice of
Public Relations. At the end of this Unit, the stnodshould be able to identify and
discuss some of the critical elements of thesecathtodes in the Public Relations
practice.
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3.0 MAIN CONTENT
3.1 INTERNATIONAL PUBLIC RELATIONS CODE OF ATH ENS
The Code of Athens is presented here in full:

THE CODE OF ATHENS
CONSIDERING that all Member countries of the UnitBidtions Organization have
agreed to abide by its Charter which reaffirms fagh in fundamental human rights, in
the dignity and worth of the human person” and tieating regard to the nature of the
profession, Public Relations practitioners in thesentries should undertake to ascertain
and observe the principles set out in this Charter:

CONSIDERING that, apart from “rights”, human beingave not only physical or
material need but also intellectual, moral andaaweéeds, and that their rights are of real
benefit to them only insofar as these needs aengally met;

CONSIDERING that, in the course of their professioduties and depending on how
these duties are performed, Public Relations piaeérs can substantially help to meet
these intellectual, moral and social needs;

And lastly, CONSIDERING that the use of the tecluas enabling them to come
simultaneously into contact with millions of peopjwes Public Relations practitioners a
power that has to be restrained by the observangetoict moral code.

On all these grounds, all members of the Internati®ublic Relations Association agree
to abide by this International Code of Ethics, ahdt if, in the light of evidence
submitted to the Council, a member should be fainkdave infringed this Code in the
course of his/her professional duties, he/she kel deemed to be guilty of serious
misconduct calling for an appropriate penalty.

Accordingly, each member:
SHALL ENDEAVOUR
1. To contribute to the achievement of the moral anlfucal conditions enabling
human beings to reach their full stature and ett@yindefeasible rights to which
they are entitled under the “Universal declarabbruman Rights”;

2. To establish communications patters and channelshwiby fostering the free
flow of essential information, will make each membgthe group feel that he/she
Is being kept informed, and also give him/her amaraness of his/her own
personal involvement and responsibility, and dof/ter solidarity with other
members;

l44|Page



3. To conduct himself/herself always and in all cir@tamces in such a manner as to
deserve the confidence of those with whom he/sheesanto contact;

4. To bear in mind that, because of the relationslkeipvben him/her profession and
the public, his/her conduct — even in private - widve an impact on the way in
which the profession as a whole is appraised;

SHALL UNDERTAKE
5. To observe in his/her professional duties, the mpraciples and rules of the
“Universal Declaration of Human Rights”;

6. To pay due regard to , and uphold human dignity tancecognize the right of
each individual to judge for himself/herself;

7. To establish the moral, psychological and intellattonditions for dialogue in its
true sense, and to recognize the rights of thegepanvolved to state their case
and express their views;

8. To act, in all circumstances, in such a manneodake account of the respective
interests of the parties involved; both the intecdghe organization which he/she
serves and the interests of the publics concerned;

9. To carry out his/her undertakings and commitmenksclv shall always be so
worded as to avoid any misunderstanding, and tavdbgalty and integrity in all
circumstances so as to keep the confidence orehislients or employers, past or
present, and all of the publics that are affecteflis/her actions;

SHALL REFRAIN FROM
10.Subordinating the truth to other requirements;

11.Circulating information which is not based on efihied and ascertainable facts;

12.Taking part in any venture or undertaking whichuigethical or dishonest or
capable of impairing human dignity or integrity;

13.Using any “manipulative” methods or techniques glesd to create subconscious
motivations which the individual cannot control lwk/her own free will and so
cannot be held accountable for the actions takethem.
Author: Lucien Matrat, Member Emeritus (France). Adopted by IPRA
General Assembly, Athens, May 1965, and modified dtehran, April 1968
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3.2THE PRSA MEMBER CODE OF ETHICS 2000

This section presents the Public Relations So@étymerica (PRSA) member
Code of Ethics that was passed in 2000 as oneeo$tdndard codes the Public
Relations industry has looked up to. Some otheresotherely mimic this
particular code in its articulation of its own sand codes. The PRSA Member

Code of Ethics 2000 is presented below (withoutireg:
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PRSA MEMBER CODE OF ETHICS 2000

PRSA MEMBER STATEMENT OF PROFESSIONAL
VALUES

This statement presentlet core values of PRSA members and, n
broadly, of the Public Relations profession. Theakies provide th
foundation for the member Code of Ethics and setinkdustry standat
for the professional practice of Public Relatiombese values are ftl
fundamental beliefs that guide our behaviours aedisibnmaking
process. We believe our professional values asg totthe integrity o
the profession as a whole.

ADVOCACY

We serve the public interest by acting as resptsitivocates for thos
we repesent. We provide a voice in the marketplace adsdéacts, an
viewpoints to aid informed public debate.

HONESTY

We adhere to the highest standards of accuracyratidin advancing
the interests of those we represent and in comratingcwith the public

EXPERTISE

We acquire and responsibly use specialized knowledgl experienc;
We advance the profession through continued prioiegisdevelopmen
research, and education. We build mutual understgndredibility, anc
relationships among a wide array of institutiond andiences.

INDEPENDENCE

We provide objective counsel to those we repred&etare accountab
for our actions.
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LOYALTY

We are faithful to those we represent, while hamprour obligation t(
serve the public interest.

FAIRNESS

We deal fairly with clients, employers, competitorgeps, vendors, th

media, and the general public. We respect all opsmiand support tf
right of free expression.

The Public Relations Society of America, 33 Irving?lace, New York, NY 10003
2376




SELF ASSESSMENT EXERCISE 6.1
Is honesty a virtue the average Public Relatioastgroner is really interested in? Please,
support your stand with valid argument.

4.0 CONCLUSION

The practice of Public Relations becomes meanisglésthere is no form of
standardization of the practice. Professionalisima igunction of standardization. To
standardize therefore, the discipline requires taoseules and guiding principles that
every practitioner must adhere to. These ruleswdrat have been codified as ethical
codes. They help maintain sanity and professiomaiiisthe Public Relations industry.

5.0 SUMMARY

This Unit discussed two of the well known and gefigraccepted Public Relations
Codes of Ethics in the industry to give the studenhands-on understanding of what a
Code means, should contain, and should aim at.

6.0 TUTOR MARKED ASSIGNMENT

1. Discuss three issues or areas that the PRSA me@bde of Ethics 2000
converges with the Code of Athens.

2. Discuss the relevance of three carefully selecteths in the IPRA Code of
Athens to the practice of International Public Relzs.
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UNIT 3: TRANSNATIONAL CORPORATE ETHICAL
RESPONSIBILITIES

CONTENTS
1.0 Introduction
2.0 Objectives
3.0 Main Content
3.1 Transnational Corporate Ethical Responsisli
4.0 Conclusion
5.0 Summary
6.0 Tutor Marked Assignment
7.0 References/Further Readings.

1.0 INTRODUCTION

True International Public Relations is certainly dartaken at the level of
Transnational Corporations (TNCs) or Multinatio@adrporations (MNCs). We have
in the earlier Units discussed what makes for #éffecPublic Relations in the
Multinational Corporations; one of such that wdstiél this Unit is corporate ethical
responsibilities.

The nature of transnational businesses makes érisipe that such corporations that
operate at that level maintain a structure thatpeets corporate ethical
responsibilities so as to continue to enjoy a hgadtnd cordial relationship with its
numerous publics across all the nations where sogboration operates.

According to Seitel (2007), “an individual's or @mgzation’s ethics comes down to
the standards that are followed in relationshipth wthers — the real integrity of the
individual or organization. Obviously, a personthieal construct and approach
depend on numerous factors — cultural, religiond, @ducational, among others”.

2.0 OBJECTIVES
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This Unit will enable you to appreciate the oveargineed for transnational corporate
ethical responsibilities in Multinational Corpoxats.

3.0 MAIN CONTENT

3.1 TRANSNATIONAL CORPORATE ETHICAL RESPONSIBILI TIES

The subject matter of ethics has remained contstaleand debatable. The reasons are
obvious. Individual, cultural, and corporate di#faces will continue to interpret ethics
differently depending on the context. Seitel (2QQ7) captures this situation more
vividly when he noted thus: “No issue is solelydiar white but is rather a shade of
gray — particularly in making Public Relations dgans. That is not to say that ethical
distinctions don’t exist. They do. Philosophersotighout the ages have debated the
essence of ethics”.

Seitel (2007:111) goes ahead to give a brief insiglo some of these classical
distinctions thus:
« Utilitarianism suggests considering the “greater good” rathen twhat may be
best for the individual.
* To Aristotle, thegolden mean of moral virtue could be found between two
extreme points of view.
» Kant’'s Categorical | mperative recommended acting “on that maxim which you
will to become a universal law.”
* Mill's Principle of Utility recommended “seeking the greatest happiness éor th
greatest number.”
» The traditional Judeo-Christian ethic prescribes “loving your neighbour as
yourself.” Indeed, this golden rule makes good serswell as in the practice of
Public Relations.

Notwithstanding these distinctions in ethical issuthe imperative for Transnational
Corporate Ethical Responsibilities cannot be ovefeasized. According to Dean
Kruckeberg (1996), the following arguments suffice:

1. There is need for ethics and mutually agreed respiities because of the ever
increasing social, political, and economics impeafctransnational corporations.
Since they operate in different countries and odnt@ guiding ethics will be a
welcome development to address individual diffeesnéound in the different
operational branches and countries.

2. Elfstrom (1991) argues that corporations have #wuisite qualities for moral
agency but not as elegant as/and more complexuas fim individual humans. It
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Is expected that corporations are able to conkreir tactions and make rational
decisions when they adopt such ethical values aattipes.

3. Questions of “at which level is moral accountapiit remain controversial with
the plethora of opinions that are highly contramligt Should Transnational
Corporations become morally accountable at themédiacountries (Corporate
Headquarters/Office) or held accountable using thest nation’s moral
expectations and idiosyncrasies? Will it be acddptéhen to prescribe different
ethical values for different employees of a singdenpany because they work in
different countries and context? An attempt to arsthhese questions will obvious
get one into trouble of misjudging the situationb@ing accused of insensitivity
with regards to others cultural ethos and valudss Tontroversy then leads to
issues of relativism and universalism, the themieinext Unit.

4.0 CONCLUSION

True professionalism devoid of ethics is a farce. ddganization could survive or
sustain growth outside of professionalism in adlaar of its operations. This makes it
imperative that Transnational Corporations mustgbéded by standard ethical
considerations in every place of operation. Anyghshort of this will be anti-growth
and conflict-prone.

5.0 SUMMARY

This Unit x-rayed the need for Transnational Cogp@rEthical Responsibilities in
International Public Relations. It also considesethe valid arguments about relative
ethical issues and prescribed possible alternatemed courses of action for
Transnational Corporations faced with the dilemrhal@adquarter politics and their
ethical responsibilities in their operational bases

6.0 TUTOR MARKED ASSIGNMENT

1. Critigue Dean Kruckeberg’'s arguments on TransnatioGorporate Ethical
Responsibilities.

2. Discuss the need for Transnational Corporate HtReaponsibilities in corporate
bases of Multinational Corporations.

7.0 REFERENCES/FURTHER READINGS
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UNIT 4: RELATIVISM VERSUS UNIVERSALISM

CONTENTS
1.0 Introduction
2.0 Objectives
3.0 Main Content
3.1 Relativism versus Universalism

4.0 Conclusion

5.0 Summary

6.0 Tutor Marked Assignment

7.0 References/Further Readings.

1.0 INTRODUCTION

In the previous Unit, we discussed the need forcathesponsibilities in Transnational
Corporations. The argument led to a brief mentibrretativism and universalism as
possible theoretical outlets to satisfy the demanélsTransnational Corporations.
Relativism is like Situational ethics. An issue riet morally bad or good until the
circumstances surrounding that event are duly densd before passing judgment on the
morality of the action or the actors behind thacsctRelativism, like Relativist ethics,
permits that some moral standards could vary aaugrib cultures, circumstances and
times. Relativism is also like Situational ethicsieh considers the rightness or
wrongness of an action based on the particulaatsi or circumstance in which the
doer finds himself.

On the other hand, Universalism or Universalistastis the idea of having a common set
of ethics guiding members of the same professioara/lever they may be in the world.
An advocate of ethical universalism, Callahan (300Bed in Okoye (2008), argues that
since all human beings have a common human naliweys and everywhere, and share
universals such as language, reason, emotions anilyfsystems, there should be a
common morality that would ensure societal continand uniformity.

The debate about the applicability of Relativisnd &miversalism in International Public
Relations circles remain fluid. Multinational Corptions have always been drawn in
that debate because of the need to maintain profedism in their operational bases.
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2.0 OBJECTIVES
At the end of this unit, you should be able to:

1.
2.
3.

Describe Relativism or Relativist ethics.
Describe Universalism or Universalist ethics.

Explain the argument between Relativism and Unaless as it relates to
Transnational Public Relations.

3.0 MAIN CONTENT
3.1 RELATIVISM VERSUS UNIVERSALISM

While some Executives of Multinational or Transoatl Corporations argue for
universal ethical standards others argue that “WhenRome Behave like

Romans”. This is really debatable. Should ethitahdards change for individuals
because of environmental or situational forces?uthemployees of the same
MNC or TNC be treated differently by the same bbégause their actions were
performed in different locations? Would a wrong &abur or action suddenly

turn “right” because of the “location” or “situatib or “circumstances” of the

behaviour or action? Attempt to answer these guestivould most likely prolong

the debate or join us to the fray!

The following are earlier arguments on the debate:

Who is really right or wrong between UniversalismdaRelativism? Literature
suggests there are grave dangers in zealous napatialism of a type that may
underlay radical universalism. According to Donalus(1989), as cited in
Culbertson and Chen (1996), a large part of thduston between universalism
and relativism and a suspected primary reason fwnespeople’s apparent
attraction to a supposed relativism, is that CaltuiRelativism and its subset,
Ethical Relativism, are frequently confused withltatal tolerance. In truth,
cultural relativism bears resemblance to cultulrance.

The next argument is that Vulgar Relativism is lgagfutable. Even those who
recognize true cultural relativism have difficuldefending their position. For
example “right” can only apply to a given sociechuse it is wrong to condemn
others from different cultural context who do nbage similar values with you.
However, according to Universalist arguments, tlespect for other people’s
culture leaves our own abused (Culbertson and CI896).
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3.

In another related platform, some vocal Universalmve maintained that Radical
Relativism demeans human beings. Scholars like Bibn1989) and Christian
(1989) are critical of Radical Relativism becauskalds the concept that human
beings have no moral significance. This meansdhatis irrelevant to one’s moral
status. Christian (1989) also reported anotherndil@ the Relativists cannot
escape called “Mannheim’s Paradox” thus:

Truth, says the cultural relativist, is culture-bound but if it

were, then he, within his own culture, ought not to see his

own culture-bound truth as absolute. He cannot proclaim

cultural relativism without rising above it, and he cannot rise

above it without giving up.

Arguments for Ethical Universalism in Transnational Corporations

1.

It is suggested that Universalism should be come@tlén the determination of
Transnational Corporate ethics, although this maytémpered, according to
individual cultures and the social climates of bwst community (Culbertson and
Chen, 1996).

Donnelly (1989), as cited in Culbertson and Che&9€), has also argued that “if
human rights are literally the rights everyone pssss simply as a human being,
such rights would seem universal by definition”.

It is also argued that while respecting the badiehost cultures and host nations,
guest TNCs must also insist upon reciprocal respdoteration, and
accommodation for their own values (Elfstrom, 199d)addition, although TNCs
certainly may not be able to reform the nations nehi®r example bribery is
widespread, it may be sometimes possible for thé&es to avoid participating in
practices that they consider morally suspect (gfsf 1991).

SELF ASSESSMENT EXERCISE 6.3

1. From a practitioner point of view, defend Relatwmisagainst Universalist

arguments.
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4.0 CONCLUSION

According to Okoye (2008), when you see two othsewiespected individuals taking
opposing sides in an issue such as bribery orviecegifts from persons you are in a
position to influence a decision in their favowt instance, you can now understand that
their ethical orientation may be responsible foe thay they think. Of course, three
important factors are responsible for different ples ethical development. They are
cultural background, individual differences andiattonal contingencies (Okoye, 2008).

A good understanding of these things will make detter understanding of people and
their ways, and enhance peace in the world. Howeves should note that

notwithstanding every attempt carried out in goashstience to respect the unique
cultural values of a particular society where a twhaltional Corporation operates,
nothing outside of this should justify the passoff of a universal wrong as good no
matter the situation, circumstance, or environment.

5.0 SUMMARY

This Unit focused on the ongoing debate betweeatRedm and Universalism and how
Transnational Corporations are drawn in the battle their quest to maintain

professionalism through ethical responsibilities.this Unit, we explained Relativism
like Relativist ethics which permits that some mai@ndards could vary according to
cultures, circumstances and times. On the othed,Haniversalism or Universalist ethics
is also explained as the idea of having a commomfsethics guiding members of the
same profession where ever they may be in the world

6.0 TUTOR MARKED ASSIGNMENT

1. In what situations or circumstances will you jugtRelativism as a right course of
ethical action to take?

2. Discuss the argument that Relativism dehumanizesahibeings.

3. How can Universalist principles be implemented l|h aperational offices of
Transnational Corporations without abusing or digeeting the culture of such
host communities?
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MODULE 7: INTERNATIONAL PUBLIC RELATIONS AND NIGERI A’S
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Unit 4. How to Apply International Public Relatior&rategies in Dealing with
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UNIT 1: WHAT LED TO NIGERIA'S IMAGE PROBLEMS?

CONTENTS

1.0 Introduction

2.0 Objectives

3.0 Main Content
3.1 What Led to Nigeria’s Image Problems?
3.2 Nigeria’s Image Abroad

Self Assessment Exercise

4.0 Conclusion

5.0 Summary

6.0 Tutor Marked Assignment

7.0 References/Further Readings.

1.0 INTRODUCTION

Nigeria is the most populous black nation in theldidut with a terrible, poor global
image. This case study approach is meant to tageofessional look at the Nigerian
situation to identify the issues that caused hévatee negative global ratings.
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2.0 OBJECTIVES

This unit is about the factors that led to the miggaimage Nigeria has in the global
community and the state of such image. In essemee,shall consider how the
international community perceive Nigeria and Nigasd everywhere they are found.

3.0 MAIN CONTENT
3.1 WHAT LED TO NIGERIA'S IMAGE PROBLEMS?

Adlai E. Stevenson, an American Democratic pohicand one-time Governor of lllinois,
notes thus: “We can chart our future clearly andelyi only when we know the path,
which has led to the present.”

In the 70’s, the oil boom in the country gave risehigh standards of living amongst
Nigerians. This gave birth to rural-urban migratmihmostly school leavers in search of
white-collar jobs in the urban cities. As a resalgyiculture, which was the mainstay of
the nation’s economy, was neglected. The whiteacgtibs anticipated were not there in
the urban cities. Frustration set in, the only wayto survive was crime such as robbery,
theft, prostitution and other fraudulent practices.

As the economic recession became difficult the 8haBegime introduced Austerity
Measures from 1979-1983. Part of this measure reduhe devaluation of the Nigerian
currency - the Naira. This led to open market sysfer obtaining foreign currency,
which became very high, especially the Dollar and Pound Sterling. Getting these
currencies became a very lucrative business and essult, some criminally-minded
Nigerians both at home and abroad became drug $and pushers. The fraudulent
practice popularly called 419 became the orderhef day in order to amass foreign
currency. To wash our dirty linen in the publicetmass media were publishing these
activities without inhibition.

Atwood and Bullion (1983) write: “Mass media are ttentral instruments in determining
maps of the world beyond our immediate sensory rexpee.”

The way the mass media emphasize an event inflasetiee way the audience will
perceive such event — whether important or uningmbrtOkigbo (1990) supports this
view when he notes that:

The way a country is reported in the media can influence the

kind of image the audience or public will have about the

particular country because the media sometimes set the

agenda for the audience.
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In summary, the following points led to Nigeria'sgative global image situation.

1) Oil boom in the 1970s
This was the period Nigeria made so much money fditthat how to spend it
became a national issue.

2) Rural-urban migration of school leavers in search bwhite collar
jobs
Youths heard about so much money in the cities taeg decided in large
numbers to go look for this greener pasture. Unfately, the so-called white
collar jobs where nowhere to be found.

3) Abandonment\neglect of agriculture
When the youths left the villages for the citidse fagricultural sector was left
in the lurch.

4) Frustration from unemployment which led to crime
The youths that migrated from the villages to siseiddenly came face to face
with reality - no white collar jobs to match themioer that required them.
They needed to survive and crime became one e@spative.

5) Economic recession in the 1980s
Suddenly, the oil boom led to inflation and the seduient economic recession
that stepped in was so catastrophic.

6) Devaluation of the Naira (making it a weak currency and over-
valuation of the dollar, pound sterling (seen as hd currencies)
Getting hard currencies became a very lucrativénless.

7) Drug pushing, criminal activities and foreign prositution to obtain
hard currenciesbecame the order of the day.

3.2NIGERIA’S IMAGE ABROAD

Due to the activities of a small percentage of lthgerian population, some of
them in high positions of authority and influenees have incurred a bad name in
the international community, especially North Ancarand Western Europe. Many
of the drug traffickers and their barons, using finast unlikely methods to carry
out their illegitimate businesses and fraud, hagenbcaught and jailed in those
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foreign lands where they operate. Others who aregbbunted at home have
sought asylum in Europe under false claims of begogtical refugees. These
desperate Nigerians see their actions as the oaly aff earning a decent living.
But | ask, can a decent living come out from anegeht activity or business or
pursuit? | doubt.

Umezurike Oji, in the Guardian of March 31, 1993¢a@nctly captures Nigeria’'s
image challenge thus:

Nigerians are now suspected in many western countries as

potential drug traffickers and deceitful people. At

international airports, Nigerians are readily picked out of

gueues for special searches while their luggages are

inspected with the greatest suspicion. The experiences of

Nigerians abroad is the opposite of hospitality and respect

with which foreigners, especially from the west, are treated

by Nigerian officials and the general populace.

History has it that in 1993, a minister of justiceNigeria was stripped naked in
New York at the port of entry during a special sbasf Nigerians.

Though then recent records show that there is aiderable and drastic reduction

in the number of Nigerian drug traffickers and fiaters through the vigilance of

the law enforcement authorities and other secwggncies; the harassment and
intimidation of Nigerians still continue abroad.

The picture | am trying to paint here is that Nigexr image abroad is so battered
that Nigerians there and at home are now veryrhitith themselves at the way
and manner the country’s name is being soiled dajlyunscrupulous Nigerians
just for the sake of dollars and pounds.

Nigeria, our pride and nation, has become a sanfrsbame and laughing stock of
the world. Those who travel frequently come bacthwiews of hurt, humiliation
at foreign embassies and at entry points in theidgarlands. This is an unhealthy
development that points to all Nigerians as degkepeople both at home and
abroad. It will take a very long time before weagseople and a nation can redeem
our image and be trusted again by the internati@mmhmunity. Ladies and
gentleman, | am very positive and happy to say dfiahope is not lost yet. With
IPR and Advertising strategies, Nigerian's batteaad bruised image will surely
be redeemed. But, first, let's have an overvieveahe of the efforts of Nigeria’'s
past and present governments’ efforts and resaiarts this.
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In summary, Nigeria is usually regarded as follows:

1. A corrupt nation and people

2. A nation of drug traffickers, users and barons

3. A nation with so many cheap, local and internatigmastitutes.

4. A crisis and conflict ridden society and majoritlyits citizens refugees
(they are always applying for residences with ttagm).

5. A nation of fraudsters (419 news)

SELF ASSESSMENT EXERCISE 6.4

1. Discuss how the action of 419ners negatively workgainst Nigeria’'s
global image rating.

4.0 CONCLUSION

Nigeria's image situation is a combination of mdagtors. However, the oil boom
of the early 1980s and the migration of young sthemvers from the villages to
the cities contributed a lot to the damning conditine nation found itself.

5.0 SUMMARY

You have learnt in this unit what led to Nigerig®bal image problems and how this
affects the current image situation.

6.0 TUTOR MARKED ASSIGNMENT

1. Discuss a possible 10-point-factor that led to Najs image problems.

2. Is it possible to deal with the current Nigerialselzal image situation?
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UNIT 2: HOW DID THIS IMAGE BECOME AN INTERNATIONAL
ISSUE?

CONTENTS

1.0 Introduction

2.0 Objectives

3.0 Main Content
3.1 How Did this Image Become an Internatidealie?
3.2 Effects of Nigeria’s Global Image

4.0 Conclusion

5.0 Summary

6.0 Tutor Marked Assignment

7.0 References/Further Readings.

1.0 INTRODUCTION

Nigeria’'s global image situation could have beettdoenanaged if the way and manner it
was portrayed in the international media was psibesmlly handled. This is the major
focus of this session. We shall also consider thesiple effects of the global image
challenges.

2.0 OBJECTIVES

In this Unit, you are expected to kndwow Nigeria’'s image problems became an
international issue and the effects of Nigeria'slgall Image on the body polity.

3.0 MAIN CONTENT

3.1HOW DID THIS IMAGE BECOME AN INTERNATIONAL ISSUE?

1) Through the activities of our leaders who stashestdunds away in
foreign banks.

2) Through the activities of private citizens in Diasp who engage in
illegal businesses and crimes.

3) Through the actions of Nigerians who seek asylufoieign lands.
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4) Through the activities of Nigerians who dupe foneigs at slightest
opportunity.

5) Through the Nigerian mass media.

3.2 EFFECTS OF NIGERIA’'S GLOBAL IMAGE
1) Foreign humiliation and shame at embassies, agpfanteign lands etc.

2) Wrong perception of Nigerians as mostly fraudstesceitful people,
prostitutes, common\big time criminals and unpétielements.

3) Wrong perception of Nigeria as a corrupt, povetticken, conflict\crises
ridden and materialistic conscious nation.

4.0 CONCLUSION

Nigeria’s global image during the 1980s became @ ¢opic in international media

circles because of the tactless manner it was bdraly the local/national media. More
worrisome is the effect of this negative image adgexians generally. As noted here,
humiliations at embassies and high commissionsigefi are testament to the fact the
negative global image was something no one deBoretthis great nation.

5.0 SUMMARY

In this unit, you have been exposed to how Nigglidal image of early 80s became a
real global concern and the potential outcomedtefrgts to remedy the anomaly.

6.0 TUTOR MARKED ASSIGNMENT

1. Discuss in details the role the media played itirggeour dirty linen in company.

2. Is the global community’s reaction to Nigeria’s lggd image justified?
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UNIT 3: EFFORTS OF PAST NIGERIA’'S GOVERNMENT AND
EMINENT CITIZENS AT ENHANCING NIGERIA GLOBAL
IMAGE

CONTENTS

1.0 Introduction
2.0 Objectives
3.0 Main Content

3.1 Efforts of Past Nigeria's Government and EminCitizens at Enhancing
Nigeria Global Image

3.2 Why These Efforts Have Not Paid Off Completel
SELF ASSESSMENT EXERCISE
4.0 Conclusion
5.0 Summary
6.0 Tutor Marked Assignment
7.0 References/Further Readings.

1.0 INTRODUCTION

The Nigerian Government and some eminent pers@slitave taken concerted steps
towards giving Nigeria a new face in the comityNdtions. These efforts range from
international travels by Government officials toshing of international events. These
efforts were primary meant to reintroduce Nigeritbithe comity of nations as a good
member. However, due to certain obvious reasomsesuf the dividends expected have
failed to arrive. These are part of the issues wldwghlight in this Unit.

2.0 OBJECTIVES

This Unit focuses on efforts of past Nigeria’'s gawaent and eminent citizens at
enhancing Nigeria’s global image and why thesereffoave not paid off completely. At
the end of this Unit, you are expected to be atle t

1. Identify the various efforts of past Nigeria's govment and eminent citizens at
enhancing Nigeria’s global image.
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2. Discuss why these efforts have not paid off conabyet

3.0 MAIN CONTENT

3.1 EFFORTS OF PAST NIGERIA'S GOVERNMENT AND EMIN ENT
CITIZENS AT ENHANCING NIGERIA GLOBAL IMAGE

Nigerians have never been so concerned aboutithaege abroad as in recent times. The
efforts of past Nigerian governments and eminegeNans to maintain a clean image for
the country has not had a positive effect on thermational community because there has
not been systematic and continuously persuasivienigges and knowledge to make
others see Nigerians as people with respect forahitsn and human dignity, for
legitimate authority and the dignity of labour, pest for positive morals and as a people
who shun social ills in any form (Nwosu, 1990).

At the inception of the Obasanjo’s administration1i999, the President embarked on
numerous foreign/oversee trips. When queried bydmnght groups, opposition parties
and the general public, the administration clairttet such trips were necessary because
of Nigeria’'s battered image. The president andes argued relentlessly that the travels
were necessary so that Nigeria’'s pariah statusddoeichanged. There was no week the
President and his men were not in one foreign nairadhe other. This, however, attracted
some positive image to the nation. Since the théas@njo administration took off,
Nigeria hosted the US President, the British Privhirister and a host of other notable
politicians and world leaders who shunned Nigeame few years back because of our
undemocratic tendencies (Nwosu, 1990).

Many other conferences have also been held oNitprian soil. The country hosted the
Commonwealth of Nations Summit, several AU Sumnats] others. These signified the
re-admission or re-acceptance of Nigeria in thermdtional community. Nigeria being in
the forefront of the quest for a permanent segir@senting Africa) at the UN Security
Council is clearly indicative of the country’s pees$ global acceptance, status and image
(Nwosu, 1990).

In summary, the Nigerian Government and eminenividdals have done the following
to help readmit Nigeria into the international coomity:

1. Embarking on numerous foreign tips by the then MNage President, Chief
Olusegun Obasanjo, political leaders, and top gowent officials to integrate the
nation back into the comity of nations; represemgeia in the international
media; and have opportunity to address Nigeriai3aspora.
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8.

9.

Invitations to and successful hosting since 199%aoiid leaders like two United
States Presidents, a British PM, Her Majesty theepuof England, the Royal
Family from England, an Australian PM and a hosbibfers. The effects of these
visits are far reaching and positive.

Successful hosting of international events like 1999 Under-20 FIFA World
Cup, Commonwealth Heads of Government meeting (CMQDGAII-Africa
Games etc.

Leadership of African Union and other affiliatesca 1999.

Bid to become a Permanent member of the UN SECURTDUNCIL.

Bid to host the 2014 Commonwealth Games (which teaaly failed).

The fight on corruption.

Payment of Nigeria’s Debts\Debt Relief.

Winning of the FIFA Under 16 World Cup

10. Undertaking of international advertising projeesd other image laundering

efforts using the international media as channels.

11. Launching of a Rebranding Nigeria project.

12.Etc.

3.2 WHY THESE EFFORTS HAVE NOT PAID OFF COMPLETEL Y

Notwithstanding the efforts of the various Nigeri@overnments since 1999, much still
needs to be done to make Nigeria completely acdeipteéhe international community
without suspicion. According to Walter Lippmann, his book ‘Public Opinion”: The
development of the publicity man is a clear sigattthe facts of modern life do not
spontaneously take shape in which they can be kntvay must be given a shape by
somebody.

Perhaps it was this reason and more others thatgieal Professor Jerry Gana when he
called for the urgent assistance of PR practitiomeredeeming Nigeria’s badly battered

170 |Page



image abroad. Whether the call was a mere politiaikl or backed up with necessary
required efforts, it could be clearly seen when a@oesiders the qualification of the
president’s men who are running his information aoblic affairs unit (Nwosu, 1990).
The fire brigade approach to issues and non-invastin PR activities to make known to
the world the effort of Nigerian government and soeminent Nigerians laudable efforts
to eradicate all anti-social elements of some Nager abroad and at home should be
discouraged (Nwosu, 1990).

A lot is going on but little is being said and ewehen the saying is done, they are done in
most unprofessional manners. PR is not just abourgdalone, it is also about talking.
Professor Wole Soyinka, Professor Chinua Achebé&f@meka Anyaoku and a host of
others are eminent Nigerians whose impact in thermational community has brought
some positive image for the nation (Nwosu, 199@t Bow much of their activities and
personalities are craftily and professionally comioated to the larger world? The
answer is obvious: very little indeed! Why? The iediate reason is that International
Public Relations principles and professionals afelasn involved in government and
public communications efforts.

This anomaly has to be redeemed because no mhdeeffort made to redeem the
country’s battered and bruised image, and the ssceehieved; if such efforts and
successes are not properly or professionally conated to the public, they will amount
to nothing and the wrong impressions will persist.

In summary, however, the following reasons are satggl as the main issues why the
various efforts of different Governments prior @9 had failed to get the desired results:

1. We are still doing some of the things that led wshie present situation. Take a
look at the charade called April 2007 General @est organized by the
Obasanjo administration. This alone has the capaziteturn us back to the dark
days of Nigeria’'s diplomatic quagmire as a natidncorrupt leaders, election
riggers etc.

2. The efforts have not been systematic, well strectuand well executed.
Therefore, it is not yet well with our image.

3. The efforts have not been continuously sustainedther words, consistency and
continuity are always lacking.

4. Some of the techniques are not persuasive enough.

171|Page



5. International Public Relations strategists and espéiave not been duly
consulted in the formulation of the plans\programmmend so their skills,
knowledge and experience have not been duly exploit

6. The executors and implementers of these prograensarknowledgeable in IPR
management. This means government hardly make®fubdeR strategists and
professionals to achieve the positive image hope.

7. The use of the Fire Brigade approach. Waiting foissue to get out of hand, and
become a real challenge before it could be addiesséandled. Do you know
why Nigeria may never win the FIFA senior World Cug/e have never had a
minimum of a solid four-year action plan for ourotball and the World Cup
comes up every four years!

4.0 CONCLUSION

Building and sustaining favorable national imag®@as$ an easy task. The situation
Is even worse when the image of that nation haa beated for over a period of
time. But with the use of IPR programmes or stige@s stated in the next topic,
the image of this nation called Nigeria is boundhange to a positive one.

5.0 SUMMARY

This Unit discussed the Nigerian global image peotd with particular reference to the
various efforts of the Nigerian Government sincO@4. remedy the situation. The Unit
also focused on the suggested reasons why sontesé¢ efforts have not worked well
perfectly.

6.0 TUTOR MARKED ASSIGNMENT

1. Discuss 10 solid steps Nigeria has taken since 189&ddress its poor image
situation.

2. Discuss seven possible reasons why efforts of govent to address negative
image challenges may not work well.
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UNIT 4. HOW TO APPLY INTERNATIONAL PUBLIC RELATIONS
STRATEGIES IN DEALING WITH NIGERIA’'S IMAGE
PROBLEMS

CONTENTS
1.0 Introduction
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Nigeria’'s Image Problems
4.0 Conclusion
5.0 Summary
6.0 Tutor Marked Assignment
7.0 References/Further Readings.

1.0 INTRODUCTION

International Public Relations strategies are nagim wands that solve all problems.
However, when they are consciously and consisteafiplied to identified image
situations they work like magic wand. Understandmgherefore very vital to effective
application of such principles and strategies. &ine used Nigeria as our case study
here, we would customize the strategies to addtesdNigerian image situation. The
same strategies could also mean doing somethirigretit if the case study scenerio
changes.

2.0 OBJECTIVES
At the end of this Unit, you should be able to iifgrand apply IPR strategies to solve

image problems of organizations, institutions aatiams.
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3.0 MAIN CONTENT

3.1 HOW TO APPLY INTERNATIONAL PUBLIC RELATION S
STRATEGIES IN DEALING WITH NIGERIA'S IMAGE
PROBLEMS

Nigeria’s image problems and challenges could bkaeced through the following
programs and ways:

1. Through the Establishment of Cultural Centres:
Cultural centers should be set up abroad and nia@tta Within these centers,
different types of cultural activities should besglayed. Dr. G. G. Darah defines
culture as, “the philosophical touchstone of evdeyelopment. It is the aggregate
and state of the experience, thought, sciencertefbond technical equipment of
people with which they define their relationshipal anegotiate their transactions
with the rest of the human community.”

Admanson Hoebel on his part defines culture as fiitegrated sum total of
learned behavioral traits which are manifested simated by the members of a
society.”

Culture Policy for Nigeria, published by the Fedevinistry of Culture, defined
culture as:

The totality of the way of life of a people in their
attempts to meet the challenge of living in their
environment, which give order and meaning to the
social, political, economic aesthetics and religious
norms and modes of the organization thus
distinguishing a people from their neighbors.

Note: More definitions could be cited in Ekeanyan(@008) as listed on the
resources section.

Culture from these definitions is not merely a retto the customs of the past. It
embodies the attitudes of a people to the futuréheir traditional values faced
with the demands of modern technology, which is essential factor of
development and progress. This will give foreigrearsopportunity to get a better
picture of our nation (Nwosu, 1999).

In summary, cultural centers should be set up abtoapecifically showcase the

rich cultural values of our great nation so thatefgners or nationals of such
countries could appreciate and understand us élveosu, 1999).
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2. Organizing International Trade Fairs:

International trade fairs like Lagos and Kadunannational trade fairs organized
yearly is another IPR strategy to project Nigeria@mge in the eyes of foreigners
in the quality and technological development of tbeuntry. This has the
potential/or may lead to bilateral talks betweergedia and other countries.
International Trade Fairs offer opportunity of ir#etion with foreign participants
to sort out the way of enhancing the technologarad societal development of
both nations in the bilateral talks and fairs.

3. Organizing Seminars Locally And Internationally:

Seminar is another potential tool of IPR becauseffiérs the participants the
opportunity to rub minds together and share idea lenowledge. During the
Babangida administration, a very effective semimaas organized under the
auspices of the Nigerian Institute for Cultural éntation (NICO). The theme of
the seminar was “Perspective in Nigeria’s Cultidgllomacy”. This seminar drew
participants from the academia, private/public @exct of the economy,
Embassies/High Commissions in Nigeria and otheermational organizations
(Nwosu, 1999).

The then minister of Information and Culture, Pesf&r Jerry Gana, used the
opportunity to appeal to diplomats in Nigeria tov& to acquire better knowledge
and understanding of Nigeria's diverse culturesiew of their proximity to and
daily interaction with the people. He said thateaf@ct society exists only in theory
books and that every society has its own sharentfsacial elements. That our
society places a high premium on such values asdtgrfair play, justice, the love
of good name and brotherliness. He urged the forpagticipants at the seminar to
convey to their peoples and governments the pesralities about Nigeria and
her people (Nwosu, 1999).

These kinds of fora acquaint foreign participanithvihe finer qualities of the
country and personal interaction with the peopld aith their warm hospitality.

This will make them to understand Nigeria and thdous efforts to grapple with
problem of national development.

4. Periodic Organization of Press Conferences:
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Press conferences as IPR tools give a governmemttibmary the unique

opportunity to meet the public, especially the rin&ional public and media in

person in order to correct misconceptions and @si@and programmes of the
nation. It also offers opportunity of feedback frahe public to the government.
For international press conferences, the public #wedinternational media get a
first hand opportunity to see Nigerian realities.phess conferences held in public
relations spirit, wonders always happen. A fool ldoaven give a wise man
counsel. This presupposes that every conferenoesidt-oriented and essentially
Omni-directional, if not multi-purposeful (Nwosu999).

5. Use of Conference Centres:
Conference centers could be used as talking shdpsrewideas are freely
exchanged or marketed for public welfare. It transfs the lives, reshaping the
collective destiny through the creation of bettergpective for peace, equity and
cultural understanding. By and large, mutual undeding and cooperation will be
established.

6. Effective Community Relations Application

Using this strategy as IPR tool, Nigerians abrohdukl be encouraged to
participate in community development and seek dgaoepe on such occasions from
those who never accommodate them. Nigerians shidelatify themselves with
hopes and aspirations of their immediate localiigoad. This will help to correct
misconception and answer criticism and repel astabi foreigners who are
misinformed about Nigeria and her people. It hefmvince foreigners or
nationals of a particular foreign country where @tigns reside, that Nigerians are
capable of maintaining laws and order in any sgdie¢y find themselves. This is
inferred from a basic PR rule that doing good ibasic requirement for a PR
campaign to succeed (Nwosu, 1999).

7. Effective Media Relations

The media are central points on which a communitgterpersonal and inter-
organizational relations hang. Because of the vitéd of the media in modern
society, it is impossible to successfully perforiR Buties without the media. In
this respect, PR professionals and practitionerstymas matter of priority and
strategy, maintain a cordial relationship with themd use their services to
facilitate the flow of information to the greatezrgerality of the people. Open door
policies should be established where press menwanden at all our foreign

embassies and high commissions could come in daduestions to clarify issues
concerning our nation’s activities and her natisn@his IPR tool will ensure in the
long run that information about Nigeria is not dis¢d in the global media.
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Nigerian embassies and high commissions should glile necessary assistance
to any medium that is out to correct any distordedmnisconceived information
about Nigeria and her people (Nwosu, 1999).

8. Sponsorship of Sports Activities:
This also helps to enhance Nigeria’'s image abr8agause sports activities are
now political weapons in the international arernirt use as an IPR tool is now
common amongst nations. After the Nigerian DreamnTevon the football events
of the Atlanta 1996 Olympic Games, Nigeria's imaj®t up positively in the
global media. It will amount to sheer ignoranceeathat superlative victory at the
Games for any European or American to ask a Nigeviaere the hell is Nigeria?

9. Sponsorship of Literary Works
The Nigerian government’'s sponsorship of literaryorke of well
known/internationally acclaimed personalities likRrofessors Chinua Achebe,
Wole Soyinka, Chimamanda Adichie and many renowoibers will go a long
way in polishing our tarnished image abroad. PswesSkid Gates, at Wole
Soyinka’s birthday celebration in 1993 said thageétia should be proud of
producing such a prolific and patriotic writer wieoworks will endure for a long
time to come. According to the scholar, Harvard vdrsity in US has opened
Wole Soyinka Archives at Houghton Bare Book and damipt Library. This will
tell foreigners that there are still some Nigeriars are honest and dedicated to
their professional calling in life. Everybody in dédiria is not a 419niner or
fraudster or trickster (Nwosu, 1999)!

10.Film and Documentary Film Production:
The government should encourage films that areecetiton our culture and some
of them should also be taken abroad to be airexbine selected media abroad to
give Nigeria a true and realistic image repres@natverseas. Documentary films
that package Nigeria’s image positively should alse sponsored by the
government and distributed abroad. For instanadpa@mentary on the Nigerian
Drug Law Enforcement Agency (NDLEA), was aired omANin July, 1993, and
centered on the activities of the agency againsg draffickers. When such a
documentary is aired abroad, it will enable thageifjn nations know the Nigerian
government’s stand on drug trafficking and othéatesl issues (Nwosu, 1999).

The EFCC is currently on a crusade against all $owh financial crimes in

Nigeria. Is the international community adequatafgrmed about the activities of
this agency with regard to issues of financial gption? Documentary productions
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could be one sure way to get the message out tigatridl as a nation is fighting
corruption head-on (Nwosu, 1999).

11 Advertisements in the International Media

Advertising in the international media especially topical and contemporary
issues and policies about the behavior of itsemtizin Diaspora and at home will
go a long way in exposing Nigeria’s stand on susbués. This will erode
misconception about the nation. It can also be dbrmugh a public information
series, which should appear in volumes under paldmns in newspapers and
magazines to offer the reader as much informat®mpassible about the reality
concerning Nigeria (Nwosu, 1999).

12 Crisis Management

In spite of well-organized PR programmes as statsale, the ability to manage
crisis must be ensured when there is an attackigygn media and government on
some Nigerian behaviors or misconstrued governipelities or action which may
be blown out of proportion. In some cases, sucsiwill end up as a blessing
because they will give us the opportunity to fiphtk and in the process do what,
we might have overlooked, through explanationss@me occasions, there will be
need to quietly educate the people concerned aydgtiernments concerned instead
of generating these crises through open conframstiThe ability to manage crisis
of international dimension goes a long way to ablbut our national image. This is
the reason it is adopted here as an IPR tool (NWI320).

4.0 CONCLUSION

Enhancing Nigeria’'s image abroad through IPR mustbbacked by a high moral

standard in behavioural attitude of Nigerians kyiabroad. As image makers and
sustainers of a nation’s image, PR is to articypaigciples and enlarge understanding
of the national, inspire all members to do theistbeheerfully, and influence or

restrain other members from doing or saying angttdetrimental to the nation’s

welfare. Bringing to public attention though appiape media significant facts,

opinions and interpretations which will serve toepethe public aware of

government’s or the nation’s policies, actions pridrities (Nwosu, 1999).

The continuous striving to win recognition has givese to a deepened sense of
social responsibility among entrepreneurs or ogions or governments. It is PR

that facilitates and ensures an inflow of represt@rg opinion from an organization’s

several publics so that its policies and operationsy be kept considerably

compatible with diverse needs and views of thegdigai
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| am of the opinion that if these selected IPRtsg&s are carried out throughout our
embassies and high commissions abroad, the attibfideost countries towards
Nigerians abroad will change automatically.

SELF ASSESSMENT EXERCISE
1. Discuss two ways two of the IPR strategies couldfg@ied in dealing with

electoral offences and violence n Nigeria.

5.0 SUMMARY

This Unit customized the IPR strategies alreadgudised in previous Unit to
address the Nigeria’'s image challenges.

6.0 TUTOR MARKED ASSIGNMENT
1. Discuss how you can practically apply IPR stratedee solving a nation’s
image challenges.

2. Are the strategies discussed here workable foriNatibnal Corporations?
Please, support your response with valid argument.
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