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UNIT 11 : WRITING FOR PUBLIC 
RELATIONS1
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11.0  INTRODUCTION 

Communication plays an essential role in effective public relations. To say 
that communication is the nervous system of an organisation, will not been 
an exaggeration. Public relations facilitates the ow of communication in 
its desired form between the organisation and all its stakeholders.
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Practice of Public Relations The stakeholders for any organisation can be broadly divided into two, 
viz., the internal stakeholders and the external stakeholders. To achieve 
the organisational goals, the PR practitioners need to work on the trinity: 
namely, audience, message, and medium for effective communication. 
To quote the Public Relations Association of America (PRSA), “Public 
Relations is a strategic communication process that builds mutually 
bene cial relationships between organisations and their publics.”

11.1   LEARNING OUTCOMES 

After working through this unit, you should be able to:

 Understand the importance of communication in PR

 Gain the skill of writing for internal publics

 Formulate the writings for external publics

 Know the nuances of writing for media

11.2  IMPORTANCE OF COMMUNICATION IN PUBLIC 
RELATIONS

As explained in the Introduction of this Unit, two-way communication 
is essential for public relationsand written communication is especially 
signi cant.

The type of communication and the selection of the tool depends on the 
stakeholders whom it is intended to address.

11.2.1  Identifying the Stakeholders

The stakeholders or the target audience can be de ned as those critical 
groups of people upon whom rests the success of an organisation. It is 
important for the PR practitioner to nd where the various stakeholders 
are located, what their expectations are from the organisation, and why 
the organisation is dependent upon them. Every organisation deals with a 
variety of stakeholders that can be broadly divided into two, namely internal 
and external stakeholders.

Internal stakeholders broadly comprise of employees, shareholders, and 
families of employees.

External stakeholders encompass policy makers, opinion leaders, 
competitors, professional bodies, special interest groups, media, customers 
(industrial, wholesalers, dealers, consumers), potential employees and the 
public at large.

An organisation has certain communication obligations towards its 
stakeholders which need to be articulated by the PR practitioner. The public 
relations function serves as a link between the management and its different 
stakeholders. It must ensure responsibility and responsiveness in policy and 
information to the best interests of the organisation and its stakeholders, and 
in this process, communication gains great signi cance.

Know theee nuances of writing for media

11.2  IMPORRRTAANNCCE OOFFF CCCOOMMMMUUUNNNIICCCAATTION IINNN PPPUUBLIICC RR
RRELAATTTIONNS

AsAsAs expllaineded iinn thee Inntrooduccction of thiss UUnit, ttwo-wwaya ccommmum niicac ttionn 
isisi essss enntial forrr pubblic relalaationsasasandndnd wwrittten commmunnicaaatitt onnn iiss s espppeciiaala ly 
sisigngg i caant.

Thhe tyyppe of f coommmm unication nn ana d thhhe e e selection of the tool depends on the 
staakehhoolderss whohh m it iiisss ininintetetendnn ededed tttooo adadaddresesessss.

11111.2.111  Idennntifyyying the StSS akkkehehoooldededers

Thhe e e ssts akehehe oldeeers or the target audience can be de ned as those critical
grgrgroououps ooof peoppple uponnn whwhhomomom rrrese ttts tthhehe suucuccececessssss oooff f annn ooorrgrganananisisisatatatiooon.n.n. IIIt isisis 
iimpoortrtr ant for ththhe PR prar ccctiiitionenenerr r totoo ndndnd wwwheeererere ttthhehe vvvarararioioioususs ssstatatakekekehhholdddeeers
ararree e lol cated, wwhahh t theiirr r exexexpppectctctatatioioionsnsns aaare fffrrrom m m thththeee orororggganininisasasatititiononon,, ananandd whwhwhy 
the organisation is dependent upon them. Every organisation deals with a 
variety of stakeholders that can be broadly divided into two namely internal
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Writing for Public Relations11.2.2  Identifying Communication Channels

In order to reach out to a disparate set of audiences, the public relations 
practitioner needs to identify the most suitable media vehicles they can 
access.
Some of the media for internal and external target audiences (TA) include 
the following:

Media for internal Target Audiences (TA)

The media for addressing the internal audiences broadly includes, 
interpersonal communication, brainstorming, house journals, video, idea 
boxes, Intranet, social gatherings, etc. 

Media for external Target Audiences

The media used to reach out to the external audiences, encompasses mass 
media, conferences, exhibitions, meets, Internet and the selective media, 
etc.

Check Your Progress: 1

Note:1) Use the space below for you answers.
          2) Compare your answers with those given at the end of this unit.
1. List the various stakeholders in Public Relations.

..............................................................................................................

..............................................................................................................

.............................................................................................................
2. Discuss the various communication channels for different target 

audiences in Public Relations.
..............................................................................................................
..............................................................................................................
.............................................................................................................

11.3 COMMUNICATION WITH INTERNAL PUBLICS

As we have discussed, internal stakeholders broadly comprise employees, 
shareholders, and families of employees.

11.3.1  Segmenting Internal Publics

As in case of the external publics, internal stakeholders are also diverse; so 
the public relations practitioner needs to understand the complexities before 
deciding on the content and channels for transmitting the messages to them. 
Audiences are often segmented on the basis of their demographic pro les 
and psychographics. 
An organisation that looks like a composite unit from outside is but a bundle 
of complexities from within. When looked at carefully, people who work 
in an organisation are divided by gender, age, educational quali cation, 
hierarchy, location, salaries, and attitudes. At a social level, they tend to 
be divided by caste, religion and color. Public relations has to win over all 
these divisions and diversities, which other departments may or may not be 

etc.

Check Your Progress: 1

Note:1)) UUsee thee sppacaca ee below for yyou annswwwers.
2) CoCoC mmparare yoyoouruu  answswswers wiith thhoseee giveen aat ththe eend off this unnit.

1.1.1. LLListstt the vvvararioiousu stakehohoholderrrs s in Publlic ReRR lationss.
........................................................................... ..........................................................
.................................................................... ...... ................................................
.............. ............................................................ .............................................

2. Diisscs ussss the variioous commmmunnniicatiooon chcc annelsls fforrr diffffefeferrentt tarrrggget tt
auaudiencees in Pubbllil c ReRelatitiions.s.s
........... ......................... ......... ............... .................. ..............................................
.......... ........... ............................... .......................... ..........................................................
....... ......................................... .......................... ...................................... .......................

1111..333 COMMMMMMUUNNNIIICCCATIOOONNN WITH INNNTERNNAAALLL PPPUUUBBBLLLIIICCCSAA

As we have discussed internal stakeholders broadly comprise employees
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Practice of Public Relations suited to do. Sitting with HR (Human Resource) desk would give data about 
the entire workforce immediately.
Lyn mith opines that while working on communication strategies, it would 
a good idea to remember the following:

 Front-line staff prefers to hear the news straight from line managers.
 Creative and specialists are generally sensitive people, so should be 

handled sensitively.
Media needs to be selected carefully to reach out to various stratas of 
employees.  

11.3.2  Employee Communication

Employee communication is about managing relationships. There is 
always a tussle, especially among the marketing, HR and public relations 
departments, as to who would handle employee communication. As 
employees are very important stakeholders of an organisation, it is better if 
the PR department handles employee communications. 
Employee communication can be through various media, such as magazines, 
blogs, video conferencing, brainstorming, events, idea boxes, and a host of 
other channel. It is an area in which the marketing or HR departments do not 
possess necessary expertise.

11.3.2.1 Genesis of Employee Communication

ichael C. Brandon cited three major phases of employee communication 
but did not speci cally label them. Lyn mith has adapted these as follows:
Stage One (pre-1960): In this phase, the predecessor was industrial 
relations, the goal was to improve employee morale; the emphasis was on 
individual orientation and solidarity; the attitude was warm and personal; 
and the focus was on people.
Stage Two (mid 1960s-1980): Here the predecessor was journalism; the 
goal was to deliver news; the emphasis was on facts; the orientation was 
towards reporting; the attitude was cool and skeptical; and the focus was 
on events.
Stage Three (late 1980s): During the current phase the predecessor 
is marketing; the goal is to implement strategy; the emphasis is on the 
organisation; the orientation is towards aiding the management; the attitude 
is business oriented; and the focus is on strategic objectives.

11.3.2.2 The Content of Communication to Employees

The pertinent question to ask before one decides on the various channels 
of communication is what to communicate. In fact ‘what’ (content) would 
determine ‘where’ (channels) to communicate. The PR department should 
ideally have a small cell within it that would handle internal communication. 
The choice of people in this cell should preferably fall on ‘peoples’ persons, 
in other words, those with great communication skills and understanding of 
human psyche. 
Experts suggest that the senior management should rst be encouraged to 
think about what needs to be communicated. A video or a house journal 
should be seen as a tactic in strategy, rather than a strategy in itself.

the PR departmmenee t haandndles employee communications. 
Employee commumm niicacatitioon can be through various media, such as magazines,
blogs, vvidideoeoo connnfereencncining, bbbrararaiinstststororo miming,, evevvenennttsts, ididdeae  boxoxeseses, annndd d a a hostst oof f
other chhanneel. IIt tt is ann areea iin whwhwhiciich hh the maarketttining g oroo HHR dded paaartrtr memements s do nott 
popopossess neceessaraary exxperrtisse.

11.333.2. .11 Gennesisii  of EmEmployoyo eeee CCCoomommuniicattion

iichaaea ll C. BBraaandonn ccitited ttthrhreeee mmaajor phaasesess of eempmployee cocommmmm unicatioon n
buut t didd nnot spspeccci cally labebeel them. LyyLynn n mith has adapted these as follows:
Staage OOne (prrre-19660)0)0)::: InInIn thihihis phphphasaa e, ttthehehe ppprererededed ceceessssssoro wwwasasa  indususustrtrtriaiaial ll 
rellationono s, theheh  goaoo l was tototo impmpmprororoveveve eeempmm loyeyeyee e e momomorararalelele;  thee emememphphphasasasis wwasasas ooon nn
innndivivividudd al ooriennntation andnn sssooolidddararariity;y;y; the aaatttiti uddde waaas s s wawawarmrmrm anddd pppersosoonal; 
ana d ththhe foccus waww s on people.
StStS agaage TwTwTwo (midii  1960s0s0s-1- 9898980)0))::: HeHeHereree ttthehehe pprereredededecececessssssororr wwwasasas jjououournrnrnalala isisism;m;m; thehehe 
ggog al wwwas to delill ver neeewws; thhheee emememppphasasasisss wwwasasas ooon fffactctc s;s; ttthehehe oooriririenenntatat tttiooon wwwas 
towawaw rds reportiniing; thee aaattttttiitituudude wwwasss cococooll anndnd ssskekekeptptpticici alall; ananand d d thththeee ffofocucuus waww s 
oon events.
Stage Three (late 1980s): During the current phase the predecessor 



241

Writing for Public RelationsAn ideal employee communication should have a mix of stories related 
to the organisation and employee achievements, namely how the 
organisation is doing, the challenges of time, competitive edge, expectation 
from employees, futuristic plans, awards won by organisation, etc. For 
employees, motivational stories on people who have made a difference, 
stories of courage and grit, their achievements in areas beyond work such 
as sports and culture, etc. would nd enthusiastic readers because such 
stories concern the people they know personally. It is important to include 
the achievements of their family members, especially children, and devote 
some space to employees’ written contributions in the journal or their skills 
like photography, sports, artistic abilities etc. All like to see their names in 
print; how well the piece is written really does not matter, but the feeling 
behind it does.
Employee communication media include house journals, video magazines, 
interpersonal communication, brainstorming, fun days, employees’ blogs 
etc.
While taking the decision on the choice of the media, the public relations 
professional will have to consider the:

 most effective media
 most ef cient media
 most credible media

As discussed earlier, it is important to know the target audience threadbare 
so that the communication is decided keeping in view the demographics and 
psychographics.

11.3.2.3  Various Media for Internal Communication

Employee communication can be a really satisfying part of the public 
relations job but it is at the same time quite demanding. The management 
and those who are affected by the communication would judge any goof up 
severely. There are no two views that publicrelations, of which employee 
communication is a part, is a top management function. Therefore, great 
caution and a balancing act is required to ensure that communication is not 
seen as a mouthpiece of the management. At the same time, the aim of the 
communication is also to re ect the management’s perspective and ethos.
Internal communication often requires designing and producing media 
materials, which broadly include a whole range of employee magazines, 

lms, AVs, instruction materials, safety manuals, bulletin boards, etc. What 
medium is the best for which message and vice-versa are eternal questions 
that constantly haunt professional communicators.
The range of media for internal communications is immense but not all 
organisations use all channels. It depends on how much importance the 
organisations give to the functions, location of the projects and the interest 
the team takes in the activity.           

Induction Literature/Information Kiosks

When new staff members join a company, it takes them time to get accustomed 
to the organisational culture. Good companies make all efforts to help new 

etc.
While taking the decision on the choice of thehh  meediaa, the public relations 
professional will have to consider the:

momooststst effecectivee medediaiaa
moooststst eefff ccientt medididiaaa
momossts  crereredidiblblee media

As ddiscuuussedd eaarlierer, ititit iiis importrttant too knoow w thtt e taargrgetet audududieiencncee tthreaadbabarere 
sooo that thheee commmmm unniciccata ion nn isi  deccidi edd kkeepiingn iin view the dddemographphphiics and 
pssychographihihicsccs..

11.3. .2.33  Variiiouo s Mediia forr Intternnnalal Commmumm nicationonon

EmEE plplployeeeeee commmmumunininiccac tionnn cananan beee a reaally ssatisfying g papartr oof f thththeee puublblb ic 
rerelalal tionnonss jjob but it is atatat tthehee sammeee ttitime qquite dddemanding. Thee managegg mentn  
annnd d d thththose whwhwho o o are afaffefectctctede  by y y thththe commmm unicataa ion wooouuld juuudgdgdgeee ananany y gogogoofofof uuup p p 
severererelylyly. ThT ere are no ttwowow vvviiei ws ttthhah t publicccrelationnns,,, ooof whwhwhicicich hh ememmplplployoyoyeeeeee
cocoommmm unicicicatata ioioonn isis aaa pppaarart,t  is a tototop managememeent functctctioioionnn. TTThhhereeeffoforerere, grgrreeaeat 
caution nn anaand a balancing gg acaca ttt iis required to ensure that communication is not 
seen as a mouthpiece of the management At the same time the aim of the
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Practice of Public Relations entrants feel comfortable through various means, which may include a 
welcome letter, an induction training programme, through literature or an 
interactive medium, such as a CD ROM/DVD, an electronic information 
kiosk, and Internet. All these media are aimed at informing such employees 
on how the organisation works, on its hierarchical structure, the decision 
making process, its product range, locations, etc.

House Journals

A house journal is the most popular channel for employee communication. 
However, not all journals are interesting from the perspective of employees’ 
interest. Bringing out a nicely packaged journal with coloured pictures is 
no guarantee that the journal would be popular. The basic aim of a house 
journal is to provide employees with a communication forum through which 
they can not only get informed and motivated but also participate in. A 
journal that has the company’s CEO on various pages is often touted by the 
employees as ‘His Master’s Voice’ and thus is not respected. On the other 
hand, a column on the CEO’s interfaces with the employees on the issues 
that concern them would in all probability be appreciated. The PR head is 
ideally the editor of the journal.
House journals come in various shapes, sizes and periodicities. The two 
popular sizes however are tabloid and the magazine size. While most house 
journals are complimentary,some are nominally priced. It would be a good 
idea to write ‘for internal circulation’ on the cover of the house journals; 
the statutory information must be published each year and the copies of 
the journal, as stipulated, must be submitted. Registered journals get some 
postal discounts.
A house journal can cover topics in a number of areas, such as the 
organization’s achievements, ful llment of targets, future plans, human 
interest stories, social news, employee contributions, etc. The mailing list 
may encompass employees, distributors, agents, opinion makers and other 
external publics. The bottom–line for a house journal is that it must satisfy 
the needs and interests of its readers. Human interest should be the governing 
principle for stories. Too many uninteresting gures and technical details 
are unlikely to interest readers. 
The steps for publishing a house journal:

Planning:

The rst step is to develop a concept that serves the organisation goals the 
best. The decision about the size, format and periodicity may be taken after 
brainstorming session with the team and the management. The popular 
formats are tabloids and magazine. While obtaining the management’s 
approval, a format must be decided and the approval presentation should 
ideally include suggested titles, masthead designs, some page dummies, 
suggested paper, and an indication of the expenditure envisaged.

Organising:

Organising is all about putting together a network. Once the management’s 
approval has been obtained, the public relations head must organise the staff 
to get the job going. The greater the frequency, the greater the need for staff.  

hand, a columnnn on ththee CEC O’s interfaces with the employees on the issues
that concern theeem wwoulld in all probability be appreciated. The PR head is
ideally ththee edede itoroo  of ththt ee joj urnananall.
House jjournnals comme inn vvariooouus sshapees, sizesese aandnn pperioioodiciicititiesess. ThThe twoo 
popopopup lar r sizess hooowevver aare tablloid anand tthe maggazinne siizee. WWhhile mmost hoousee 
joururrnalss are commmplimmenttaryryy,yy soomemem aaare nnomminaally priceed. IIIt wowow uld d beb aaa ggood d
idididea tto writee ‘fffoor innternnal cicicircrr ulatttioii n’ on thee covver oof thehehe house jjjoournnalalals; 
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inteeterererest stotot ries,, social news, employee contributions, etc. The mailing list 
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principle for stttooories. Too many uninteresting gures and technical details 
are unlikely to interest readers.
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Writing for Public RelationsDepending upon the size of the PR department at the corporate of ce and 
availability of PR staff at projects, proper networking for news gathering 
should be made.  In the absence of regular staff, it is advisable to develop 
a band of “freelancers” for writing. It is a great feeling to see one’s name 
in print. The employees will jump at the idea.  Discretion, however, should 
be used in selecting the right people for the job. The immediate step is to 
work out a strict schedule for collection, writing of stories, production and 
printing.

Publishing:

A professional PR practitioner plans several issues ahead in addition to 
the one being worked on.  As an editor, the PR practitioner must inculcate 
the habit of reaching out to people and places. It is not possible to write 
interesting editorials, cover stories and human interest write-ups while 
sitting glued to the corporate seat. Every good house journal should have a 
de nite “personality” and that is the responsibility of the PR man. In order 
to bring out the publication on time, one should involve as few executives 
as possible in the clearance of text/copy.

Distribution:

A journal loses its value if it does not reach the targeted public on time. The 
quickest and the most economical means possible must be selected to reach 
out to the readers. Some organisations distribute the journal at the place of 
work, while others mail it to employees’ homes. The obvious advantage 
of the latter means is that the potential reader is relaxed at home and can 
read the journal leisurely. Also, the family members can have access to the 
publication.

Feedback:

APR practitioner must appreciate the importance of feedback. In order to 
make the publication popular, it is necessary to make it reader oriented.  
Organised feedback through a questionnaire survey could be undertaken to 
examine the extent to which employees are satis ed with the publication. 
The shorter the questionnaire, the higher the response.  In fact, a one-page 
questionnaire should suf ce.

In-house TV is a great medium in linking up a scattered audience in an of ce 
and township. Many companies telecast addresses by the CEO to employees 
and their families during times of crises. The interim management at Satyam 
uploaded a video on its Intranet to address the concerns of employees. The 
video was later shared with the news channels also, to inform people at 
large about the management’s initiatives for the thousands of employees.

Employee Blogs

This is a newer strategy but is catching up fast. un icrosystems promotes 
employee blogging, with its CEO, Jonathan Schwartz, taking the lead. It 
is said that thousands of netizens visit the blog. The blog was created ‘to 
improve’ both communications with the public and collaborations with 
attitude developers and programmers who author third party applications 

to bring out the publication on time, one shouuuld invnvololve as few executives 
as possible in the clearance of text/copy.

Distributitionon::

A joouuru nal lololosesesess its vavalululue ee if it dododoese  not rreachh theehe targgeteed ppublliic on timme. TThe 
ququuiici keeeststs aandndnd thee moost econnomomomicalala  meaans ppossiss ble mmusst bbbe seeelecteeded too reaach
oout tototo theee reaaadeded rs. SSome organannisatttioi nss disttribbbuuute thhe jourrnnan l attt tthheh  pllacee of f
wooorrk, wwhhile e ottheherss mmmaiaiail it to eemmplloyoyees’ homoo es. ThThe obobobviviouous aadvaantagagee 
offf the latatttett r memem ans isisis thaatt the popotentntiial reeada eree  is relaxed d d at hhome anana d can 
reead the jouurnrnnalal leieissureelyl . AlAlA so, ththe fafamilyy memee bers can have access to the 
puublb icattioioon.

Feedede baackcc :

APAPPR prprpracactitioner must tt apapa prprprece iatetete ttthe iiimmpm ortatat nce of feedback. In order to 
mamamakekeke the pppububublilicaatitionon pppoopo ularara , , ititit is nenen cessarrry yy to makaake itt rrreaaadedederr oororieeentntnteddd...  
Orgaaaninin seed dd feedback thrououo ghghh aaa questststiionnaire sssurvey cococoulddd bebee uuundndndererertataakeeenn n tooo 
exexxamaa ine thththeee exexe tetentnt ttoo o whwhwhich emmmployees are sssatis eddd wwwititithhh thththee pupupublblliicicattioioionnn. 
The shshhororortet r the questionnananairirire, the higher the response.  In fact, a one-page 
questionnaire hshouldld suf ce
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Practice of Public Relations for Sun’s systems’. Today, 3000 out of 32,000 Sun employees are active 
bloggers.
Southwest Airlines encourages its employees to blog as it believes it to 
be another communication tool, which can be handled without incurring 
any additional cost. Employees were skeptical in the beginning but not 
anymore. According to company sources, the site has had more than 200 
posts and 4000 public responses in about nine months. Many of those who 
wish to share their experiences and their concerns, etc. access ‘Nuts about 
outhwest.’

According to analysts, some new companies have adopted blogging 
more rapidly than those that have been on the scene for long. Some of 
the companies that have adopted blogging include Infosys, TCS, Rediff, 
Milagrow, HCL, Cleartrip, Gridstone, Fritolay, and Naukri.

Idea-Boxes

The concept of idea boxes is to create a channel through which the 
management encourages employees to submit innovative ideas in various 
areas of activity. The management discusses the ideas and rewards those 
which can be implemented. Idea boxes are placed in various places 
throughout the of ce and the employees can drop in their ideas on issues 
that may include, improving systems and processes, or even put in their 
complaints. When sifted and seen closely this medium helps to track 
employee perceptions on various issues, areas of their concerns, and their 
possible contribution to innovations.

Shop-Floor Discussions 

Shop- oor discussions can be great morale boosters, both for employees and 
managers. The discussions can be on many subjects relating to work, targets, 
or issues that crop up suddenly. Motivating employees is an important task 
for management and public relations can play a very signi cant role by 
coining motivational messages. The management often complains about the 
lack of motivation on the part of the employees and forms its own perception 
about the reasons for this. It is important to partner with employees in day 
to day work and brainstorm with them when nding solutions to a problem.

Bulletin Boards

A bulletin board in an organisational context can be described as a channel 
for the continuous ow of news and messages concerning employees. They 
come in various sizes and shapes; some look mundane while others are 
well designed. Bulletin boards have a xed periodicity. They are generally 
placed at the exit gates of the shop- oors, but can also be seen inside the 
assembly lines.
Apart from circulars and notices, bulletin boards have become a sought-
after medium by production heads for motivating employees to reach the 
production targets. Displaying shift-wise production details on bulletin 
boards also encourages competition among different shifts.
A corner of the board can also be set aside for social news relating to 
employees and their family members. 

The concept of idea boxes is to create a channel through which the 
management encnn ourragees employees to submit innovative ideas in various
areas of activitty.yy  Thehe mmanaggemmene t didiscussseses thhe e idi eas and rerewaw rds thosose 
which ccan bbe impllemmenttededed. Ideaaa booxees aaare pplacecec d ininin variouss plaacess 
tht roughhout tthhe oof ce annd the empploll yeees cannn droop pp inn thheh ir iiiddeass on isi ssuess 
thhhataa  maay inccludedd , immprovoviing systeems andd prrocessses,, oor r evven puut inn thheirr 
coc mpmpm laiints. Whhhen ssifteed anaa d dd seseseeene closeely this meediuumu hhhelelppsps too o trtrack kk
emempllooyeee peerceeeptionsns oon vaarirriouuous ss isissuees, arareaeas off ttheheeir cononcececernrnns,s, aand theheh irir 
poossibblele conntrt ibbbution to innnnovatata ioioonnsn .

Shhop-FFloor Dissscussioons 

Shhop-- oor ddiscusuu sions cacaan bebebe gggrerereatatat mmmoooraleee boboboososostetetersrsrs,, boboboth fffororor eeempmpmplololoyeesess aaandndn  
mmam naaaggeg rs. TThT e didd scussiononns cacacan bebebe ooon nn mamam nyyy ssubjeeectctcts ss rerer lalalatititingngng tttooo workrkrk,,, tatatargrgrgetetets,ss  
or iiisssssues ththt at crorr p up suddenly. Motivating employees is an important task 
fofofor r r manananagementnn  and pppuubu lliccc rrerelalal ttiononons cacacan n plplplaaay aaa vvveery y y sisisigngngniii cacac ntntn rrrolololeee bybyby 
coc ininnngg motivatitt onal mmmeessaaaggges.s.s. TTThehehe mmmanananagagagemememenenentt t ofofofteteen n cococommpmplalalaininins ss aababoooutt thhhe
lackckck of motivatiition on thhhe e e papaparrtrt ooofff ththhe emmmplp oyoyoyeeees anannddd fofoformrmrms itititsss owowownnn ppepercrcrceptttiooon
babout the reasonono s for this. It is important to partner with employees in day 

to day work and brainstorm with them when nding solutions to a problem.
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Writing for Public Relations11.4  COMMUNICATION WITH EXTERNAL PUBLICS

We have discussed that external stakeholders encompass policy makers, 
opinion leaders, competitors, professional bodies, special interest groups, 
media, customers (industrial, wholesalers, dealers, consumers), potential 
employees and the public at large. The media for communication 
encompasses mass media, conferences, exhibitions, meets, selective media, 
etc.
The organisation chooses the media and tools for the communication 
depending upon their size, capacity and requirements.

11.4.1. Importance of Media in External Public Relations

Today media is all pervasive. It has become a vital source of information 
for people. Media has become the intermediary through which most of the 
public relations is achieved. Be it the costumers, policy makers, the opinion 
leaders, the competitors, professional bodies, special groups, media has its 
reach, hence media relations becomes an essential part of public relations.

11.4.2  How does Public Relations Fit in the Scheme of Things for Media?

The raw material for media is information that comes from various sources 
and what the reporters gather on their own. In other words, media depends 
both on primary and secondary data. Reporters sometimes may use one 
source in ling their story or multiple sources for making investigative 
stories.  Public relations is a platform for accessing both kinds of sources of 
information for the media. 

11.4.3. Writing for the media

A Public relations professional has to do a lot of writing. Such writing is not 
generally ascribed to him/her. The media writing broadly would cover the 
following:
1. News releases
2. Press handouts
3. Press notes
4. Rejoinders
5. Features

11.4.3.1 Various Kinds of Press Releases 

There are many kinds of press releases, some of which are discussed below:

Announcement Release:

A new product, the opening of a new plant, an innovative drug, the latest 
annual report, or a new policy are occasions for an announcement release.

Created Press Release

An announcement often is not attractive enough to catch media attention. 
Hence some “dressing up” is done to get good coverage, or get coverage 
when there is ‘news lull’. Inviting a celebrity or an expert to the premises 
often attracts media attention. 

leaders, the competitors, professional bodies, special groups, media has its 
reach, hence media relations becomes an esseeentnn ial papartr  of public relations.

11.4.2  How does Public Relations Fit in the SSSchemme e of Thingngs s for r MeM diia?a?

The raw w w mmateriiaal foro  meddiaiaa is informaation thatata  commes froom vavavaririouoo s soourrces
and d wwhw at ttthehehe repeporteterss gggata her onono  theirr ownn. Innn otheer wworrds, mediiaa deepennds
bobootht ooonn n prprriimi arry annd secondndndary dad taa. Repportrtrters ssommetitimeess maayy y usse oone 
ssourrrcecec  inn n llliningg thheir story ororr mululu tipple soourrccces ffor mamakkik ng iiinvvvestiigattive 
storro ies.  PPuP blblic rrelattioioonsnsns is a platattformm ffor acccesee singg bbototh kikik ndnds s ofof ssourrcess ooff 
inffof rmattioioion fofofor r the memm dia.aa  

111.4.3. WrWriti ini gg fofor r the e meddia

A PPuP blicic relatiions profefeessionnal hhas totot  do a a a lot ooof writingngg. Suuu hchch wwwririritititingng is nononottt 
gegg neeerar llly yy ascrrribibed ttooo hhih m//heheh r.. TTTheee mmediaaa wriiiting broadadadlyyy wwouououldldd cccovovoverr tttheh  
fofoollll owwwinini g:g:
1. NeNN ws rrrelele eaeasesess
2.22 PrPrP esesss hahah ndndououtststs
3. PrPP ess notes
4 Rejoinders
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Practice of Public Relations Spot Press Release

While the above two can be planned, as the name suggests “Spot” release 
is written spontaneously, more often when a crisis situation happens, like 
the closing of a plant, adverse effect of a drug resulting in deaths/ ailment, 
accident in a factory, an airplane crash etc. 

Response News Release

The media has many sources of information and often news about an 
organisation reaches them from sources other than public relations. A 
consumer activist group, an environmental lobby or a competitor may make 
an adverse comment on your organisation. On such occasions, the corporate 
communication manager will have to be ready to come up with a response 
release.

Feature News Release

Developmental stories and features on topical issues can be worked at 
leisurely and supplied to the media. Media often takes up these stories for 
weekend reading or as llers on weekdays.

Bad” News Release

In a reactive situation, especially a crisis, much like the Spot release, 
the organiations volunteer to supplying news not so conducive to their 
image. But then, it becomes a necessity at times, in the interest of sharing 
information and winning credibility of being the rst to share information. 
A crisis situation always attracts media attention, so instead of media asking 
for the happening, it works better if the organisation volunteers with the 
news.

11.4.3.2  Factors for Writing Effective Press Releases

A news release must meet the basic news criteria. Some of these include the 
following:

Timeliness:

Timeliness implies that the event is new. Timeliness also may depend on 
what is happening in the world around you and also within your organisation.

Relevance or consequence:

Events and organisations have relevance if the media can see a potential 
impact on their readers and viewers.

Proximity:

It implies that the news is local or has a local connection, if using a local 
media. If the news were of national and international importance, the 
mainstream media would often take it.

Prominence- the VIP impact:

Generally people attract attention and important people attract more 
attention. A visit by a minister, an international expert or a celebrity would 
have news value for the media.

Developmental stories and features on topical issues can be worked at 
leisurely and suuuppp lieded ttoo the media. Media often takes up these stories for 
weekend readinnngg orr aass llers on weekdays.

Bad” NNews ReRellleasee

InInIn a reaactivve e sissituatiion,, eespeccially y a crissis, mucch liikee thhe Spoot reelease,, 
the oro gaaniattioi nsnsns volluntteerer to susuppppp lyinng newws noot sso cocc ndndnducu ivivve tooo thheirr 
imimimaggge.e BBut ttheh n,nn  it bbecoomeesss a a necececessitty aat timmes, in tthe iiintnnterest ofofof shaririringnn  
innfoff rmmmaation and dd winning ccrrededibibibilitittyy y offf being the rst to share information. 
A ccrisisis situaationnon always attrtracacacts medddiaiai  attention, so instead of media asking 
forr thee happpeninii g, it wowoworkrkrksss bettttttererer iiifff the orororgagaganininisasasatititionnn vvvoloo unununteteteererersss withthth ttthehehe 
neewws.

1111 .44.3.3.2  FaFactororrs for WrWrWriti ininng g EfEfE fefefectctctivivive PrPrP ess ReReReleleleasasseseses

A A A nenenews rrrelelease must mememeete tttheheh bbbasaa icicc nnewewewsss crititterereriaiaia. SoSoSomememe ooofff thtt eseseseee inininclclcludududeee thththe e e
fofofolll owwwinini g:

TiTiTimmeliness:

Timeliness implies that the event is new. Timeliness also may depend on 
h i h i i h ld d d l i hi i i
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Writing for Public RelationsRarity/Unusual:

People enjoy a break from the routine and so do media. Small unusual 
events lighten a page or a program and help the media ll empty space. For 
instance, the Times of India has a “Bizarre” column that includes unusual 
stories from all over the world. 

Human Interest:

Readers are interested in other people, even if they are not related. The daily 
work, triumphs, tragedies and relationships of people being people have an 
inherent reader or viewer interest. Media and PR can both contribute to this 
regard.

11.4.3.3  Structure of a News Release 

Most writers speak of the foolproof “ ve Ws and one H” formula to cover 
an event. This covers- who; what; when; where; why; and how. Which 
“Ws” are to be given preference in the rst and second lead is a matter of 
judgment. Perception about this varies between the organisation that issues 
the release and the media that receives it. To illustrate, it is not uncommon 
for an  organisation to start the release with what its CEO has to say. The 
media generally prefers to pick up the crux of the story, if it has readers’ 
interest in it. The quote, if found suitable for the story is then taken. It also 
depends who is saying it, the CEO of an unknown company or a stalwart 
like Ratan Tata or Narayanamurthy.

The Lead

The news lead must meet the basic media requirement of getting the story 
across in the rst sentence or two. Some experts talk of the “20 second 
rule”. If you have 20 seconds to tell a friend about your story, what would 
you say  Write that down, and you have the rst draft of a summary lead.

The Body

What is the story about  A summary lead should contain that. What’s in 
it for the reader  Provide a reason for further reading, followed by more 
details about the happening, building on the rst lead. The last paragraph 
often should contain general information or background about the source 
of the news, person who is the focus of the story etc.  For example, if a 
news release is about the launch of a new movie by a production house, 
the last para should ideally contain the background about how long has the 
production house been in business, how many movies has it made, including 
some very successful ones. The names of the partners, or which company 
owns that production house can also be indicated.

Inverted Pyramid 

There may be many ways of writing a press release, but one has to bear 
in mind that the media is always short on time, hence it is important that 
you write a release that is news worthy and written in “media-style”, i.e., 
the way a reporter would write his/her story.  Over a period of time press 
releases written in ‘Inverted Pyramid’ style have gained acceptance in the 
media circles.                        

Ws  are to be given preference in the rst and second lead is a matter of 
judgment. Perception about this varies betweenee  thee orrganisation that issues
the release and the media that receives it. To iiillustrtratatee, it is not uncommon
for an  orgagag ninisasaatitiononn ttoo o start the releasse wiwiitht wwwhat its CECEOOO hah s tototo saay. TThe e
mediia a ggeg nerally y prreefers to pppici k up thhe cruux ofoo  the sttoryry, iff iiit hahahas reeadeers’ 
inteteerer st iiin n n itit.. ThThT e quuote, iif f f founnnd dd suitaable ffor ttthe sttoryy iss theen takken. It aalso 
dededependndnds wwhw o isis ssayaying it, ththhe e e CEEEOO off an uunknkk owwn coompmppanny y y ororr a sttalwwart 
llikeee RRataan TTTaata a oror NNara ayanamururu thy.y.

Thhhe Leadadd

Thhe news lleae ddd mumusst mmeeee t thhe baasic mem diaa requqq iremmenenenttt ofofof ggettttitit ngngng ttthehh  stototoryryry 
acrross iinn n the rst senteence or ttwwo. SSoS mee expxx erts talllkkk ofoff ttthehehe “““202020 seconononddd 
ruleee”.” IIf f f you hhave 20 ssecondndn s tototo tellelll a frieiend aabout yououour stststory,y,y, wwwhahahatt t wooouuuld 
yoyoy u sasasayy WWWritete tthahatt t ddod wnnn, annndd d yooou u u hahh veee tthe rst draft of a summary lead.

ThThThe e BoBB dyyy

WhWW at iiiss thththeee ststory y abababouououttt AAA summamam ry lead shhshould cccononontatatainnn thahahat.t.t WWWhhhat’’’s ininin 
it fffororor the readded r PProvide a rrreaeae son for furtheheer reading, ffollllol weddd bybb  more 
details ababououttt ththe hahappppenenenining, building on the rst lead. The last paragraph 
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Practice of Public Relations Graphic 11.1 The Inverted Pyramid 

What is an Inverted Pyramid Style? 

It is de ned as writing the most important information in the rst one or 
two paragraphs to cover the essential ‘Five Ws and one H’. As you proceed 
writing a press release, you have to ensure that you write from the most 
important facts to the less important facts as symbolised by the inverted 
pyramid. The wider base at the top signals the most important facts. As the 
width of the pyramid keeps shrinking, the facts also have to be lesser in 
signi cance.
If the press release is written in this professional style, it helps the news 
desk or the reporter in picking up the story as soon as it reaches him/ her 
without wasting time in trying to nd news and news value from a long 
press release. It is generally said that the reporters and the news desk use 
their scissors mercilessly when they do not nd relevance in the story in the 

rst or second paragraphs of the news release.  
The media may or may not take your headline, but the news release must 
always carry a headline so that the crux of the news is re ected instantly. 
Many research studies suggest that a majority of press releases never see 
the light of the day. They are binned, without a second look. Some of the 
reasons of rejection as said earlier also include the following:

 The release has blatant publicity stuff for which paid space could 
have been the answer

 It does not have news value from media’s perspective
 It is an old story
 It is badly written.

In a nutshell, keep in mind the following when writing a news release:
Exhibit 11.2  Checklist on News Release Writing 

1)  Write tight and get to the point

2)  Avoid vagueness

3)  Don’t be redundant

4)  Write for your readers

5) Proofread, read aloud, and let it sit

6)  Don’t plagiarise

7)  Story should answer the 5 Ws and H but not necessarily in one paragraph.

The next exhibit has all the elements that should nd place in a news release.

signi cance.
If the press releaee se is wwritten in this professional style, it helps the news
desk or the repooorter iin n ppicking g g upupp thehe storyry as s sosooonon as it reaeachcheses him/ heher r
without t wastting gg timme inn trryyiyinggg tto ndd neewsss aandnd newewe s vvav lue frommm a longg 
prpp ess reeleasee. It tt is ggeneerallly ssaaid ththhat tthe reppporo teersrr annd thee newsss deeesks  usee 
thhheiee r sciissorss mmmeercileesslyy wwhenn theyyy doo noot nnd rellevaancce e inn the sttoryy inn thee 

rsttt or sseconnd ppparaggraphhs ofoo  theheh nnneewe s rreleeasee. 
ThThe memedia mmay yy or mmayay nototo ttakakakee yoyour heaadldlinine, bbutut tthe newwwsss reerelelease muuststst 
alwwayss ccarryy a hhheadline so ttthat ththee cruxuxu  of the news is re ected instantly. 
Maany reesearrch studiesss sususuggggggesee t thththatatat aaa majajajorororitity y ofofof pppressssss rrellleaeaeaseses s  nenn veeerr r sesesee e e 
thhee lighghght of the day. Theyeyey aaarerere bbbininnnenened,d,, wittthhhoututut aaa ssececononond lololookoko . SoSoSommme ooof f ththe ee
rereeasononons of rrejecece tion as sssaiddd earrrllliereer also innn lclcl dudeee the fofofolll owowowinining:

The e e releasaa e has blatant publicity stuff for which paid space could 
haaavve been nn the annnswwsweerr
ItIt does nooot have nnewewews vavaalululue e e frfrfromomom mmmededediiia’’’s ppperererspsppececectititivveve
It is an oldldl  story
It is badly written.
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Writing for Public RelationsExhibit 11.3 Model News Release Format

Organisation’s name (use company letterhead preferably)
Address
Date
Contact
Name 
Phone (of ce/after of ce hours/home)
Fax
E-mail
News release: For immediate release /or for publication/broadcast on or 
after… (Indicate time and date)
Leave space for sub-editor to write headline

Headline (optional, but it’s better to write)

Lead paragraph: (this must attract reporter’s/news desk’s attention 
immediately. It must encompass the story and make the sub-editor decide 
why he should include the story in reader’s interest. Always double-space 
the story. Leave a couple of inches margin on the left for editing marks. 
Use the inverted pyramid format for the story.
When the press release ends, write “ends” or put a star mark to indicate 
closure. At the beginning of the page, write key word and page number/
total pages.

Ground Rules for News Release for Broadcast Media

From the point of view of news, the content of news release for print and 
broadcast media would be the same, however, in –practice, the content of 
the release would be driven by the audio/video availability. Rarely would a 
television channel take a dry story, unless the situation is too critical and the 
visuals are not available. Many channels run such stories with ‘ le shots’.  
Broadcast writing is writing for sound/visuals. The writing for broadcast 
should be able to capture speech and speech patterns so that the copy sounds 
natural when spoken on air. One also has to be able to write to time. Any 
normal story would be taken for between 30-60 seconds. As the listeners 
and viewers of broadcast media can’t see the attribution marks (“    ”) so one 
has to be careful. Use one of the two alternatives:

 Use direct attribution: e.g. the CEO….. Mr… says that ……
 Use actualities: i.e., a tape of   CEO making the statement. 

Write out numbers from one to nine and numerals for numbers from 10 to 999. 
Write words for numerical gures that are long, complex or may not be 
obvious to the speaker, such as thousands, millions, second, thirds fourth etc. 
Write years as numerals such as .

11.4.3.4  Press Handouts

A press handout is generally distributed to press persons at a press conference. 
The handout contains salient points of the issue for which press conference 

Headline (optional, but it’s better to write)

Lead paragraph: (this must attract reporrrttter’s/s/newws desk’s attention 
immediately.y  It muust encompass the sstotoryryy andndd makakee ththe suuub-b-b ededdititi oror ddecididdee 
why hehe ssshhoh uld d incllude ththhee e sts ory in reeader’’s innnteresst. AAlwways dddouououble-spaace
thee ssts ory.y.y LLLeaeavve a ccououuplpple offf iiincn hes mmargiin ooon thee leeft ffor eeditinng mmarkks.
UUsUse thhhee innnvvev rtede pyry amidd ffforoo maaat t for the ststory.yy
Whhheen tthheh ppprress releae se ends, wwwritetet ““endss” oroo  putt a sstar mamm rk tttooo inddicaate 
clloosure.. At tht ee begig nninining g of thehee pagaga ee, wrrite key word ananandd papap gege numumber//
tootal pagegeges.

Grrounddd RRRullulesese  for Newws Reeleasse fooorr Brooao dcccast Medididia

FrF ommom thehe pointnt of viewewew of f nnewwsw , thththee e contntn ent of news rrreleeeaaase  fofoforr r prprprinii t anaand 
brbrb oadcdcdcasa t t media would bebeb ttheheh  samamame, howowo everee , in –practice, the content of 
thththe e rerr leasssee e woowouluuldd beebe dddririveveven byyy tthehehe audddiio/videoee  availabababiliityyy. RRRaara eeelyyy wowowoululu d d a 
teleeviviv sisionon chann lel take a drry yy stststory, uuunnln ess the ssituatioon is tttooooo cccririritititicccalll aanand dd thththeee 
vivivisuals ararree e nonott avavaiailallablblb e.e.e. MMMany yy chchhannels runnn such stttorororieieiesss wwwiththth ‘ leee shs oootss’s’.  
Broaoadcdcdcast writing is writingngng ffor sound/visuaaalsl . The writing for broadcast 
should be abablelle ttoo cacaptptururee speech and speech patterns so that the copy sounds 
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Practice of Public Relations has been invited. It is the job of the PR person to keep the issue in focus. 
A press hand out also helps the scribe in quoting the source of news, if he 
missed any point during the conference.

11.4.3.5  Press Notes

PR and media persons are interdependent on each other for news. In a press 
conference or during a press brief, the chief executive throw insights about 
various issues, which the reporters may be noting down. Smart corporate 
communication practitioners also note down such things and prepare a 
press note, which may be given exclusively to someone on demand. This 
would ensure accuracy on what the spokesperson said.  In fact, as far as 
VIPs are concerned, press notes generally are given to scribes at the end 
of such meetings, to avoid being quoted out of context. Often, we hear, 
spokespersons complain for being misquoted in the media.

11.4.3.6  Rejoinders

A rejoinder in media parlance means the response from an individual or an 
organisation against a news report. A factually wrong news item may invite 
a denial from the aggrieved party.  It is very important to look at the news 
item microscopically and be sure before responding with a rejoinder on 
which would be better strategy, taking up with the media or keeping silent. 
Similarly in case of a denial, be sure before you deny to the media that what 
the spokesperson said was really untrue. Many a times, the scribes record 
interviews, either seeking prior permission, or without a formal permission. 
There is no point losing face when the media can prove your claim otherwise. 

11.4.3.7  Style Considerations

Individual media have their distinctive styles and conventions of writing 
and broadcasting. If one has to send a general Release then following a 
generic style is a safe bet. Some media houses have style books, but not 
all. Those who have to write or supervise media writing, it would help if a 
regular reading of some important papers and watching news channels is 
undertaken to absorb the style of individual newspapers and channels.

11.4.3.8  Feature Writing

Feature writing is an important part of corporate communication writing. 
Features can be written for both mass media and media for internal 
communication like house journals aimed at employees. 

What is a Feature?

From the corporate communication perspective, a feature story is one that 
does not have topical relevance, or urgency, but has appeal for readers. One 
scholar has de ned features as those stories, which focus on a special angle 
of the news, e.g., human interest stories, pro les, issues or general topics. 
Features can be written on variety of subjects like people, case studies, 
research ndings, history of a brand/ organisation, special/commemorative 
occasions etc.
The greatest difference between news writing and feature writing, according 
to analysts is the style of approaching the subject. While most of news 
releases are bound by the Five Ws and   one H or the inverted pyramid style, 

A rejoinder in mmmediaa ppararlance means the response from an individual or an 
organisation agaaainst a neews report. A factually wrong news item may invite 
a deniall from m thhhe agggrgrieieved papapartrty.y.y.  ItIt iis s veeeryry iimpmpmpororrtatant to loloookoko aaatt the neewsws 
item miicrosccopppicallyy annd bbbe sususureree befforee respspspononondingg wwwititith a a a rereejojj ininnded rr onn 
whww ich wwouldd beee bettter sstraategyy, takkiking up withth theee meediaia or r r keepiini g sis llent.. 
Siiimimm larlly in ccassse of aa deeniaaal, bbbe e sureree beeforre yoou deeny tto ttht e mmediaa a thatat wwhatt 
thtt e spsps okkespeersonoo  said wwas rerr alllllyy uuuntruue. Manny a timmes, ttthe sscrcribi ess reccoro d d
inntet rvvieiewws, eeithheeer seeekikinng pppririoror ppere mmisssion,n oorr withhhououtt a formmmalal pppeermission.nn  
Thhere isis no popoinnnt losing face e e when theh mmmedia can prove your claim otherwise. 

11..4.3.7.7  Styyle CCConsiddderereratatatioioons

Inndiviiv ddual mmmedddia have thththeir r r dididistststininn tctctiivive stststylylyleeses aaa dndnd cccoono veveentntntioioionnsns ooof wrwrritititiining 
aana d brbrb oadccastingnn . If onenee hhasasa  tooo sesesendndnd a gggeeeneralalal RRReeeleaeaasesese theheh n fooollllllowowowinininggg aa 
genenenerric sttstyyle isss a safe bet. Some media houses have stylyy e boooko s,, but not 
alalll.l  Thooosse who have tooo wwriiiteee ooor sususuppepervrvrvisisiseee mememedddiaa a wrwrititininng,g, ittt wowowoulululdd d hehehelplpl  if f f aa 
reguuulalalar readinggg of sommmee e immmpopoportrtrtananant ppapapepepersrsrs aaandndd wwwatatatchchchinnnggg nenenewswsws ccchahahannnnellls is 
unununddertaken to ababa sorb thehehe ssstytytylelee ooof ininindidiivvividuuualalal newewwspspspapapapererers ananandd d chchchanananneneellsls.

11.4.3.8  Feature Writing
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Writing for Public Relationsa feature can be creative and innovative in approach to hold people’s interest.  
A feature writer can use narrative lead, chronological lead, descriptive lead, 
anecdotal lead or a teaser lead to attract reader’s curiosity and interest.
An important difference between a news item and a feature is that in 
the former, the climax is at the top, while in the latter, the climax can be 
gradually built until the end to retain reader’s interest.

Check Your Progress: 2

Note: 1) Use the space below for you answers.
           2) Compare your answers with those given at the end of this unit.
1. What are different types of press releases

..............................................................................................................
.............................................................................................................
..............................................................................................................

2. Discuss the various factors for writing an effective press release.
..............................................................................................................
.............................................................................................................
..............................................................................................................

11.5   THE NEW AGE MEDIA IN PUBLIC RELATIONS

The new age media has brought about a paradigm shift in employee 
communication. Many companies now use the digital media to connect 
with their employees. In the Indian context, both Infosys and Satyam 
Computers use Internet and Intranet to connect to thousands of their 
employees scattered in various continents and countries. 
Le’s take an Example of a popular method: Satyam Computers launched a 
Web radio station called Planet Satyam in 2008 to connecting to its over 
50,000 workforce. According to Satyam sources, the station is patterned on 
You Tube. The station operates from its radio and television studio located 
at its Leadership Centre Hyderabad. All employees can connect live to 
important internal messages through radio talk shows, panel discussions, 
and interviews with business leaders. The management has a plan to take 
the feedback from its clients on service delivery and quality and play it back 
to its workforce.
Satyam also launched its Satyamstarpower.Com, a Web portal to 
showcase the creative talents of its associates and employees worldwide. 
The company claimed it to be the rst of its kind, lending a new dimension 
to Satyam’s ‘fun@work’ initiative that involves its associates and families 
in social and recreational activities sponsored by Satyam. The Satyamites 
are encouraged to post their abilities re ected through various forms such as 
painting, singing, writing etc. which are rated by colleagues.
Infosys intranet, connecting its about 70,000 employees across 18 countries, 
is called Sparsh(Touch). It is Infosys’ primary channel of news and of cial 
information and provides a communication platform and networking 
avenues for Infosys’ employees.

2. Discuss the various factors for writing an effective press release.
................................................................................................................
...................................................... ............... .......................... ...........................
................... ......................... ............................. .................................... .................

11111.5 TTTHHHEEE NNNEWW AGGEEE MMMEEEDDIAA IN PUUUBLLIC RRELLLATIIIONNS

Thee e neww agge memedidiaa a has brouught t abbout a paraadidigmgm shihihiftft iinn n empployyeeee 
cooommmunnicii atioioionn. MMana y cococompaniei s nonow usse thtt e digital memm didid aa ttto cococ nnect 
wiith theirr eeemployeeess. In ttheh Inndiaann conntexxxt, both Infosysyyss anandd d Satyam 
Coomputererrss usuu e Internnetee  annd Inntrananet too cooonnect t tototo ttthohohousananandsdsds ooof ththheieieirr r 
emmmplp oyyeees scaattered in vvarioous ccontititinnents s s and dd countrieeess. 
LeLL ’ss ttakke e e ana  ExExE amamplplleee of a a a pooppup laaarr r mmethhood: SaSS tyam CCComompuputeersrs lllauaunncheeddd a 
WeWeWeb raaadidd oo station calllededed PlPllaana ett SSSaata yammm in 2022 08 to connectiingngg to its ovo ere  
5000,0,0000000  worro kfkfkfororce. AcAccocoordr inggg tototo SSSatyayayam sourcecc s, the statiiioonon is s pppatttteerernenenedd d ononon  
You TuTuTubebee.. The station opopopereratatatese  frooomm m its radio oo and teeleleleviv sssiononon sstututudiiooo lllocacacateteteddd 
atatt iiits Leaadeded rsrsshihipp CeCeCentnttrer  Hyderereraabad. All emmmployees ss cacacannn cococonnnneecect tt lliveee ttto
importrttananant t internal messaaageegess through radio talk shows, panel discussions, 
and interviews with business leaders The management has a plan to take
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Practice of Public Relations The rating agency Nielson Norman selected it as one of the best Intranet sites 
for its award ‘Intranet Design Annual 2007: The year’s 10 best Intranets’ and 
Infosys is the only Indian Company to have received the award. The other 
recipients include Electrical Power, (US), Comcast (US), Daimler Chrysler 
AG(Germany), The Dow (US), The National Geographic Society(US), The 
Royal Society for the Protection of Birds(UK), and Volvo Group(Sweden).

11.6  LET US SUM UP

In this Unit we looked at what can truly be said to be the heart and soul of 
public relations practice, viz. writing for internal and external publics. We 
discussed in detail the various tools and media for public relations. We also 
looked at the interdependence of media and corporate communication and 
the need for mutual respect for each other’s domain.
A public relations practitioner has to do a lot of writing for the publics, 
which is not ascribed to him/her. Various kinds of media writing like house 
journals, press releases, rejoinders, and features were discussed with tips on 
style and content.

11.7  CHECK YOUR PROGRESS: POSSIBLE ANSWERS

Check Your Progress: 1

1. List the various stakeholders in Public Relations.
The stakeholder or the target audience can be de ned as those critical 
groups of people upon whom rests the success of an organisation. It is 
important for the PR practitioner to nd where the various stakeholders 
are located, what their expectations are from the organisation, and why 
the organisation is dependent upon them. Every organisation deals with a 
variety of stakeholders that can be broadly divided into two, namely internal 
and external stakeholders.
Internal stakeholders broadly comprise employees, shareholders, and 
families of employees.
External stakeholders encompass policy makers, opinion leaders, 
competitors, professional bodies, special interest groups, media, customers 
(industrial, wholesalers, dealers, consumers), and the public at large.
An organisation has certain communication obligations towards its 
stakeholders which need to be articulated by the PR practitioner. The public 
relations function serves as a link between the management and its different 
stakeholders. It must ensure responsibility and responsiveness in policy and 
information to the best interests of the organisation and its stakeholders, and 
in this process, communication gains great signi cance.
2. Discuss the various communication channels for differ target 

audiences in Public Relations
In order to reach out to a disparate set of audiences, the public relations 
practitioner needs to 
indentify the most suitable media vehicles they access.
Some of the media for internal and external target audiences (TA) include
the following:

journals, press rer leases, rejoinders, and features were discussed with tips on 
style and contennnt.

11.7  CCHHEECKKK YOOOUUR PPPRRROOGGGRREESSSS: PPPOOOSSSSIIBBLLEEE AAANSSSWWWERRSS

ChChC eck YYourr Prorr greess: 1

1.11 LList thhe vvvarioous sstakkek hoooldlddere s inn Publiic Reelatiionns.ss
ThThhe ststs aakehooldeeer or tthehe tararargeget t auauddienncec ccanan be dede ned as s thththosose criticalall 
grrooupss of peeoppple upon whwhhom rests tttheh  success of an organisation. It is 
immpporttaant foor thhthe PR ppractittioi ner tot  nd where the various stakeholders
aree loocacaated,,, whahh t theiiir eexexpepepectatatatiooons are fffroromm m thththe orororgagaganininisasasatititiononon,,, andd hhwhy y y
thhe orrorgagg nisaaationnn is depeeennndenenentt upupupononon ttthhhem. EEEvveveryryry oorgrggaana issatatatioioionnn dededeaaals wiwiwiththth a 
vvav rieteetyy of ssttakehohh lders thhhata cccaan bbbee brbrbroaoaoadly yy ddid videdededdd ininintotoo tttwwwo, nnan meeelylyly iiintntntererernananal
annd dd eexe ternrnrnal staaakeholders.
InInInternnnaal stakeeeholderrs brororoadddlylyly cccomomomprprprisisse e emememplplployoyoyeeeees,ss, ssshhaharererehohoholldldererers, annnd 
famimimililil es of emplpp oyees..
EExE ternal stakekk holders encompass pollicy makers, opinion leaders, 
competitors, professional bodies, special interest groups, media, customers
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Writing for Public RelationsMedia for internal TA
The media broadly includes interpersonal communication, brainstorming, 
house journals, video, idea boxes, Intranet, social gatherings, etc. 
Media for external TA
The media encompasses mass media, conferences, exhibitions, meets, 
selective media, etc.

Check Your Progress: 2

1. What are different types of press releases?
There are many kinds of press releases, some of which are discussed below:
Announcement release
A new product, the opening of a new plant, an innovative drug, the latest 
annual report, or a new policy is occasions for an announcement release.
Created Press release
An announcement often is not attractive enough to catch media attention. 
Hence some “dressing up” is done to get good coverage, or get coverage 
when there is ‘news lull’. Inviting a celebrity or an expert to the premises 
often attracts media attention. 
Spot Press Release
While the above two can be planned, as the name suggests “Spot” release 
is written spontaneously, more often when a crisis situation happens, like 
the closing of a plant, adverse effect of a drug resulting in deaths/ ailment, 
accident in a factory, an airplane crash etc. 
Response News Release
The media has many sources of information and often news about an 
organisation reaches them from sources other than public relations. A 
consumer activist group, an environmental lobby or a competitor may make 
an adverse comment on your organisation. On such occasions, the corporate 
communication manager will have to be ready to come up with a response 
release.
Feature News Release
Developmental stories and features on topical issues can be worked at 
leisurely and supplied to the media. Media often takes up these stories for 
weekend reading or as llers on weekdays.
“Bad” News release
In a reactive situation, especially a crisis, much like the Spot release, the 
organisations volunteer in supplying news not so conducive to their image, 
but then in the interest of sharing information and winning credibility of 
being the rst to share information. A crisis situation always attracts media 
attention, so instead of media asking for the happening, it works better if the 
organisation volunteers with the news.
2. Discuss the various factors for writing an effective press release.
A news release must meet the basic news criteria. Some of these include the 
following:

Created Press release
An announcement often is not attractive enououugh tto catch media attention. 
Hence some “dressing up” is done to get goooood ccovovererage, or geget coverageg  
when thererere iiss ‘n‘newws s luluulllll ’.. Inviting a ccelebrbrity y y or aan expeertrtrt to thhe ee preemiisesss 
often n atatttracts mmmediaa aaattttentionnon..
SpSppoto PPPrerer sssss RRRelleeasee
WWhililile thhe e abbbove two o can be pplall nnnnede , as thhe nnnamee sugggesststt  “Spppotoo ” rreleease 
is wwwrittennn spopopontntaneoeouslylyly, , , more oooftenene  whenn a  crisisi  siti uaaatitit ononn hhapapppenns, lilike 
thhee closinnng gg of a plaantntnt, , adveeersr e efeffectt oof a ddruggg resulting iinn n deaths/ aiaia lment, 
acccident in a faffactctororyy, ann airpplanee crashsh etc..
Reeesponnse Newws Releasse
ThTT e meedidd a haaass maanynyny souuurrcesess of f f ininformmatiooon and ofofoften nn neeewswsws aaabboboutt an 
ororrgagg niiisasas tiioon reaches tttheheh m m frff ommm sourccces oththt er than pup blic relations. A 
cooonsnsnsumuu er aaactctctivivi iistt grgrououpp,p  an ennvivivirror nmmeene tal lobbbb y or aaa ccommmpepepetitototorr r mamamayyy mmamakekeke 
an advdvdverersesee comment on yoyoy ururr ooorgannnisisisation. On nn such ooccccccassiooonnns,,, thththe cooorrrporororatatateee 
cocoommmm uniciccatata ioion n mamanananagegeer r will hhavava e to be readddy to commmeee upupup wwwitithh h aaa rereressponononssse 
releasse.ee.
F t N R l
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Practice of Public Relations Timeliness:
Timeliness implies that the event is new. Timeliness also may depend on 
what is happening in the world around you and also within your organisation.
Relevance:
Events and organisations have relevance if the media can see a potential 
impact on their readers and viewers.
Proximity:
It implies that the news is local or has a local connection, if using a local 
media. If the news were of national and international importance, the 
mainstream media would often take it.
Prominence- the VIP impact:
Generally people attract attention and important people attract more 
attention. A visit by a minister, an international expert or a celebrity would 
have news value for the media.
Rarity/Unusual:
People enjoy a break from the routine and so do media. Small unusual 
events lighten a page or a program and help the media ll empty space. For 
instance, the Times of India has a “Bizarre” column that includes unusual 
stories from all over the world. 
Human interest:
Readers are interested in other people, even if they are not related. The daily 
work, triumphs, tragedies and relationships of people being people have an 
inherent reader or viewer interest. Media and PR can both contribute in this 
regard.

11.8   FURTHER READINGS
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 Cutlip Scott M, Center Allen H and Broom Glen M(2006), ffective 
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 Jethwaney Jaishri, (2012), Corporate Communication, principle and 
practice, second impression, Oxford University Press

 Jethwany Jaishri and Sarkar Narendra Nath, (2009), Public elations 
anagement. Sterling Publishers 

11.9   GLOSSARY

Announcement Release: A new product, the opening of a new plant, an 
innovative drug, the latest annual report, and a new policy are occasions for 
an announcement release
“Bad” News release: refers to an organisation issuing a press release after 
a crisis voluntarily and proactively in the interest of sharing an adverse 
happening with public at large. 

have news value for the media.
Rarity/Unusualala :
People eenjjoyoy aaa breakak ffror m thththee rororoututinine anana dd d sososo ddo o o media.a. SSSmamaallll unususualal 
events llighteen aaa pagee or a ppror grgrgramamam andd help thhthe ee memm diiaa llll l emmmptptp y y spacaca e. Forr 
inini stancee, thee Tiiimmmes of IInddia hhas a ““Bizzarrre” ccolumummn thhaat inncn ludeees unnussuall 
stororo ies ffrom all over r thee woworldd.d  
HuHH mamam nn inteerestss :
Reeadererss are ininteeerested in otthehh r peppeopopople,, eve en if they are not related. The daily 
woork, trtriumpphs,,, tragedies anndd d rerelalatitionono ships of people being people have an 
inhherentnt readder or viewewewer r r ininintetetereststs . MeMeMedidd a ananand d d PRPRPR cccananan bbbotototh h h cococontntntririribububute iiin n n thththisisis 
reeggarddd.

11...888  FUUURRTHHHER READINGSRR

BlBlB ack Saaam,mm  (1993993), TTheee esesessesesentnttiaaalslsls ooofff PuPuPublblblicicic elllatatatioioionsnss,,, KoKoKoggannn PPaggge
Publishersrr
Cutlip Scococ tt M, Center Allen H and Broom Glen M(2006), ffective
Public elations, ninth edition, Prentice Hall Publishers
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Writing for Public RelationsDenial:  A factually wrong news item may invite a denial from the aggrieved 
party through a press release.
Electronic Media: A term used for broadcasting media, viz. radio an 
television.
Feature News Release:  Refers to writing a developmental story   on a 
topical issue.
Inverted Pyramid Style: It is de ned as writing the most important 
information in the rst one or two paragraphs to cover the essential ‘Five 
Ws and one H’ (who, what, when, why, whom and How).
New Media: Refers to the Internet, social networking sites and the 
blogsphere.
Media Reach: Refers to the percentage of people in various SEC categories 
accessing media
Media Characteristics: refers to the relative strengths and weaknesses of 
each medium keeping in view its inherent characteristics.
Media Relations: a term used for maintaining working relationship with 
representatives of the media fraternity who cover the organisation. 

A press brie ng is different from a press conference in that 
it is informal and does not require elaborate arrangements.
Press Conference: Press conference is an occasion when an organisation 
invites a cross section of media reporters through a formal invite at a 
designated time and place.
Press Handouts: Generally distributed to press persons at a press conference.
Press Notes: Generally written by the corporate communication manager 
while the spokesperson is interfacing with media. It is handed over to the 
scribes so that the spokesperson is not quoted out of context.

each medium keeping in view its inherent chaaarar ctererisistit cs.
Media Relations: a term used for maintaininnng woworkrking relationship with
representatiivevess ofofo ttthehe mmedia fraternity y whwhooo cooover ththe oorgaanininisatiiiononon. 

A prprresee s brieieie nng is diffferennt fffrrrom aa prresss connferenennce in tthat 
it iiiss s infofoformrmalalal aannd dooes noott t rerer quiririre e elabboratte ararrranggemmenntst .
PPrP esssss Cooonferere ene ce: Press connfefef renncn e is ann occccasioon wwheen nn an orgrgrganiisattion
invivivites aa a crooss s sectctioioonn n of medddiai rrepeporterrs ttthrouughgh a fffororo mamalll innvitte aatt aa 
deeesignatededed timmmee and d d plpp ace.ee
Prress Handndouutsts:: GGeneerrally did striibuteedd to ppressss personsnsns aaattt a a a prpp essss ss cococonfnfnferee ennncecece.
Prrreess NNotes: GeG nerallyy writitten n by tthhe coorpooorrate commmmumumunininicacacatttiononon mmmanagagagererer 
whw iilile e thhheee spokkespersrsoono  is inini teerrfr acinini g wiiitth mmmedia. It iiisss haaannndededed ooovevever rr to tttheh  
scsccribeeesss soso that thhe spokesese pepersrsrson iiiss nnon t ququq oteddd out of context.


