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Abstract 

Purpose. This study examines the place and workings of power in public 

relations practice in the UK. It considers if variations in the management of 

public relations in contested circumstances can be explained more effectively 

via conceptual accounts of power and culture than by functional accounts of 

relative effectiveness. 

The theoretical perspective adopted by this study is broadly constructionist 

in form and mainly qualitative in approach. It relies to a great extent on 

critical reasoning. Two research instruments were used. The first can be 

classified methodologically as a content analysis of selected case studies of 

best practice in the UK. The second was a survey of elite PR practitioners and 

commentators on practice and power. Data from the second instrument was 

subjected to three forms of argumentation analysis. Together, the data from 

the instruments has provided capacity for triangulation. 

Professional context. Whilst well described sociologically, and despite a 

robust body of specific conceptual discussion already available to the 

profession, power remains a poorly understood and potentially misdirected 

matter within the field of PR and one where improved knowledge would have 

a significant impact on contemporary practice. In particular, this would 

contribute to programmes associated with transparency and accountability, 

co-production, and values driven marketing and brand communication 

demanding high levels of trust and authenticity. 

Findings. The study generated some 74 findings. These claim that functional 

accounts of public relations do not hold a complete or commanding influence 

on practice matters. Instead, strategic and tactical decisions can be 

accounted for in large part, but sometimes conditionally, by the workings of 

power and its negotiation societally. Knowledge and appropriate modification 

of power effects in practice, therefore, may allow for significant 

improvements in effectiveness and in ways which generate more predictable 

and transparent outcomes. 
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Originality and utility. This is the first study of power in PR practice in the UK 

with regard to highly contested stakeholder or public policy environments and 

in a manner which considers conceptual matters operationally or via the 

delivery of actual practice. However, it builds on numerous and extensive 

conceptual studies of PR practice in the UK and elsewhere. Given its focus on 

practice, it claims, therefore, some utility in terms of managing strategies 

and tactics with regard to the professional tenets of symmetry and mutuality 

(Grunig, 1984).  It does this mainly through the use of Lukes’ three-

dimensional model of power (2005) and other conceptual constructions. This 

is used to provide a framework to understand relative advantage and 

disadvantage within the dialectic when practices are designed to pursue 

symmetry and mutuality (ibid). 

Research implications and limitations. In terms of professional utility, truth 

and trust within the context of communicative competence (Habermas, 1987) 

have the potential to guide the development of PR strategies in respect of 

contested policy matters or stakeholder engagement programmes but more 

work on their suitability and application in practice is needed. Similarly, the 

Lukes dimensional model of power (2005) provides a currently 

underdeveloped framework for the analysis and construction of more 

effective PR practice in contested circumstances. A number of other 

recommendations are made relating to the application in practice of specific 

constructions of power and culture. 
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Introduction 

This study is concerned with research into a single but important aspect of 

public relations (PR) practice in the UK: how PR works to negotiate and settle 

power. The themes have significant relevance to a highly problematic area of 

the profession’s research agenda globally and to current tensions in the 

management and delivery of effective practice.  Two broad but important 

ideas are addressed by this thesis.  

The first idea, and the central purpose of the study, asks if decisions affecting 

PR practice are more convincingly explained by conceptual accounts of power 

than via functionalist explanations of effectiveness (Grunig, 1984). This idea 

supposes that PR is understood principally as a management practice, and as a 

means of rhetoric or persuasion geared to business or political objectives 

(Ledingham, 2006). Such activity is guided and directed, therefore, by 

identifiable and well-known manifestations of good practice. Deviance from 

such good practice would be considered, given the context in which PR is 

delivered, as evidence of operational inefficiency or incompetence. However, 

the contention here is that the actual delivery of PR activity is not only often 

inconsistent with good practice but that it can be praised for being so and 

lauded as exemplary. Therefore, reasons other than inefficiency must exist to 

explain any such discrepancy and that one of these may be related to how the 

pursuit of power confers upon the practitioner an imperative to secure 

advantage in ways that may defy accurate assessment professionally (Coombs 

and Holladay, 2013). 

The second is concerned with research into conceptual matters as they are 

experienced in practice, as real rather than the abstract, and specifically, in 

this case, within the UK and via the negotiation of contested public policy. 

The complexity and significance of this issue is illustrated by two themes. One 

is the lack of understanding that exists within the profession about public 

relations practice conceptually (Volk, 2016, and Ki et al, 2017). Much research 

has been completed into the efficacy of differing practices but, in 

comparison, very few inroads have been made into understanding the purpose 
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of PR or its place socially. This does not suggest that such conceptual 

enquiries have not been made or are somehow not robust, as will be discussed 

later. However, the second theme suggests that even when public relations 

has been researched and considered conceptually, the outcomes have not 

been considered practically or with a view to professional application or 

engagement. In other words, findings in this regard have remained in the 

world of the abstract and not been extended to the actual practice of PR 

itself. 

The relationship between public relations and power 

It may be useful at this initial stage to comment briefly on the relationship 

between public relations and power before further details of the study’s 

perspective and structure are introduced. This may help place the concept in 

a social as well as vocational context and offer justification for the approach 

and design of this study. 

Whilst public relations has a clear organisational and commercial meaning in 

the UK (CIPR), this should not be understood as being uncontested or, indeed, 

accurate (table 4). Further, reliance on vocational and professional 

explanations of PR, which are considered shortly, may work to deny 

examination of the significance of its practice in modern society unless they 

consider explicitly its relationship to power. 

PR can be seen to have a profound relationship with the way social forces are 

organised, deployed or proscribed (Ihlen and Fredriksson, 2018, p.3). These 

forces assist fundamentally through discourse with the workings of social 

action and change and, specifically, effect, through relative access to power, 

how resources are distributed according to perspective, prejudice and 

perception. 

At an operational or functional, as opposed to societal, level, public relations 

activity is constituted by power (Bourdieu, 1989, Foucault, 1980, et al) to 

deny or secure advantage in the dialectic for those with superior access to its 

resources or capacity. It does this via the successful use of rhetoric, advocacy 

and communicative action. 
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Finally, power is an essential and persistent means through which the 

priorities of the profession can be understood by the practitioner (Curtin and 

Gaither, 2005). In other words, how power can be deployed, resisted or relied 

upon is a central feature of the principal issues facing the profession. From a 

contemporary perspective, the agenda here would include such matters as the 

place of unmediated communication and programmes concerned with 

accountability, co-production and authentic positioning. 

It is, therefore, vital that the profession understands its place in the workings 

and management of power and takes action to support, address or modify its 

relationship with it when this fails to meet the interests of the profession, 

those who rely on it or society as a whole. 

The study’s perspective 

At its core, the study adopts a realist perspective (Miller, 1985) but it rejects 

the notion that public relations is more fully understood as a management 

practice or as a transparent commercial or political endeavour (Van der 

Meiden, 1993). However, neither does it reject professional or vocational 

analysis as somehow valueless or misplaced. Instead, it views PR as a tool of 

social and public policy, shaping debate and discourse and contributing to the 

cultural and ideological production of social controls and structures  

(Baumgartner et al., 2009). It is argued here that it is only possible to develop 

new, certainly innovative, thinking about the role, purpose and effect of PR 

by engaging in critical analysis of the topic and by placing the professional 

and functional paradigms, so common to the practitioner, to one side, at least 

temporarily or at key moments (L’Etang, 2010). 

Indeed, it is possible to see here PR working as an ideology in itself, a product 

of the political battlefield and the global workings of capitalism that demands 

complete compliance with professional testament and which tolerates little 

deviation from well-established corporate hegemony for whatever reason 

(Holtzhausen, 2000). Investigating PR through the constraints of managerialist 

prisms serves only to replicate what is known and how this can be understood. 

Reviewing PR practices critically allows the practitioner to engage with 
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radicalising ideas more robustly or in ways which serve broader and more 

embracive agendas (Ihlen and van Ruler, 2009). It allows practitioners to 

understand themselves as active agents of social change and to be better 

placed to insist not just on socially responsible behaviours but also 

commercial endeavours better suited to modern business (Coombs and 

Holladay, 2013). Such perspectives allow PR practitioners to put their 

assumptions about professional common sense to one side, to look for more 

flexible and effective forms of engagement. They also allow practitioners to 

consider the radical and to see how approaches considered poor practice in 

one context can be transformed into essential and mobilising ideas in another. 

Contribution to knowledge 

Such poor understanding generally about PR practice conceptually and the 

dearth subsequently of information about its practical application points to a 

significant area of weakness in the profession’s research canon (Volk, 2016, 

and Ki et al, 2017). Further, a unique contribution to knowledge in the field 

of public relations can be claimed when these two elements (the conceptual 

and its practical implications) are combined and when they place a focus on 

the concept of power as related to the practice of PR in an area of contested 

public policy in the UK (Curtin and Gaither, 2005; Ihlen, et al, 2007; Laskin, 

2009; and Dodd, 2016). The study, therefore, aims to establish, explore, 

understand and help address this gap as well as defend claims about its 

existence and workings.  

About the structure of this document 

The study consists of several main sections. These are organised in a manner 

consistent with usual or accepted approaches to research of this type within 

the social sciences (Panke, 2018, and Easterby-Smith, et al, 2015). It will set 

out its research aims and ambitions, offer a review of relevant literature and 

an analysis of this, defend the purpose of its enquiry, its methodological 

position and choice of instruments, acquire, explain and analyse data in 

support of the enquiry obtained from primary sources, and then consider 

outcomes and recommendations, in this case in relation to professional (PR) 
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utility. The thesis will aim to explain relevant presumptions and context at 

appropriate points in the study but each section will also work to declare its 

purpose and offer a summary of either conclusions or salient outcomes raised 

at various points. According to Rugg and Petre (2004), the structure should be 

seen as offering an introduction, literature survey, methodology, the 

presentation of study, results and discussion, and conclusions and areas for 

further work. Once more, this can be observed here. 

About this chapter 

A number of key ideas, important to this study, are introduced here. The first 

section provides a detailed description of the purpose of this enquiry. This is 

set out in the form of (i) a research question and its constituent components 

and (ii) the study’s aims and objectives. The latter is analysed with reference 

to outcomes, processes and knowledge effects. Subsequent sections help 

define the two ideas at work in the study, namely, those of public relations 

and power. The first of these looks at professional accounts of practice whilst 

the second reviews how public relations can be defined sociologically. This 

latter section should not be viewed as sufficient at this point and can only be 

understood in conjunction with other chapters in the study, mainly the 

literature review. The next section summarises the main criticisms of these 

ideas, reinforcing the fact that both concepts are highly contested. The final 

two sections are somewhat detailed. The first looks at what is meant by the 

dominant paradigm in PR (Sallot, 2003), that of Excellence theory (Grunig ed., 

1992). This is important as the study aims to rationalise if actual practice is 

consistent with accepted forms of good practice. It also begins to show that 

this form of professional hegemony sets, itself, limiters and expectations in 

relation to power. The following and final substantive section in this chapter 

provides clarity on what is meant by power although this too should be seen 

as no more than introductory to the chapters and sections that follow.  
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Terms of reference 

Introduction 

This section provides more precise information on the ambitions and 

intentions of the study. It describes the purpose of the enquiry and offers 

some initial observations. Whilst it is concerned with a clear rationale, it does 

not deal with research methodology and instruments. The research question is 

broken down into three parts. This is to offer a clearer description of the 

assumptions behind this enquiry but also to help reveal the incremental form 

of the project, which aimed to build knowledge and evidence in a progressive 

manner (Easterby-Smith, et al, 2013). The aims and objectives are formed 

from three sections. This is to allow for the objectives to be understood as (i) 

general outcomes, or what the study expects to find, (ii) processes, or the 

mechanics of the study and its tactics – particularly in terms of its 

methodology and instruments, and (iii) knowledge, or what it is hoped will 

become known that was not known previously. A number of assumptions are 

made, and terms used, in the following paragraphs which may require the 

reader to either review other sections in this document or revisit this section 

iteratively.  

The research question 

The aim of the research question, in addition to declaring the purpose and 

intent of this study, is, according to Rugg and Petre (2004, p.146), to contain 

‘the problem space in the arena’ of enquiry. 

Therefore, the research question is expressed as follows: 

How does the practice of PR in the UK, and specifically via 
the negotiation of contested policy, contribute to the 
production and maintenance of power relations?  

This question can be divided into three main components. 

1. What are the principal accounts of good PR practice in the UK, with 

specific reference to (i) normative functional or professional behaviours 

and (ii) theoretical positions on the workings of power? (RQ1) 
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2. Are the behaviours and actions required under functional accounts of 

good practice preferred in actual practice, with reference to 

professionally acknowledged examples of excellence in the UK? (RQ2) 

3. Are decisions affecting the understanding, choice and delivery of these 

PR practice in the UK more convincingly explained by conceptual 

accounts of power than via functional explanations of effectiveness or 

ineffectiveness? (RQ3) 

The first part of the research question is about understanding what is required 

by the profession in terms of good practice in the UK and then considering 

such practices with regards to social theory generally, and to accounts of 

power specifically. 

It then asks if theoretical expectations about such practice are shown in 

actual practice; if there is a demonstrable connection between what is 

deemed to be good practice theoretically and what is then regarded as 

exemplary practice in reality. 

Finally, it draws on these two strands of enquiry to form a third. This asks, if 

a difference can be observed between that required by good practice 

theoretically and that rewarded as good practice in reality, how can this be 

explained – and specifically how can it be explained with reference to 

accounts of power? 

Aims and objectives 

This section tries to make explicit the aims and objectives of the study. Rugg 

and Petre (2004, p.147) urge that this is done with an eye to the practical 

implications of the research project. Therefore, the objectives here are listed 

as outcomes, processes or staging points and intended knowledge outputs. 

Outcomes. There are five principal outcomes associated with this enquiry. 

These are expressed as infinitives rather than as presumptive statements:  

1. To understand good practice as defined by Excellence theory (Grunig et 

al, 1984) and the degree to which it is accepted and deployed in the 

UK. Similarly, to understand the degree to which good practice is 
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understood, followed and deployed within areas of contested public 

policy. (O1) 

2. To assess the degree of compliance, in the UK and in contested areas of 

public policy, with common tenets of good practice. Are such tenets (i) 

used overtly as guiding communication principles within cited examples 

of good practice and (ii) are they similarly evidential in practice within 

areas of contested public policy? (O2) 

3. To understand practitioner rationalisations, both generally and within 

an area of contested public policy, for the deployment of 

communication solutions that are at odds with accepted good practice 

in terms of methods and principles. In particular, to determine if such 

rationalisations share common characteristics in relation to objectives, 

stakeholders or dialogical themes. (O3) 

4. To understand how practice in public relations is explained by accounts 

of power and culture, either as organisational or practitioner-based 

phenomena, and, in particular, to understand if discrepancies in 

practice as identified via functional and practitioner explanations are 

consistent with or even predicted by such accounts of power and 

culture. (O4) 

5. To determine, given the above, if Lukes (2005) can provide a coherent 

account of power in relation to public relations practice in the UK and 

reveal the hidden arenas of power negotiation as well as a means to 

understand and examine them. In particular, in terms of contested 

areas of public policy, the aim will be to see if PR practice can be seen 

as operating within Lukes’ third dimensional account. (O5) 

Processes. These five principal outcomes can be expressed too as a series of 

more specific process objectives. These are set out as progression points and 

can be summarised as follows: 

1. Devise, implement and interrogate a series of research instruments 

designed to test the degree to which sociological accounts of power 

can understand PR practice in the UK, and specifically in areas of 
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contested public policy, for submission as a doctoral thesis to Solent 

University. (P1) 

2. Establish the extent and application of accepted good practice 

(Excellence) in the UK, determining if practice norms are consistent 

with such standards, and identifying common areas of variance. (P2) 

3. Develop an assessment of practice as truthful, trustworthy, legitimate 

and authentic (Habermas, 1987) with reference to accounts of power 

and to consider these accounts in relation to any common areas of 

variance in practice established. (P3) 

4. Further consider accounts of practice, variance with good practice and, 

specifically, in an area of contested public policy, with reference to 

communicative competence (Burkart, 2007), legitimation (Wæraas, 

2007) and symbolic interactionism (Johansson, 2007). (P4) 

5. Develop an understanding of PR practice in the UK as culturally specific 

and distinct (Pieczka and L’Etang, 2001; Hodges, 2006), and as an 

expression of cultural competence (Lani, Wang, and De la Flor, 2015) 

and symbolic capital (Edwards, 2006), and with reference to both 

organisational strategies and the actions of individual practitioners. 

(P5) 

6. Build a conceptual model of PR practice in the UK as defined by the 

principal accounts of power and using Lukes’ dimensional typology 

(2005) by September 2023. (P6) 

Knowledge. Finally, these outcomes and processes can be seen as a series of 

knowledge outcomes and, therefore, can be expressed as follows: 

1. To establish if the commonalities of good practice, as defined by 

Excellence Theory (Grunig et al, 1984), are accepted and deployed in 

the UK and the degree to which this is the case. Similarly, to establish 

the degree to which such measures of good practice are understood, 

followed and deployed within an area of contested public policy. (K1) 

2. To determine practitioner rationalisations, both generally and within 

areas of contested public policy, for the deployment of communication 
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solutions that are at odds with accepted good practice in terms of 

methods and principles. In particular, to determine if such 

rationalisations share common characteristics in relation to objectives, 

stakeholders or dialogical themes. (K2) 

3. To define how UK practice in public relations is explained by accounts 

of power and culture, either as organisational or practitioner-based 

phenomena, and, in particular, to reveal if discrepancies in practice as 

identified via functional and practitioner explanations are consistent 

with or even predicted by such accounts of power and culture. (K3) 

4. To establish, given the above, if Lukes (2005) can provide a coherent 

account of power in relation to public relations practice in the UK and 

isolate otherwise obscured arenas of power negotiation as well as a 

means to understand and examine them. In particular, in terms of a 

contested area of public policy, the aim will be to see if PR practice 

can be seen as operating within Lukes’ dimensional framework. (K4) 

Table 1 (below) attempts to show how these separately expressed research 

objectives will be satisfied by the different parts of the study. The study can 

be categorised as a series of enquiries into the relationship between 

Excellence theory (Grunig et al, 1984), sociological interpretations of power 

and the dimensional accounts of power set out by Lukes (2005). The table, 

therefore, shows how the research question and the different elements in the 

objectives will be addressed by these three components within the study. 
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Table 1: Securing intended research aims  
Analytical component Research Question Outcomes Processes Knowledge 

Excellence theory 
RQ1 
RQ2 

O1 
O2 

P1 
P2 

K1 
K2 

Relations to power RQ3 
O3 
O4 

P1 
P3 
P4 
P5 

K2 
K3 

Utility (Lukes)  
O4 
O5 

P6 
K2 
K3 
K4 

Table 1: this table shows how the data taken from the instruments intended to meet the 
expectations of the study’s research question and objectives. 
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PR as a professional construction 

What is meant by public relations? 

What is public relations, why does it exist and what is its purpose? Whilst such 

questions remain complex and challenging to answer, they generate 

persistent and recurring themes which will be considered below as 

vocationally orientated rationalisations. The definitions set, on the one hand, 

benchmarks and expectations for the practice of PR but, on the other, reveal 

how such practice contributes differentially to discourse in competing and 

contradictory ways. Other, non-professionalised, definitions of practice will 

be considered later in this thesis. 

Grunig and Hunt’s definition (1984) of public relations attempts an objective 

position: ‘the management of communication between an organization and its 

publics.’ However, this offers little in terms of specificity, capacity to face 

off encroachment from competing communicative paradigms or clarity to 

resolve disparities between definition and practice (Hutton, 1999).  

Conversely, Ewan’s account of PR’s pre-millennial origins (1996) sets out and 

assesses a series of unruly, emerging and unique social contingencies as 

contributing to the definition of PR, at least in the USA, and which permitted 

a chain of constructive staging posts towards the Grunig et al settlement 

(1984). Yet, given their localised character, it is too easy to accept these 

eventualities as influential in all circumstances and conditions when a number 

of very different definitions of the purpose and value of PR operate globally. 

Similarly, whilst it remains possible to construct an understanding of the 

purpose of PR from these many different perspectives, this may work instead 

to place unhelpful expectations upon this study and subject it to 

contingencies and qualifications unlikely to offer clarity. Instead, given the 

emphasis here on PR as it is practiced, the study will offer an examination of 

the definition of public relations from the collective perspectives and 

expectations of the practitioner in the UK. 
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Understanding public relations as a professional construction 

Several definitions of PR exist within English speaking countries (for example: 

CIPR, PRSA, PRIA, and CPRS) but they all place emphasis on the pursuit of 

mutual understanding as a central and determining characteristic of practice. 

As a unifying attribute, this should not be underestimated. Its emphasis 

elevates activity to the realm of dialogic, meaning it is concerned with the 

creation and management of dialogue. As a consequence, this activity must 

serve both parties as opposed to just the sender or receiver of the exchange. 

In contrast, this cannot be said of advertising or marketing, which are 

concerned with monologue, one-sided rhetoric and the creation of 

asymmetric advantage. However, the fact that there is no solitary or 

accepted definition of public relations globally suggests that even the idea of 

mutuality should not be accepted unconditionally. A review of the definitions 

of PR adopted by the most populated English-speaking countries, whilst 

stressing the emphasis on mutual understanding, shows too that the purpose 

of PR is far from clear or agreed internationally.    

Following consultation with its members, the Public Relations Society of 

America (PRSA) decided on the following definition in 2012:  

Public relations is a strategic communication process that 
builds mutually beneficial relationships between 
organizations and their publics. 

For the Public Relations Institute of Australia (PRIA), however, the 

organisation of this process, the means by which mutuality is achieved, is just 

as significant as the outcome:  

Public relations is the deliberate, planned and sustained 
effort to establish mutual understanding between an 
organisation and its publics. 

Yet, even this clarification is contested in the UK by the Chartered Institute of 

Public Relations (CIPR), which prefers a more nuanced description that places 

mutuality some way down the pecking order and over 50 words into its 

definition:  
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Public Relations is about reputation - the result of what you 
do, what you say and what others say about you. Public 
Relations is the discipline which looks after reputation, with 
the aim of earning understanding and support and influencing 
opinion and behaviour. It is the planned and sustained effort 
to establish and maintain goodwill and mutual understanding 
between an organisation and its publics. 

It should be noted here too that the two parts of the CIPR definition are 

mutually exclusive and, perhaps, even in disagreement. The first is clearly, if 

a little ambiguously, concerned with securing influence. The second, is 

consistent with the more broadly-based intention of building mutual 

understanding. The first is designed to confer advantage whilst the second 

must, by definition, presume either no such thing or a willing acceptance of 

this by both parties. 

Conversely, the Canadian Public Relations Society (CPRS), whilst similarly 

stressing the importance of mutuality, does offer a purpose for PR activity. 

For the CPRS, PR must, amongst other things, serve the public interest, a 

theme of no declared importance in the UK, the USA or Australia: 

Public relations is the strategic management 
of relationships between an organization and its diverse 
publics, through the use of communication, to achieve mutual 
understanding, realize organizational goals and serve 
the public interest. 

On the one hand, it is important to see these different definitions as 

emblematic of contested local positions and as reflecting distinctive 

approaches to the way practice has evolved or been justified. This can only be 

judged as the outcome of debate on PR in terms of its most effective and 

practical vocational form.  However, they should also be seen as sharing a 

joint interest in the place of ‘mutuality’ within dialectic to a degree that 

should be viewed as cohesive and not as coincidental.   

However, it is also important to ensure that this focus on mutuality is not 

taken at face value. A number of alternative approaches to understanding 

definitions of public relations can be taken. These, most commonly, adopt 

socialised or cultural perspectives as a way of understanding what is meant by 
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PR and the use of tools which look to establish meaning via the critical 

examination of public relations as socially constructed and historically 

contingent.  

What can be taken from this? 

It can be seen, therefore, that even at the level of definition, public relations 

is a problematic pursuit which, in large part, posits mutually incompatible and 

operationally incoherent positions. These advocate principles that proclaim 

pro-social behaviours within the dialectic on the one hand whilst, at the same 

time, promising outcomes that can be nothing less than at odds with this. 

Whilst it should not be assumed here that such dissonance is peculiar to public 

relations and not necessarily the product of any unexpressed dimensions of 

power, it is clear that conflicting dynamics and are at work within the 

profession and that these require practitioners to manage operationally this 

disagreement and disharmony. 
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PR practice as an expression of social theory 

Introduction 

Professional definitions of public relations, and any expanded descriptions 

they rely on, should not be viewed simply as absolute, complete or 

unproblematic professional orientations. On the contrary, they represent 

distinctive, if localised, settlements on professional purpose. Therefore, by 

setting such vocational definitions aside, it becomes possible to understand 

PR more as a social and cultural phenomenon, constructed and having 

meaning specifically in relation to power and its negotiation. In this context, 

a number of useful ideas emerge. These concern themselves with the 

significance of social structures on such definitions and the relevance of 

historical contingency in determining explanations for the social role of PR. 

They also reveal further the confusion about PR’s relationship to mutuality 

and its conflation with unrelated communicative approaches that have no 

interest in mutuality. This section will try to confine itself to social definitions 

of PR, culturally and historically. 

Understanding definitions as social or cultural alignments 

The consideration of PR within a social as well as professional context is by no 

means a recent invention. Dewey claimed (1916) that society was 

‘constituted’ and renewed by communication and not simply maintained by it 

(Kuckelhaus, 1998). Even Bernays, recognised, perhaps, as one of the 

founding fathers of PR as a contemporary discipline, was also highly reflective 

of the purpose and reach of his preferred tactics (St. John III et al, eds., 

2018). By the 1930s, Bernays’ somewhat cynical understanding of his practice 

had changed to one where the PR counsel, in order to be useful, must first be 

concerned with the ‘pro-social’, or what is good for society as a whole. This 

stressed the significance of, at least seeking, some form of mutuality even if 

the level of enthusiasm to this had to be limited by the pragmatic or 

commercial. 

Vos’ study into the origins of public relations (2011) describes what he termed 

the logics of historical explanation. These considered PR as a social 
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institution and as a series of practices that could be rationalised using the 

constructs of late modernity. Three forms of explanation for PR were 

identified by Vos (2011), each conforming to either (i) functionalist, (ii) 

institutional or (iii) cultural logics.  Functionalism viewed the continuation of 

a social system as indicative of its capacity to achieve persistent balance. PR 

in this sense was a response to, for example, the reproductive demands of 

market conditions. There are a number of criticisms of this approach. 

Specifically, PR can be easily interpreted as an effect here rather than an 

essential form of mobilisation and certainly not a practice which is wholly 

contingent on commercial imperatives. Such functionalist logic can also be 

viewed as self-serving and reiterative when other mechanisms explaining, say, 

the existence of the pro-social are just as compelling. It also requires the 

somewhat vainglorious or ahistorical consideration of PR as existing at all 

times and concurrently with all social functions. Institutionalism, on the other 

hand, sees the development of PR as, principally, a process of technical 

appropriation. This has led to the selection in communications practice of 

methods that achieve compliance in others, allowing them to masquerade as 

offering mutuality and then to their consolidation collectively as a single 

conceptual expression called public relations. This is a somewhat complex 

rationale and more than capable of division with Occam’s razor. However, if 

this project of consolidation existed at all, it appears to have failed. The 

approach does not account for the fact that common PR practices sustain 

individually outside of the institution itself (Vos, 2011). Nor does it seem able 

to show why people make positive and rational choices about the need for PR 

as a distinct discipline but then remain willing on other occasions to follow 

such actions and not call them PR. 

Perhaps, therefore, PR can be viewed first as a cultural form or as a social 

institution that responds to the workings and production of culture. Here, 

public relations adopts and utilises preferred cultural values and ideas such as 

cooperation or participation and prioritises expressions of these in practice. 

Conversely, of course, it could be argued that PR actually works to undermine 
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such social forces, masquerading as something it isn’t whilst serving the 

interests of a predetermined or directed advantage.  

The use of cultural analytical tools was adopted by Curtin and Gaither (2005) 

as a means of responding to the criticism that existing definitions of public 

relations did no more than illustrate western modes of thinking and had no 

place in understanding Eastern and developing economies and therefore 

should restrict its existential justification on such matters. They used a circuit 

of culture model (du Gay, 1997, and Goggin, 2006) which proposed that all 

cultural artefacts were devised, formed and reconstituted via, initially, five 

socialised processes dealing with representation, identity, production, 

consumption and regulation. Meaning was not a given, established objectively 

or naturally. Instead, it was negotiated and transmitted via these social 

relations. They argued that public relations worked to establish and regulate 

discursive practices between these processes and that PR practitioners 

worked as cultural intermediaries within the system. However, they argued 

also that practice was closely located within, what Dozier and Lauzen (2000) 

called, an ‘empirical-administrative’ tradition which restricted PR’s 

existentialist ambitions to ‘positivism and capitalism’. Pearson (1990) 

classified this as a unidimensional model that was incapable of responding to 

post-modernist critiques or, with reference to this study, to the claims and 

appeals of the least powerful. L’Etang (1996) referred to this as the 

fossilisation of public relations, at a practice, definition and systems theory 

stage. 

These criticisms, however, tended to frustrate the pace of existentialist 

development in the profession rather than liberate it or open up new vistas. 

This constipation, in terms of conceptual models of practice, was reviewed by 

Laskin (2009). His analysis took on Excellence Theory (Grunig et al, 1984) as 

the dominant paradigm in PR (Sallot, 2003). He pointed to failures in 

Excellence itself as a truly progressive theory and to the consequences of its 

normalising impact as a dominant form of professional thinking. The model of 

Excellence, he argued, was flawed conceptually and methodologically, at 
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least as a vehicle which could be understood dimensionally and, therefore, 

measurably. The more complex it became, the greater the difficulty 

experienced. The more widespread the claims of its use, the more necessary 

it became to validate against it an increasingly hesitant set of explanatory 

developments. As additional and more practical understandings of the place 

and nature of symmetry were developed, a series of separate, more complex 

and non-continuous scales of measurement were introduced. At the time of 

his study, Laskin had identified seven scales of understanding measuring: 

‘one-way, two-way, asymmetrical, symmetrical, interpersonal, mediated and 

ethical communications’ (Grunig, et al, 2002). Philosophically too, and via the 

prism of practice research, it became increasingly difficult to accept the 

notion of symmetry as a coherent concept. Leitch and Neilson (2001) argued 

that it was ‘… simply absurd to suggest that an interaction between … a 

transnational corporation and … unskilled workers [could] be symmetrical’. 

Indeed, they argued, in such circumstances, sticking to symmetrical practice 

becomes ‘a self-destructive discourse strategy for the least powerful 

participant.’ This inherent contradiction at the heart of symmetry was 

recognised by Curtin and Gaither (2005) who called it the ‘Grunigian fallacy’. 

It is possible too to claim that other and related communications disciplines 

have also shown interest in understanding public relations as a social 

phenomenon, if not necessarily uncritically. Podnar and Golob (2009) argued 

that PR as a feature of modernity was born from the field of public opinion 

research.  Prior to the 1940s, they point out, PR was understood as a way of 

shaping and acting on public opinion. This casts PR as, primarily, a social 

science rather than a form of rhetoric or marketing. However, the conflation 

of such endeavour with publicity and propaganda during and after the post 

war period, served only to confuse and mystify its purpose as a socially 

orientated or distinct process with pro-social aims. It is not clear from Podnar 

and Golob how they would account for the emergence of press agentry at the 

turn of the 20th century (Jenkins, 1995) or its use during by the Creel 

Committee during the first World War (Kazin, 1995). However, the continued 

assimilation of PR as a managed and subjective process tended to confuse 
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how it should be defined and the areas with which it should concern itself. 

These further generated far from complimentary assessments of PR. The 

White and Park study (2010) used a content analysis of the New York Times 

over a four-month period to gauge how PR was understood through the prism 

of ‘earned media’ or the process of news analysis. This concluded that PR was 

used most often as a pejorative adjective when commenting on work to 

mislead or to manage perceptions. Further, these descriptions could be seen 

as establishing and maintaining linguistic and textual frames that cast doubt 

directly on the use of PR for mutually beneficial or pro-social purposes. 

Leichty’s analysis of ‘The Cultural Tribes of Public Relations’ (2003) provides 

insight into how culture can define both practice and the practitioner. He 

argued that a series of distinct positions or ‘voices’ can be observed in texts 

which comment on or seek to define PR and the way it is or was practised. 

This casts PR as ‘a multicultural field … constituted by … ongoing competitive 

[but often resolving] dialogue.’ Five positions or voices, he concluded 

(Thompson, et al, 1990), were sufficiently developed to be considered 

coherent. He gave these as: fatalist, egalitarian, hierarchical, autonomous 

individualism and competitive individualism. Douglas’s analysis of thought 

styles (1996) can be accommodated within this model. Together, here, they 

create a four-position typology for the cultural rationalisation of PR using two 

dimensions: one concerned with collectivism and individualism and the other 

with a measure of prescription - or the degree to which external factors 

impose conditions on choice. A power position of these voices can then be 

composed (table 2). 

What can be drawn from this? 

Public relations need not, perhaps must not, rely on a single explanatory 

force or paradigm. Instead, different methodological approaches and 

theoretical positions can add different perspectives and insights. Ledingham 

(2006) preferences a managerialist tradition that favours relationship 

management theory. McKie (2001), on the other hand, rails against such 

intellectual singularity and encourages criticism and analysis from a broader 
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academic perspective. It can be seen then (Ihlen and van Ruler, 2007) that 

methodological positions sway how PR is recognised and understood, and how 

utility is claimed. This is also why it is important to make such presumptions 

clear during any review and why doubt must be cast on the efficacy of any 

functionalist analysis that fails to do so. A critical and constructionist 

perspective reverses the analytical polarity somewhat, moving the focus from 

managerialist imperatives to the consideration of how PR practice shapes, 

forms and responds to the structures and impulses of the social. Most public 

relations theorists have limited preoccupations, ones designed to spotlight the 

meaning and working of relationships between economic and political 

structures and those who matter to such structures. Few are concerned with 

how relations between and within society and organisations have come to be 

in the first place and how, in turn, these may confer social relations upon 

others, let alone what these may be or how they could be understood or 

managed.  Academically, public relations has, perhaps, never been in greater 

need of understanding how it works and how it influences and responds to the 

mechanisms of social structures. 

Table 2: Cultural definitions of PR practice  

VOICE Fatalist voice Egalitarian Hierarchical Autonomous 
individualism 

Competitive 
individualism 

Nature  Capricious, 
indifferent 

Ephemeral, 
prophetic 

Perverse or 
tolerant Benign Benign 

Position on 
Douglas Grid 

High: prescribed 
Low: individual 

Low: prescribing 
High: collective 

High: prescribed 
High collective 

Low: prescribing 
Low: individual 

Low: prescribing 
Low: individual 

Power position 

Perceives a lack 
of power and 
influence but 
does provide a 
voice of dissent 
and protest 

Perceives power 
as activism. 
Opportunistic 
and tactical. PR 
as essential to 
progressive 
social change. 

Perceives power 
as order and 
mass control. PR 
as expertise and 
standardized 
knowledge. 

Perceives power 
as dispersed. PR 
as promoting 
cooperative and 
noncoercive 
relationships. 

Perceives power 
as dispersed. PR 
as virtuoso 
performance 
through 
intuition, 
instinct, and 
experience. 

Table 2: how historic observations about PR can determine definitions of practice in 
relation to power. Based on Schwarz and Thompson (1990). 
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Common criticisms of professional and sociological definitions 

Introduction 

As it is not within the scope of this study to consider the origins of PR, it is 

similarly not possible to comment critically on all aspects of its development 

in relation to power. Nevertheless, the criticism of advocacy generally, of 

which PR can be considered a part, is a well-established phenomenon with 

even Plato viewing the activities of Sophists1 with some disdain. It should be 

noted, however, that the place of PR in antiquity as a means of informing, 

integrating and leading people (Bernays, 2013) is far from coherent or 

illustrative of modern practice and is, perhaps, best viewed as a retrospective 

construction (Cutlip, 1995). 

Three forms of criticism 

As a consequence, it is sensible to restrict this study to the common 

contemporary criticisms of how public relations contributes to the negotiation 

of power and its effects. These criticisms are best illustrated by Coombs and 

Holladay (2013) and should be considered with reference to other sections in 

this thesis and particularly in relation to those dealing with PR and social 

theory. Three broad forms of criticism are evident. These see PR as (i) 

undermining, (ii) concealing and (iii) misrepresenting the dialogic in discourse 

and, with purpose and direction or not, serving the interests first of those 

who seek advantage over others. In all three respects, it is possible to claim 

evidence of a power position at play. 

The first criticism (i) claims that PR, far from building dialogue or facilitating 

negotiation, works instead to confuse and weaken debate (Dewey, 1916). It 

does this by isolating and challenging independent criticism when needed and 

bolstering otherwise weaker appeals when this serves self-interest. This 

undermines and misrepresents valuable forms of critical thinking and damages 

the effectiveness of open and transparent discourse. This critique can be 

considered as PR favouring in the dialectic the position of the least explicable 

 
1 Shophists acted as teachers, rhetoricians and advocates in Greece during the fourth and 
fifth centuries BCE. 
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or that which needs PR most. It presumes that the ideas promoted by PR 

practice are, somehow, more immune than others to rationalism or critical 

examination. However, far from hiding or diverting attention away from 

critical review, PR practice may work, instead, to attract interest in or 

scrutiny of the ideas it prefers so that the most robust forms of compromise 

can emerge.  

The second (ii) is characterised by the use in public relations of abstruse and 

sophisticated forms of delivery. This favours those with higher levels of 

competence in the use of PR processes and techniques and restricts their 

effectiveness when used by those without such competence (Leichty, 1997). 

In doing so, PR activity can be hidden from scrutiny in terms of its aims and 

ambitions and works to maintain a level of ignorance about its reach and 

effects. This critique favours the position of PR as a technical skill and 

professional behaviour. However, in doing so, it presumes that this approach 

to effectiveness is unique in discourse to public relations when it is clear that 

other forms of professionalism reside there also. It cannot be presumed, 

therefore, that only PR hides its purpose in discourse and that all others act 

with wholesome or benign intent.  

The final set of criticisms (iii) concerns how PR is used to misrepresent the 

position of parties in dialogue (L’Etang, 2005). This casts mutuality as an 

illusion and one where ideological will may be privileged at the expense of 

public interest. PR becomes a mechanism of control where social benefit is 

treated as irrelevant or malleable when this serves the requirements of those 

acting with self-interest. Whilst this distinguishes PR as a means of social 

control, it fails to recognise that, in identifying it as such, public relations 

mechanisms and platforms are confrontational and obvious and tend, 

therefore, to boldly reveal rather than mispresent intent. Conversely, this 

would, in effect, then work to build transparency and clarity of motive and 

compartmentalise communication into forms of discourse that can be 

understood and questioned more easily. 
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What can be drawn from this? 

Public relations is a problematic concept and analysing it as a means to 

negotiate power does little to ease this. Criticisms may reveal conceptual 

weaknesses and ambiguities but, ironically, these work most effectively as 

emblems or banners of the position positing the critique. In other words, they 

reveal as much about the critic as they do about the criticised. This is 

productive and useful in itself but also demonstrates clearly the importance 

of establishing the conceptual positions assumed at the vantage point at the 

same time, or even in advance, of recognising the conceptual positions 

occupied by those within the arena of scrutiny.  
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Excellence and the context of this study 

Introduction 

This section will provide a justification of the use of Excellence / symmetry as 

a model for engaging with power in PR. Firstly, it will describe what is meant 

by Excellence, set out its origins and argue that it represents the dominant 

operational paradigm in the UK. Other paradigms, in terms of their 

operational effect will be considered in comparison and an argument will be 

made to show that, given the objectives of this study, Excellence represents a 

sensible and productive baseline for the analysis of power in contested 

practice. Finally, this section will look at how Excellence predicts and 

compartmentalises forms of PR practice that tag activities as illustrative of 

power relations. 

The origin and meaning of Excellence and its initiation as paradigmatic 

The ‘Excellence theory’ of PR can be viewed as a continuing and persistent 

development in practice rather than as a singular, rapidly insurgent or 

revolutionary shift in thinking (Grunig, 1984). Its origins as a collective term 

date to 1985 and are linked to a series of studies conducted in the USA, UK 

and Canada led by James E. Grunig (op.cit.).2 The study comprised a set of 

moments or parts, each of which extended the authority and reach of the 

whole.3  Together, these considered the existential purposes of public 

relations, asking how PR contributed to business or organisational 

effectiveness and what the characteristics of this contribution might be. It 

concluded that practice was seen as both productive and valued when it was 

configured to recognise and serve the inter-dependence between an 

organisation and those with an interest in it. Three dynamics (table 3, p.32) 

dominated: (i) the use of symmetrical practice, (ii) a cultural environment 

 
2 : James Grunig claims in the abstract to ‘Excellence theory in public relations: Past, 
present, and future’ (2008) that the groundwork for this study dated back to the 1960s and to 
research he conducted into the activities of Colombian farmers. 
3 David Dozier and Lauri Grunig also received funding from the main sponsoring body the 
International Association of Business Communicators (IABC) to complete major components of 
the study. 
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that fosters symmetrical communication and (iii) a reliance upon 

communicators championing symmetry within the prevailing leadership group 

[dominant coalition]. Additional and important iterations of Excellence theory 

also considered the relationship of these ideas to gender equality, social and 

racial diversity and PR planning and evaluation. Pohl and Vandeventer (Heath, 

2001. p.359) considered symmetrical practice as defined by two concurrent 

activities: these negotiate understanding and position between both an entity 

and those who relate to it. This is broadly uncontested as a definition 

although it should be stressed that up until 2013 no place could be found for 

it in the Dictionary of Public Relations Measurement and Research published 

by the American Institute for Public Relations. 

 Table 3: Excellence theory  

Purpose Indicators Environmental form 

 

• To recognise and serve the inter-
dependence that exists between 
an organisation or institution and 
those with an interest in their 
purpose and activities.  

 

 

• The use of communication 
practices that recognise this 
symmetry.  

• A cultural environment that 
fosters symmetrical 
communication. 

• Leaders who champion symmetry 
as a preferred cultural condition. 

 

 

• PR as a leading, critical and 
empowered management 
function.  

• PR managers who lead strategic 
as well as specific functions with 
symmetry as a core purpose.  

• PR as an independent and distinct 
activity. 

• The systemic application of the 
symmetrical model. 

Table 3: the purpose of Excellence in public relations and how to spot it. 

 
Grunig (1992) has attempted to categorise the preconditions of this 

symmetrical environment. His first concerned (i) the place of public relations 

as a leading, critical and empowered management function. The second (ii) 

saw PR managers as almost apostolic, capable of leading strategic as well as 

specific PR functions with symmetry as a core purpose. The third stressed the 

importance of PR as (iii) an independent activity with aims and ambitions 

distinct from those, for example, of general marketing. Finally, PR practice 

within an organisation was consistent with Excellence when it displayed a 

persistent will towards (iv) the systemic application of the symmetrical model 

as outlined above. 
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The reach of Excellence as a normalising framework should not be 

underestimated. Sallot (2003) and others have suggested that it provides ‘the 

largest share’ of theoretical ideas in public relations practice. As a result, it is 

too easy today to see these ideas as uncontested but, before their 

development, their inherent positions and ‘insights’ were, by no means, 

routinely apparent within a profession fixated on the capricious and beguiling 

demands of the news media.  

The growth of the Excellence ideal is plotted in the Bentele festschrift 

(Grunig and Grunig, 2008) which shows its paradigmatic transition. The ideas 

it promoted were also demanding of existing organisational and management 

cultures, challenging the notion that business purpose was the simple pursuit 

of profit and, in instead, rationalising commercial endeavour as concerned 

first with the resolution of societal problems. As such, it becomes impossible 

for enterprise to function without an understanding of what strategic 

audiences want and, equally importantly, what they consider to be 

acceptable in realising this. 

Crucially, though, in relation to this study, the development of symmetry 

should also be seen as being enabled via a growth in the application of post-

war managerialist reasoning and commercial ideologies. These proselytised 

the value of a professional management cadre and the philosophical 

imperatives of corporatism and economic capitalism (Magretta, 2011) that 

were more responsive to the collective power of the consumer. These were 

shown at work in relation to PR via four devices. The use of (i) goal setting 

and business alignment placed the focus of PR on its potential contribution to 

business purpose regardless of how this was established. Systems theories (ii) 

further stressed this importance but also promoted Excellence in practice as 

such theories highlighted the degree to which both organisations and their 

communities rely upon each other (von Bertalanffy, 1950). The identification 

of strategic communities (iii) placed responsibility on practitioners to 

recognise commercial advantage through stakeholder salience, prioritising 

those where improvements in relationships served first the organisation’s 
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interest (Grunig et al, 2002). Finally, PR was placed to (iv) help manage 

competing values (Quinn et al, 1983), shaping discourse within strategic 

communities to align with the organisation’s interests. Excellence’s declared 

ambitions, indicative behaviours and environmental forms (table 3) positioned 

it advantageously in relation to these requirements. 

L’Etang (2010) argues that that the growth in vocational education in PR 

during the late 1980s and early 1990s also played its part in implanting 

Excellence within the professional consciousness in the UK. This was borne 

from a desire to fill the vacuum then identified by the profession in terms of 

its academic bona fides and the practicality of doing so with the relatively 

developed and readily available resources on offer to US scholars and 

educators.  

Grunig and Hunt (1984) attained almost iconic status and has 
been a structuring influence in the field, even though it was 
not republished and never appeared as a second edition 
(L’Etang, 2010). 

Therefore, it can be seen how the place of mutuality and co-dependence that 

rested at the heart of Excellence theory was re-characterised as valid only 

when it served business advantage, regardless of whether or not this 

advantage was established symmetrically. Grunig et al’s (1984) original 

ambitions for Excellence may not have been sympathetic to such conflation or 

the absence of a symmetrically validated business purpose. However, if such 

one-sided purpose prevails, asymmetric communications practices in business 

must, therefore, also be redeemed as at least ‘knowing’ and ‘effective’ 

within PR when they too can be perceived as complying with the self-same 

organisational or commercial imperatives as their symmetrically orientated 

counterparts. 

Criticisms and weaknesses of the Excellence model 

The development of Excellence as paradigmatic should not be considered 

achieved or as irresistible and four main forms of criticism in academic 

literature are described here. The first three consider it as (i) an unrealistic 

framework, (ii) incapable of recognising complexity or mixed motives, and 
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(iii) unwilling to recognise the value of contingency or pragmatism. The fourth 

considers the place of power in the application of Excellence, particularly in 

relation to (iv) the capacity of the practitioner. These criticisms, however, 

may also be seen as showing the degree to which Excellence is capable of 

adapting and flexing its explanatory reasoning. 

Van der Meiden (1993) is most obviously associated with the first of the 

criticisms. She stressed that PR should be understood as a means of engaging 

with reality and not as a vehicle for establishing the efficacy of tactics as they 

pertain to unrealistic circumstances. Instead, PR demonstrated its 

authenticity by setting targets and measuring the effects of practice in the 

real world, not in one forced to comply with academic abstracts. In doing so, 

PR must prioritise the needs of its principal above those who relate to this 

principal: he who pays the piper calls the tune. The second criticism sees 

symmetry as a somewhat blunt and uncompromising instrument that supposes 

all communications effort can be reduced to a continuum (Murphy, 1991). This 

consists of complete goodwill and cooperation on the one hand and unyielding 

intransigence on the other. In doing so, the Excellence model fails to identify 

and work effectively with the complexities of overlapping and competing 

discourses and their construction. The third major criticism is similarly 

attached to the workings of ‘reality’. This considers complete collaboration as 

unrealistic (Cameron, et al, 2007) and, instead, stresses the importance of 

staging posts in communication where accommodation can be viewed as 

compromise and pragmatism, contingent but not fixed. Excellence, it is 

argued, offers little commentary on such matters or their value. 

The final criticism is interesting in relation to this study in that, whilst it too 

positions itself as commenting on the real world, it considers the place of 

power effects in the equation. Here, Excellence is constrained not by an 

idealised and unachievable ambition but by the limitations of its deployment. 

The practitioner is central to this argument (Leichty, 1997) and particularly 

that they might lack capacity in any given set of circumstances to effect 

change symmetrically. This idea embraces both cultural as well systemic 
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processes but also comments on capacity as skill, latent, inherent or absent. 

On this, Laskin (2009) concedes that Excellence has achieved somewhat of a 

paradigmatic fait accompli but believes that serious failures are embedded 

within its conceptual and methodological settings. These have had the effect 

of stifling further development of its reach as a dimensional or measurable 

vehicle. Most prominent of his criticisms is that the evaluative dimensions of 

Excellence are fractured. In other words, that they have become difficult to 

operate in tandem with each other or to offer dichotomous positions in which 

one end of any scale is truly representing its opposite.  

Alternative PR models and their relationship to Excellence and power 

Despite the reach and utility claimed here, Excellence as an explanatory force 

should not be presumed as existing without challenge and alternatives are 

numerous. These alternatives stem from a range professional or conceptual 

positions and can be summarised as (i) normative, (ii) rhetorical (iii) feminist, 

(iv) relational, (v) communitarian, and (vi) emerging or critical. These ideas 

are set out below (table: 4, p.37) in summary but are discussed here in 

relation to (i) what useful additional distinctions and perspectives they bring 

in terms of power in practice and (ii) the degree to which they can command 

ready access to accepted reasoning and motivation in practice by PR 

practitioners. Both of these points are important in the context of the 

objectives of this study. 

Normative or established explanations for PR practice can be best illustrated 

with reference to Bernays (Olasky, 1984), Pearson and Simoes (Sharp, 2000). 

These suppose the pursuit and development of advantage, benign or 

otherwise, through communication practice. This may be to secure ethical or 

cooperative settlements via dialogue (Pearson in Sharp, 2000) or the use of 

practices designed to foster one-sided benefit (Olasky, 1984). They comment 

too on the management of communication (Sharp, 2000) and the workings of 

sub-systems concerned with the regular maintenance of benefit and 

influence.  
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Table 4: Excellence and alternative paradigms 
Form of practice 

 

Excellence  
(Grunig, 1984):  

 

A symbiotic model of behaviour with symmetrical activities that benefit both parties 
in the dialogic. It seeks to build mutual agendas and mutual benefit from outcomes. 
However, it assumes both parties have equal access to symmetrical methods or will 
always use these in a non-partisan fashion. 

Established or normalised 
Bernaysian 
(Olasky, 1984):  

Forms of asymmetrical persuasion that manage publics to the advantage of one party 
dialogically.  

Pearsonian  
(Sharp, 2000):  

Practices that prioritise ethical decision making and settlements based on dialogue. 

Simoesian  
(Sharp, 2000):  

The management of two-way asymmetric communication with a focus on sub-systems. 

Other 
Contingency theory:  
(Cameron, Pang, & Jin, 2008).  

Concerned with how settlement is linked to the pragmatic or interdependent. 

Reflective paradigms 
(Holmstrom, 2004 and 2009)  

Consider it essential for the process of legitimation to engage with processes and 
stakeholders, via review and prediction, capable of affecting this. 

Rhetorical 

General Activities that persuade, rationally and openly, but not necessarily mutually, with 
declared and productive intent. They seek to build open, transparent and regulated 
agendas. They claim they are rational, objective and designed to secure informed 
agreement. However, in reality, practices do not prioritise mutuality or symmetry 
over pragmatism or one-sided and partisan advantage. 

Isocratean Rhetoric 
(Marsh, 2013). 

Forms of rhetoric predicated on the quest for harmony, unification or the 
collectivisation of socially beneficial intent. 

Concurrence:  
(Heath, 2001) 

A developed form of rhetoric concerned with progressive if incomplete settlement. 

Feminism 

General Critical recognition and avoidance of activities that serve male elites. Use of activities 
that don’t! There is strong analytical application across all forms of practice and 
coherent presumption of purpose in practice. However, liberal, reformist and radical 
interpretations of practice are contradictory or mutually exclusive. Alternative views 
on practice cannot be accommodated. 

Networks and relational 

Personal influence 
(Sriramesh, 1992) 

The use of favours, influence and expectations that resonate as obligation and 
responsibility. Binds individuals to joint enterprise. Protects hegemony, existing 
interests and forces of conservatism. Inconsistent with ‘western’ economical 
liberalism. May have no interest in communitarian ideals. 

Relational: established 
(Ledingham, 2006) 

Social partnerships, authentic and transparent behaviours. Consistent with 
symmetrical practice and regulates against partisan behaviours. Can be modelled to 
influence opinion and action in asymmetric forms without identifying as such. 

Relational: emerging 
(Ferguson, 2018). 

The place and effect of relationships to key ideas, centres and individuals. 

Emerging paradigms 
Global or digi-modern: 
(Huang et al, 2017) 

The management of globalised, nuanced, and transitory relationships. 

Public communication:  
(Ferguson, 2018). 

A focus on relationships as significant, with this as the unit of study rather than, for 
example, the attributes of stakeholders. 

Network perspectives:  
(Yang and Saffer, 2019). 

The identification, classification and examination of connected actors and nodes. 

Communitarian 

General Works to build strong community and inter-community alignment and coherence. 
Seeks symmetry as pre-conditional state. Balances risks and rewards within dialogic 
and across communities. Inconsistent with liberal interpretations of practice or 
economic purpose. Idealistic and non-pragmatic. 

Reciprocity: 
(Marsh, 2013) 

Social Harmony: (Kruckeberg 
& Starck, 1988)  

May align with communitarian and rhetorical aspirations and understandings. Assumes 
rational forms of collective-interest and self-interest prevail. 

Table 4: Summary of PR paradigms and their relative positions. 
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These rationalisations may be seen as operating openly, not covertly, and, 

therefore, as representing accessible and apparent forms of practice that can 

be isolated and understood by this study. However, instead, as non-covert 

paradigms, they deny the presence of power as hidden or as containing 

opaque effects. An understanding of practice in this context would tend to 

focus on only limited or singular perspectives within the Lukes dimensional 

account (2005).  

Two other normative accounts of practice are worthy of comment in this 

respect. The first can be described with reference to contingency theory 

(Cameron, Pang and Jin, 2008). This is concerned with how settlement is 

linked to the pragmatic or what presents as interdependent at any given time. 

Whilst, once more, this may be widely recognised and recordable as 

normative practice, it would tend to cast the workings of power as overtly 

rational and presuppose the denial of power in Lukes’ second and third 

dimensions (2005). The second additional account comprises more reflective 

paradigms and may be illustrated with reference to Holmstrom (2004 and 

2009). Here, emphasis in practice is placed on the importance of review and 

prediction and the energies needed to secure this. However, this requires a 

reliance on legitimisation (Wæraas, 2007) as the process of engagement with 

stakeholders, problems, solutions and outcomes must remain objectively 

credible and persuasive to all involved. Therefore, the process represents the 

effects it engenders as mainly consistent with legitimation, restricting 

observations and insights with respect to power as a result.  

It is also possible to argue here too that, although normative accounts are 

likely to be highly productive in the study in terms of identifying usual, 

broadly understood and credible descriptions of practice for analysis, they 

offer no more than can be accommodated already within the Excellence 

framework and its understanding of symmetrical and asymmetrical strategies 

and tactics and its propensity to subsume many normative approaches as 

asymmetric. 
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The second range of conceptual positions concerned with paradigmatic PR 

practice can be termed rhetorical. These may be described with reference to 

Isocratean rhetoric (Marsh 2013) and Concurrence (Heath, 2001), although it is 

accepted that many other practice forms, Olasky (1984), can be considered 

rhetorical. In general, rhetorical activities attempt to persuade rationally, or 

via appeals to pathos or ethos (Kennedy, 1991). They may be concerned with 

balance and harmony within the dialectic (Marsh, 2013) or distinct and one-

sided advantage (Olasky, 1984). However, rhetoric may also be presented as 

the most effective means to secure progressive, partial, compromised or 

incomplete settlement (Heath, 2001). Therefore, rhetoric must offer a duality 

of positions in PR practice and, in relation to Excellence, operate both 

symmetrically and asymmetrically as required. This presents comparably to 

Excellence in terms of providing explanatory breadth and its reach may, once 

more, yield for review very accessible and numerous examples of professional 

practice.  However, the interpretation of these in terms of power effect may 

be too often rationalised as overt and with no need to account for itself in 

Lukes’ second or third dimensions (2005). The Excellence model demands a 

neutral stance in relation to rhetoric in that symmetry dictates a balanced, 

even-handed and non-partisan exchange within the dialogic – one where both 

parties are open to the persuasive power of the other. The rhetorical 

approach, on the other hand, whilst not dismissing the concept of mutuality, 

is concerned with the purpose of any rhetoric used and the degree to which 

PR can be used to persuade. This requires the practitioner to accept that 

symmetry is a beguiling but non-existent paradigm and that, actually, all PR is 

rhetoric. Heath (1994, 1997) argued that persuasion was a legitimate 

expression of PR when this was intended to secure consensus or productive 

agreement through discourse. The rhetorical approach has a clear and 

relatively well-developed libertarian and rationalist position in relation to 

power. It establishes itself as a distinct or independent paradigm where 

persuasion is used with clear and declared intent for good or, for that matter, 

ill. It is the power of the argument that matters, and how its claims can be 

brought to bear. Intent, assuming a climate where disclosure of purpose 
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brings no reward or sanction, can be scrutinised and its aims laid open. In 

turn, rhetoric can be used as a valuable tool of advocacy, particularly when 

compromise, or partial or restrained stasis, is needed to establish agreement. 

Ultimately, however, rhetoric masquerades as overt, objective, even-handed 

and accessible when none of these imperatives may be the case. The 

examples of practice it may offer for analysis, therefore, will have a tendency 

to ignore experiences that fail to recognise such masquerades or make 

examples more difficult to identify. 

Feminism offers a macro-sociological or ‘grand’ theory and an emerging 

tradition of thought that offers ambitious explanatory capacity and which can 

be seen as paradigmatic in relation to PR practice (van Zoonen, 1994). It 

should be acknowledged immediately, however, that the feminist perspective 

is somewhat unconcerned with the value of Excellence relative to other 

professional approaches and is more interested instead in the structural 

purpose of PR itself. This speaks to the significant disparities that exist 

between genders and which are fashioned by PR practice and its 

consequences regardless of the model of practice under review. Here, this has 

been taken to mean that PR can be seen as serving the needs of male elites 

by excusing and validating persistent failures in social reform (Toth and 

Aldoory, 2001) that deny the development of meritocracy. Similarly, PR 

defends and perpetuates the controlling structural forms of patriarchy that 

present discriminatory behaviour as normal or natural. It is acknowledged that 

all forms of PR professionalism, in this context, can be examined for the 

emergence or use of such accounts and that these may be interpreted as 

revealing of power negotiation in the form of PR practice. However, the 

contention here is that whilst the Lukes model is also able to categorise 

perspectives on practices in contested circumstances in such ways, these need 

not be limited to the structural and discursive logics of feminism. A review of 

practice via the prism of Excellence, therefore, does not deny power effects 

as they are understood by feminist accounts but it need not exclude those of 

other accounts either. 
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Nevertheless, from a feminist perspective, the use of Excellence by this study 

generates two immediate anxieties. The first concerns the degree to which 

Excellence can be considered a useful paradigm through which to review 

power. The second is interested in the way outputs obtained via this route 

can be applied or understood. Aldoory (2006) concedes that Excellence 

dominates understanding of practice of PR and its study. In this context, 

Excellence may be considered, therefore, an obvious model through which to 

review power in terms of professional behaviours. She argues too though that, 

as the dominant paradigm (Kuhn, 1970), it has delimited the extent to which 

competing ideas may be reasoned or justified. Any consideration, therefore, 

of power effects in the context of Excellence may be served only by a critical 

inspection of the extent to which such contrary ideas gain or resist traction. 

Such critical inspection has been attempted here. 

Aldoory (2006) also suggests that there are three central concepts 

underpinning the androcentric interpretation of PR (van Zoonen, 1994): 

gender, power and diversity. Whilst she acknowledges that these concepts 

have been used too often to render a simplistic and formulaic interpretation 

of practice, she also believes that they remain capable of offering progressive 

perspectives. This is because they present a focus on practice as (i) gender 

constructed and defined, (ii) reflective of power as organisational or 

systematic property and (iii) a function of specific numerical diversity and 

relative equity.  Research that is capable of considering power discursively in 

this context will comment too not just on gender and race but also on 

management and leadership, and, similarly, this has been accepted here. 

A number of relational and network-orientated explanations for the 

management and delivery of practice offer important observations on PR 

purpose. These may be shown with reference to the personal influence model 

(Sriramesh, 1992) as well as general relational approaches (Ledingham, 2006).  

Sriramesh (1992) sees PR activity as concerned with the development of 

mutually beneficial relations. These assume a broader understanding of 

reputation than is usual and recognise types of practice that focus on favours, 
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influence or obligation. This form of exchange has most resonance within 

‘developing’ economies and is often referred to as the ‘non-Western’ model 

(Sriramesh, 1992). This approach should not be viewed as in some way 

contrary to the economic and business imperatives of the first world. Indeed, 

such practices can often establish productive relationships that bind parties 

together in joint enterprise effectively. However, they may also be viewed 

with disdain, or even as corrupt, from a western perspective when they are 

interpreted as favouring one party unfairly over another when no obvious 

business advantage, or even a clear disadvantage, is indicated. This comments 

on the nature of power in such circumstances from two perspectives.  The 

emphasis on responsibility, duty, respect and obligation established by the 

personal influence model can be seen as (i) empowering the established 

conservative forces of an existing hegemony and (ii) as denying the interests 

of those representing the liberating force of progressive economic ideals – or 

at least those who stand to gain from them.  

Ledingham’s views (2006) on relational approaches in PR draw many of their 

ideas from psychological and interpersonal communication. These underscore 

the significance of mutual orientation between an entity and those who relate 

to it. The model sees such activities as manifest in social partnerships, CSR 

programmes, authentic marketing behaviours and transparent policy making. 

These activities manage expectations and improve the quality of 

relationships. Relational explanations of practice position themselves as open 

and highly accountable. This model presumes that such psychological or 

relational devices are unproblematic when it comes to the negotiation of 

power or that any such issues can be resolved even in the most challenging of 

circumstances. This is not the case. For example, CSR programmes can, on 

the one hand, be viewed as a simple relational devices to establish common 

affinity between cultures in highly simplistic or synthetic ways (Trompenaars, 

2012). Alternatively, they can be modelled to influence opinion in favour of 

one party or to provide early warning of conditions likely to affect asymmetric 

business or community ambitions (Baumgartner et al, 2009). In such 
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circumstances, PR activities would be anything but relational yet would 

always appear as such. In both of the above instances, the significance of 

symmetry in practice is noted, either because practices must be symmetrical 

to be effective relationally or because they must be seen and accepted as 

such by both parties if any potential dissonance is to remain ignored. This 

argues for the use Excellence as a framework capable of gathering effectively 

expressions of practice that may show or comment on power in such 

circumstances. 

Communitarian models (Kruckeberg, Starck and Vujnovic, 2006) place public 

relations activity in the realm of partnership and community building. 

Dialogical and relational ideas, in this context, are deployed to identify and 

serve community interests or to repair failed consumer or political constructs. 

Public relations exists to fashion a relationship between individuals and those 

they relate to and to develop and insist on forms of practice that secure 

shared expectations and balance reward, risk, opportunity and benefit. This 

need not be just between two parties involved directly in the dialogic, it may 

also embrace those who have a related interest in the outcome. 

Communitarian practices share an interest in symmetry, but do not presume 

its existence, and insist on its application as a precursor to negotiation. 

Communitarian practices are often tagged as being a response to individual 

and community alienation or the homogeneity of globalism. However, in 

terms of power relations, they can be more clearly seen as a reaction to neo-

liberalism, which is regarded by them as incoherent and incapable of 

understanding and protecting shared interests without considerable 

intervention or management (Kruckeberg et al, 2006). Reciprocity (Marsh, 

2013) and Social Harmony Paradigms (Kruckeberg & Starck, 1988) align with 

communitarian aspirations to some degree as they assume rational forms of 

collective self-interest. Once more, Excellence is capable of speaking to these 

models. Its emphasis on symmetry and asymmetry encourages a focus on 

relevant relational practices from which discussion on power can be 

generated. 
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Emerging paradigms in practice have tended to concentrate on global and 

digi-modern (Huang, Wu and Huang, 2017), public communication (Ferguson, 

2018) or more developed network perspectives (Yang and Saffer, 2019) as 

rationalisations of practice. In a review of PR research trends between 2008 

and 2014 (Huang et al, 2017) claimed that the emergence of digital 

communications platforms had generated a weight of research activity 

concerned with dialogue, interactivity and two-way mechanisms. However, 

consideration of semantic web technologies, and augmented reality remained 

scant. This indicates a limitation in the capacity of these ideas to account for 

such matters.  

The term ‘public communication’ has been used by Ferguson (2018) as a way 

of bringing focus to the relationships with, rather than the attributes of, 

stakeholders as the unit of study. Network perspectives are concerned with 

the identification, classification and examination of connected actors and 

nodes (Yang and Saffer, 2019). These two ideas place emphasis on the 

relational but it is not clear to what degree Excellence is incapable of 

accounting for them. Valentini et al (2012) are helpful though on highlighting 

stakeholder theory in relation to the emergence of global and digitised 

information technologies. These cast doubt on what constitutes a mass 

audience, how cultural influences intersect, and how best to describe good 

practice. They focus too on the parameters of the real and subjective, and 

how these can be accommodated within different locations at different times.  

Such questions affect, as a consequence, what is meant by power and how 

this is felt individually and discharged globally. The critical examination of 

relational ideas in this respect has been attempted by this study. 

The value of alternative paradigms 

In summary, it is clear that the alternative explanations to Excellence are 

capable of generating productive filters for enquiry and that these in turn are 

capable of yielding compelling ideas in relation to power. It is not apparent, 

however, that such paradigms would be understood in practice and that 

examples and instances produced in this context would not be both limited 
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and complex as well as far from readily identified. The study’s objectives are 

focused on the examination of power in the context of PR as it is practised in 

the UK. It is, therefore, imperative, to ensure that data is built from such 

sources and in forms that are readily understood. It is a further ambition of 

the study that outputs retain professional utility. It is, therefore, equally 

important that such outputs are capable of being presented as professionally 

coherent. Excellence as a model of practice provides this form of professional 

understanding. It also represents an explanatory framework capable of 

addressing, if not always meeting as fully, the advantages offered by other 

paradigms in relation to the examination of power. Indeed, Sharp (2000) 

argues that ‘nothing in the literature has been more influential … than 

Grunig’s definition … which implies that true public relations performance 

does not occur until [a] symbiotic model of performance is achieved.’ Huang 

et al (2017) is in no doubt that Excellence has adopted the imperative role in 

PR and that, in terms of research, dialogic theory has become the most 

dominant’ arena of interest. However, perhaps most persuasive here is 

L’Etang’s reflection (2005) on the emergence and progress of critical thinking 

in PR practice. Whilst she is certainly weary of the continued reliance on the 

dominating assumptions of Excellence, she is clear too that the position of 

Excellence cannot be dismissed arrogantly. Instead, research is well placed 

when it attempts to discuss and decipher public relations not just critically 

but also in context and with regard to how it is applied and practiced. 

Excellence as a commentary on power in practice 

In brief, Grunig and Hunt (1984) rely on two distinct dimensional features 

when differentiating between forms of practice. These attempt to measure (i) 

dialogic or PR purpose as either directed and rhetorical or as non-

commanded, nonaligned and engaged, and (ii) symmetry or the level of 

allegiance to symmetry, or its absence, that can be evidenced (fig: 1).  The 

model generates four forms of practice or predictions of professional 

behaviour (fig: 2, p.46). These are most often referred to by Grunig and Hunt 
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(1984) as: (1) press agentry or publicity, (2) public information, (3) two-way, 

asymmetrical and (4) two-way symmetrical practices. 

Figure 1: Models of practice 
   

Practice ① relies on the 
use of persuasion and 
manipulation to achieve 
organisational purpose. 

          Practice ②	relies on open 
access to information and 
the transparent use of 
this. 

   

Practice ③	relies on the 
use of dialogic, informed 
by situational research, to 
persuade and manipulate. 

          
Practice ④	relies on the 
transparent use of 
situational research that 
promotes and leads to 
negotiation and 
consensus. 

Figure 1: Four models of practice created by Grunig and Hunt’s dimensional modes of PR. 

The two dimensions are sometimes understood as independent and sometimes 

as cooperative. The independent use of the dimensions allows the model to 

graft on explicit professional behaviours along (i) a craft or technical skill 

scale and (ii) a professional or strategic skill scale (fig. 2). This is important as 

it informs how purpose is related to the way practitioners self-identify and 

reveals too how attendant cultural conditions may influence professional 

activity. 

 

 

 

 

Figure 2: Practitioner roles 
   

Press agentry/publicity 
model. ① Propogandist. 

 

Craft | Technician | Tactical Public information 
model. ②	Journalist and 
content provider.           

 
 

 
 

Two-way asymmetrical 
model. ③	Professional and 
managerial. 

Professional | Managerial | Strategic  

Two-way symmetrical 
model. ④	Strategic or 
leadership role. 

 

          

Figure 2: Four broad types of practitioner generated by Grunig and Hunt’s dimensional 
accounts of public relations. 

 
The model is not without criticism. For example, the four forms of practice 

presume a non-continuous relationship between the craft/technical scale and 

the professional/strategic scale. This need not be seen in actual practice. It 

also seems to exclude, in one behaviour, those associated with the other 

Symmetry 

Dialogic 
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three. For example, there is no reason to assume that propaganda could not 

be achieved as a function of two-way asymmetrical practice.  

 
Figure 3: Models of practice as typologies of power 

Libertarian  Communitarian 
Two-way Asymmetrical. ③ High dialogic  

and Low symmetry 
 

Two-way Symmetrical. ④ High dialogic 
and High symmetry 

 

Press agentry. ① Low dialogic and 
Low symmetry 

 Public information. ② Low dialogic 
And High symmetry 
 

Dictatorial Patriarchal 

Figure 3: Four models of practice as typologies using dimensions of symmetry and dialogic. 

 
However, when the dimensions of dialogic and symmetry are used 

cooperatively, it is possible to consider for power effects the four forms of 

practice that are generated as typologies (fig: 3). These are far from neatly 

packaged but it does become easier to compare practice forms against broad 

ideological positions on power. For example, the practice of public 

information could be considered a patriarchal ideological position as, whilst it 

relies on symmetrical techniques, these are directed with little interest in 

genuine dialogue. Perhaps this could be illustrated by an organisation 

‘consulting’ with stakeholders on the closure of a public service whilst, at the 

same time, having no intention of complying with wishes to retain it should 

this be the prevailing view.  Press agentry here can be seen as no less 

consistent with, say, the emphatic management of the earned agenda 

(Dietrich, 2014) or as a strategy that has no interest in even-handedness or 

balance. This may be considered highly consistent with neo-liberal approaches 

to the exercise of power. The Excellence project may disavow such practice 

forms but it would be unable to deny public information’s capacity for 

marshalling or subduing counter opinion or press agentry’s potential for short 

term gain, however temporary (Banks, 2017). These are important 

considerations in relation to this study as they show that ideological 
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perspectives are more than capable of influencing the Excellence project’s 

established practice dynamics.  

Excellence and power 

The view taken by this thesis, therefore, is that Excellence represents a 

model of contained and distinct professional behaviours that is coherent in 

terms of the many and varied understandings of modern practice. This casts 

these practices as empirical and observable and as occupying a form that 

represents a largely shared understanding of purpose and intention. It is not 

claimed here that the development of the Excellence project should be seen 

as solely seminal to the creation of modern practices concerned with 

symmetry and mutuality. However, it claimed as reasonable that the 

promotion of these characteristics through the Excellence project, and its 

growth and dominance as an academic model (Sallot et al, 2003), did much to 

establish them as central and incontestable features of PR thinking. 

Excellence is defended as reliable platform for this inquiry as a result of its 

commonplace professional currency and not because its workings and 

mechanics somehow show themselves as superior in the examination of 

power. Indeed, as has been discussed above, other professional forms, 

accounts and paradigms are more convenient in this respect. However, in 

addition to offering a coherent empirical framework, the standard model of 

Excellence (Grunig et al, 1984) does accommodate much of what is 

highlighted by other interpretations. In addition, it comments readily on 

power and its effects and it is important to acknowledge this before 

deference is made to alternative accounts and ideas. 

What can be drawn from this? 

Here, Excellence has been presented both as a prevailing paradigm in the 

practice of PR (Sallot, 2003) and one that can be used productively to imply 

or reveal detailed and diverse presumptions on the nature, source and 

application of power. In particular, such power relations are evident in the 

construction of practice models, situational analysis and in the identification 

of strategic communities. Placing Excellence’s notions of symmetry and 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

 50 

dialogic in the context of alternative PR paradigms offers additional insights 

too into how power can be negotiated in any given set of circumstances. It 

also reveals limitations in the reach of Excellence’s explanatory position 

which have been addressed by this study. Finally, the section provides 

commentary on both the construction of measurement variables and indices 

important to this study and to the way the consequent analysis could be 

shaped. It has been argued that Excellence theory (table 3, p.32) is, perhaps, 

the most tested, discussed, reviewed and analysed approach to understanding 

public relations conceptually and practically, and that it has the capacity to 

identify clear empirical evidence and accessible professional outputs.  
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What is meant by power? 

Introduction 

The purpose of this section is to consolidate at this initial stage of the thesis 

the assumptions being made here about power and to comment on its 

meaning in the circumstances and contexts under discussion. This section does 

not critically review the nature and meaning of power sociologically in 

relation to public relations. The principal themes and issues in this respect 

are captured in the relevant section later in this document. Nor does it 

attempt to offer anything more than a limited elaboration on power 

conceptually, and even then only in matters pertinent at this point. However, 

it should ensure that the form and interests of the numerous conditions and 

contingencies discussed have some initial context and help make broad 

distinctions between power as it is understood as a social phenomenon on the 

big stage and how it is experienced and shown through practice as a 

functional or professional matter. 

A meta theory of power 

It is a mistake to understand the study of power and its effects as a 

progressive series of moments each adding insight incrementally. Similarly, 

power should not be understood either as a reflection of the prevailing 

sociological zeitgeist determining what should and should not be up for 

consideration. It is true that power is understood most regularly as an almost 

homogenous entity (Foucault, 1977), regardless of whether or not this is 

directed with intent or produced via an unmediated or innate force 

(Luhmann, 1985). However, this too is a somewhat contested claim with some 

critiques pointing to the importance of the highly differential and 

disconnected outcomes of power rather than the beguiling but completely 

misleading commonalities of such effects (Morriss, 2012). There is, perhaps, 

no fruitful grand theory of power affecting everybody, at all times in the 

same way but this does not mean that analytical frameworks are unhelpful. 

Indeed, they offer vital forms of scrutiny that bring key insights to an arena 

that, otherwise, hides it performance with ‘noises off’ or misdirection. 
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A brief history of recent thinking on power 

It is useful to understand power dimensionally as either an output, a form of 

agency or something we can decide to do or not to others, or as an input, 

something done to or for us regardless of how this has come about. It is 

equally the case, therefore, that power may comprise or recognise both of 

these extremes to some degree or for them to be used or experienced 

differentially at the same time. For Russell, (1938) power was a deliberate act 

where its consequences were planned or calculated. Mills (1959) and Parsons 

(1967) saw nuanced deliberation of such intentions that reflected social and 

cultural structures or the processes of legitimation. The capability of 

individuals to effect change in this way was of interest to Wrong (1979) whilst 

Blau (1964) was most focussed on the interplay between, and the construction 

of, power groupings to effect or accede to change. Foucault (1988) is, 

perhaps, most associated with the view that power collaborates with 

knowledge through discourse, almost independently of conscious intervention. 

Giddens (1976) was less fatalistic about the nature of power, seeking a ‘third 

way’ and recognising scope for both self-agency and the modifying effects of 

structural forces. More recent thinking (Orum, 1989, and Olsen and Marger, 

1993) has become interested in the relativity of power, in the way it produces 

action in others and the scale or otherwise of the impact this then has. The 

published definitions of power referred to here are set out in table 5 for 

comparison (Academia, 2019). 

Typologies of power 

Power can be understood too as a series of typologies (table 6). It is important 

not to think of these typologies has having external consistency or as 

somehow working to common dimensions. Whilst some features are similar, 

they are best viewed as distinct observations. However, having said this, two 

ideas are regularly visited: (i) the use of influence and (ii) the relative access 

to useful resources. Central to both of these ideas is the notion of coercion. 

Coercion may present itself in various forms and can be seen as insistent, such 

as the use of force and domination, or persistent, via persuasion or authority. 
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The former can be considered apparent or more likely to be whilst the latter 

less so. 

Table 5: Definitions of power 
Power is ... Author 

The production of intended effects.  Bertrand Russell (1938: 2) 

Whatever decisions men [sic] make about the arrangements 
under which they live, and about the events which make up 
the history of their times ... men are free to make history but 
some are much freer than others. 

C. Wright Mills (1959: 181) 

The generalized capacity to secure the performance of 
binding obligations, when the obligations are legitimized with 
reference to their bearing on collective goals and where, in 
the case of recalcitrance, there is a presumption of 
enforcement by negative sanctions. 

Talcott Parsons (1967: 297) 

All kinds of influence between persons or groups, including 
those exercised in exchange transactions, where one induces 
others to accede to his [sic] wishes by rewarding them for 
doing so. 

Peter Blau (1964: 115) 

The capacity of some persons to produce intended and 
foreseen effects on others. Dennis Wrong (1979: 2) 

The capability to secure outcomes where the realization of 
these outcomes depends on the agency of others. Anthony Giddens (1976: 111–112) 

In the end, we are judged, condemned, classified, 
determined in our undertakings, destined to a certain mode 
of living or dying, as a function of the true discourses which 
are bearers of the specific effects of power. 

Michel Foucault (1980: 94) 

The social capacity to make binding decisions that have far-
reaching consequences for society. Anthony Orum (1989:131–132) 

The ability to affect the actions or ideas of others. Olsen and Marger (1993: 1) 

Table 5: contingencies of thinking in sociological accounts of power (Academia, 2019). 

 

The absence, presence or use of force in this way can be intended or 

unintended (Wrong, 1979) or revealing of power relations (Knoke, 1990). 

Coercion can be recognised too as the capacity of one party, through the use 

of available resources, to insist on a course of action that affects others 

(Etzioni, 1968, Olsen, 1978 and Marger, 1987). Power, in this sense, can be 

both destructive or disabling and constructive or enabling (Boulding, 1989). 

Power as a function of management authority 

Finally, the idea of power as a tool of management practice and authority will 

regularly feature in this study. This idea will be discussed almost 

independently of the various social accounts and constructions of power 
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contained with this thesis, particularly when examining any given account of 

power within the day-to-day practice of public relations. 

Table 6: Typologies in the study of power 

Power  conceptualisation Types and characteristics Author 

Exerted through command of resources 
1. utilitarian  
2. coercive  
3. persuasive 

Etzioni (1968) 

Varying by resources but also by intent of 
the actor 

1. force  
2. dominance  
3. authority  
4. attraction 

Olsen (1978) 

 

Influence either unintended or intended 
(power) 

 

1. force 
• physical  
• psychological  

2. manipulation  
3. persuasion  
4. authority 

• coercive  
• induced  
• personal  
• competent  
• legitimate 

Wrong (1979) 

 

Relational, resource-driven, and socially 
organised 

 

1. force  
2. authority  
3. influence  
4. dominance 

Marger (1987) 

 

Defined in terms of its intended outcome 

 

1. destructive or threat (stick) 
2. productive or economic (carrot) 
3. integrative (hug) 

Boulding (1989) 

 

The absence  or presence  of domination 
and influence 

 

1. egalitarian 
• (no dominance/no influence) 

2. coercive 
• (dominance/no influence) 

3. persuasion 
• (no dominance/influence) 

4. authority 
• (dominance/influence) 

Knoke (1990) 

 

Table 6: typologies of power (Academia, 2019). 

 
Context will be offered at any given time but it is likely that power as a 

function of management will rely, at least to some degree, on French and 

Raven’s ‘five’ bases of power (1959). These are, again to some degree, 

present in Wrong’s (1979) model of power as either intended or unintended 

effects. However, it should be stressed that French and Raven is now more 

commonly associated with six bases (Nesler, et al, 1993). These are most 

often expressed (i) as coercion, usually as either a subjective or objective 

reality, (ii) as the capacity to reward, be it for personal gain or a collective 

value, (iii)  via legitimacy, often relationally or structurally, through appeals 
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to (iv) expertise and (v) reverence, due to ideological positions or allegiances, 

and (vi) informational, as an appeal to or reliance on the resource of 

information. 

What can be drawn from this? 

A number of points can be distilled from this brief review of what is meant by 

the term power. The first, and perhaps the most obvious, is that no single 

form or expression of power can be assumed as wholly paradigmatic. Whilst 

there are commonalities in the way power is understood, certainly in relation 

to coercion and about differential access to resources, the purpose, place and 

reasoning for these remains highly contested. It is, therefore, essential to 

consider power relations and their effects within the practice of PR as 

positional, in that any observations or insights drawn from this study are likely 

only to have resonance with respect to specific circumstances and vantage 

points. However, an understanding of power as a tool or function of 

management is a little more straight-forward and where the application of 

the six bases of power (French and Raven, 1959.) can be seen as helpful or 

commonplace.  

Secondly, and importantly, power, as a synthesis using these definitions, can 

be expressed dimensionally (see fig 4). In other words, it is possible to 

understand power in the practice of PR as a measurable phenomenon and one 

capable of being deployed consciously and evaluated independently if not 

always objectively. Here, the idea of power as done from or done to is 

helpful. This will be developed by the thesis as a more nuanced and 

sophisticated model (Lukes, 2005), and one capable of adding insight 

conceptually, or as a quick form of assessment in practice to inform 

stakeholder analysis or the best use of communication channels. However, its 

use as an evaluative model should not be exaggerated as it deals only in what 

can be considered as apparent in practice and does not judge the structural 

and ideological manifestations of power effects that are, for example, shown 

in Lukes’ (2005) third dimensional position. It should be noted that fig 4 shows 

power as the potential to be done from and to and makes comment only on 
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whether or not such power can be, rather than will be, discharged by those 

capable of doing so. 

Figure 4: Dimensional attributes of power 

Powerless Low (-) Attributes High (+) Powerful 

 

No access to the 
resources of power 

 Authority 
Legitimation 
Influence 
Rhetoricism 

 
Absolute access to 

the resources of 
power 

 

 

Open to coercion 

 
Intention of effects 
Self-agency 
Attractivity 

 

Willingness to 
coerce 

Fig. 4: Illustrative attributes of coercion and resources as dimensions of power. 

 

It is also possible to deploy these dimensions typologically (figure 5) to reveal 

four forms of power position with regard to access to the resources of power 

and to a willingness to coerce. 

Figure 5: Typological attributes of power 
 

HIGH access to resources of power 

CITIZEN 

 

Responds to coercion rationally 
with mitigated access to 

resources of rhetoric, authority, 
legitimation and influence. 

 Willing to coerce and act on 
this via highly unmediated 

access to resources of 
rhetoric, authority, 

legitimation and influence. 

ELITE 

 

LOW willingness 
and capacity to 

coerce 

  HIGH willingness 
and capacity to 
coerce 

HOSTAGE 

Open to coercion, fatalistic with 
poor access to resources of 

rhetoric, authority, legitimation 
and influence. 

Willing to coerce and act on 
this but with poor access to 

resources of rhetoric, 
authority, legitimation and 

influence. OUTLAW 

LOW access to resources of power  

Fig. 5: Illustrative attributes of coercion and resources as typologies of power. 

 

The four forms of power that are created are characterised as (i) elite, where 

coercion is unproblematic and access to rhetorical and legitimative resources 

is unmediated; (ii) outlaw, where coercion remains a viable strategy but 

where the resources of legitimation are relatively unobtainable; (iii) hostage, 

where a lack of capacity prevails in terms of coercion and access to the 
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resources of rhetoric; and (iv) citizen, where there may be low propensity to 

coerce but where access to the forces of rhetoric and legitimation remains 

good.  
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Power and public policy 

It is accepted here that PR activity works to shape public policy, and will, in 

doing so, confront or reflect the interests of those public policy represents or 

acts for. It may do this by, for example, formulating or denying the place of 

advocacy within the dialogic via stakeholder management (Grunig & Hunt, 

1984), establishing the reach or extent of communicative frames (Hallahan, 

1999) or adopting means designed to create or deny advantage in discourse 

(Outhwaite, 2009). Therefore, an analysis of PR in relation to power must 

show what is meant by public policy so that the effects generated by PR 

practice can be made explicit. The following section offers context for the 

notion of public policy, sets out what is meant here by the term and explains 

how connections between PR, power and policy-making can be assumed. 

What is meant by public policy? 

It may be misleading to use the expression ‘public policy’ without reflection 

or explanation, certainly with regard to the study of power. The term is 

usually defined as concerning itself with how the social is managed or 

regulated by the state. Cochran, et al, (in Birkland, 2005) called this the 

actions of government and the intentions that determine those actions. 

However, without additional clarification, this remains a somewhat limited 

and even distorting definition. This is because public policy cannot be 

characterised as a single matter, regardless of the level of integration or 

homogeneity it is assumed as offering. John (1998) argues that ‘Public policy 

is hard to research as it is a composite of different processes that cross-cut 

most branches of government and involve many decision-makers.’ Therefore, 

enquiries into social policy matters require that distinctions be drawn in, for 

example, the origin, range, consequences and interests under review, before 

different issues are identified or treated as relevant (Lowi, 1964, Hogwood 

and Gunn,1984). These distinctions include those, like PR, designed to fashion 

and negotiate opinion or to shape controlling formulations in discourse. 
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The study of PR and power in relation to social policy 

These and related caveats are helpful when the study of PR and power is 

attempted. Policy in this respect is most often understood as either (i) a 

contained process of negotiation involving formation, legitimation and 

implementation or (ii) the pursuit of rationalised ideas and preferences 

without over-regard for the restraints of ‘realpolitik’ or bureaucracy (Cairney, 

2012). The demarcation used here suggests very different arenas of study for 

projects concerned with PR and power. The first brings to the fore the place 

of community or joint action, and reviews networks and systems of 

collectivisation and consensus. The second asks us to think about how 

communication via discourse shapes, contains or propels ideas, and assesses 

the conditions under which associated effects may be influenced or resisted.  

Attempts, therefore, have been made in this study to respond to this 

distinction as it pertains to expressions of power that are observable via PR 

practice. The analytical construct (tables 9 and 13) captures data with 

reference to both macro-normalising and legitimating systems and to the way 

discourse is framed and argued. It should also be acknowledged here that 

research methods attempting to understand relationships between power and 

public policy can, at best, deal only with somewhat specific narratives and 

opinions either because they deal with contained processes or actions, reflect 

selected ideals or positions or assume specific expectations or motivations 

(Cairney, 2012). 

Power, policy-making and Lukes 

The many different interpretations of what is understood as power or what 

constitutes a power effect in relation to policy development and 

implementation generate further levels of distinction, position, subjectivity 

and nuance for the researcher and these too need to be understood and made 

clear if possible. Cairney (2012) is useful here as he uses Lukes (2005) to show 

how some of these distinctions may be deployed without constant verification 

and context building.  
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Dahl (1957) is applied to show how policy has been or may be affected in the 

first dimension via non-covert forms of coercion and rhetoric or by dispersed 

but recognisable forms of influence traced to political elites and specialised 

seats of advocacy and brokerage. Policy responses in the second dimension 

are illustrated with reference to Bachrach and Baratz (1970). These concern 

‘absent decisions’ and intervention or a capacity for inertia to regulate, via a 

collectivised order or legitimation, what is or is not a matter for the policy 

agenda. Finally, power in the third-dimension comments on how the 

autopoietic shapes policy via the self-regulation of its members (Crenson, 

1971). This may occur where cultural or ideological influence establishes a 

matter as unrecognisable as a power effect and, therefore, makes 

intervention in the first or and second dimension impossible.  

Public relations practice is taken as evident here in all three-dimensional 

interpretations of power. In the first, PR is used to establish settlement in 

policy, via rhetoric and reason, to the advantage of one party over another. In 

the second, PR practices utilise and align with prevailing forms of legitimation 

to establish, via policy design, gain for client actions and positions. In the 

third, appeals to the normative and instinctive are made when these reward 

the principal’s position in the development or implementation of policy. 

The power of PR via advocacy 

The expression of power in PR practice, at least in the forms described here, 

can also be seen in relation to processes of advocacy. The Baumgartner, et al, 

study (2009) showed that successful advocacy of policy position or change at 

the point at which it may be finally arbitrated is not routinely related to the 

use of the communicative resources available. This is because the forces of 

power at work have already been utilised in the steps prior to that point and 

the relative worth of these will usually be balanced as neither side had 

previously prevailed. Instead, the dichotomy is characterised as heterogenous 

or highly demarcated and susceptible only to impasse or the maintenance of 

the status quo. However, PR may work here to support what Baumgartner 

referred to as ‘mobilisation’. This works via discourse to bring greater focus 
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for the application of relative rhetorical resources to a particular or more 

specific policy location. The greater the deployment of resources around such 

locations, he argued, the more likely an advantageous result at this point in 

the contention. Indeed, advocacy may work, in this context, to generate more 

significant policy change as no other form of consensus or settlement can be 

achieved when resources are deployed equitably. 

Power, PR and pluralism 

Whilst it follows here that the study of PR and power, in contentious 

circumstances, cannot, therefore, be divided easily from the mechanisms of 

policy making, this does not mean that it must lead to directed or restricted 

conclusions.  In this study, it has helped turn a spotlight, instead, on how PR 

practitioners and their clients operate within institutions and when dealing 

with the political, social and economic mechanisms that maintain them. In 

turn, this reflects power, for example, as something that is both selected or 

wilful but also contingent upon social or historical constructions. It comments 

on PR in power as operating in different ways at different times and in 

different stages of advance or resistance and shows PR as working 

pluralistically but as synchronous with the dimensional effects of power 

(Lukes, 2005) discussed in these pages. 
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Conclusion 

This chapter has attempted to clarify the research ambitions and intentions of 

the project and to do so via an examination of the principal ideas of concern, 

namely the notions of public relations and power.  

As the study has tried to set out the relative place of power in the practice of 

PR in the UK, definitions of PR and power, and their relationship, were 

considered. This meant reviewing dominant perspectives on the nature of 

good practice and examining how these were understood as power effects. 

Other forms and definitions of practice were presented and these too were 

considered in terms of how they could be understood as contributing to the 

organisation of power. Power as a feature of public relations can be 

understood differentially and these different perspectives were considered 

too. A number of features emerged during this process.  

Vocational definitions of practice and of good practice privilege the place of 

mutuality and symmetry (CIPR). They are represented most clearly by the 

application or otherwise of Excellence theory in practice (Grunig and Hunt, 

1984). Yet, it is misleading too to think of PR as best constituted by a single 

explanation. This is certainly not evident in practice. Sociological accounts of 

PR, on the other hand, encourage the practitioner to consider relationships 

and their structures rather than simply the processes of engagement (Pieczka, 

2011; L’Etang, 2010). Here, the review at this point, whilst acknowledging the 

complexity of the issues being considered, recognised the significance and 

need for considering PR in a broader context, as a mechanism that is shaped 

by, and which determines, social structures of meaning to all of us. In so 

doing, power as a defining feature of practice assumes almost fundamental 

importance. 

If definitions of PR practice are contested, then those of power itself were 

shown to be even more so. These were reviewed in relation to social theory 

and to management practice (table 4). Like vocational definitions of PR, there 

were commonalities evident in the way power was understood with ideas 

relating to coercion and the access to resources occurring most often. There 
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are competing accounts of power readily available to the practitioner (table 

5). It is important, therefore, to be clear about what these are and what they 

assume. Within many accounts, it was also the case that power can be 

understood dimensionally or in ways that provided measurement relationally 

of chosen attributes. 

Together, the chapter has tried to distil a number of ideas and claims likely to 

feature heavily in this study and these have contributed to the agenda for the 

literature review and secondary research. 
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Introduction to literature review 

How this review is structured 

This literature review is split into an introduction and five substantive 

sections. It is followed by a conclusion. Each of the substantive sections deals 

with specific ideas or series of claims as they have emerged from the 

literature. They have been brought together in terms which bring coherence 

and structure to this chapter and address in order the principal concerns of 

the research question (pp.13-14). In summary, these pose three challenges. 

Firstly, how is public relations understood as a professional practice and, 

conversely, what does the literature reveal in this context in terms of 

understanding PR non-professionally – sociologically, critically or 

conceptually.  Secondly, the review has asked what, in general, is shown by 

any such conceptual analysis and does this offer insight in terms of how PR 

operates as a seat or mechanism of power. The third, considers what is shown 

or claimed in the literature in relation to how the actual practice of public 

relations works to form and reproduce conceptual accounts of power.  

How the review addresses the ambitions of this study overall 

This study has drawn direction and opinion from a broad range of sources. 

These are concerned with general academic opinion as well as that developed 

with specific professional intent or ambition. The first section tries to provide 

a focus for what can be drawn from scholarship concerned specifically with 

public relations practice in relation to this study. It address a number of 

themes but these can be summarised as relating to the foundations of 

Excellence (Grunig et al, 1984) as a framework for analysis, its value relative 

to other competing conceptualisations and how power has been discussed in 

the literature with reference to PR. 

The second considers if the breadth and reach of research into public 

relations as business or organisational practice (Van der Meiden, 1993) 

outweighs or misdirects its place as a social force conceptually (Coombs and 

Holladay, 2013b). It reviews the published outcomes in terms of whether or 

not they concern themselves with claims about the purpose and intent of PR 
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as opposed to its efficacy or management. It refers to the functional focus of 

current research and the apparent rejection of interest in matters not easily 

constructed as operationally pragmatic or experiential (Volk, 2016). It 

concludes with the view that abstract notions of PR practice and its purpose 

are an often ignored but potentially vibrant research dynamic (Holtzhausen, 

2000). 

As the third section is concerned with the relationship between social theory 

and PR in terms of power, it looks at how the practice of PR is explained by 

paradigmatic social theories and seeks to assess the relative usefulness of 

these accounts in explaining a purpose for PR in the management and 

negotiation of power socially. It examines the ideas of Habermas (1987), 

Luhmann (1990), Foucault (1980), Giddens (1984), Bourdieu (1991) and 

Goffman (1959), looking at how the literature accounts for power in practice 

via the notion of the public and the private sphere, communicative and social 

systems, subjectivity, discourse and knowledge, social reflection and 

reproduction, habitus, doxa and field, and dramaturgical analysis. It combines 

this with a review of emerging or contemporary thinking in relation to PR and 

abstract positions on power. Here, the ideas of Dowding (1996), Hindmoor 

(2018), Gee (2011), Sharp and Gonzalez (2013), Kraus (2014) and Morriss 

(2012) are reviewed. Whilst this section, by its very nature, engages in the 

abstract, it is focused too on what can be taken from these ideas in terms of 

analytical approaches helpful to the study. This is an important task within 

the literature review and one which has informed the approaches taken 

methodologically.  

The challenge of the fourth substantive section was to review the relevant 

literature in terms of power and its expression in PR practice. It does this by 

taking what the literature says on the conceptual relationship between social 

theory and public relations and then reviewing how the actual practice of PR 

accounts for power. It reviews the literature in terms of the place and 

purpose of the dominant coalition (Cyert and March, 1963), and how power 

works through frame management (Goffman, 1959) and organisational 
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influence (Reber and Berger, 2006). It is concerned too with ideas associated 

with the workings of social capital and, to a lesser degree, with 

intersectionality and the management of communicative competence across 

the dialectic (L’Etang, 2015). 

The final substantive section considers what the literature infers in terms of 

the use of the Lukes dimensional account of power (2005) as an analytical 

model. This identifies the relative strengths and weaknesses of the model but 

concludes that the framework is a robust model for use within this analysis. 

Commentary on the extent and reach of this review 

The Academic Journal Guide (AJG) offers an internationally recognised 

assessment of journals and publications of interest to academics researching 

in the fields of business and management. It reviews and categorises 

publications with reference to the quality of their peer review and the 

pertinence of their judgements. 

It recommends just two journals in relation to PR and marketing. These are 

‘Corporate Communications: an international journal’ and the ‘Journal of 

Marketing Communications.’ A search of these journals using combinations of 

the terms ‘public relations, PR, relationship and maintenance of power’ 

identified 396 potential papers but only three which could be considered 

relevant to this enquiry; i.e., dealing with sociological accounts of power in 

PR. A further review of the following journals was also completed using 

similar search terms: ‘The Public Relations review, The Journal of Public 

Relations Research, The Journal of Communication Management,’ and ‘The 

Public Relations Quarterly.’ Finally, a search was conducted of the databases 

accessible via the Solent University Library’s online search capabilities. The 

university’s online and physical catalogues were also trawled for relevant 

literature and publications. This generated a further 59 relevant academic 

papers on the subject of power with regard to public relations practice and a 

significant array of publications from which material and ideas have been 

reviewed. These are set out in the references or the bibliography at the end 

of this study.  
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An objective assessment of the literature regarding power and practice 

Using systematic reviews of the relevant research literature (Volk, 2016, and 

Ki and Ye, 2017), which are considered in more detail below, it is possible to 

comment objectively on the position of the current research canon and its 

contribution to knowledge of PR practice. The vast majority (78%) of the 

materials reviewed in the Volk study were concerned with functional matters 

or those concerning the efficacy of PR methods in practice. This meant that 

they were concerned with the nature and use of methods designed to make 

PR a more effective tool of business management. The focus here was usually 

on determining what constituted value for money in relation to the furthering 

of organisational or commercial aims. This material offered no alternative 

view of PR practice as anything other than a functional device of liberal 

(often Western) or managed (often Asian) market and commercial 

environments. Around one in five (22%) made no reference to theoretical 

models or ideas of any kind. This meant that they were (i) locating their 

findings and claims within a business paradigm, (ii) presuming that this 

generated no conceptual complications of any sort and (iii) maintaining that 

there were no alternative models of good practice other than the one to 

which they referred in the relevant paper and which they believe could be 

understood without clarification. Only around 10% of the material set out its 

conclusions with reference to objective or theoretical models of any kind 

although all assumed that the relevance of these should be determined 

functionally or within a business paradigm. Further analysis of these figures is 

also offered below. 

Only around 5% of the academic material examined by the reviews concerned 

itself with non-functional or business-free rationalisations for PR practice. 

Here, the literature was interested in conceptual or alternative approaches to 

public relations as opposed to those concerned with business and the 

management of commercial advantage. 

Overall, it can be concluded evidentially that public relations research 

remains broadly unconcerned with conceptual matters, and certainly those 
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detached from commercial or business issues. In addition, when work can be 

evidenced as being interested in conceptual or non-functional concerns, this 

tends not to extend into the operational or the practice of PR. 

How the review informs the research gap claimed by this study 

Within each section, the review considers what can be drawn from it 

practically and how issues and claims can be used to further the ambitions of 

this research project. Throughout, however, the review makes a number of 

clear claims. The first is that PR is understood primarily in the literature, and 

to a significant degree, as a political, business or organisational function 

concerned with relative advantage in discourse. Secondly, this reflects the 

assertion made earlier that, in this sense, Grunig and Hunt (1984) should be 

considered paradigmatic in terms of the practice of public relations. Thirdly, 

the review shows that the conceptual accounts of PR that do exist, whilst well 

developed in the literature, remain of marginal or minority concern as 

operational or functional matters. Next, and specifically, the reviews shows 

that no empirical interest exists in the relationship, in the United Kingdom, 

between conceptual accounts of power and the actual practice of public 

relations in contested circumstances. Finally, the absence of this matter in 

the literature is also claimed as significant given its propensity to inform 

areas of concern in contemporary practice dealing with co-production, 

affinity and transparency. 
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Practice and power in PR scholarship 

Introduction 

This sections aims to review the literature in public relations scholarship that 

engages with the idea of power and identify the research gap that is indicated 

by this.  It will briefly review PR pedagogy and then give additional 

consideration to the term ‘public relations’ to that provided earlier as a 

professional settlement. This will emphasise competing rationalisations of 

practice.  It will outline the place of power in the PR research canon and then 

consider, from the literature, how Excellence may or may not provide a 

framework for the study of power in practice, justifying its place as such as a 

result. Finally, it will then set out a lacuna indicated from the literature and 

how the aims of the study may be justified in relation to this. This section 

should be seen as complementary to the examination of power and practice 

shown in other parts of the literature review and elsewhere. 

The limited scope of PR pedagogy 

The way public relations is conceptualised and reproduced professionally and 

educationally is shown in the literature as problematic. Indeed, current public 

relations pedagogy may close down or contain fields of enquiry and may 

misrepresent or even deny a place for power within the professionalised 

definitions adopted. Hoffman (2019) suggests, from a review of US student 

textbooks, that a quest for harmonious resolution or mediation between 

otherwise confrontational groups remains the most common understanding or 

interpretation of PR purpose. This tends to simplify otherwise complex or 

challenging social dynamics, promotes the place of singular mutualised 

settlement as both realistic and achievable and rejects as seemingly 

unnecessary the operational imperatives of asymmetric rhetorical or 

relational advantage. Power, therefore, becomes overt and susceptible to PR 

activity only when described in this way by the pedagogy and alternative, 

critical and problematising constructions of purpose remain unpursued or 

under acknowledged. 
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Reviewing the meaning of public relations 

In this context, the literature has been examined to review what is meant by 

public relations within academia in the field of PR as opposed to what has 

emerged via professional and operational settlement and which was described 

earlier. Professionalised definitions of PR practice were shown above as 

emerging, somewhat competitively, but as sharing an interest in the mutual 

and as capable of securing a shared vision between otherwise opposing forces. 

This formulation of purpose is often referred to in the literature as 

idealisation (Moloney and McGrath, 2020) as it projects purpose in ways that 

do not fully reflect reality. Critical engagement with idealisation shows, 

though, that the operational definitions that result cannot be seen as 

simplistic posturing or even as the inevitable outcomes of professional 

pragmatism. Moloney and McGrath (2020) cite the collection by Harlow (1997) 

of some 472 professional definitions. Many are no longer commonplace and 

choices, therefore, must have been made as a result about which were useful 

and which were not. Cropp and Pincus (2004) point to the existence of at 

least seven alternative definitional constructs in the UK at the time the 

current purpose for PR was settled by the CIPR. These stress, in various forms, 

an understanding of PR as an art and as a social science (Black, 1980), as well 

as a management practice (Fiur, 1988). It should not be assumed, therefore, 

that any settlement around mutuality and symmetry that is claimed here was 

anything less than highly problematic. Indeed, public relations has been 

characterised as an applied social science, rather than as a management 

strategy, for longer than Excellence has been deployed in the literature 

(Botan and Hazelton,1989). The social science perspective argues that public 

relations should be understood first as an objective exchange of ‘meaning 

between organisations and their publics’ (Moss, Verčič and Warnaby, 1999). It 

also presumes equal access to the means of discourse, as being objective in 

content rather than susceptible to management or manipulation. Further, it 

implies that public relations need not be contained by relational boundaries 

or the expectations of reputation.  
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At the very least, therefore, it should be observed that defining accounts of 

PR are numerous and remain both contested and continually negotiated. 

Edwards (2012) sees functional explanations for public relations as most often 

relating to organisational imperatives that, in turn, demote other contexts for 

its practice.  The managerialist focus she refers to may be summarised with 

reference to Ehling et al (1992) as comprising four conceptual positions 

dealing with ‘inter-organisational theory, management and decision theory, 

communications theory and conflict resolution theory.’  If it is not possible to 

contain enquiry within these contexts, then it becomes impossible to engage 

with alternative definitional consequences. Edwards argues that whilst such 

restrictions concern themselves with the professionally effective they also 

promote belief in idealised forms and ambitions. Relational matters too 

become contained by or only understood in such contexts, casting reality from 

the perspective of the organisational communicator and denying the place of 

other locations and perspectives. She stresses that this fails to understand the 

practice of PR as a social phenomenon or that its practice may be 

experienced as far from even handed and certainly a matter that requires 

selection, choice and the instrumental application of power or the 

management of its effects (2015). 

Moloney and McGrath point to more expansive illustrations of purpose (2020). 

They believe that the function of PR serves liberal democratic ideals by 

making debate more equitable or more vigorous and tested, and, as a result, 

more likely to generate truth. They point too to a loss of truth and benefit 

that can emerge via an unfettered volume of unmediated texts and the 

importance, consequently, of openness and transparency in democratic 

processes as tests of veracity. 

Further, on this expansive theme, Toth (1992) has argued, somewhat 

provocatively or radically, that the purpose of public relations at this level of 

definition was not to secure understanding or to develop mutualising 

outcomes. Instead, its function was disruptive or interventionist, curating and 
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exploiting material designed to hide or confuse meaning through 

confrontation. 

Competing definitions revealed through critical reflection, therefore, do more 

than simply nuance ambition. They reveal too fundamental considerations 

about what the profession considers itself to be (Moloney and McGrath, 2020). 

The breadth of these definitions may generate operational confusion on the 

one hand and deliberate obfuscation on the other. Whilst, simplistically, even 

this breadth may fail to explain and account for purpose comprehensively, it 

does acknowledge that no singular role for PR can be claimed convincingly. 

Far from presenting itself as a singular entity, capable of being explained and 

examined as such, PR is, in practice, declaring itself via such analysis as a 

selection of technologies that can be deployed differently and which are 

designed to serve undeclared and relatively unacknowledged purposes. The 

argument that this presents power as a productive device through which to 

examine such definitional dichotomy becomes apparent but it is also 

presented later in greater detail. 

The value of different rationalisations of practice as forms of study  

These viewpoints encourage a greater focus on complexity and rely on a 

broader range of explanatory forces, such as those which can be taken from 

psychology, sociology and economics, in addition to that scoped from 

management or functional theory (Ihlen and van Ruler, 2007). The 

explanations for such effects may extend ontologically to the interpretivist, 

and contain observations distinct from, say, the strictly relational 

(Ledingham, 2003). The rationalisation of practice revealed by pluralistic 

ambitions can be usefully described, somewhat ironically, as highly 

systematising or prescriptive as opposed to liberating.   

For example, Toth’s formulations (1992) set out three forms of enquiry that 

may be useful in terms of power and practice. These are concerned with 

systems, rhetoric and critical thinking. Ruler and Verčič (2005) were also 

interested in describing helpful typologies as boundaries of study in practice 

critically. These contrasted managerialist or functional activity with broader 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

 74 

explanations for communications theory and categorised public relations as 

concerned separately and collectively with informational, persuasive, 

relational, and discursive analysis. It can be claimed though that the broader 

interests generated as a result often serve managerialist or functional 

reasoning, and certainly do not reject it. This is shown by the continued, 

persistent and contemporary effort not to separate public relations from a 

functional purpose and, instead, to implant and consider additional 

conceptual, mainly societal, relational or discursive ideas as the potential 

driving force for PR activity (Duffy, 2000). This has not been considered a 

controversial position by this study which, in broad terms, seeks practical 

outputs, capable of professional deployment, from an analysis of largely 

conceptual concerns. 

The claim to pluralism, though, is well evidenced in the literature. On the one 

hand, this might be contained by Burson’s tripartite formulation for public 

relations purpose (Gunning, 2007). This set out the skills of passive 

monitoring, receptive and active communicating and philosophical and ethical 

decision making as being essential to the practitioner. On the other, Ihlen and 

van Ruler (2009) show extensively that PR can be seen as revealing and 

supportive of highly differentiated and even competitively facing expressions 

of social order and construction. 

Sociological concepts, though generally occupying a secondary place in 

comparison to relational, rhetorical and psychological enquiries in the PR 

research canon, offer empirically challenging theoretical perspectives and 

have been adopted here because they work to undermine normative theory 

building (Ihlen and van Ruler, 2007). These are summarised more completely 

in the following sections of this literature review. In general, as they deal 

with hugely differing macro social explanations or constructions of reality, 

they are useful in offering discrete if not commanding expressions of practice 

with the surety that they are indifferent to the scriptures of Excellence. 

Luhmann’s position on reflexivity (1995) can be used in illustration here. This 

constructs practice as concerned with the identification, coordination and 
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collectivisation of communicative exchanges designed to respond reflexively, 

and in a highly contextualised way, to cultural, social and political 

presentations or preparations (Holmström, 2007). This encourages a focus on 

the highly pragmatic and variable nature of practice and the review of the 

specific contingencies that may be in play at any particular time. 

The place of Rhetoricism  

It is worth highlighting specifically here the place of rhetoricism as an 

alternative rationalisation of PR practice as it works, with varying 

consistency, to describe PR in different social circumstances. Indeed, the 

commitment shown by Heath to the ‘rhetorical enactment rationale’ (2004) is 

persistent, responsive and progressive. Rhetoricism can be described, in this 

context, as a socially developed and structurally modifying process that uses 

communication to secure tightly negotiated, consensus-building and even 

democratic outputs.  It works too to address the complications of more 

pluralistic definitions of public relations and can accommodate practice 

within varying commercial, regulated and even pro-social frameworks. 

Heath’s arguments in this respect are comprehensive and detailed. However, 

they assume a position on power that often makes its effects obvious and 

recognisable if not always simply. Here, power is subject to inspection by 

reason and to the tests of logic, principle and emotion. The rationale and the 

definitions of practice implied, therefore, become less persuasive when 

power is considered within Lukes’ second and third dimensional accounts 

(2005). These show how power works to conceal its presence, control 

discourse and adopt normative and sense making properties that guide 

rational thought and conduct debate in non-consensual, coercive and abiding 

ways. 

This complication remains less problematic with regard to the relative 

positions and workings of cultural topoi within rhetoric. The overlapping 

dynamics they set out or expect (Leichty and Warner, 2001) are much more 

adept at accommodating forms of rhetoricism within the Lukes’ model of 

power (2005). In this context, it is first necessary to define culture as 
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comprising networks of shared values, ideas and beliefs about the social 

(Thompson et al, 1990) and, once this is accomplished, to form conclusions 

about what these may be and where the boundaries between them could be 

drawn. Fiske lays claim to five cultural arenas (1991) but develops important 

arguments around how in what way each topos may coalesce, retreat or 

emerge. In this way, what he describes as fatalist or hierarchical cultural 

topoi may reject rather than always embrace the status quo. Similarly, 

individualist topoi may become confrontational on matters concerning the 

relative place of autonomy and competition. Rhetoric works, therefore, to 

establish boundaries between topoi, test the value, validity and distinctions 

they offer and build consensus or demarcation between them in culture and 

discourse. Cultural topoi are consistent with reflexive (Giddens, 1984) and 

autopoietic (Luhmann, 1990) social structures. This is because public relations 

need not concern itself at the point of definition with rationalising any 

dissonant effect that may emerge when using mutualising communications 

strategies to achieve advantage. Instead, PR programmes, at least singularly, 

can be expected to do no more than facilitate, stimulate or translate such 

reflexivity or auto-response in the knowledge that the change they are 

concerned with can only be one part of a much larger coming-together of 

cultural settlements that take place outside of any direct control that can be 

safely assumed as specific PR activity. The Lukes framework (2005) can, with 

some licence, be used to accommodate forms of practice rationalised by this 

account of culture - as attempts via rhetoric to bridge or breach cultural 

topoi. This is because rhetoric understood in this way does not need to be 

highly apparent or obviously designed. Instead, culture will work, in response 

and alongside it, to rethink and reinterpret what emerges within an individual 

topos and across any boundaries it may share with others. This effect may be 

recognised or not as rhetoric but, importantly, it does not seem unreasonable 

to claim, therefore, that cultural consequences formed from rhetoric may be 

at best opaque and certainly difficult to differentiate and may remain as 

unnoticeable candidates for Lukes’ third dimensional account. 
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The appeal to plurality generated by progressive rhetoricism persists, 

thematically at least, within more communitarian constructions of public 

relations purpose (Kruckeberg, Starck and Vujnovic, 2006). These claim that 

any progressive development of liberal economic and social structures 

requires a concurrent reassessment of the benefit and advantage they offer, 

one that prefers collective change and which emphasises the primacy of the 

social. Subsequently, this works to redefine the purpose of PR and charts a 

course for the pursuit of public relations activity that advances and fosters 

collaborative production and partnership. This is regularly referred to as 

‘reconstructed theory’ (Heath, 2004) but its position on power, without 

recourse to cultural effects, is similarly not well developed. For example, on 

the one hand it claims it is rational that a declared desire for social good 

offers, by itself, compelling advantage and choice within a more progressive 

competitive environment. Yet, it is not apparent how this social good may be 

formed or how it should be understood. The pro-social is a highly problematic 

term in this sense, which demands clarity around what constitutes the social 

and what is determined as being of benefit to it. The assumption that the pro-

social is simply normative or produced benignly from commercial forces fails 

to address how power constructs these ideas and how benefit or advantage is 

made possible or denied through such constructions. 

The study of PR and power 

The methodology deployed by this study and the assumptions it has made in 

relation to the place of power in public relations practice are covered in some 

detail later in this thesis. However, a number of observations in this respect 

are worth acknowledging in this section as they bring specific insight about 

these matters from academic literature concerned specifically with public 

relations. These make observations about methods, how forms of power may 

be shown in practice and the shape of potential forms of study. 

The first comments on the nature of the social in relation to power and public 

relations practice. Whilst any description of the public interest in relation to 

PR activity may be dogged by complexity and ambiguity, it is often distilled 
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by practitioners as being financial, operational and relational, rather than 

pro-social in nature (Ihlen and Raknes, 2020). However, this still implies the 

pursuit of what Ihlen and Raknes (ibid) have described as a ‘licence to 

operate’. This makes a number of interconnected claims about practice and 

how it can be justified in commercial or political contexts. These can be 

summarised as a concern for the construction of an acceptable alignment via 

PR activity with selected forms of public concern so that organisational and 

stakeholder interests can be seen as jointly compatible. It follows, therefore, 

that power may direct the form of this ‘licence to operate’ and be evidenced 

by the types of practice that have formed and result from it. 

Edwards (2012) is helpful in setting out potential and productive arenas of 

study. There is emphasis on the functional, in relation to organisational 

settings and the management of practice, but she also emphasises the place 

of the social in terms of how the external environment may be characterised 

and understood. 

Critical forms of engagement with the research agenda are widespread (Ihlen 

and van Ruler, 2009) but it is clear that these remain more concerned with 

defining it than offering means to explore it. L’Etang (2005) is illustrative 

here rejecting the need for critical theory to improve public relations practice 

and, instead, proclaiming the virtues brought about by its capacity to consider 

broader and more challenging matters conceptually.  

In his review of research within the field of news gathering and mediated 

communications, public relations and power, Cottle (2006) pointed to three 

broad areas of research interest. The first he described as loosely operating 

within sociological paradigms and concerning itself with power as advantage. 

The second shifted the focus to cultural paradigms and concentrated, he 

claimed, on the place of symbolism and representation in the negotiation of 

power. The final area he considered to be emergent but as showing a concern 

for how engagement with different forms of communication may offer up or 

receive power. Each area provides interest in terms of this project, suggesting 

forms or general arenas of note if not specific items for study.  
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Davis (2007) argues that a significant growth in the demand for and use of 

public relations practices has generated significant power effects in terms of 

what he describes as media-source relationships. This has worked to re-

package and direct mediated content in ways that present clearer advantage 

to advocates, corporations and organisations and which respond more 

efficiently in this respect to emerging and newly available resources and 

technologies. In other words, a growth in media efficiency and media savvy is 

evident in terms of content production and its use is symptomatic of how the 

power of mediated exchanges has changed. 

The place of mediated communications, as sources for the exchange of 

power, are also registered by Cottle (2006) as being of some importance to 

the PR professional. He argues that they represent seats of deliberation, 

argument and discussion, and continue to be essential vehicles through which 

power effects are negotiated in an increasingly pluralistic society. He is not 

clear if he means by this the activities and outputs of the news media or if he 

wishes to include or concentrate on hubs and technologies designed to 

atomise, automate and commodify news and other forms of managed 

communication. 

There are also significant observations on method in the PR literature, 

particularly in terms of the study of power. For example, an interest in the 

relative worth of empirical or more theoretically focussed instruments is 

evident. In general, claims are made that methods have been effective at 

assessing outward projections or objective rationalisations but they have been 

less useful in terms of understanding properly matters of intent or motivation 

(Ihlen and Raknes, 2020). For example, Edwards (2006) adopted relational 

analysis to investigate power using notions of field and symbolic capital 

(Bourdieu, 1990). This proved highly apposite in terms of professional 

reflection and most particularly in respect of the way power operates in 

practice in routine and non-contentious circumstances. Conversely, Ihlen has 

argued (2005) that the examination of relational matters can be restricting 

when the place and purpose of power is considered, particularly in how 
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normalising effects in discourse are formulated (Berger, 1999; Motion & 

Weaver, 2005).  This encourages a place for mixed or aggregated methods. 

General observations on power and PR in the literature 

There are numerous and significant studies into how different sociological 

accounts confer meaning upon public relations. These are probably best 

shown with reference to Ihlen and van Ruler (2009). However, in summary, 

these work to establish a place for PR in the functioning of power 

sociologically and reveal how this may be studied or revealed.  For example, 

Edwards (2012) has considered a Foucauldian position on public relations 

arguing that it can “engender both power and resistance.”  PR can also be 

seen as, for additional example, constituting the means through which 

coproduction is mediated or enabled (Giddens, 1984), cultural capital is 

exchanged (Bourdieu, 1990) and normative forces are constructed (Wæraas, 

2007). Taking a seat at any of these somewhat different points of contention 

assumes paradigmatic significance and, therefore, whilst this can only be 

selective or limited, the literature relating to Marxism, democratic 

representation, feminism and postcolonial theory is noted here. 

Weaver’s account of the relationship between Marxist theory and public 

relations (2018) demonstrates the alignment between PR, and the workings of 

capital as power, and the management of conflict within late capitalist 

settings. She also describes PR as a conduit of materialism and as a regulator 

of freewill. These reserve for public relations a role, as a consequence, in the 

maintenance of power and in securing difference and distinction in its 

application, that leads to inequality and subservience. Weaver is critical 

though of the reach of Marxism in rationalising resistance and acquiescence 

(Horkheimer, 1972). It seems just as possible for public relations, certainly as 

a group of technologies, to counter the aims of capital or the reactionary. 

Indeed, Weaver is somewhat optimistic about the place of PR to provide voice 

for those least capable otherwise of offering it within a Marxist paradigm. 

There are considered and developed analyses of the challenge posed by public 

relations to democratic processes and assumptions (Dewey, 1927). These 
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speak directly to the place of power within pluralistic and competitive 

ideological environments. Rakow (2018) reconstitutes Dewey as a founding 

father of democratic pragmatism, defending the role of and inter-connections 

between rational debate, engagement and social equity. Here, 

communication, through PR as objectively based and accessibly offered,  

presents not just as facilitative but also as fundamental to the democratic 

ideal. Power is regulated in this way via discourse and negotiation. Hildreth 

(2009) highlights the critical inspection of Dewey which has been made and 

points to what he recounts as Dewey’s naivety in relation to power and to the 

reach, for example, of the liberal economic appropriation of freedom within 

democracy. There is much, though, that can be assimilated from Dewey 

(Rakow, 2018) in relation to the development of relational and stakeholder 

theory and to the communicative effort and energy needed to sustain 

progressive social policy-making. For example, Dewey’s ideas have remained 

of interest to feminism and critical race theory (Kadlec, 2007; Pratt, 2002). 

Foucault’s ideas on power and their link to discourse, knowledge and truth 

(1980), remain somewhat complex and difficult to distil. However, the 

connections they may have to public relations activity have been examined 

very productively by Motion and Weaver (2018). This review revealed the 

significant potential that exists for the use and application of Foucault to 

public relations practice. Although a somewhat dismissive generalisation, it is 

possible to offer commentary here with reference to relational issues and to 

identity. These observe the importance of understanding discourse as 

enabling as well as denying, as revealing of purpose and as showing the 

limitations of such intent, and as always consequential rather than somehow 

determined. Public relations becomes a technology of power, showing, 

facilitating and regulating what can be understood by who and the purposes 

to which any knowledge in this way can be put. This should not be 

misunderstood as a directed exchange although it may be. For Foucault, 

power was always on, accessible but concerned with trajectory first rather 

than any single or selected imperative. The Foucauldian position though 

encourages the practitioner, in response, to problematise truth. For example, 
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by generating more challenging assumptions about what constitutes reliability 

in discourse rather than settling on forms or content which simply reflect 

normalised paradigms. It then becomes possible to reference or use otherwise 

contradictory experiences and to offer up different solutions or forms of 

settlement as a result. 

Feminism, as a lens through which to examine practice, is well represented in 

the literature (Rakow and Nastasia, 2018), with viewpoints emerging from 

liberal, radical, socialist, post-modern multicultural and intersectional, and 

postcolonial and transnational feminist perspectives (ibid). This reflects an 

interest in the gendered construction of professional representation and merit 

but the place of public relations in the production and reproduction of social 

controls that prioritise male hegemony is not ignored. The work of Smith 

(1987, 1990) should be acknowledged as it shows a concern with the 

problematisation of gendered and, by corollary, intersectional relationships 

(Kang, 2005) or, more accurately, the potential lack of this in theory building. 

This has much to say on power (Smith, 1987). In this context, Smith sees 

research into public relations as revealing of the relational bounds and 

contingencies that constitute and regulate power. Her work has also 

prompted consideration of how public relations may work to effect change 

(Gingrich, 2002), tackle injustice and promote inclusion (Alcoff and Potter, 

1993). 

Similarly, the PR literature has much to say about its place in the construction 

of resistance but this tends to be located with reference to postcolonial 

theory (Dutta, 2009). The notion of reaction in this context then becomes a 

response to euro-centric rationalisations and world-building. However, this 

extends intersectionally to analyses of materialism, liberal-economic 

modelling, representation and identity (Spivak, 1999). In particular, the 

literature offers much commentary on resistance to power via poorer relative 

self-agency (Basu and Dutta, 2008), the use of dialogical frameworks (Munshi 

and Kurian, 2021) and the critical examination of social structures (Dutta-

Bergman, 2005). 
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The poor conceptual foundations of Excellence 

The implications of Excellence as a functional paradigm are dealt with in 

terms of weaknesses and ambiguities by other sections in this thesis. 

However, it is worth acknowledging that the academic literature in PR also 

generates a number of critical and damning observations about the place of 

Excellence professionally. These may be illustrated, for example, with 

reference to McKie and Munshi (2009). They point out that the conceptual 

foundations of Excellence are somewhat more unstable than is often 

imagined. Its assessment of the existential worth of PR to some 300 

companies in the USA, UK and Canada, is characterised not by observations of 

actual relational activity with strategic audiences by the companies involved 

but by the one-sided assessment of these relationships by those involved in 

the study.   

Excellence as a valid paradigm through which to study power  

It is probably no longer reasonable to argue that Excellence simply represents 

an elephant in the room, the misplaced outcome of an over-indulged 

fascination with US-induced professionalisation (L’Etang, 2010), and this 

thesis should not be misunderstood as attempting to do so. Such fascination or 

over-indulgence with Excellence is no longer commonplace. Indeed, the 

creation of a Euro-centric alternative can be traced to the mid-1990s (Moss et 

al, 1999). Neither are the faults or ambiguities of Excellence ill-understood. 

Moloney and McGrath (2020) believe that the Grunigian fallacy, or the 

assumption that practice can be justified almost exclusively by symmetry, 

remains somewhat of a research base-camp. This is in the sense that for the 

practitioner, it is a central and continuing conceit and, for the academic, it is 

the central and abiding contention from which almost all critical reflection 

upon PR proceeds. 

Excellence does, however, remain as a stable suite of professional 

assumptions, purposes and strategies which reflect pragmatically the actual 

conditions and expectations of practice and which, further, are widely 

recognised as doing so. It is claimed here, therefore, that Excellence (Grunig 
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et al, 1984) should be assumed as representing the most widely understood 

explanation of PR practice in the UK (Sallot, 2003), certainly by PR 

practitioners. It can be seen as providing advantage to this study as it 

represents and reflects a common currency in terms of practitioner 

understanding of strategies and tactics. This is important as the examination 

of observed and actual practice is central to the ambitions of this project. 

Moloney and McGrath (2020) consider Excellence as representing 

‘overwhelmingly … [the] single, dominant, set of ideas’ in PR [and] … the 

basis for how PR thinks of itself.’ Therefore, Excellence, can be seen as 

representing an idealised form of practice that may mask ambiguity in its 

capacity to mediate social forces but one which remains understood as 

coherent professionally. 

Whilst it would not be controversial to select more pluralistic or multi-

paradigmatic approaches to the review and analysis of public relations 

activity (McKie, 2001) that shut out a place for Excellence, this should not be 

considered as particularly helpful either. It is difficult to escape the 

consequences for public relations as understood by Excellence, regardless of 

whether or not this presumes a social, functional or reflexive position or if it 

is experienced as a creator or receiver of its effects (Moloney and McGrath, 

2020). 

The reliance on Excellence adopted by this study, it should be said, is 

concerned first with pragmatic intent and with the delivery of achievable 

research objectives. These place a certain focus on what is practised and how 

it is justified so that the analysis is accountable, accessible and capable of 

delivering practical utility.  This works not to reject the superior efficacy of 

competing explanatory forces in PR or to deny the use of critical tools 

relevant to these paradigms. Rather, it encourages their use in the context of 

Excellence to reveal novel or unusual insights and claims.  

The study uses the processes of problematisation to re-categorise how power 

is understood via Excellence. Foucault’s ideas (1980) may be apparent here 

(Motion and Leitch, 2007). The study examines specific moments and 
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contingencies presented in the form of competitive case studies and reviews 

these in relation to predeclared attributes of practice and power. There is a 

focus in the interview analysis on how discourse produces preferred cultural 

models and transforms some as preferable or advantageous only in selected 

circumstances. This works to conscript or determine knowledge and truth and 

shows there is a relationship between these attributes and power. Types of 

cultural control via power are certainly indicated as worthy of review. These 

may take the form self-policing (Foucault, 1988) and reveal a dividing line 

between the relative capacity of self-agency and the workings of the 

normative.  

Wolf (2018) seems to indicate that public relations practice must sit at a level 

above the structural location of power, thereby disconnecting it from the 

inherent requirements of competing social or coercive frameworks and 

redeeming it as choice, utility or technology. This can be shown using 

Bourdieu (1991) where PR could, on the one hand, be assigned a constituted 

role in terms of the management of social fields (1977) and the creation and 

exchange of symbolic capital or symbolic violence. However, on the other, it 

may also be used to confront rather than mediate these demands and work to 

build and deploy alternative forms of oppositional activism. Therefore, the 

application of PR is not in itself power but can be appropriated in forms that 

enable or secure outcomes for power. Examining Excellence empirically, as 

opposed to theoretically, through an analysis of actual practice will assess if it 

truly sustains as a professional choice or behaviour and will, if it does not, be 

capable of illustrating the nature of this illusion in ways that critical reasoning 

may not make so apparent in terms obvious to the professional. 

Definition, power and Excellence as contributing to the lacuna 

Current PR pedagogy is shown as insufficient in breadth but it is clear that 

consensus and mutuality remain at the definitional heart of the profession 

(Hoffman, 2019). This idealisation of PR (Maloney and McGrath, 2020) is 

problematic but it should not be dismissed as an accidental existential force 

or one likely soon to be dislodged (Harlow, 1997; Cropp and Pincus, 2004). 
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Functional and managerial imperatives (Ehling et al, 1992) have, however, 

worked to contain and control what can be understood or examined as PR 

meaning this does not fully reflect the breadth of the literature in terms of 

explanatory forces (Ihlen and van Ruler, 2007) or more pluralistic (Heath, 

2004) and culturally dependent (Leichty and Warner, 2001) definitional 

interpretations of practice. This supports the need for further critical review 

of purpose and one that engages at this level of definition and with 

alternative conceptual forces including power. 

There is acknowledgement that public relations constitutes in ill-concluded 

ways the struggle for and negotiation of power (Weaver, 2001). This manifests 

as a significant concern for the development and further expansion of interest 

in the social generally. This may be characterised by the relational, in terms 

of the external environment (Edwards, 2012), and by engagement with the 

implications of key social theories and concepts (Ihlen and van Ruler, 2009). 

Here, the place of the conceptual is not classed as somehow more important 

(L’Etang, 2005) and there is general and widespread desire for greater 

understanding of how social forms affect the operational, tactical and 

professional in PR in relation to power (Cottle, 2006; Davis, 2007; Ihlen and 

Raknes, 2020).  The importance of power in these respects has also been 

highlighted by PR scholarship when examining Marxism (Weaver, 2018), 

democratic structures (Rakow, 2018), discourse, knowledge and truth (Motion 

and Weaver, 2018), Feminism (Rakow and Nastasia, 2018) and resistance 

(Dutta, 2009). Continued examination of the place of social dynamics and 

specifically power is, therefore, indicated by the literature when this 

operates to inform operational or professional decision-making. 

Criticisms (McKie and Munshi, 2009; L’Etang, 2010) of the conceptual 

foundations of Excellence (Grunig and Hunt, 1984) and of its operational 

ambiguities (Maloney and McGrath, 2019), do not dismiss its place as 

pervasive and paradigmatic professionally and certainly not as a means to 

study PR (Sallot, 2003). It represents, the single most recognised and adopted 

rationalisation of purpose in practice (Moloney and McGrath, 2020) and the 
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preferred model through which practice is understood empirically. Although 

recognising its problems, and not denying the significance of other more 

pluralistically generated explanations for practice, the literature would seem 

to conclude that it is difficult not to reserve a starting place for Excellence, 

and its use comparatively, in studies concerned with operational or 

professionally objective analysis and outcomes. 

In conclusion 

The academic literature on power and practice within the PR research canon 

is diverse and the review at this point in the thesis is selective and purposive. 

Further and more detailed analysis is available later in the literature review. 

However, a number of claims can be made here. The first acknowledges the 

contested place of Excellence paradigmatically within the literature and the 

explanatory power of alternative accounts. Excellence is shown though as 

professionally pervasive and representative and as useful in securing 

comparative data on power in practice. Power is also recognised in the 

literature as operating via the use of strategy and tactics, regardless or not of 

how these manifest, and by the exchange and negotiation of culture. Its 

study, therefore, should be conscious of this relationship. Similarly, research 

methods should be sufficiently sensitive to secure insight critically, 

particularly on the issues of motivation, as well as empirically, in relation to 

professional decision-making and dissonance. 

The use of Excellence is supported as basis for comparison in research by 

Moloney and McGrath (2020). This is because it is dominant in practice and 

may be recognised as such in terms which are simplistic and which account for 

a broad spectrum of behaviours. It may be necessary to interrogate or process 

such behaviours critically to ensure that they are not misplaced or assumed as 

being unproblematic but the use of Excellence in this way, as a way of 

generating accessible data, makes it possible to secure commentary and 

opinion about its use in terms that represent recognisable practice (Coombs 

and Holladay, 2012). The paradigmatic claims of Excellence can be criticised 

as unreasonable but they should not be considered either as accidental or 
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serendipitous. They flow from the considered and tested application of their 

merit and utility. Neither should they be considered modest or contained by 

managerialist thinking although this can be difficult to defend. Taylor and 

Kent (2006) even proclaim a case for public relations that reflects Excellence 

in terms of nation building and the creation of cohesive and unified energies 

that serve cultural and collectivised ideals or ambitions. The rationale of 

Excellence is extant, widespread and broadly recognised in practice. If its 

meaning is incoherent, then this has not affected its influence. In itself, this 

raises questions about its purpose and if it serves to mask or enable other 

matters via power.  

Despite diverse accounts of the purpose and place of public relations, there 

remains in the PR research canon an interest in power and how the practice 

of PR is affected and contributes to this. Such interest is almost unifying 

across the profession and need not be isolated as a matter for one 

paradigmatic explanation above another. Motion and Weaver (2005) argue 

that even at the point of definition, public relations represents “the struggle 

for and negotiation of power.” Weaver (2001) also argues that the practice of 

public relations is “defined by a central concern with [the] theorizing issues 

of power.”  Commentators are also interested in power in relation to specific 

ontologies and sociological positions. A review of these is offered later in the 

thesis. This shows power as an ill-resolved but widespread and inescapable 

force worthy of review in terms of how it is processed through practice 

pragmatically rather than in the abstract. 

  



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

 89 

Public relations as practiced is not understood conceptually 

Introduction 

A number of researchers have argued for a decade or more that the existing 

research agenda within the PR profession is constrained by its managerialist 

imperatives (Watts 2006). Such research, whilst attempting to support the 

delivery of good practice, does so without sufficient consideration of the 

place and purpose of public relations ideologically, philosophically or 

sociologically.  These arguments do not dismiss the need to review practice 

and purpose but see such activity as, for example, without sufficient 

understanding of forces constructed or directed from outside of the current 

and dominating PR paradigm (Dodd, 2016). This section will review this claim 

and consider consequent insights and themes in relation to the study. In does 

this with the intention of demonstrating that the literature is not capable of 

sustaining enquiries concerned with how power is revealed or produced in 

public relations practice in the UK. 

Meta analyses of public relations 

There is little evidence to claim that anxieties relating to the conceptual 

foundations of public relations have even been addressed fully let alone 

resolved by the PR research community (Volk, 2016, and Ki and Ye, 2017). A 

systematic review of evaluation and measurement in PR, in the forty-year 

period between 1975 and 2015, found little evidence of consensus even in 

relation to how PR activity adds value in practice (Volk, 2016).  Only around 

ten percent of the contributions were considered conceptual (7%) or 

theoretical (3%) revealing what she called a ‘paucity of theory-driven’ 

analysis. Around one in five of the published materials (22%) were constructed 

without reference to either theory or conceptual models of any kind and the 

overwhelming majority (78%) were fashioned from managerial, instrumental 

or functional perspectives. Only around five percent of the sample emanated 

from ‘non-functional paradigms’ and Volk claimed there was a complete 

absence of feminist or postmodernist analysis as a tool of research. In short, 

the study pointed to a ‘current insufficiency’ of understanding about broader 
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communication effects such as those concerned with how public relations 

benefit is constructed, negotiated and deployed. Volk’s findings are supported 

by Eyun-Jung Ki and Lan Ye in their assessment of research in global public 

relations between 2001 and 2015 (2017). This study pointed to an over-

reliance on description and an absence of theorisation. They claimed that 

orthodoxy remained largely unchallenged and was rooted in traditional 

western philosophies. Tellingly, in terms of this thesis, Ki and Ye commented 

on the relative absence of evidence examining the relationship between good 

practice, as defined theoretically, and its actual application. 

This is not to argue that conceptual matters and their relationship to practice 

have been ignored. A number of important studies in relation to conceptual 

accounts of practice should be acknowledged: Volk (2016); Ihlen, van Ruler 

and Fredriksson, et al (2009); Macnamara (2012); and Edwards (2006, 2018). 

In the UK, Edwards and L’Etang (2010), to name just two academics, have 

persisted in placing a spotlight on the conceptual assumptions prevalent in PR 

but, in the main, focus on the place of such matters in practice has remained 

uncommon and unknown in the UK in relation to the highly contested. Volk 

(op.cit.) is more strident, claiming that, despite such efforts, ‘new insights 

related to the societal implications of PR effects … have largely been ignored 

in the functionalist organisation-centric literature’. 

Public relations as a functional matter 

It can be seen, therefore, that functional and managerialist claims continue 

to dominate academic thinking in PR but it is apparent too that even these 

claims, partial as they may already be, are made from relatively weak 

conceptual foundations unwilling to recognise or apply a socio-critical 

perspective. Even studies that deploy more robust or broadly-based 

conceptual underpinning fail to provide commentary on the application or 

modelling of such ideas in practice. This appears to be a well observed 

weakness. Taylor (2001), McKie (2001) and Gower (2006) have all pointed to 

an evolving but ultimately limited understanding of the relationship between 

theoretical definitions of good practice and research into its actual 
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application. Limited new ground has been covered in the interim. In their 

review of academic papers from 1985 to 2013 focusing on organisational and 

public relationships, Ki and Shin (2015) found that, whilst the number of 

studies covering organisation-public relationships had rapidly increased in 

recent years, all had pointed to a lack of theoretical analysis. 

The rejection of the non-utilitarian 

The complexity and difficulty of securing such a change in research thinking is 

easy to underestimate, particularly as socio-critical approaches often 

presuppose a capacity to disengage from the beguiling temptations of the 

obviously pragmatic (Holtzhausen, 2000). This means that the majority of 

research completed within the profession continues to be either experiential 

or designed to offer evaluative benefit directly to clients (Volk, 2016). In 

turn, this can limit the capacity of practitioners and researchers to recast the 

parameters of what is sensible or normal. Postmodernism, for example, is a 

contested analytical position in itself but is able to generate perspective 

within public relations (Holtzhausen, 2000). Yet, there appears to be no real 

willingness to engage with such a research agenda. The literature review 

conducted here shows that of all the articles published in the 26-year period 

between 1992 and 2018 in the Journal of Public Relations Research, just 18 

papers considered postmodernist perspectives and only two felt it was 

necessary to place postmodernism in the title. 

Power as an ignored dynamic 

Curtin and Gaither (2005) have criticised the PR research canon as failing to 

recognise the ‘primacy of power in relationships.’  They saw this failure as a 

consequence of privilege in relation to normalising corporate and 

managerialist paradigms and sought instead a research agenda that extended 

beyond ‘a postpositivist transmission model’ to one where PR was viewed as a 

meaning-making, cultural and contested practice.  

Merkelsen (2011) argued that the professionalisation of PR was hindered by 

two aspects of such legitimation. The first concerned the place of PR 

conceptually as a force for mediation whilst the second related to PR at 
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practice level as being a valid way of building robust relationships. More 

critically, he pointed to the hypocrisies that result from the rationalisation in 

practice of presumed dialogical and symmetrical principles and to the effects 

on ethical practice of such grand delusions. For example, is it credible for a 

multinational oil company to claim it is acting with mutuality and even-

handedness when presenting its case on fracking development to a small rural 

community? 

Laskin’s (2009) analysis of the development of dimensional models in PR can 

be seen as a criticism of Excellence as a dominant paradigm but it also points 

to the way common practices become blind to their inadequacies even when 

these are revealed conceptually. Laskin (2009) showed that the common 

dimensions of Excellence (symmetry and dialogic) where far from dichotomous 

or, indeed, truly measurable. He concluded that the Excellence project’s 

existence was rooted in constraining dimensional theories and its continued 

future depended on identifying either alternative or complementary metrics.  

A view from the literature on cultural preference in practice 

The Lan Ni, et al (2015) study of intercultural communications competence 

concluded that the selection of symmetrical and other key preferred PR 

practices (PRPs) was closely related to the existence of practitioner values 

associated with empathy, open-mindedness and flexibility. The study was 

limited to PR students and, therefore, points to the need for research into 

how PRPs are constructed as valid within practice more broadly. 

Perhaps more tellingly in relation to this study, Kanihan, et al, (2013) 

examined the degree to which communications managers gained access to and 

exercised power within an organisation’s dominant coalition. The study sought 

the views of over 450 of the top corporate practitioners in the USA (r=37%). It 

identified social inclusion as a leading predictor of access to a company’s elite 

and one just as important as PR expertise and even business decision-making 

capacity.   

The relative significance of key intercultural communications dynamics has 

been examined by Jonasson and Lauring, (2012). The study pointed to power 
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relations variables as amongst the most significant in such exchanges. The 

place of power dialogically or as a discursively mediated currency within PR 

practice has not been sufficiently examined according to Pieczka (2011). 

Building mutual understanding through symmetrical processes can, therefore, 

be seen as openly disingenuous if power relations are unknown, unverifiable, 

underplayed or undisclosed. 

What can be drawn from this? 

Two relevant, broadly based and continuing concerns can be considered as 

apparent and worth reviewing here as they provide directional focus for this 

study.  

The first concern relates to the relative absence or ‘lateness’ of engagement 

with conceptual and social theory and with why well-expressed concerns on 

this matter have largely been ignored. Such bewilderment has been apparent 

for ten years or more and is, perhaps, best summarised with reference to 

Coombs and Holladay (2013a), McKie (2001), MacNamara (2010), Ihlen and van 

Ruler (2007), Watts (2006) and Dodd (2016). Dodd argues that ‘[p]ublic 

relations theory is narrowly defined and currently does not offer an adequate 

ontology.’ It follows, given the conditions highlighted within Dodd’s study, 

that work to measure relational dynamics to and from power in PR practice 

would be of value.   

The second concern relates to the paucity of reflection upon actual practice 

related to this limited, if robust, conceptual output. This position is, perhaps, 

best illustrated with reference to Laskin (2009).  

Nevertheless, even if sociological accounts of power can be seen as being fully 

understood conceptually in relation to the full breadth of PR theory, which is 

not claimed here, it is not the case that such accounts have been considered 

adequately via the study of the practice of PR. Indeed, this review has not 

identified a single study of power and how it works to shape or determine 

actual or specific practice in the UK AND in a declared area of contested 

public policy.  
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It should be acknowledged that Edwards’s study (2009) of a pseudonymised 

passenger transport company could be cited in contradiction to this claim. 

However, whilst the study was concerned with power in PR practice, 

specifically symbolic power, this was focussed only on operational and 

corporate communications and not on the negotiation of highly contested or 

disputed public policy matters. Similarly, her study of power, diversity and PR 

(2015), whilst addressing the concept of power in practice, did so through the 

prism of diversity (and other intersectional matters) as it affects the 

practitioner. 

Addressing research paucity 

As a result, it is claimed that considerable deficiencies exist within the PR 

research canon on how conceptual matters present in practice (Ihlen and van 

Ruler, 2007). Calls for the development of such insight have been made 

persistently in recent years but show no sign of resolution (Dodd, 2016). It is 

evident too from the literature that whilst conceptual matters are well 

delineated in relation to PR, they remain within the realm of the abstract. 

Finally, the literature views paradigmatic assumptions in practice (Laskin, 

2009) as unstable and incapable of responding, in the case cited, to 

contemporary evaluative demands. This study, therefore, responds to these 

concerns by offering a review of the management of power positions in public 

relations in ways which can be considered consistent with these research 

anxieties and specifically in relation to practice in contested circumstances in 

the UK. 
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Social theory, power and public relations 

Introduction 

The alignment of public relations models and practice to social theory and 

traditions of thought is relatively well established. In the UK, the continued 

and persistent work of L’Etang (1996) and Pieczka and (2011) has done much 

to apply professional activity to sociological analysis as has that of Edwards 

(2006 and 2015) and Ihlen and van Ruler (2009). A wide range of philosophical 

perspectives have been deployed in the literature and, whilst it is only 

presumptive to generalise, a number of common themes have emerged to 

illustrate popular or more settled centres of enquiry. These can be 

summarised as focusing on postmodernism, critical theory, feminism, 

constructivism, communitarianism, cultural theory, postcolonial theory and 

structuration theory.  However, in terms of building this study, the work of 

Habermas (1987 and 1992), in relation to the interaction between the public 

and private spheres, Luhmann (Bentele and Wehmeier, 2007), on 

communicative and social systems and Foucault (1980), on subjectivity, 

discourse and knowledge have received attention. Further, Gidden’s approach 

to social theory (Bentele and Wehmeier, 2007), has provided key insights in 

terms of understanding the nature and form of any interface between 

managerial and conceptual expressions of power in PR. In addition, both 

Bourdieu (1987), and Goffman (1959), have been used to support functional 

forms of analysis of and engagement with power. Emerging contemporary 

ideas in relation to PR practice (Dowding, 1996; Hindmoor, 2018; Gee, 2011; 

Sharp and Gonzalez, 2013; and Kraus, 2014) are reviewed briefly. Specific 

issues in relation to power as disposition (Morriss, 2012) are also discussed. 

The review demonstrates that much fertile ground is available for the analysis 

of PR practice in the UK in relation to power. It concludes by examining some 

of the principal implications for the study. The arguments made by the review 

will claim that when conceptual matters have been developed with regard to 

PR theory, they have been done so robustly and reliably, in ways that 

demonstrate a clear relationship between power and practice and one that 
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lends itself to the use of the Lukes (2005) dimensional framework as an 

analytical model. 

The public and private 

The notion of the public and private spheres is deployed here as particularly 

helpful to the PR practitioner as a means of understanding communication 

activity in relation to power. Although definitions of the concept vary, the 

term as understood by Habermas (1992) is relied upon. This suggests that a 

public sphere emerges as soon as privately controlled or internalised opinion 

is subjected to the scrutiny of alternative or externally validating discussion. 

It also closes when this form of discourse is no longer viewed as relevant, 

valid or beneficial by the individual. The creation, maintenance or 

development of this dichotomy is, therefore, a fruitful seat of enquiry and 

review.  It is also assumed often as structural (Habermas, 1992) or as 

reflecting the dialectical, critical and methodological preoccupations of the 

Frankfurt School (Held, 1980) or Marxism (Hall, 1973) and their critique of 

systems of control.  

However, in particular, the idea concerns itself with claims about modern 

democratic processes. These can be applied readily to communicative actions 

that involve the mass media (Hall, 1973), including social media, and to how 

these channels can be used collectively as a proving and forming ground for 

coercive and controlling behaviour. However, Habermas (2000) is also 

concerned with the micro-social and how, for example, arenas of 

communications activity are created between and through individuals.  Here, 

the public sphere can be internalised and operate reflexively and need not be 

characterised by externalised communicative exchanges.  It can be used to 

test and endorse discourse and sets rules around the use, legitimacy and 

outcomes associated with the text, idea or theme under analysis (Habermas, 

1987). These may allow for a form of equilibrium in dialogue or for the 

deployment of devices that manage or control any continued exchange. The 

means by which transition between or the influence of these spheres is 

governed can be seen as a function of Habermas’s theory (1987) of 
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communicative action (TCA) and it is an idea of considerable significance to 

the PR practitioner. Here, each participant in the exchange must resolve four 

appeals to validity before movement or exchange is permitted within 

discourse. Habermas (1987) gives these as intelligibility, trust, truthfulness 

and legitimacy. However, TCA claims that each appeal is also subject to three 

forms of analysis by each participant. The first is concerned with what is 

objective or understood as a shared truth. The second tests information 

against subjective, personal or unique experiences. The third focuses on what 

could be called, ontologically, the ‘shared objective’ or an individual’s 

current template of common principles, ethics and values. When each of 

these is viewed unproblematically, the act of discourse resolves without 

restraint. If tests in discourse emerge, they are likely, according to Habermas 

(1987), to involve the PR practitioner in three forms of action, declaration or 

argument: the explicative, or about what can be set out and understood; the 

theoretical, or concerning what sustains as truth; and the practical, or about 

what is normal or right. Whilst compelling, Habermas’s ideas are not free 

from criticism. The idea of the public or private sphere can be viewed as an 

untestable abstract, as no more complex than a subjective and objectivised 

dichotomy (Popper, 2002), or as a non-falsifiable distinction between what is 

believed by one party and what is said by another. The rules which govern this 

boundary, it can be argued, therefore, are constantly changing and are 

negotiated by a range of factors disassociated with the logic of 

communicative or speech acts. Indeed, they are more readily influenced by 

environmental, physiological, psychological and even cognitive factors. Such 

matters are not fixed or predictable and, therefore, the boundary between 

spheres remains too abstract, shifting or ephemeral to produce useful 

constructs. TCA can be criticised too as presuming an unproveable rationality 

and optimism as the basis of human nature (Popper, 2002). Whilst the use of 

subterfuge and subversion, and the place of will and self-agency, is allowed 

for within the model, it presumes their application leads to either impasse or 

continued conflict rather than control and compliance or as an enforced 
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passivity that works to deny the very existence of the contention in the first 

place.  

Communicative and social systems 

Claims that the exchange of power between communicating entities is 

governed by social systems of control and compliance are commonplace, 

whether this be structural (Lévi-Strauss, 1963), through communicative acts 

(Habermas, 1987) or, to a greater or lesser degree, autopoietic (Foucault, 

1980; and Luhmann, 1990). 

Luhmann’s ideas, though, are somewhat radical, nihilistic and counter-

intuitive observing a world of incessant change, chaos and disruption. They 

also offer significant and highly productive areas of interest to those 

concerned with communications and PR activity. Here, formal hierarchies and 

systems of social order, control and stability remain provisional, conditional 

and even misleading - somehow promising form and function but not being 

able to deliver either. Society is corporeal rather than mechanical, a complex 

interrelationship sharing an interest in sustainability rather than something 

which interconnects or automates ‘humanity-made’ causes and effects. The 

rules and structures within which all social interaction is manifest become, in 

this context, highly contingent, temporary and even individually conditional. 

Power can be recognised and exchanged between entities (Lukes, 2005) but 

society as a whole does not have a directing agency or power position that 

works to lead, coordinate or authorise (Foucault, 1980). Instead, power is 

recursive, regulating and renewing and created via attempts at repetitive and 

insistent appeal working to no guiding logic other than that needed to exist 

and continue. For Luhmann (1990), communication was not simply the 

exchange of information through the dialogic, or even something that could 

be observed directly, but the means through which all social processes are 

reformed and rebuilt. Communication activity becomes concerned with the 

synthesis, formulation and use of selected information, chosen forms of 

expression and the inherent and inevitable trajectory of a preferred and 

successful exchange in discourse. Its product is to reproduce the conditions of 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

 99 

its own existence. As a result, it is too easy to presume that Luhmann is 

proposing that all communications activity is essentially legitimation or that it 

operates vacuously and within a chaotic, meaningless and ultimately 

unchanging social environment. This is not the case. Systems and institutions 

are enabled through communicative action (Habermas, 1987) to stabilise and 

harmonise their effects, thereby facilitating reproductive motion. Conversely, 

it is also possible to see communicative actions as testing the limit and 

application of the structure and formulating the mutation and hybridisation of 

most appeal or least resistance (Giddens, 1984). Luhmann’s position (1990) 

should not be interpreted as a response to or as a means to serve the interests 

of individuals, singularly or collectively. Instead, they describe only the 

function of reproduction and one which aligns with what serves this purpose 

most effectively. Similarly, this should not be seen either as favouring the 

interests of increasingly dominant monolithic social structures, forms or 

ideologies. On the contrary, Luhmann’s world view prioritises the social 

process of reproduction and this offers no safe passage to expendable social 

structures incapable of providing reproductive advance or defence. 

An analogy with evolution is hard to resist here (Offer, 2010) but this should 

not be misunderstood as sharing Spencer’s interest (2018) in progressive or 

exemplary social forms. Social systems instead should be understood as being 

driven by mutations that offer marginal advantage within the prevailing 

environment. In such moments, the mutations occupy a position of power that 

offers no commentary on previous progression or preparation or, indeed, any 

resulting trajectory. They contain no ambition other than that needed to 

persist and have no concern with the evolutionary demands of their 

consequent effect.  

Responsiveness to social structures 

Whilst the expectations of structuration theory (Giddens, 1984) are a focus for 

discussion about practice, this does not mean that they have remained 

unproblematised (Falkheiner in Ihlen and van Ruler, 2018). In particular, this 

problematisation has concerned itself with the relative capacity of social 
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structures to fashion power (Sharp and Gonzalez, 2013).  This may argue that 

power resides not so much in the way social structures compel or enforce but 

in the relative capacity or willingness of social subjects to comply or submit. 

Here, social structures are far from monolithic and are, instead, comprised of 

numerous and wide-ranging devices that, whilst seemingly seeking control, 

are, somewhat counter intuitively, highly responsive and acquiescent to social 

behaviour and resistance (Sharp and Gonzalez, 2013). Structures reflect 

power when they inspire obedience or rely on ideological forms of 

compliance. These ideas might, for example, stress the sanctity of law or a 

religious body or appeal to notions of reasonableness or common sense 

(Wæraas, 2007). Here, PR practice can be seen as a form of rhetoric that, 

whilst openly rational, is not necessarily concerned with mutuality or genuine 

dialogue. Sharp and Gonzalez’s position (2013) has been criticised as being 

western-centric and libertarian, in that it presumes that the expressive 

capacity of individuals to act in their own best interests is sufficient to 

establish or negotiate the common good. This does not allow for, or 

downplays, the capacity of governments and elites to form, maintain and 

reproduce ideological social constructs that simply reflect their own priorities 

(Gee, 2011). Sharp and Gonzalez’s position (2013), whilst evident in Lukes’ 

first and second dimensional states (Lukes, 2005), would be incapable of 

recognising power as reality shaping.  

Systems of advantage 

Luhmann’s ideas (1990) provide a supporting framework for how power may 

place upon social structures systems of providence and advantage and, of 

course, their converse (Dowding, 1996). These systems can be understood, it 

is argued, as a persistently shifting, even temporary, cultural serendipity and 

not necessarily as constructions or managed phenomena.  Such positions 

provide access to power without necessarily alerting the occupants to this 

fact or designating them as distinctly powerful in prevailing circumstances. 

The opposite can also be proposed by this idea with certain positions or 

circumstances allowing some to withhold access to power even when this is 
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not apparent to them. The model allows for a downgrading of both the place 

of self-agency (Habermas, 1987 and 1992) and the effects of social institutions 

(Bentele and Wehmeier, 2007). Dowding remains careful to rationalise power 

as an ‘intended’ vehicle through which social relations are forged. In other 

words, its effects can remain observable and utilised but it is often 

categorised by the social mechanisms of modernity as undirected. Structures, 

even individuals, become conduits of power rather than its instigators. As an 

abstract model, Dowding’s position within third dimensional effects (Lukes, 

2005) can be used by the practitioner to deploy tactics concerned with 

stimulating perceptions of power. These may bring with them presumed 

advantageous outcomes or, for that matter, conceal the true nature of 

influence and responsibility. However, in the main, such ideas show only little 

consistency with prevailing models of PR practice as these prefer to 

understand relative positions on power as rational and objective. At best, 

they can be viewed as unpredictable, pragmatic but contingent in practice. 

Deploying undirected social systems in the interests of power 

The claims of Luhmann (1990) and Dowding (1996) are complex and their 

application to PR is challenging. However, a number of key productive ideas 

are available here (Bourdieu, 1991; and Goffman, 1959) which concern the 

highly contingent nature of mutuality, rhetoric or commercial advantage. 

Stability in relationships becomes a product of active, highly sensitised and 

almost individualised engagement (Bourdieu 1991) that seeks concord 

continuously and relentlessly. Frames of interest (Goffman, 1959) become 

highly localised and, when viewed from different positions, even 

contradictory. For example, programmes of corporate and social responsibility 

(CSR) may be capable of building locally meaningful relationships with one 

community whilst, at the same time, being seen as divisive or unwanted by 

another, perhaps neighbouring, community (Baumgartner, 2009). Public 

relations processes that rely on or demonstrate authenticity and consistency 

in such circumstances (Beverland, 2005) become difficult to achieve but 

remain essential. They may even require the open and declared rejection of 
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strategic alliances with an otherwise valuable partner if such an alliance has 

the potential to expose the fragility of any claims to authenticity elsewhere. 

Criticisms of the Luhmann position (1990) are extensive and usually take one 

of three forms. The first focuses on a perceived lack of moral or directed 

intent within his approach. Habermas (2000) in particular found it difficult to 

accept, morally or philosophically, the persistence of social processes that 

exist beyond, and even despite, human agency or rational intent. The second 

points to the relative absence of substantiation or research in relation to 

public relations activity (Bentele and Wehmeier, 2007). This could be 

considered true of most accounts of power, and certainly to the practice of 

PR in the UK (Ihlen and van Ruler, 2007). Nevertheless, in this context, it 

becomes difficult, therefore, to rely on Luhmann’s claims and, in particular, 

their full breadth and reach. The third derives from the misuse and 

misunderstanding of his ideas within contradictory frameworks of social 

influence such as liberalism or social reformism (Elder-Vass, 2007). As 

Luhmann’s is a world view, a grand theory, this does not lend itself to 

practical real-world application and relies for consistency on everything being 

as he describes it when simpler or less ambitious interpretations are to hand.  

Subjectivity, discourse and knowledge 

The discussion in the literature, therefore, is heavily contradictory on the 

purpose of communicative systems, vacillating on their relative capacity as 

instruments of the directed and the rational or as artefacts of the instinctive 

and somehow automated. This raises questions about how communications 

activity works through culture (Hall, 1973) and discourse (Foucault, 1980) to 

engineer consequences.  

Foucault (1980) can be interpreted as claiming that cultural production (Hall, 

1973) is broadly illusory, but sometimes operating behind the veil of first and 

second dimensional effects in power (Lukes, 2005). Indeed, he offers a well-

developed critique of the bonds between sociological accounts of power and 

public relations practice. His analytical approach was historical and deployed 

what he called archaeology and genealogy to isolate and review problems and 
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contradictions in social thinking. Archaeology was concerned with the analysis 

of long-term trends in society and with key moments of disruption. This 

tended to associate change in human behaviour with the emergence of the 

revolutionary rather than with a progressive sequence of cause and effect. 

This was offset somewhat by genealogy which focused more on tracing and 

identifying the seminal causes of contemporary human behaviour via their 

originating historical contingencies. This problematisation of social order had 

a profound effect on his view on communications within discourse. For 

Foucault (1980), discourse comprised a system of thought, or a series of 

highly connected almost indistinguishable micro-strands or social capillaries 

which determined not just what could be said, believed and contemplated but 

also who could say, believe and contemplate it. Together, these many and 

varied strands of discourse formed chains of distinct but often overlapping 

opinion that revealed the inherent boundaries of interest, benefit and 

advantage at work. This shows how knowledge and power within discourse can 

become a single or hybrid entity rather than two distinct if dependent 

positions and, as such, become ever-present and always available rather than 

a contingent commodity. Within these communicative conditions, power can 

operate as a liberating as well as controlling dynamic but one that holds force 

relationally, or as a consequence of highly complex social relations, rather 

than one which simply reflects capacity or predominance. Hall (1973) argues, 

here, that power in discourse relies on the ordered production, regulation and 

deployment of truth and that truth becomes the normative or ideological 

position of those with a relational interest in any successful discourse or 

domain of power. This should not be presumed as defining the social world as 

wholly reflexive or as denying a capacity for self-agency (Giddens, 1984). On 

the contrary, and particularly in his later writings, Foucault was firmly of the 

view that individuals carried the potential to deny or engage with the 

subjective (as in those matters which are subject to discourse). He believed 

that where there was power there was resistance and asserting (Foucault, 

1988): “everybody both acts and thinks.”  These ideas illuminate both the 

purpose and the practice of public relations. Here, PR can be seen as a 
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technology within discourse capable of producing or denying power effects, as 

a system of knowledge and truth (1980), and as a means to normalise the 

subjective (1988). Practice can be examined to determine the strategies, 

dependencies and limits of truth within a promoted discourse and reveal any 

inherent interests and power relations. This problematisation of PR using 

Foucault’s approach is able to offer commentary on the nature and purpose of 

dominating paradigms within practice and to understand the reasons why 

given practices, presumptions and perceptions prevail over others. For 

example, it may have much to induce about the adaptation of Excellence 

(Grunig, 1984) within liberal economic and business models even though 

symmetry and mutuality can be seen as being at odds with the pursuit of one-

sided commercial advantage. This is not to say that Foucault’s understanding 

of power is free of problems. Criticisms cover both the methodological and 

the philosophical. His method of analysis can be deconstructed as selective, 

disparate and opportunistic (Derrida, 1978) as well as historically partial, 

subjective and inaccurate (Habermas, in Kelly, 1994) or as assuming a 

coherence when one may not exist. Philosophically, this labels his insights as 

retrospective inventions rather than contemporary wisdoms. Yet, despite this, 

Foucault also offers the practitioner a framework and the critical capacity to 

challenge what is considered normal or common sense and, as a result, to 

release the profession from partiality or blind, incoherent and unthinking 

instinct or response. 

Social reflection and reproduction 

Throughout the literature, discussion on the purpose and effect of 

communications responds to the comparative merits and intentions of, on the 

one hand, self-agency or rational design (Habermas, 1987) and, on the other, 

social construction and terraforming (Luhmann, 1990). This sets up a regular 

polarisation in the views expressed and in the rationales deployed. 

Nevertheless, discussion on the margins of this dichotomy is helpful to this 

analysis of power and is attempted here with reference to Giddens (1984). 

Giddens’s ideas are, in many respects, difficult to categorise, reflecting his 
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rejection of traditional social theory and an embrace of the constantly 

emergent and re-directive capacity of social structures and the relations 

which connect them (Bentele and Wehmeier, 2007). He considered individuals 

and society as working within an almost symbiotic system, with society 

generated as a reflective and critical human construction and humans created 

as reflective but socially dependent entities. He considered society as an 

objective reality but also as an always emerging synthesis and one that 

rejected the view that structures simply established and then controlled the 

way relations were forged. Instead, whilst recognising the capacity for such 

effects by social structures, he saw individuals as equally controlling and 

directing agents, getting what they want via the social. Indeed, Giddens 

stressed the importance of this dynamic as a ‘one-to-one’ communicative 

exchange, seeing people as capable of pursuing change and modification via 

both individual and collective acts. In this respect, his view of human agency 

was optimistic and consistent with Habermas’s position on communicative 

action (1987). Three broad ideas are of significance to the PR practitioner 

here. The first considers Giddens’s critique of social theory (1976). This 

pointed to the key weaknesses that could be found within grand or macro-

social theories that meant they were incapable of recognising any form of 

opposing dichotomy without falling foul of their own rigidity. In other words, 

they can only be seen as being the case if other alternatives are rejected. He 

believed the structuralism and functionalism of Durkheim (2007) and Weber 

(1948) had insufficient space for human self-agency whilst Marxist analysis, 

although offering a structural form that accommodated individual choice and 

expression, considered these ultimately as the simple servants of 

determinism. The second idea concerns his approach to the way social 

structures come about: structuration theory (Stones, 2005). Key here is the 

notion of historical and spatial contingencies, namely that social structures 

are built through unique conditions which structural theories fail to 

recognise. Humans build and reproduce social structures in forms that reflect 

both social negotiation and the specific requirements of that moment in space 

and time. The third idea concerns his late modernity theory (1991). Here, 
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Giddens sees established historical notions of progressive and incremental 

progress as unhelpful constructions. Instead, radicalising and global 

technologies are removing reliance on the established pillars of modernity in 

favour of new social orders, communities and systems. The implications for PR 

practitioners of these ideas are significant and perhaps too comprehensive to 

be considered here. However, in illustration, perhaps a first could point to 

Giddens’ rejection of binary or independent structures in discussion around 

communication and power and his favouring, instead, of co-dependence and 

co-production. These reinforce a focus on symmetrical practice (Grunig et al, 

1984) and the importance of securing mutuality in the dialectic. A second 

might point to the worth of activism, social involvement and 

communitarianism (Falkheimer in Ihlen and van Ruler, 2018). If social 

structures are in a state of constant flux, communications and its 

management becomes both an enabling and pre-eminent social responsibility. 

In terms of the late modernity perspective, PR activity can be shown as a 

central feature of local control and responsibility, enabling and driving 

programmes of, say, corporate responsibility and endowing those who manage 

them with the power to transform not just relationships but the very features 

of organisational purpose, delivery and, where necessary, even shareholder 

benefit. Criticisms of Giddens are as complex as the ideas they review. Many 

concern his reading of structuralism which is seen as somewhat limited and 

unwilling to accept that it already relies on the very reflexivity that he 

himself has decided to appropriate (O’Boyle, 2013). The function of late 

modernity can also be seen as consensus building and averse to individual 

self-agency or the pursuit of the radical or revolutionary. Its ideas, in 

consequence, do little to reward endeavour or to stimulate advantage. 

Nevertheless, Giddens does much to define a liberating and challenging 

agenda for the practitioner, one that has the potential to recast public 

relations as having significant social value and importance in the context of 

power and its negotiation. Falkheimer (in Ihlen and van Ruler, 2018) is useful 

to paraphrase here, establishing PR as a means to create or pursue sense-
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making but one open about its ideological presumptions and able to work in a 

cooperative manner within complex social systems. 

Symbolic and cultural capital 

Ideas associated with the place of symbolic forms of capital are referred to 

regularly within the literature. These are conceived mainly as functions of a 

generalised but individually located social behaviour set in the context of 

larger, and controlling, social systems (Bourdieu, 1992). They provide a rich 

series of constructions with which to examine both theoretical and practice 

positions in PR with reference to power. Bourdieu’s propositions (1992), like 

those of Luhmann (1990), were not developed with public relations activity in 

mind at any stage but they transfer readily. Although a generality, PR adopts 

a pluralist position theoretically and seems capable of applying or modifying 

competing and sometimes contradictory methods of practice informed by 

diverse ethical, philosophical and epistemic systems. Bourdieu’s ideas are 

useful here because they present, in contrast, as openly dichotomous and 

applicable only in the context of social conflict. Power is central to his model, 

and particularly power deployed and regulated through language, text and 

speech (1991). Foucault (1988) would see language as structuring society, 

allocating and managing various forms of capital that can then be used for 

social or individual advantage. Whilst Bourdieu’s ‘theory of practice’ (1977) 

concerned itself with the distinctive values of subjectivism (in the form of 

how reality is shaped by individual experience) and objectivism (in the form 

of social structures such as class, gender, etc.), he focused most often on the 

way societies relate to such constructs and how the mechanisms of these 

relations are built. A number of key concepts emerged that established power 

as the abiding feature of the way these relations are constructed and 

reproduced and reveal a distinctive role for PR. The idea of field (1987) is 

central here. This establishes the individual as operating socially within a 

space occupied both by others and by networks to which they are connected. 

We may occupy more than one field but each can be seen as a highly 

competitive environment in which various forms of symbolic capital are used 
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to secure advantage. This capital can be economic, social or cultural and the 

individual may be able to deploy such capital differentially depending on the 

field of occupation and the type of capital they possess within it. Our capacity 

to negotiate our way through any given field, and therefore our capacity to 

secure greater or different social advantage, is determined by the nature of 

the habitus (Bourdieu, 1990) to which we can appeal. The habitus sets the 

rules for the value and deployment of our capital and creates what meaning 

can be attached to it. This may cast some behaviours as good in some 

instances and bad in others. What we eat, how we eat, what we do and how 

we do it, where we go and how we go there all carry meaning in the habitus 

and define the nature of the relationship we can achieve with others and the 

quality of its influence. The field and habitus, and the flow and use of 

capital, work to produce and reproduce social structures that we may 

recognise as valid and determine if these are to be retained as habitual and 

normalising.  These coexist within a doxa (Bourdieu, 1977) which establishes 

the limits of the thinkable and the doable and works to regulate or replicate 

the restraints on social mobility shown in the field. Communicative actions 

generally and public relations activity specifically can be seen as closely 

associated with this model. PR helps organisations and publics to understand 

the character, boundaries and location of fields and offers the means to 

appreciate the value of symbolic capital in its various contexts. It contributes 

to discourse, regulating a form of currency through which society can be 

helped to negotiate the relative positions of people and groups within fields 

and the ideological ideas within the doxa. Crucially, it works to process 

language ascribing meaning and understanding. Conversely, public relations is 

capable of identifying and revealing social systems that work to maintain 

conflict or disadvantage. For example, it may enable individuals and groups to 

challenge the normalising effects of the doxa or to tackle imbalance in the 

use and deployment of capital (Ihlen, in Ihlen and van Ruler, 2018). It may 

also be capable of helping us understand who has legitimacy and who does not 

and to remove or challenge social systems that replicate disadvantage as well 

as be capable of protecting them. A number of problems with the Bourdieu 
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model can be identified. The first argues that it depends upon an objective 

social structure and one that assumes control upon the individual. This leaves 

little room for self-agency. We are, in other words, ‘done to’ and PR helps ‘do 

it to us’ to greater or lesser degrees. Bourdieu also seems to promote the idea 

of relations and systems above that of deliberation and reflection (Giddens, 

1984). For the PR practitioner, the true or radical pursuit of ‘hearts and 

minds’ becomes, in this context, to a degree, a fruitless or highly restricted 

pastime (Habermas, 1987). Nevertheless, it is possible to view the 

construction with less rigidity and with some pragmatism to develop practice 

forms and ideas. These can be seen as particularly useful within relational or 

communitarian forms of PR practice and help to reinforce the significance of 

establishing mutually informed positions on symmetry within Excellence. 

Dramaturgical analysis and symbolic representation 

Although the use and exchange of social capital in the ways described above 

can be characterised as how the individual is mediated by the socio-

structural, important distinctions are also drawn in the literature between 

this and with how the individual is mediated by the micro-social. The place of 

symbolic representation (Goffman, 1959) prevails here and moves the focus 

from public and objectively structured influences to how the private, nuanced 

and subjectively defined affects perceptions and behaviour. This also places a 

focus on a range of ideas essential to PR activity, from how relationships and 

stakeholders are formed to how best to conduct individual communications 

practice (Johansson in Ihlen and van Ruler, 2018). 

Goffman’s ideas (1959) relate to the way deeply personal or singular 

interaction between individuals is conducted and how this may, consequently, 

be understood relationally or as a social (or interactive) construct. His 

writings influenced the work of Habermas (1970) and Giddens (1976), 

contributed strongly to psychology and linguistics and introduced the PR 

practitioner to a series of highly pragmatic devices which have enriched the 

analysis and evaluation of practice (Bentele and Wehmeier, 2007). His analysis 

uses a series of metaphors and themes closely associated with notions of 
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expression or performance. These offer a means to reflect and review 

intentions and effects objectively and underpin communicative actions as 

authored, rehearsed, projected and acted. Four key themes are useful here: 

impression management, framing, footing and face (Johansson in Ihlen et al, 

2018).  The first develops Goffman’s central proposition that all interaction or 

communication has both a literal function and a strategic intention or 

scheme. Impression management helps convey an intended effect which may 

manifest itself, for example, as charm or indignation, or as wisdom or naivety 

but which still presents a pre-formed strategy. This affect is designed to 

convey seemingly superficial but ultimately complex and unified messages. 

Framing sets out the parameters of the interaction and is about what 

constitutes meaning and relevance. This may be set objectively, as in the 

form of a professional exchange or ideologically constrained conversation, or 

negotiated, as in deciding the form and purpose of the exchange. Footing acts 

as a means to establish roles, rights and expectations within the exchange. 

Goffman stresses here the importance of verbal and non-verbal behaviours. 

He also divides the act of ‘speaking’ into three parts with the animator doing 

the talking or delivering the message, the author creating the meaning and 

the principal taking responsibility for the effect all this has in any particular 

context. Finally, face represents the selected image and reputation of the 

actor, a product of impression management, and one constantly negotiated 

and always precariously positioned or at risk. All four constituents at play 

here can be seen as representing power or its application via PR. Impression 

management can be deployed in forms, for example, which are highly 

relevant during organisational change or challenge. They can be used to 

determine the effect of differing communication strategies or how best to 

shape organisational and personal values. Framing is of profound importance 

to the practitioner and can be used to settle or determine how and what 

makes sense of situations, characteristics, preferences, actions, issues, 

obligations and news (Hallahan, 1999). The idea of footing may determine 

who communicates, in what way and for what purpose. It may dictate when 

or if a leadership or technical role is preferred and is often the means through 
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which the symmetrical ambitions (Grunig et al, 1984) of one party in the 

exchange can be tested by the other. Face can be used by the practitioner to 

establish the range and effect of power relations, for example, as a way of 

understanding if organisational leaders are placing organisational values 

ahead of different or personal positions. Criticisms of Goffman are minimal 

but curious (Smith, 1999). A number revolve around a relative lack of utility 

that has resulted from his work and how his ideas have stalled as stimuli to 

research. This seems to reveal a superficiality (Smith, 1999) in his style or a 

difficulty in replicating his ideas in forms which do not simply imitate his 

central metaphors. No matter how beguiling his ideas may be, some claim 

that they do no more than bridge the ethnographic positions of the Chicago 

School with those of contemporary postmodernist sociology (Fine and 

Manning, 2003). This criticism emphasises the pre-existing importance of the 

environment in shaping communicative ‘performance’ at an individual level.  

All of this seems to suggest that the essential benefit of Goffman’s 

metaphorical techniques was that they were finely tuned and more capable of 

showing why alternatives were inferior than they were of generating new 

forms of observation or insight. However, it will be argued here that their 

lack of application in research may speak more to the absence of actual 

discussion about power in PR practice or its analysis than it does to claims 

that diminish Goffman’s approach as somehow limited or supernumerary. 

Power as disposition 

The place of disposition, or the relative capacity for intentionality, remains 

an important issue in respect of the contemporary interface between power 

and public relations practice. Morriss (2012) is useful in this respect, certainly 

in terms of defining this interface. He views expressions of power as belonging 

to one of three forms: practical, such as who has it; moral, such as who is 

doing what to who for what reason; and evaluative, in terms of examining the 

effectiveness of social arrangements relating to power. He makes an 

important distinction between having the power to do something and having 

power over people, situations or resources. The importance here is not that 
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power is difficult to define, which it is, and not that power can mean 

different things to different people, which it does. Instead, he seeks to 

detach ideas that share common allegiance to power from the concept itself 

so that it becomes possible to distinguish more precisely what is being, and 

what can be, studied and analysed. For example, Morriss (2012) would argue 

that power is not, in itself, influence, nor is it authority. It may secure these 

outcomes but these outcomes exist as separate matters sensitive to different 

forms of conjecture or review. Morriss is critical of Lukes (2005) and of the 

idea that power must be attained coercively over others or over 

circumstances. Instead, he argues that power is best considered as the means 

to secure actions or circumstances of one’s choosing. This sees power as 

capacity, as a potential but not abstract concept.  Therefore, he sees power 

as residing within us all as disposition, a resource we can use or not, and 

which may or may not share an interest in the circumstances of dominance, 

coercion or self-agency. Morriss’ ideas are of importance to any enquiry 

concerned with how power is studied. First, they ask the analyst to be precise 

and careful when drawing conclusions or extrapolating from any given set of 

data. If substantial claims are to be made about power then substantial care 

needs to be taken too about what it actually comprises. They also offer useful 

forms of deconstruction to the practitioner, enabling them to consider more 

carefully the dynamics of the dialectic and to identify more accurately both 

the agents and incentives at play and the consequences they may engender. 

Here, Morriss (2012) would argue, is where effective resolutions may be 

found.  

PR as compromise and as a stabilising force 

There is a case for claiming that the structures understood by late modernity 

offer the potential for public relations to secure temporary and contingent 

settlements in power (Habermas, 1987, Giddens, 1984). This notion is 

consistent with, Hindmoor (2018) who reminds practitioners of the capacity 

for classical approaches to PR to achieve such positions. The approach casts 

the pursuit of power as a potentially, if not essentially, destructive exercise 
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which, far from resolving positions, works to embed division and instability. 

Hindmoor stresses here the historical significance shown by the pursuit of 

compromise as a stabilising social endeavour capable of both accommodating 

and containing the quest for will and advantage. The approach can be 

considered somewhat idealistic. Whilst it points to the crucial role of 

compromise historically, it does so, seemingly, by ignoring the equally 

powerful place of coercion and revolution in the creation of the social 

structures needed to achieve compromise. However, his approach does 

provide strong support for notions of symmetry, dialogue and mutuality 

(Grunig, 1984) and defines a privileged place for these within communications 

practice.  

Reacting to power 

The pursuit of such settlements, however, may remain confrontational and 

reflect in response the way power is managed and organised. The role here of 

governments or elites is of great interest to Gee (2011). He has adopted an 

historically analytical approach that focuses in particular on how power is 

expressed globally through socio-political and commercial structures. This 

may be consistent with the expectations of late modernity (Falkheimer in 

Ihlen and van Ruler, 2018)  but he remained focused instead on how power 

can be resisted in such circumstances. He constructs a model of counterpower 

(2011) comprising three parts. Idea counterpower discusses the significance of 

debate, discussion and discourse and, particularly, the capacity to challenge 

ideological forms of common sense that simply reward or strengthen the 

status quo to the disbenefit of some but not others.  Economic counterpower 

discusses the importance of using economic means to challenge elites, 

whether this be through consumer behaviour or via the creation of alternative 

economic mechanisms such as, for example, cooperatives or virtual 

currencies. Physical counterpower points to how non-cooperation and 

obstruction by mass movements offers both tangible and highly productive 

forms of protest and dissent. These ideas provide a practical series of tactics 

for mass movements. As such they are concerned with what is effective in 
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establishing more equitable and accessible forms of influence and social 

control. However, they support too communitarian forms of PR practice 

(Kruckeberg, Starck and Vujnovic, 2006) concerned with building strong, 

balanced and engaged communities and creating social policies aligned to 

community interests. Gee’s ideas (2011), however, are less concerned with 

the analysis of power and its construction and more with how it can be 

resisted and reshaped. This is valuable but does not lend itself easily to the 

analytical models considered by this study and would tend to encourage the 

identification of power effects as confrontational rather than as sometimes 

persuasive, cooperative, seemingly impartial or even unobservable 

empirically. 

Lifeworld and life conditions as constructing power effects 

This problematisation of structuration (Falkheiner in Ihlen and van Ruler, 

2018) was of interest too to Kraus (2014). He offered an expansive view of 

power, power effects and their analysis that was highly constructivist and 

represented the outcome of the interplay between cognitive and 

environmental forces, between objectively understood and subjectively 

determined realities. He called these forces (i) lifeworld and (ii) life 

conditions (2014).  Within these circumstances, power can be seen as both an 

instructive as well destructive mechanism with the former concerned with 

influencing or determining behaviour and the latter with denying or 

restricting human potential. This has the effect of establishing power as ever-

present (Foucault, 1980), something that is constantly at work, rather than 

that which that can be denied or taken up when required. PR practice in such 

circumstances is then concerned with the negotiation of power effects, as 

enabling parties within the dialectic to reach conclusions on how each relates 

or responds to the power at play. He offered no view on the purpose of 

power, or its use ideologically, but Kraus (2014) is concerned with how 

differential outcomes to the way power is settled affect individuals and their 

subsequent life conditions and life world. It also allows us to see power as 

both liberating and disabling, depending on how such outcomes may be 
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related to lifeworld and conditions. This prompts a focus on both macro 

(Bourdieu, 1991) and micro social communicative activities (Goffman, 1959) 

and asks us to recognise that reality is positional and that circumstances are 

not viewed evenly or recognised jointly as identical. This, in turn, encourages 

forms of practice that stress mutuality and dialogue (Grunig, 1984) but in 

ways which work openly to establish common ground and offer equal access to 

communicative resources. 

What can be drawn from this? 

It has been claimed here that Habermas (1987), Luhmann (1990), Giddens 

(1984), Foucault (1980), Bourdieu (1991) and Goffman (1956) represent, 

perhaps, some of the most influential thinkers, at least in terms of what could 

be called the western tradition, in relation to public relations (Ihlen and van 

Ruler, 2018). Whilst their ontological positions vary, and in some instances 

vary considerably, they are each capable, nevertheless, of commenting 

extensively on public relations practice and compellingly on its relationship to 

power. They each provide both conceptual positions from which to draw 

comparative analytical structures and useful mechanisms to measure or judge 

power effects in practice. It is contended therefore, that such ideas and 

concepts should be utilised in the study of power and its relationship to the 

practice of public relations. 

Care must be taken, though, with the extrapolation and use of these ideas. 

Morriss (2012) reminds us of the need for clarity at the level of definition and 

the importance of distinguishing precisely between the capacity for and the 

effects of power.  Also, a number of approaches, such as those offered by 

Giddens (1984) and Luhmann (1990) and concerned with social structures, talk 

very differently about the guiding dynamics within which PR operates or 

contributes and, in all instances, they demand close attention to their own 

internal logic even when considering identical matters. However, all of the 

concepts and positions here share a central concern with the nature, reach, 

purpose and effects of coercion and will. This means that the structures and 

relations they describe can, without heavy compromise, be deployed 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

 116 

rationally against the Lukes dimensional model (2005). This is an important 

issue with regard to providing both accessible forms of analysis and in 

generating useful professional utility from the outputs to this study. 

Habermas’s theory of communicative action (TCA) provides four useful 

appeals to validity, namely: intelligibility, truth, truthfulness [trust] and 

legitimacy. They offer useful measures when the inferences each contains are 

examined for power effects. This can be said too of Bourdieu (1991) and 

Goffman (1956) where the concepts of field, habitus and doxa and the 

creation, distribution and use of symbolic capital provide focus and structure 

for the analysis of relations produced in PR and how it may mediate power. 

These operate at a macro social level but Goffman’s ideas of impression 

management, frame, footing and face are likely most usefully understood as 

revealing of power in terms of the individual, personal and intimate. Luhmann 

(1990) and Giddens (1984) provide a framework for the examination of the 

dominant paradigm in PR: Excellence. This was examined more thoroughly 

earlier. They stress clearly the part played by communicative symmetry and 

place importance on the role of mutuality in the dialectic. The use, non-use 

and even misuse of such tactics would be indicative of the degree to which 

power relations are significant or at play when such variance cannot be 

explained with regard to relative incompetence in practice. The purpose of 

communicative actions (Habermas, 1987), therefore, can also be examined 

using these theoretical positions. Luhmann (1990) can be applied to consider 

the purpose of PR activity and the extent to which this is concerned with the 

development of continuous and meaningful relationships. Similarly, Giddens 

(1984) would recognise power effects as evident when limited or no interest is 

shown in co-production or co-dependence. Foucault’s approach (1980) to 

understanding discourse helps problematise and critically review the nature 

and extent of power within argument and rhetoric and enables commentary 

to be produced on how this works and who this serves. 

Finally, there is much utility in contemporary ideas in relation to the 

development of the analytical construct used here. Hindmoor (2018) 
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encourages focus on those practices that promote symmetry, dialogue and 

mutuality. Kraus (2014) too stresses an interest in mutuality and dialogue as a 

way of recognising the existence of uneven relations but he is also interested 

in the place of the small scale and of subjective communications practices as 

well as the effects of larger structural forces. Gee (2011) and Sharp and 

Gonzalez (2013) are concerned with resistance to power and the need, 

perhaps, for analysis of how this indicates the presence of the coercive or 

domineering. Finally, it is claimed that consideration of the extent to which 

Excellence theory (Grunig, 1984) is present within UK PR practice can reflect 

these ideas but that this needs to be considered in context and with relation 

to an examination of both structural as well as microsocial forces. 
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Power as public relations practice 

Introduction 

This section reviews how public relations practices respond to the way power 

is manifest and reproduced. It builds on the examination of PR within social 

theory and relies on several of the theoretical frameworks previously 

discussed. It also assumes that PR can be treated as a cultural phenomenon 

(Hodges, 2006) and that the ideas discussed are indicative of or associated 

with a public relations culture in the UK. Hodges saw these as operating 

within three main arenas: (i) the practitioner lifeworld, (ii) the occupational 

structure and (iii) as part of the broader structure of society. The first (i) can 

be seen in the prevailing networks and experiences of the typical practitioner. 

The second (ii) relates to the knowledge, rules and skills required by the 

practitioner, both socially and professionally. The third (iii) considers the 

political, legal and other structural influences of modernity on the 

practitioner. Therefore, this section does not aim to set out or illustrate all 

professional practices or all possible modern experiences as expressions of 

power relations and their effects. Instead, it will focus on seven key issues as 

persistently illustrative in the literature of power as practice. The use of 

these themes as indicative is justified on the basis of the literature as 

reviewed and as cited so far in this study.  

The first issue relates to Excellence as the principal paradigm in practice and 

to the notion of PR as agency by the dominant coalition. The second reviews 

how social or symbolic capital can work in practice whilst the third considers 

practice as frame management and legitimation. The next idea considers 

power as either dialogic expertise or organisational influence, whilst the fifth 

assesses the power of corporate or organisational influences on practice. The 

sixth considers the significance of systems of deniability and the final theme 

is concerned with the power dynamics of intersectionality in practice. The 

section will end with a discussion on the merits of the ideas examined and 

how they can be used to inform this study’s potential methodology. 

Throughout, this review of these issues will claim that, although competing 
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models and explanations exist, the modern practice of PR is characterised 

overwhelmingly by the tenets of Excellence (Grunig, 1984), specifically 

symmetry, mutuality and evaluation of the prevailing dialogic. Therefore, it 

will be argued, that it is possible to justify a place for and to explore the 

workings of power when variances with the demands of Excellence are 

apparent and when these cannot be associated exclusively with relative 

professional incompetence. Further, it will be seen also from the literature 

that Excellence sets up and relies upon the structures of power dissonantly 

without recognising or rationalising the contradictions between its 

proclamations and its everyday practices.  

The dominant coalition and the workings of power  

The relationship between the PR practitioner and the dominant coalition 

(Cyert and March, 1963) is important when the concept of access to power is 

considered. The dominant coalition is defined here as the collection of senior 

leaders or decision makers within an organisation (or forming one position in 

the dialectic) who determine its strategic and tactical judgements and set 

and resolve values and ethical positions. This is usually seen as a single or 

cohesive governing entity that recognises shared imperatives but its 

membership is usually far from static and will be regularly self-negotiated. 

Membership of the dominant coalition is most often a function of seniority but 

it need not be restricted to this and may involve the inclusion of those 

involved in technical arbitration or in otherwise shaping and forming opinion. 

Kanter (1977) identified a principal feature of the coalition as its capacity to 

wield power informally, usually by the use of issues orientated, goal focused 

and concerted actions (Stevenson, Pearce and Porter,1985). Berger (2005), 

however, saw the idea of a single, all pervasive and unchallenged coalition as 

a delusion. Several forms of coalition may exist at one time and the seat of 

these may shift regularly making it difficult for the practitioner to source and 

utilise any prevailing influence. The coalition is also likely to deal in fluid and 

sometimes ambiguous outcomes which recognise its different and emerging 

constituents. These bring opportunities for influence and lend themselves to 
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resolution via the skills the practitioner can make available. However, whilst 

the practitioner may or may not secure membership of the coalition, it is 

always likely that continued involvement with it in any form hinges on the 

delivery of appropriate technical skills via the origination of communicative 

texts of different kinds. Ultimately, this may hinder the capacity of the 

practitioner to act symmetrically or in ways which do not compromise 

mutuality. If membership of or access to the dominant coalition is a source of 

influence and power to the practitioner, then knowing the extent and reach 

of this power within the coalition can be critical as it may determine both the 

selection and application of practice solutions. Kanihan, et al, (2013) 

suggested that four attributes or measures could be used to indicate this: 

‘reciprocal trust, strategic business decision-making, social inclusion and 

communication expertise’. Berger (2005) pointed to three expressive forms of 

power that determine the relational value of the practitioner to the dominant 

coalition. The first can be seen as essentially a directed relationship which 

gives the coalition power over the form and extent of effective practice. The 

second may show a more negotiated or mutually orientated relationship that 

shares power with the practitioner. The third proposes that the practitioner is 

afforded power to exert or even counter the influence of the coalition. Whilst 

this may offer more licence for self-determination, it may also bring a 

dependent duty to enforce the will of the collective. This latter proposition is 

revealing of power in both overt and covert forms and in ways which may or 

may not be sanctioned by the coalition itself. These ideas lend themselves to 

analysis via the Lukes dimensional framework. The power over and power 

with positions can be seen as ‘second-order’ levels of influence (Nothhaft, 

2010), such as those afforded to more ‘alert-giving’ or sounding board PR 

roles. These are most often associated with practitioners urging rather than 

insisting on symmetrical professional behaviours, advocating ‘common sense’ 

solutions and being willing to act as the elder statesman or honest broker. It 

is possible to see practitioners as being members of the dominant coalition 

most clearly when they operate from the power to position and are, 

therefore, capable of insisting on symmetrical practice. This demonstrates 
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the use of legitimated power rather than a reliance on informal referent or 

expert power. This is an important distinction not fully acknowledged by 

Kanter and one that has not been properly explored either by the profession 

itself. Simple access to power, or the capacity to influence the application of 

power, should not be seen as the same as having power as connections to the 

dominant coalition are, by definition, subject to rejection by those with ‘first 

order’ membership. However, the quality and capacity of second-order 

influence should not be underestimated either and nor should its currency as 

social capital be undervalued. This opens up questions about the nature and 

formulation of social capital both within the dominant coalition and as a 

means of securing or regulating membership of it. Equally important questions 

about diversity in practice and who makes practice decisions then become 

apparent and certainly in forms that reveal power as a cultural artefact 

within professional behaviour.  

Practice as a form of social or symbolic capital 

A number of useful and robust constructs that apply the concept of symbolic 

capital have been developed by PR theorists, most often reflecting the ideas 

of Bourdieu (1991) and focusing on the place of social and cultural capital as 

opposed to the use of economic capital. Dodd (2016) placed the PR 

practitioner as an agent within the very conduits of such power relations, 

acting as coordinator and supervisor of exchanges in symbolic capital. This 

role manages how social capital is understood, applied and evaluated by all 

parties within the dialectic and regulates the actions, behaviours and texts 

associated with organisational advantage. This also oversees the use of 

specific communicative acts, their approval and denial, governing how these 

are applied, where and in what way, including who says what and even the 

accent they may use, and what is reasonable or not to listen to in response.  

An emerging generation of PR academics working mainly within the economies 

of east Asia and less fixated on westernised forms of practice, have also 

considered the place of ‘intercultural competence’. Ni, et al (2015) have 

pointed to the link between the willingness of a practitioner to act with 
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empathy, open-mindedness and professional flexibility and their propensity to 

engage in mutual and symmetrical communication behaviours. An examination 

of the workings of social capital within a UK organisation (transport) has also 

been conducted (Edwards, 2009) although this can be seen too as indicating 

the limitations of the profession’s understanding of its place within the 

workings of power. Dodd (2016) was particularly frustrated with the limited 

degree to which ideas such as symbolic capital have been used to understand 

and evaluate the profession and wanted to use them as a way to draw 

academic thinking away from functional models. She pointed to the very 

narrow manner in which public relations is understood and the rich potential 

of contextualising social theory generally. She was also critical of what she 

felt was a self-replicating ontology within the profession. However, she was 

by no means alone in wishing to see an expansion of research into practice of 

the use and limits of symbolic capital and the new frames of reference this 

could create (Ihlen and Van Ruler, 2009). The place and effective use of 

intangible assets and capital can have a profound effect on organisational 

success (Kaplan and Norton, 2004, and Luoma-aho et al., 2012). Indeed, Low 

(2000) saw the capacity for the examination of intangible assets and capital in 

at least nine areas, including: ‘innovation; quality; customer relations; 

management capabilities; alliances; technology; brand value; employee 

relations; environmental and community issues.’ Dodd’s criticism of the 

profession’s preoccupation with functionalist imperatives encouraged her to 

generate a series of radical and comprehensive ideas for understanding 

practice as the working of symbolic capital. She offered four propositions 

setting out what she called a meso-level (or organisation-wide) approach that 

saw social capital in PR as a ‘resource and exchange-based’ function. These 

are managed through operational imperatives and ‘goal-directed’ behaviours. 

Her framework required PR practitioners to (i) be capable of managing 

intangible resources and (ii) be placed in a potentially unique position to 

manage any dependent networks. The effect of practice could (iii) be 

understood by the degree to which sentiments, ambitions and values are 

shared by strategic audiences and (iv) by how actions to rely on and draw 
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from symbolic capital are utilised within organisational governance.  The 

reconfiguration of practice as the expression of symbolic capital is not 

without problems. Perhaps the most central of these is that it offers no view 

on the observed or the pragmatic and places practice behaviours as working 

almost solely to secure macro-level effects, or the delivery of the big picture, 

which the practitioner would have difficulty recognising at the micro level let 

alone doing something about. The absence or demotion of self-agency in such 

circumstances, may put the PR practitioner at the centre of the symbolic 

capital design but only in the role of a third-party. However, Dodd’s 

arguments concerning the utility of symbolic capital as a means of 

understanding practice remain vital and cogent and offer a well-founded 

mechanism to resolve the place of practitioners in a broader social context. 

Power through frame management and legitimation 

Framing offers a sophisticated series of propositions from which to consider 

power relations in PR. Although developed originally as a means to understand 

micro-social behaviour (Goffman, 1959), in more recent years the core ideas 

have been used to show how meaning and mutuality are constructed in PR 

practice. Ravazzani and Maier (2017) argued that framing flowed from 

“discursive and interactive” schemes that worked to form the scope, 

boundaries and polarities of the dialectic. However, this should not be 

understood as some sort of even-handed process or naturally oscillating 

phenomena that concludes unproblematically. On the contrary, framing 

becomes established via the movement and negotiation of power in ways that 

define what can be understood, what can be relied upon and what can be 

done about any given issue or challenge. Frames are not concerned solely 

with knowledge or how knowledge can be communicated. They work too to 

control and shape how communicative acts (Habermas, 1986) are conducted 

both collectively and by the individual. Hallahan (1999) set out a series of 

seven framing types within public relations practice (table 7). These he gave 

as ‘situations, attributes, choices, actions, issues, responsibility, and news’. If 

PR aims to create and preserve relations that have mutual benefit between an 
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entity and its strategic audiences, claimed Hallahan, a necessary intermediate 

step must be the establishment of common frames of reference. The framing 

of issues in this way allows for subjectively formed positions and realities to 

emerge and for these to co-exist alongside contrary or opposing standpoints. 

In other words, the very process of framing must involve exclusion and, when 

this occurs, contrary positions are automatically established.  

Power can be seen at work when it seeks to exclude matters from an 

emerging frame that are otherwise representative of mutual understanding. 

This may take the form of, for example, comprehension, or what can be 

understood, or, alternatively, legitimation, in terms of what should be 

allowed within the frame. Van Leeuwen’s analysis (2007) of legitimation in 

framing is useful, here. This suggests that three power effects tend to filter 

what can be understood as acceptable within the frame. The first relates to 

‘authorisation’ or what is custom, practice, legal and ‘with recommendation’. 

The second is reflective of moral evaluative assessments. The third lends 

itself to the pragmatism of what is rational and what is measurable. All of 

these dimensions can also be seen as representing expressions of power in 

referent, expert, coercive or legitimate forms (Raven, 1992). Ravazzani and 

Maier (2017) stressed too that frames coalesced when they represented 

cohesion or reality in terms of the different ideas and perspectives at play 

(Foucault, 1984). They saw this as a process of articulation and susceptible to 

deliberate management that was capable of classifying some issues as more 

salient than others. This too represented the workings of power and was 

similarly responsive to the functioning of comprehension and legitimacy.  

They also highlighted the importance here of ‘hypermodality’. This refers to 

digital technologies that permit the merging of and reaction to otherwise ill-

addressed, disconnected or unknown discourses and for framing rules to be 

established from these points of contact during the process of cohesion. This 

may be apparent when the internet brings together people and organisations 

that had, hitherto, been separated or unaware of each other’s position in 

relation to areas of joint interest. Ideas within discourse may become 

apparent, or capable of generating a response, only when different 
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communicative technologies work together in specific ways. This alerts the 

practitioner to the development of discourse within frames from hitherto 

disconnected or disparate sources and demonstrates how the potential of 

frames can be understood as a product of articulation, exposure and 

repetition.  

However, it is too easy to conflate power with legitimacy and to understand 

either term, for example, as a homogenous or unproblematic expression.  

Merkelson (2011) stressed the highly complex and multifaceted manner in 

which frames are constructed and pointed to axes of legitimacy in PR that 

flowed from the way practice responds to the needs of the profession, the 

client, strategic stakeholders, and to convenors of academic and professional 

thinking. He believed power in PR was offered up only as product of 

successful legitimation and that the greater the power sought, the greater 

and more successful the project of legitimation must be.  

 

Table 7: Seven Frames within public relations 

What is Framed? Description  

Situations  This is concerned with how relationships are formed and used by communicative acts and how 
everyday living shapes and determines what is understood and what is not. 

Attributes  Some characteristics work to strengthen communicative behaviours and some work to deny or 
weaken their effects. This will preference some and ignore others. 

Choices 
Polarised or binary choices accentuate bias and tend to heighten risk taking behaviour. 
Nuanced and highly conditional choices tend to weaken perceptions of difference and 
distinction.  

Actions A willingness to act is related to the extent to which alternatives to action are presented as 
having highly positive or negative consequences. 

Issues Social and societal problems can be determined by definition and the success or otherwise of 
which definition, and therefore understanding, prevails. 

Responsibility  
Societal problems are most often attributed to personal and individual rather than systemic 
actions. Self-image determines the degree to which culpability is recognised and is often 
understood as a product of control. 

News Socially resonant expressions dominate news production and reduce ideas as being either 
consistent or inconsistent with such ideas. 

Table 7: Hallahan’s seven categories of framing in public relations practice and what they mean. 

Power as dialectic or didactic competence 

Consideration of intangible forms of symbolic or social capital is helpful when 

reviewing the place and importance of professional skills and their 

relationship to power.  In this context, certain aptitudes can be seen as 
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providing additional, unique or rare talents that offer key or distinct forms of 

advantage. Falbe and Yukl (1992) pointed to the importance here of what 

they called soft skills, such as ingratiation or the capacity to form and deploy 

consultative, motivating and personal appeals. So called ‘hard skills’ could 

also be seen as offering effective value, particularly the idea of resilience or 

the ability to pressurise or legitimate in contentious circumstances. These 

skills can be understood as persuasive or rhetorical devices but they can also 

be seen as working differentially depending on the circumstances of power 

relations. For example, appeals to seniority responded well to the use of 

softer and more rational tactics whilst hard tactics were better suited to the 

pursuit of compliance only when power relations permitted such coercion.  

According to Pieczka (2011), PR practitioners in such circumstances have been 

let down by a lack of critical reflection on the place, form and efficacy of 

dialogue. This reinforces the view that conceptual matters have not been 

translated to practice. To-date, research has been useful in helping the 

profession understand the importance and comparative value of various forms 

and methods of communication but it has been less effective in establishing 

and revealing the greater importance of constructing and fostering 

relationships. This also speaks to how power constrains professional activity 

across the dialectic and to how it both preferences and recasts certain 

behaviours as needed, desirable or symmetrical even when they can clearly 

be seen as inconsistent with notions of mutuality.  

This analysis of power within the construction of dialogue could be considered 

pessimistic about the likelihood of operating within a truly symmetrical 

communications environment. Communitarian expectations of PR practice are 

less cynical about this and specifically elevate the importance of dialogue. 

What are called ‘pro-social’ forms of practice are completely consistent with 

the ideas of mutuality and symmetry. Here, dialectical skills can be used most 

effectively in three expressions of ‘pro-social’ PR. Brooks, et al (2018) called 

these ‘building up’, ‘making connections’ and ‘reaching out’. The first 

concerns itself with the construction of understanding, the second with the 
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identification of salient strategic audiences and the third with fostering 

mutually beneficial partnerships. All are used with the intention of developing 

strong, cohesive and authentic relationships that foster trust and reciprocally 

productive behaviours but they also allow for there to be clear and 

transparent understanding about areas of continued disagreement. For 

Brooks, ten communicative strategies can be deployed in pursuit of pro-social 

PR. These he listed as: ‘avoiding, contending, win/win or no deal, 

cooperating, compromising, mediated, unconditionally constructive, 

principled, perseverance, and accommodating’. The aim, however, with all is 

to foster and preference the use of non-confrontational tactics and methods 

and to resist the temptation to believe that all solutions require a loser or the 

use of disingenuous or duplicitous devices. Communitarian models of PR would 

seem to suggest that the expression of power in PR practice is both outmoded 

and unnecessary. However, the full use of pro-social behaviours requires and 

even assumes the existence of a level playing field in terms of the intentions 

of both parties in the dialectic and of the access of each to communicative 

expertise and resources. This may not be the case or simply an illusion. Pro-

social behaviours can be seen too as dangerously naive as they can still be 

used to mislead or misrepresent one party in the exchange and, perhaps more 

tellingly, be tolerant of malevolent positions and ideologies that more robust 

or confrontational forms of practice simply would not countenance.  

Power as organisational influence 

Power in practice can also be seen as a series of more specific and tangible 

skills concerned with professional behaviour and the use of rational and 

rhetorical appeals that have allure or value to or within an organisation. 

Reber and Berger’s (2006) study of 162 practitioners in the USA relates power 

to influence and identified a set of eight tenets to inform how influence can 

be built and processed within an organisation or a strategic community. These 

can be summarised as extoling the virtues of having access to the most senior 

people, stepping up in moments of crisis, and taking responsibility for the 

framing of institutional or collective messages. The study also confirmed the 
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importance of ensuring practice extended to the realms of strategic decision 

making and rejected the claim that practitioner roles should be confined to 

technical tasks. The study, amongst other things, considered the relative 

effectiveness of different forms of advocacy. A capacity to deploy rational 

appeals and to build coalitions was considered influential most often whilst 

the use of personal and inspirational appeals were perceived as less 

influential.  

The Reber and Berger study (2006) does much to support the view, common 

to Excellence (Grunig and Hunt, 1984), that power in practice can be 

measured via two continua, one assessing the degree to which the 

practitioner is concerned with craft or technical skills, and the second with 

the degree to which the practitioner is involved in organisational or strategic 

decision making. The greater the capacity to act in the second role, the 

greater the capacity for influence. The study is useful in stressing the 

importance of professional behaviours in the accumulation and distribution of 

power relations in practice. However, it shows little recognition of how PR as 

a distinct professional competence works across paid, earned, shared and 

owned media (Dietrich, 2014). In an increasingly integrated environment, the 

development of technical skills, regardless of whether or not these relate to 

the construction of texts or to the strategic understanding of social and 

cultural forces, will enable the practitioner to develop emerging forms of 

influence and power within the type of evolving, dynamic and 

multidisciplinary communications team common to modern organisations. 

Power revealed through the use of plausible deniability 

If power relations in PR practice are most often concerned, by definition, with 

one side of the dialectic achieving dominance at the expense of the other, 

then accepting and even celebrating the place of symmetry and mutuality can 

be viewed as either unnecessary or simply delusional. It is curious, therefore, 

that Excellence as a professional framework has achieved such widespread 

acceptance and been lauded as offering principled or ethical forms of 

practice behaviour. It would follow, therefore, that relations of power would, 
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at least in part, require mechanisms that dissuade the practitioner from 

questioning the value of communication techniques supportive of symmetry 

and mutuality and to accept various forms of ‘imperfection’ as the best fit in 

the circumstances. According to Thummes (2013), public relations could not 

be called a rational function as it operates in and reflects highly complex and 

contentious political and commercial circumstances that do not lend 

themselves to logical or dispassionate analysis. It is argued that, as a result, 

practitioners engage in forms of self-deception that allow them to justify or 

down-play any challenges to professional legitimacy and ethical behaviour 

they encounter.  The first method here (Edgett, 2002) is concerned with 

privileging the position of their client or employer by appealing to notions of 

loyalty and service. The second (Taylor and Kent, 2014) argues that 

practitioners are expected to demote communicative ambitions when the 

workings of the dialogic present these as impractical or unworkable. This 

urges the practitioner to avoid the use of sophisticated, marginal or otherwise 

overly demanding tactics. This may not simply be because these are more 

time-consuming or less profitable but also because regularly used or more 

accessible alternatives are less likely to reveal otherwise hidden attempts at 

advantage. These forms of self-deception also help the practitioner to avoid 

showing the cues of duplicity (Hippel and von Trivers, 2011) and to present 

their efforts as the best that can be achieved in the circumstances. This is not 

to say that such self-deception is consciously or purposively deliberated or 

even easily achieved. Instead, it becomes a form of cognitive dissonance 

(Festinger, 1957, and Stone and Cooper, 2001) that requires two mutually 

exclusive positions to be accepted simultaneously. Thummes (2013) went so 

far as to claim that cognitive dissonance in such circumstances had been able 

to contribute to the success of PR as a management practice by resolving 

competing values and loyalties and disengaging from what would otherwise be 

viewed as the evidentially antithetical. Four forms of such delusion are most 

likely to be seen in practice (Dietz, 2002; Goffman, 1959; Thummes, 2013). 

These involve (i) the use of deception to protect preferred positions on, for 

example, a moral imperative such as privacy or perception of blame, (ii) 
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altruistic desires to protect those perceived as more vulnerable, (iii) 

collaborative deception to maintain at an any cost a joint position that is 

otherwise frail or difficult to maintain, and (iv) emergencies or crises when 

normal conditions cannot be applied. It is possible to see the need for these 

professional coping strategies in public relations given the complexity of 

practice in some circumstances. However, it should be stressed that these 

ideas are likely to be considered unacceptable cognitively when they present 

as openly duplicitous and mendacious tactics and positions and are identified 

as such by, or become apparent to, the practitioner, at least in the public 

sphere. 

Power, practice and intersectionality 

The use of social division as a means to regulate power relations and, 

therefore, practice behaviours has received some attention within the PR 

profession in recent years. L’Etang’s (2015) review of post-war British PR 

provides context and background to the topic although the review is mainly 

intended as an examination of gendered practices. However, other forms of 

division, such as racial or disability prejudice, can be considered as working 

alongside gendered contingencies. Social divisions lead to distinctions in 

communication practices, for example by reserving some for preferred 

individuals and denying others the capacity to lead, change or influence these 

in other circumstances. Practices too can be used, blindly or deliberately, to 

support disabling activities within the dialectic that ignore, reduce or belittle 

social relations intended to foster mutuality, equality or merit. According to 

the PRCA (2016), PR in the UK is a business dominated by women (64%) and 

young people (average age 28). However, a higher proportion of older men 

occupy more senior positions. Around 9 out of 10 people working in PR are 

white (91%) or British (89%). Only 2% of practitioners consider themselves as 

having a disability. The figures compared to other professions and even with 

national averages in the population are not overly disproportionate according 

to the PRCA. In addition, O’Neil’s analysis (2003) of the relationship between 

public relations practitioners, structures and gender found that whilst 
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structural forces within organisations continue to prescribe positions to 

gender, influence secured via networks and personal connections was seen to 

be broadly equitable. However, whilst there may be little which is over-

indicative to PR in these studies, the significance of social division should not 

be ignored. The idea of intersectionality here is useful. This is concerned with 

the way divisions are connected to each other and to how this then helps 

reveal, camouflage and understand the limit and reach of power as prejudice. 

Intersectionality suggests that divisions are bound together in a form that 

constitutes a collective mechanism of control. Understanding the reach and 

nature of these controls is complex. If you are a woman, specific forms of 

prejudice can exert control over your behaviour. If you are a black woman, 

such controls may be more intense but, at the same time, more opaque; 

confusing and conflating how prejudicial actions can be perceived and 

therefore resisted. Counter intuitively, it can be argued that a focus on the 

individual distinction and codification of these different forms of prejudice 

may actually work to weaken the collective will of those subjected to the 

disabling, immobilising and exploitative forces of such aggregated social 

regulation. Intersectionality, as a consequence, should be seen, perhaps, as a 

description of social relations or as an analytical framework and not as a 

grand social theory. In other words, it works regardless of what theoretical 

position is held about the nature of social order. It helps ask the right 

questions but it doesn’t always have the answers. This does not mean that it 

is free of criticism. Principally, intersectionality posits the notion that 

prejudice is experienced individually and even subjectively. It can be 

difficult, as a consequence, to verify or prioritise, in such circumstances, 

which communication responses are the most effective or collectively 

beneficial. It also puts the analytical spotlight on the connection between 

individuals and across social groups. Whilst this may work to include the 

previously unincluded, it works against coherence or focus, diffusing the 

discourse and working to pardon the disabling effects of social structures 

themselves. Vardeman-Winter and Place (2017) stress the need for much more 

research into the relationship between PR practice and how it leads to poor 
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outcomes in terms of pay and seniority. Similarly, more can be done to 

understand which practices lead to positive effects.  Some of their 

suggestions here relate directly to questions of power in practice and are 

related to this study. In general, they concern how diversity matters can be 

understood as working within academic analysis and via professional practice. 

They also correlate to how the forces of social division can be seen at work 

within professional behaviours, such as within CSR and pro-social PR 

programmes. It is useful here to consider how the profession understands the 

meaning of the term power in such circumstances. Place’s (2012) study raised 

a number of useful ideas and approaches in relation to intersectionality. This 

pointed to a gendered effect in the understanding of power with women 

practitioners considering it to be influence, access to relationships and 

credibility as opposed to will, coercion or enforcement. Empowerment was 

considered to be about ‘shaping’ rather than ‘gaining or losing’. This is not to 

say that this is the view of all women on all occasions. However, it is useful to 

reflect that power is, without any intended irony, a contested matter and 

that this contestability helps it to defy its analysis and shelter outcomes from 

responsibility and accountability. Edwards (2015), can be seen as seminal 

here, providing both an historical review of prejudicial forms of power within 

the profession and an assessment of remedial or progressive reactions. 

Merits and utility of these ideas 

Excellence is a central concept at work within this study, certainly in terms of 

the degree to which it is applied and rationalised as good practice. It is clear 

too that Excellence has a complex relationship to power effects and one at 

work in different ways. However, whilst it may be misleading to restrict the 

presence of Excellence to the existence of symmetry and mutuality in 

practice, it is also reasonable to view Excellence as at least shown by the 

degree to which these attributes are evident, deployed or resisted. Symbolic 

capital is a well understood and mature mechanism through which to examine 

power via practice effects. It can also be used broadly but consistently across 

the Lukes model (2005). However, it is also a determining means through 
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which power socially is exchanged and can be understood only as a dynamic 

within field, habitus and doxa. This would have the effect of generating data 

that, by definition, is suitable for inclusion mainly, and perhaps 

disproportionately within the third dimensional effect. Conversely, 

understanding power as legitimation, whilst rooting it firmly within the 

structural forces of modernity, provides a practical means through which to 

study its effects in relation to public relations practice. Dialectic competence 

can be interpreted as social capital but it is useful here as inferring a position 

within any given dialogue. This may work to shape what should be included 

and excluded within the discussion or, for example, reveal ambiguities in 

what is claimed to be the purpose of any given practice. Power as the use of 

preferred forms of professional competence is shown as somewhat useful by 

the literature even if this is a little muted. The same could be said of 

intersectionality in PR, in that it mainly reveals how prejudice is able to deny 

power to those otherwise capable of making decisions about practice. 

However, this may also help to show how frames within discourse are 

established or coalesced. In addition, it can also be viewed as a means to 

evaluate the utility that may emerge from the study. An understanding of 

plausible deniability is similarly useful but this too is, perhaps, best seen as a 

way in which ambiguities in power are rationalised rather than as vehicle for 

revealing, in any detail, power itself.  

The value of this study as revealed by the literature review 

It may be useful here to consider the overall intentions of this study in 

relation to its potential value to knowledge at the level of this degree before 

any value of the research outputs is claimed.  Firstly, the study of power with 

the practice of PR remains a matter of considerable concern to the profession 

within a contemporary setting. This is because the issue speaks to operational 

and functional matters associated with transparency, co-production, 

mediation, marketing and brand authenticity, and openness and 

accountability. It also remains a matter contained and constructed by 
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Excellence (Grunig, 1984) which can be seen as providing the most dominant 

and persistent forms of professionalised practice within the UK. 

The study may be considered valid and offering a contribution to this type of 

knowledge if it can be seen to respond to a significant area of weakness in the 

profession’s research canon in these areas. In this sense, it is claimed here 

that the study seeks to understand how conceptual concerns relating to the 

negotiation of power are addressed functionally or via documented 

professional practices. The literature review has established, explored, and 

contributed to understanding about this gap and defended claims about its 

existence.  Further, a unique contribution to knowledge in the field of public 

relations is claimed when conceptual and practical considerations are 

combined and when they place a focus on the concept of power as related to 

the practice of PR in areas of contested public policy in the UK.  

What can be drawn from this? 

Whist this review of the ideas generated in the literature about the 

relationship between power and practice in PR are broad ranging, it is clear 

that many can be seen as having a strong connection with how Excellence 

theory is either directed or understood. A focus on the place, reach and use 

of symmetry and mutuality in practice would, therefore, be indicated as 

providing commentary on how power is deployed or realised. However, it is 

also clear that the declared intent or purpose of practice must also be 

considered. This may reveal the degree to which practice behaviour is either 

being designed to achieve advantage or to pursue more pro-social outcomes. 

The review has also stressed the importance of considering power in practice 

as a form of cultural negotiation. This can be shown both in how practices 

secure or mediate culture and in how practitioners themselves are 

conditioned or positioned by cultural forces. It is shown as sensible and 

useful, therefore, for the review to consider (i) what forms of competence 

are preferred, (ii) measures that reveal the place and use of structural 

legitimation and (iii) indictors of the micro-social or commonplace cultural 

forms in practice. 
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Discussion on the Lukes model 

Introduction  

This section will describe and examine the Lukes model of power (2005) and 

set out how it can be used to analyse and categorise the expressions of power 

evident within public relations practice produced by this study.  

It is acknowledged that the model is not without weaknesses and that its 

assumptions may work to prescribe power relations misleadingly. These 

criticisms are important and will be discussed below. However, it will be 

claimed too that the problems with the Lukes model are not sufficient to 

undermine its central value and, in any event, represent perspectives that are 

equally capable of mystifying or confusing how power can be expressed and 

understood. 

Its ideas were first proposed by Steven Lukes in Power: a radical view, 

published in 1974. The concepts and positions it described found favour in a 

political and social environment deeply invested in structural, particularly 

Marxist (Foucault, 1980), analyses and perspectives. However, Lukes’ model 

of power offered a flexibility capable of deflecting attendant criticism and, 

fundamentally, it will be shown, managed to retain applicability and utility. 

The work has been regularly reprinted, attracting and withstanding new forms 

of criticism at each point. The latest and most productive series of these is 

probably associated with the 2005 publication which offered a comprehensive 

extension of Lukes’ arguments and responded to a number of counter 

positions that had emerged or remained unanswered in the intervening 

period. This response (Lukes, 2005), and the reflections on it, probably 

represents the current attitude towards Lukes’ framework. 

A description of the Lukes model 

The model offers a comprehensive and rationalising framework for power and 

a compelling vehicle through which to examine public discourse. It is most 

often understood as associating power with dominance (Morriss, 2006) but this 

need not be the case. It is also careful to accommodate interpretations of 
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power as dispositional or elective (Lukes, 2005). Lukes proposes a three-

dimensional or triple account of power (see table 8, below).  

The first dimension sees power as manifest via the appearance and 

consequence of behaviour, conflict and preference; as an expression of will. 

This form of power is overt and, in large part, unambiguous if not necessarily 

simple. It may reflect brute force but it may also accommodate power as 

subtle, rhetorical and compelling. Its unifying feature is its association with 

relative compliance as an informed or deliberate consent or decision. The 

dialectic constructed in this first dimension may be temporary, conditional or 

strategic but its nature will be broadly understood by both parties and any 

advantage gained or ceded will be apparent in some form if not always 

completely so initially. Here, the PR practitioner may secure changes in 

behaviour through forms of inducement. Change may also come about through 

the rational exposition and consideration of potential effects via the 

dialectic. The power of one party may prevail over another but the relevant 

factors are capable of being recognised by all involved. 

In the second dimension, power is categorised as control over the means of 

discourse, denying and enabling what can be recognised as acceptable or 

sensitive to negotiation or contention. In this dimension, power can be 

offered up knowingly and unknowingly, if not always or necessarily 

conclusively. This can be understood as having the means to manage how 

matters are mediated, prioritised, actioned or resolved. It is the means to 

Table 8: The Lukes framework 

 One dimensional Two dimensional Three dimensional 

Conceptual position Power as decision making Power as agenda setting Power as reality shaping 

Analytical focus Mesa-arena or immediate 
arena 

Meta-arena or connected 
and affecting arena 

Public sphere influences 

Methodological 
approach 

Quantitative and 
Qualitative Qualitative Ideological critique 

Table 8: Developing research outcomes using Lukes: an illustration. The faces of power in 
three dimensions. Applying Hay, C. (2002: pp.180). 
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choose what comprises the dialectic and what does not. Power, here, serves 

most those capable of defining the terms of the negotiation whilst making it 

difficult for others to establish the efficacy, or even the recognition, of other 

matters, claims and ideas. For the PR practitioner, this is illustrated by the 

use of legitimation (Weber, 1948; Waerass, 2007), such as matters subject to 

legal constraint or which are evidential according to a source of expertise 

approved to the benefit of one party in the dialectic.  

Within these two dimensions, power may not always be recognised as such but 

it remains recognisable within the dialectic. However, Lukes (2005) also 

argues that the very existence of power can be denied and its relative utility 

hidden from, or remain unaccepted by, those who otherwise have the means 

to wield it or the potential to contest it. He sees this most clearly as a 

function of his third dimensional account where behaviour to submit to power 

is secured without obvious constraint and even, perhaps, with a willingness or 

insistence.  

Power here is the means to form objective realities, or conditions of 

understanding that sufficient numbers of people in any given circumstances 

are prepared to yield to. These conditions can be most readily understood as 

ideologies (Honderich, 1995), not just in the form of, say, political or religious 

codes or principles but also as culture and its reproduction. This is not to say 

that otherwise competing ideologies can somehow go uncontested or operate 

in isolation from each other in Lukes’ third dimension. Instead, the 

dimensional effect identified should be seen as that which rejects or 

prescribes meaning or reality within any given dialectic or coherent discourse 

or prevents alternatives from operating within it. Third dimensional effects 

have the power to align themselves almost automatically to subjectively 

selected, but not necessary objectively consistent, arguments, facts and 

outlooks each of which work to reinforce one position in the dialectic at the 

expense of an alternative.  

These three dimensions are not intended to be incremental or viewed 

competitively. Power evident in one account should not be deemed as more 
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useful than that of another or, in some way, capable of trumping it. The 

dimensional framework is best seen as a means to reveal or rationalise how 

power is deployed in any given set of circumstances or via discourse. In this 

context, all three accounts may be evident at the same time, or a single 

moment of power negotiation may be interpreted exclusively or differentially. 

Criticisms of the Lukes model 

The Lukes model has attracted interest and criticism in its form and claims. 

Four main themes persist. These relate to (i) the utility and (ii) internal 

consistency of the model (Bradshaw, 1976), (iii) the role of intentionality in 

the third account of power (Morriss, 2006), and (iv) its potential claim that 

power is exclusively dispositional or concerned with acquiescence (Hay, 

1997). These have been addressed somewhat by Lukes himself but, to some 

degree, remain as indicators of at least caution, if not profound concern, in 

the way the framework is used or relied upon (Dowding, 1996, 2006). 

Early anxieties were focussed on the utility of the framework. These stressed 

that the account was constructive and typological as opposed to revealing or 

predictive of specific social mechanisms (Bradshaw, 1976). Its use requires us 

to conclude with or simply evaluate expressions of power. Yet, this approach 

does little to help identify or set out in advance which social mechanisms 

contribute to which expression of power before their effects are felt. In this 

way, it becomes very difficult for the PR practitioner to understand Lukes as a 

planning tool and, even when used as a means of evaluation, its benefit tends 

to be retrospective, telling us that the horse has bolted rather than warning 

us where and how the stable door will next be open.  

A number of internal inconsistencies have also been highlighted, most 

typically the view that the three dimensions are exclusive and, by definition, 

therefore, capable of denying the position or even existence of each other 

(Bradshaw, 1976). For example, if subjective but permissive forms of power 

prevail in the first dimension, the arguments of the third dimensional account 

become unnecessary and redundant. Lukes himself avoids making obstructive 

counter claims to either of these concerns (2005) but, instead, reflects on the 
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problems associated with determining the range of social actions that should 

be included or excluded within such frameworks. It should also be 

acknowledged that Lukes makes no claim, and never has done, as to the 

practical utility of the framework as an operational predictor or descriptor of 

power effects within the PR profession. 

The idea of intentionality is central to Lukes’ three-dimensional account 

(Dowding, 2006). This asserts that where there is a willingness to be complicit 

in power relations there can be no abdication of accountability for the 

consequences. This is at odds with the Foucauldian position that places us all, 

to one degree or another, as beholden to social structures. As a result, it is 

claimed, the Lukes model rejects the idea of us being ‘constituted’ in power. 

This means more than a simple denial of the claim that ‘we were just obeying 

orders.’ Dowding (2006) is clearer on this. He is supportive of notions of 

acquiescence or intentionality in the third state but accepts that the nature 

of complicity in social relations is largely unaddressed in Lukes’ third 

dimension. He calls it the ‘black box’. He points too to the idea of power in 

this account as potentially having effect without human agency or direction 

and, therefore, as operating without ‘intention’.  

Dowding believes that this may make Lukes susceptible to the charge of moral 

relativism and even western imperialism (2006), as he seems willing to accept 

that individuals can make decisions morally yet be subjugated in ways that 

are culturally specific. However, once more, it should be noted that Lukes 

makes no radical counter claim in this regard (2005). He adopts a position of 

objectivity as to the effects of power. In this sense, power has no moral 

purpose, and may not be seen or experienced as such by those who transmit 

or receive it. 

Morriss (2006, 2012) is also concerned with this idea of intentionality and asks 

Lukes to clarify the definition of power being used, namely as an expression 

of dominance or the means to coerce. Here, Morriss points to the somewhat 

subtle but highly significant distinction between the power to, or the ability 

to do things and which can be liberating and enabling, and having power over, 
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which concerns itself with insistence and control. He claims Lukes commits an 

exercise fallacy (2006) and that, in other words, he is actually concerned with 

power as it is discharged in the form of dominance and, as a result, why 

people decide to utilise such power in any given set of circumstances. For 

Morriss, power is dispositional and resides within us as, to varying degrees, a 

capacity, as a potential with undeclared intent. However, it is only when that 

intent is known or the capacity is realised that power assumes an objective 

form and it is only then that the form of power may emerge as dominance. 

Lukes, in response, whilst accepting the distinction being drawn (2005), did 

not feel it offered any practical advantage to his model arguing that power 

could be recognised as such when it achieves a chosen outcome or disposition. 

It is not necessary, therefore, to consider power when its effects remain 

undischarged. It may also be unhelpful to preference a distinction in the 

potential for and the actual exercise of power when the concepts are 

intertwined. To deny the latter is to deny the existence of the social 

structures that deposited the capacity in the former.  

Justifying the practical application of the Lukes model 

The Lukes’ model is distinctive in its interpretation of the workings of power 

and as a framework that offers merit in terms of this study, particularly in 

relation to its capacity to organise and delineate the research outputs. Its 

principal value is its breadth or inclusiveness but it also offers responsiveness 

and flexibility in the contexts used here. Both of these claims are discussed 

below. It is also claimed by this study that evidence can be generated in 

respect of the general efficacy of the Lukes framework itself - at least in ways 

that use data from within contested areas of public relations practice in the 

UK.  

Whilst Lukes is often cast critically as self-constructing (Bradshaw, 1976), 

culturally prescriptive and confused about its position on the role of agency 

(Morriss, 2012), such criticisms have been addressed by Lukes (2005) and 

demonstrate the resilience of the model as a much-tested if sometimes 

limited framework for discussion about power.  
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The model is clear about its position on power (2005). This is shown when a 

subjective self-interest prevails over the interests of others not part of such 

subjective self-interest. It need not always be apparent how this self-interest 

is constructed or reproduced. As power is about self-interest, and therefore 

domination, it need not be transformative, productive or compatible with 

dignity and cultural expressions generally but it does not exclude these. If 

power prevails, all other actors and agents can be considered as subservient 

to its interests and no relationship to difference or co-production is preferred 

if this is unnecessary to maintain or secure power. Power operates reductively 

and in ways that may generate binary positions but not in a manner that 

requires these positions once cast to operate simply, overtly or even 

dialectically. 

This breadth in the framework has been relied upon here in terms (i) 

delineating data and conjecture within a highly defined analytical construct 

(tables 9 and 13) and (ii) commenting in a professionally accessible manner on 

practice which may be shown or which may emerge. It is maintained here that 

this offers, as required by the study’s objectives, a structure for managing 

data empirically and with high potential for professional utility that other 

more abstract or conceptually limited frameworks cannot offer. 

The Lukes model also offers a highly productive means to compare and assess 

very different manifestations of power effects. For example, Habermas (1987) 

and Bourdieu (1991, 1992), it could be argued, recognise power as working 

primarily to reveal communicative or social competence. Giddens (1984), 

whilst critical of interpretations that ignore the structural constructions of 

power, sees it, instead, as a relational device clearly evidential, if 

disproportionately, within the public sphere. Foucauldian (1980) 

interpretations of power, on the other hand, whilst recognising structural 

‘capillaries’, see power exchange and negotiation as almost illusory and 

capable of operating independently and without obvious human agency 

(Luhmann, 1990). The Lukes model (1974, 2005) rejects none of these 

somewhat different interpretations but, instead, offers a framework within 
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which the value and limitations of competing perspectives can be 

distinguished.  

In the first, power is a product of considered and overt rationalisation by 

those negotiating power relations and can be accepted as such even when it is 

partial, partisan or, indeed, contrary to a positional self-interest. Establishing 

who speaks for who on what matter is a defining, essential and enabling 

characteristic of dialogical practice. Public relations activity defers to power 

when it consolidates the positions of the dichotomy and, therefore, the 

potential for what can be realised as jointly acceptable or mutual in 

understanding. This means that power is best able to adopt a desired position 

in the dialectic through inducement. This may be accepted rationally and 

willingly and could be indicated by, for example, the presence of threat, 

reward, the risk of relying on alternative or associated arrangements or 

perhaps the sheer pragmatism of sticking with a strategy determined or 

sanctioned by the communicator. 

Within the second dimension, power is able to frame discourse, and establish 

acceptable parameters, ambitions, conditions and outcomes. It can also deny 

inclusion within the discourse of material, ideas, resources or philosophies. If 

something is not a matter for contention, then it should not be exposed to 

negotiation. Symmetrical practice (Grunig et al, 1984) requires reliance on 

authentic, objective and even mutually acceptable mechanisms through which 

appeals to power can be negotiated. The power to deploy such mechanisms in 

the second dimension is, therefore, the power to protect a positional interest. 

This can be indicated by the presence of selected but validated forms of 

opinion or by the communicating entity stressing the importance of 

compliance with legal processes. It may rely too on expert advice and 

direction or be shown by the use of methods that restrict the authenticity of 

views and experiences gathered from outside such a framework. 

Power is evident in the third dimension when it necessitates the ceding or 

acquisition of power without obvious predisposition or conscious challenge. 

Such power may be unconcerned with the binary constructions of dialogic 
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practice and is unlikely, in any event, to be apparent as a positional entity or 

stakeholder. Instead, power can be identified when it serves the interests of 

normalising ideologies, the constructions of social function and even the very 

idea of what should be known as truth or reality. In the third dimension, 

power may create reality and determine what may be called rational function 

in others. This may be indicated by the presence of ideological claims, the 

rejection of competing forms of reverence or expertise and by appeals to 

cultural norms. It may also be seen via the use of communication tools that 

seek only normative expressions or reject those not subject to alternative or 

non-standardising methodologies. 

Therefore, very different accounts of power can be understood and measured 

by the Lukes model, offering up a practical means through which to gauge 

purpose and a credible framework through which the capacity and structure 

of power in relation to PR practice can be assessed.  Whilst the model lends 

itself to the interpretation of power effects differentially, it is clear that care 

must be taken to ensure that these different accounts remain consistent with 

the demands of each dimension. It is important also to acknowledge that the 

methodology used here should not attempt to offer specific or highly 

predicative accounts of power in relation to PR practice. 

A theoretical justification for the use of the Lukes model 

The Lukes model (2005) is often described in terms that characterise it as a 

response to, firstly, the then growing interest in power within social theory 

and, secondly, to the establishment of power as the principal concern of 

political theory (Hathaway, 2016). This represents Lukes as a development of 

Dahl’s (1957) binary and coercive reflections on power and as a response to 

Bachrach and Baratz’s (1962) observations on the controlling and excluding 

forces within power (Crenson, 1971). Here, and within at least these 

thresholds, Lukes has adopted well-articulated and broadly accepted 

formulations for power.  However, Lukes adds to these two ‘faces’ by 

developing the existence of power as not overtly apparent or oppositional, 

and capable of operating structurally and via discourse as normalising. These 
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ideas should not be claimed by Lukes as novel (Gaventa, 2006) but they do 

represent emergent concepts that were significantly influential of, and tested 

to the highest levels of scholarship, via Foucault (1980) and Luhmann (1995). 

Further, therefore, third dimensional effects are accepted as apparent, 

implied or justified by the literature. The use of Lukes (2005), defended in 

this way, to generate assessments of power is supported by Hathaway (2016) 

via the consideration, in the political arena, of social outcomes as opposed to 

political claims or outputs. 

In summary 

It is argued from the literature that the Lukes framework (2005) is sufficiently 

flexible and robust to provide a cohesive form of analysis for the study of PR 

practice as an expression or instrument of power. It is well developed and 

tested academically and offers practical function. It is able to accommodate 

competing accounts and rationalisations of power and to present these in a 

form that lends itself readily to analysis. It has some limitations, for example 

in the assumptions it makes about dispositional effects and intentionality, but 

such matters have been treated carefully or not been overtly relied upon by 

this study.  
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Conclusion 

A number of principal issues have been raised by this literature review and 

each of these has worked in turn to identify questions of significant concern 

to the PR profession. These support the intentions of this study as defined by 

its aims and objectives (pp.13-17). The first is that the literature considers 

Excellence (Grunig et al, 1984) as the most defined and deployed professional 

paradigm in public relations and that variance in its deployment may be 

considered aberrant in terms of lauded behaviour. Therefore, matters other 

than competence may be at work when Excellence is claimed but not shown. 

The claim that public relations has not concerned itself sufficiently, and in 

some cases not at all, with how conceptual matters present in practice is 

supported in the literature (Volk, 2016). This includes the place and form of 

power, where discussion is available in the literature on how this may be 

shown in practice. However, whilst there is considerable discussion on power 

and how it may present in potential practice, there is little or no evidence of 

how this may present in actual practice, certainly not in relation to contested 

circumstances in the UK. Calls for the profession to engage more thoroughly 

with conceptual matters, including those relating to power, are made (Taylor, 

2001; McKie, 2001; and Gower; 2006). It is not possible to claim from the 

literature that this call has been addressed let alone satisfied. 

These issues assert that an emerging agenda, embracing social theory, has not 

been adequately positioned to consider the workings of public relations in 

practice (Ihlen and van Ruler, 2018; Dodd, 2016). This, in turn, has left 

practice insufficiently capable of understanding its purpose and value in ways 

otherwise limited to functional paradigms and commercial imperatives. Both 

of these claims can be justified with reference to the profession’s reluctance 

to engage with conceptual rationalisations of its purpose and function 

(L’Etang, 2005) and by its failure to understand the workings of power in 

actual practice as a key and essential part of any such endeavour (Ihlen and 

van Ruler, 2018). 
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The reasons for this disengagement are not fully understood but may be 

related to (i) professional dissonance (Festinger, 1957) or a relative failure to 

understand prevailing paradigms as self-constructing and controlling, and, 

perhaps more pointedly, (ii) the relative absence of compelling evidence for 

the need to consider alternative conceptualisations of practice.  

Social theory provides fertile ground from which to pursue such an 

examination. Explanations for the social world are many and varied and 

occupy and stem from highly diverse positions ontologically (Ihlen and van 

Ruler, 2018). However, it is claimed here that rather than confusing our 

understanding of power in respect of PR practice, this diversity works to help 

categorise and analyse the breath and reach of the many forms of practice 

available to the profession. It provides a range of highly adaptable and 

productive frameworks from which an analytical model can be constructed 

(Lukes, 2005). These stress the importance of applying some precision to the 

notion of power (Morriss, 2012) when examining its effects but are in no doubt 

about the continuing significance of public relations as a means through which 

both power and culture are formed and reproduced (Lan Ni et al, 2015), 

working to create, set out and confer meaning, truth and advantage. 

Whilst it would be wrong to conclude from the review that the PR research 

community has not engaged with conceptual positions as they relate to 

potential practices, indeed a large number of sophisticated and helpful 

studies are cited here (Volk, 2016; Ihlen, van Ruler and Fredriksson et al, 

2009; Macnamara, 2012; Edwards, 2006 and 2018; and L’Etang, 2010), this 

work has remained most often in the abstract and disconnected from actual 

practice. In short, the study of power in practice in this respect, within the 

profession in the United Kingdom, is capable of revealing unique insights into 

public relations effectiveness not currently apparent. 

Finally, the literature supports the use, with caveats, of the Lukes 

dimensional account of power (2005) by this study in terms that provide both 

accessible forms of analysis and the potential for productive outputs. 
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Introduction 

This chapter will address key issues associated with the research methodology 

and strategy, describe how its main methods or instruments were built and 

deployed and discuss matters associated with the way the data has been 

interpreted. The chapter has nine further substantive sections followed by a 

conclusion. 

The first section will set out the study’s research design and strategy, 

including its broad ontological and epistemological positions. The second sets 

out the main considerations and assumptions used by the study’s analytical 

construct. The next two sections deal with the theoretical implications of this 

in relation to the content analysis whilst a further three consider the 

implications for the elite interview programme. These sections are important. 

They defend the study against the claim that it has not set out explicitly its 

conceptual positions and also demonstrate how data will be recognised and 

then deployed by the research instruments.  

The final two sections provide additional commentary on complementarity, 

ontological and epistemic issues. 

There is a common structure to most of these sections. Each will begin with a 

short introduction to explain its purpose and content. The relevant points and 

themes will then follow. Each will conclude with a short paragraph or two 

outlining in summary what can be taken from the preceding discussion. 

The study’s aim and objectives are set out in the Terms of Reference. It may 

be necessary to refer to these when considering the purpose and effect of the 

methodology. As part of these aims and objectives, the study is conscious of 

the need to show it has proceeded with great care and with reasonable 

presumption about how best to enquire into the claims and ideas with which 

it deals. The methodology, therefore, has been written with this in mind. The 

study also wants to secure some utility from its findings. Similarly, care has 

been taken to defend how this will be achieved and, in particular, how this 

will be achieved in relation to the Lukes (2005) dimensional account of power.  
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Finally, as has been claimed in previous chapters, the study, by focussing on 

the place of power within PR practice, recognises that it is dealing with a 

highly contested subject and one which experiences persistent deconstruction 

and analysis. This invites criticism and affects the stability and application of 

the research findings. This cannot be avoided nor ignored. However, it is 

possible for the study to be clear at all of its formative stages about how and 

why it has proceeded in the way it has. This will help inform criticism and 

help secure constructive outcomes.  
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The research design and theoretical framework 

Introduction 

This section provides an explicit statement on a range of theoretical 

assumptions made by this study but which have not been covered elsewhere. 

In particular, it provides background, commentary and justification for key 

decisions relating to research design. In the main, these address the 

philosophical foundations for the study in terms of how truth is understood 

and how knowledge was constructed to add meaning in this context. These 

philosophical positions are, themselves, not dealt with in any great detail but 

they are clearly identified, showing how generalisations from them have been 

deployed. However, other matters dealing with research purpose and strategy 

are also discussed. In particular these highlight and address specific 

conceptual and theoretical criticisms emanating from the use of mixed 

research approaches.  

The section refers to, and is dependent on, a number of other chapters and 

sections. Principally, it works to inform those sections dealing with Lukes’ 

model (p.135), the analytical construct (tables 9 and 13), and the research 

instruments. However, it also draws together some of the claims and 

observations made in the sections and chapters dealing with conceptual 

accounts of power and practice. Therefore, it is important to ensure that 

sections dealing with these accounts are considered in order to review the 

validity of the justifications being made here.  

Theoretical perspective 

The theoretical perspective adopted by this study is relativist or 

constructionist in form, mainly qualitative in its approach to data collection 

and relies on complementary approaches to inquiry (Easterby-Smith, et al, 

2015). These are discussed below. 

This perspective preferences the view that humans are social actors and that 

it is necessary to understand subjective motivations and ambitions between 

such actors in order to engage with any distinctions that are negotiated 

socially. However, the claim to mainly qualitative data collection remains one 
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of dominance (Easterby-Smith, et al, 2015) which is weaker with regard to 

some of the observations recorded. For example, whilst both the content 

analysis and the elite interviews build outcomes qualitatively, the former was 

capable of constructing data quantitively and this has been relied upon. 

Common concerns relating to this approach are covered below. 

Some outputs were concerned with very specific or highly localised forms of 

practice. These can be considered as either exemplary or prototypical. This is 

in the sense that any truth they reveal may not be generalisable or only have 

meaning in quite specific or subjectively contingent circumstances. Others 

have a broader meaning and are generalisable to some degree in terms of 

potential practice. 

The use of diverse modes of enquiry as introduced here is justified (Easterby-

Smith, et al, 2015) because the study is concerned with outcomes that, 

ultimately, make no appeal to absolutist positions or which demand high 

levels of coherence and commensurability with positivist certainty. Instead, 

the approach is concerned with what can be usefully taken from the data 

obtained in terms of critically and rationally fashioned conjecture and 

observation even when these are expressed ambiguously.  

The approach also assumes the existence of complex social structures in the 

practice of PR and responds only to the need for these to be considered as a 

means to understand better how practice helps settle and negotiate relations 

which are conditional on the exchange of power.  

It also recognises that some criticism of this method may emerge when 

considering the reliability of its outputs. The following paragraphs offer 

commentary on common criticisms, ontologically and epistemologically, of 

mixed research approaches and how these have been managed by this study. 

Ontological and epistemological positions 

Easterby-Smith et al (2015) argue that ontological clarity enables researchers 

to ‘design according to the constraints of different subject or knowledge 

structures.’ Such clarity has been sought here but this does not mean that the 

ontological position of the thesis is presented as prosaic or has been simple to 
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assemble. Nor are its epistemological and methodological implications easy to 

demonstrate. 

Firstly, this study relies on and assimilates to some degree competing claims 

about the concept of truth. This is deliberate and designed to serve rather 

than confuse the study. It rejects the idea that, outside of numerical 

abstracts, universal forms of truth build helpful forms of clarity. Instead, it 

operates from the position that the inflexible search for reductionism implied 

by this works instead to restrict and contain potential debate, denying lines of 

enquiry or observation rather than revealing them. Despite this, and without 

intending to pursue complex or unnecessary arguments about the nature of 

being, it is probably useful here to make some observations and distinctions 

about the assumptions that are made by this study, ontologically and 

epistemologically as a result.  

As a relativist or constructionist study, this thesis assumes truth to be 

constructed from the observer’s position and the specific circumstances that 

exist in the arena of enquiry. However, these claims should not be seen as 

overly insistent as the thesis seeks too to resist strong appeals to nominalism 

by declaring truth as an often shared, if highly contingent, series of 

experiences, observations and conditions (Easterby-Smith, p.50).  

Secondly, the study assumes that there are both universal and particular 

expressions of truth operating at any given time and that the degree to which 

these are evident or relevant becomes a question of perspective and vantage 

point.   

Ontologically and epistemologically, this position can be described, but not 

exclusively, as ‘transcendental realism’ (Miles and Huberman, 1994) as it 

assumes a relationship between subjective and objective realities that is 

susceptible to evidence capable of transcending either position. It also 

demonstrates a concern for process in terms of what is included, excluded 

and relevant within any given topic or theme, but this should not be 

understood, in any given context, as a claim to universality (Vesselin, 2011). 

In addition, the approach assumes that even single entities or observations 
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may have both an abstract and a realist form. In other words, they can 

operate as both an objective and a subjective influence depending on the 

position from which they were observed or felt. All of this assumes the 

existence of rational consequences, that something happens because 

something has caused it to happen, but no position on objective determinism 

should be presumed because of this. Indeed, the existence and place of 

determinism remains a contested matter within this project and this is 

probably most often illustrated with reference to self-agency in the 

disposition of power (Lukes, 2005; Morriss, 2012).  

Integrated epistemology (1) 

In terms of the epistemology deployed, it is claimed here that, given this 

ontological perspective, the use of mixed methods as vehicles of enquiry, 

offer the potential for ‘deeper insights’ and this has been pursued (Easterby-

Smith et al, 2015, p.51). Indeed, Easterby-Smith uses the form constructionist 

exclusively in this context, as opposed to constructivist. He argues that the 

two terms share much common ground pedagogically, in that they are 

concerned with how knowledge is obtained via interaction with the external 

world. However, constructionism is focused more on how learning is regulated 

via social systems and relations whilst constructivism puts more emphasis on 

the place of individual motivations and abilities. This is an important 

distinction and somewhat apposite within this methodology as constructionism 

operates more consistently with forms of analysis that stress social forces of 

control and reproduction. Therefore, this term has been used when referring 

to the guiding epistemology of the thesis. 

However, Easterby-Smith cautions too about the importance of understanding 

the limitations of different approaches before claims about truth or 

knowledge are made or inferred. Within this study, in terms of caution, 

attention has been given to the role of the researcher and any relationship to 

observable effects, a focus on contingency rather than direct causation, the 

constrictions and complexity of the matters under review, and the directing 

predispositions of stakeholders and data subjects. In addition, the limitations 
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and integrative demands at the interface between deductive and inductive 

approaches are considered below. 

The thesis uses deduction to secure insight from the data via a reliance on 

critical realism (Bhaskar, 1978). However, it recognises the limitation of this 

approach, in terms of the methodology here and in how data has been 

acquired, and must justify a place for inductive and abductive forms of theory 

building in this context. Therefore, some explanation and defence of this 

effect is provided here.  

The problem with deduction 

The verification of knowledge deductively can be no more than partial or 

limited in that any systemic programme to this effect must, at some point, 

demand regression (Popper, 1960, cited in Miller, 1985). This has not been 

taken to mean that all deductive enquiry is incomplete or must demonstrate 

uncertainty. However, it has encouraged modesty in the claims to truth made 

here and supports appeals to falsification. It is taken here too that truth 

cannot be proved by appeals to authority as authoritarianism, or even 

positivism, can do no more than conclude or contain the enquiry. It does not 

establish veracity. Deduction, therefore, cannot possibly lay claim to 

universality successfully. It can depend on realist or rational observation and 

point to the predictive capacity of its method but, by its own logic, it cannot 

be allowed authority or transcendence, or special dispensation to break free 

from the very constraints that propel its insights in the first place.  

Whilst deduction as rationalism fosters interest in falsifiability, it may, at first 

glance, seem to reserve for itself unproblematically forms of intellectual 

settlement that must be denied in other approaches. In effect, this stifles 

falsifiability rather than protects it. Popper has sympathy with this position: 

‘criticism always demands a certain degree of imagination whilst dogmatism 

suppresses it.’ (cited in Miller, 1985, The defence of Rationalism, 1945, p.33).  

This rejection of dogmatism defines rationalism as ‘I may sometimes be right 

and sometimes wrong, as may you, but between us we might be better able to 

discover what is true.’ Indeed, in Popper’s The defence of Rationalism (1945, 
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cited in Miller, p.33), he claims it is not possible to build knowledge without 

assumption and this includes the assumption of the irrational. Therefore, 

inductive outputs, no matter how irrational or removed from the deductive 

substance Popper believes them ultimately to be, have a place in the 

construction of conjecture and in identifying consequent seats of enquiry. 

The problem with induction. 

Yet, rationalists do not appear to accept unqualified induction as a valid 

mechanism for generating inference, no matter how temporary or, for that 

matter, local. They see no basis in induction to foster universality, even if no 

claim to this is made by the researcher. This is because they detect no logical 

reason for the transmission of characteristics between instances, via 

repetition or prediction, that can be established by the methods of induction. 

For Popper (Miller, 1985), induction held no interest in justification. This put 

him in some opposition to Hume (1977) who concluded it was unnecessary to 

demand the existence of observable instances at all times and that it was, 

therefore, reasonable for society to expect repetition when this was 

anticipated via cultural forms or social relations inductively.  

Popper recognised the disquiet felt by Hume on such matters but could not 

share his view that it was reasonable to assume a place for inductive forms of 

prediction as result. For Popper, this simply proposed a decline into chaos 

where, paraphrasing Russell (cited in Miller, 1985), ‘there is no intellectual 

difference between sanity and insanity.’  

In response, Popper reasons into existence the ‘principle of transference’. 

This works to transfer the problem of the cultural and social expectation 

associated with induction directly to the realms of psychosis or cognition 

thereby removing any consequent infection or threat they may offer to 

rationalist logic. Whilst this allows the rationalist to conclude that observed 

instances generated inductively cannot be used as evidence of a general law, 

it also seems to accept that instances of subjective assumption that 

contradict a general law can be used to establish the latter’s veracity when 

used as part of the process of rationalist falsification.  
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Using induction ‘rationally’ 

Therefore, an emerging ambiguity in Popper’s thinking is suggested as 

apparent here, providing space for induction as a form of falsification within 

rationalism. This is not over claimed. Popper does not accept this as such, at 

least not without qualification. Here, he declares inductive outputs as a form 

conjecture which can only be useful to the rationalist within the broader 

context of reason or the ‘principle of preference’. This enables all matters to 

be considered within an empirical framework, offering capacity for 

preference to some and relegating others to the edges of fantasy. 

Nevertheless, matters originating inductively or abductively may acquire 

meaning, therefore, when exposed to the tests of rational or logical 

discourse. The greater the scrutiny here, the greater the credibility such ideas 

may offer. This acceptance of inductive data, used in this way, has been 

assumed within this thesis (Foster, 2004).  

The implications for this thesis 

Therefore, Popper’s position on rational enquiry can be summarised as the 

view that whilst deduction can make no unchallengeable claim to universality, 

it does have, at least, a limited predictive capacity. Whilst induction should 

not be accepted as a means of prediction, it may be used by the critical 

realist to generate conjecture or as one part of the process of falsification. 

Neither does Popper seem to reject the place of pragmatism within 

conjectural inductive approaches. 

This leaves a somewhat restricted space for ideas to bloom through inductive 

research but this has been explored by this thesis at times. It is also a space 

where, for example, the qualities of caution, specificity, uncertainty and 

modesty become essential.  

However, the key to the rehabilitation of inductive outputs, within realism, is 

to ensure that such outputs are exposed to rational, logical and critical 

thinking and this has been attempted here. The useful, the workable and the 

highly informative outputs of induction that have shown a capacity to 
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withstand the processes of critical elimination, can, therefore, be viewed as 

productive or as offering some form of conceptual advantage. 

Integrated epistemology (2) 

The thesis can also be recognised as constructionist in that human interest 

drives the application of method, the data is conceptually rich and is driven 

by stakeholder perspectives, it operates at high or contingent levels rather 

than with reductionist intent and, finally, it has a focus on specific and highly 

relevant cases and stakeholders (Easterby-Smith, et al, 2015, p.53). Further, 

relativist ontologies and constructionist epistemologies can, according to 

Easterby-Smith et al (2015), be characterised as demonstrating an interest 

with convergence, complex questions, the use of textual rather than 

numerical analysis and analysis through triangulation.  The study has favoured 

too the use of actual cases and experiences as opposed to experiments at one 

extreme or intense or singular engagement and reflection on the other. 

Overall, the outcomes of this thesis respond to the caveats given above and 

focus on the general rather than specific. 

Understanding within the study is, in the main, derived from three 

epistemological approaches. The first is broadly functionalist and heuristic in 

that it is concerned with the application of rational outcomes as assessed by 

the researcher. Here, conclusions are drawn from matters which are 

verifiable or justified from the data or the observations recorded. Secondly, 

practice or functional hermeneutics are relied upon greatly. A wide range of 

texts and their analysis have contributed to this study. The most obvious 

example of this relates to the scrutiny of the case studies in the content 

analysis. Further information and discussion on the composition of the content 

analysis is provided in the section below. However, a number of other tools, 

approaches and assumptions have been built from the secondary research  

which itself has relied upon analyses derived from many different texts. 

Finally, in relation to the secondary analysis but certainly with respect to the 

primary research (elite interviews), some types of analysis have adopted a 

radical or critical perspective via argumentation. This has applied well 
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established and verifiable approaches to the analysis of text and discourse 

(Boreus, K. & Bergstrom, G, 2017). Throughout, the study tries hard to make 

these conventions and approaches, and the theoretical frameworks they call 

upon, explicit to the reader so that the epistemological assumptions in play 

and the outputs they generate can be understood in context and 

transparently. 

Modes of enquiry 

Whilst deduction via critical reasoning has been used within the content 

analysis to identify pertinent themes and issues, it should, equally, be 

acknowledged that this process flowed from use of abduction as the means 

through which data from the sample was extracted in the first place. This is in 

the sense that data was coded contingently and pragmatically. Therefore, 

unimpeachable claims to statistical probability or direct effect have not been 

made (Easterby-Smith, et al, p.53). This should be seen as a reliance on 

‘normal’ as opposed to ‘strong’ constructionism (Ernst, 1996). The forms of 

argumentation used in the analysis of the elite interviews also remain reliant 

on critical reasoning. In general, the research outcomes associated with 

rationalist examination can be viewed as a priori, or as pre-existing but 

revealed through enquiry. These were mainly derived from the content 

analysis but flowed too from the critical review and the forms of reasoning 

used by the three approaches to argumentation.  

However, other forms and sources of knowledge have helped shape the 

outcomes. These were generally secured via the literature review but they 

were also instrumental in the development of the analytical construct. These 

were either explicit, or from sources that were set out and published, or 

tacit, such as those concerned with declared or normative forms of good 

practice.  Finally, it should be recognised too that much guidance on good 

practice is either propositional, or interpreted from explicit knowledge, or 

non-propositional, such as that which is assumed as being non-negotiable or 

procedural. 
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Assessing the validity of constructionist enquiry 

It may be useful to offer a defence of the constructionist model via a review 

of the principal criticisms it attracts and the degree to which these can be 

considered evident here.   

Golden-Biddle and Lock (1993) suggest a focus on three concerns. These can 

be listed as: plausibility, authenticity and criticality. The first, plausibility, 

should demonstrate a relationship between the research project and 

established or continuing concerns or fields of enquiry. Evidence to support 

this can be found on pages 7 to 63. The second, authenticity, is associated 

with assessment about the depth of expertise shown in the thesis. In 

particular, this may be judged against the literature and secondary review 

(pp.64 to 147) although it should not be the only place such evidence may be 

found. Finally, criticality is concerned with ‘reader effect’ in terms of the 

project’s capacity for novel discussion or in locating sufficient evidence to 

question previously held assumptions. This is the most difficult of the three to 

claim but is, perhaps, most likely to be apparent from the research analysis 

and findings sections (pp.230-371).   

More contemporary analyses of constructionist research designs stress the 

importance of pro social purpose and motivation in the enquirer (Amis and 

Silk, 2008). It should be acknowledged that this may not be demonstrated 

beyond doubt in all parts of the thesis, which occupies often a position of 

constructionist engagement (Easterby-Smith et al, 2015). However, the thesis 

is concerned with the effects of power on practice, on practitioners and 

stakeholders, and questions evidentially if contemporary practice is capable, 

as currently configured, to address emerging expectations relating to 

authenticity, engagement, transparency and accountability.  

Silverman (2000) is more cautious, or perhaps expectant, of constructionist 

designs and, instead, reminds researchers of the potential vagaries of the 

method, particularly when confronted with expansive data, by a propensity to 

locate evidence to support only pre-existing positions or on relying on the ill-

evidenced and anecdotal. Care has been taken in this respect. Refutability 
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can be claimed here by the inclusion in both research instruments of sources 

that are capable of responding to counter claims or propositions. The data 

drawn from the content analysis have also been managed comprehensively, 

albeit within the terms expected by the analytical construct, and, thereby, 

offer reasonable forms of conclusion and specific sources of verification. 

This study can be seen as offering validity in that it provides and considers a 

broad range of perspectives including access to rich and relevant sources of 

expertise. It can be seen as reliable because it offers detail and open access 

to the methodological processes and considerations it has relied upon and 

invites other observers to reach similar or different conclusions. Finally, it has 

been careful not to over claim generalisability whilst providing relevant 

commentary on a sufficiently disparate range of sources and settings 

(Easterby-Smith, 2015). Further commentary on validity and reliability issues 

can be found elsewhere in relation to the content analysis and the interview 

programme. 

The research strategy compared against the paradigmatic 

The thesis’s research strategy, without positing either uncertainty or special 

case, may only be seen as constructionist in terms of its general approach. 

Here, Easterby-Smith (2015, p.58) is helpful in that he sees research 

approaches as operating both across, as well as sometimes contained within, 

four quadrants or typologies drawn from the juxtaposition of positivism and 

constructionism on one dimension and engagement and detachment on the 

other. Further, he stresses that researchers are likely to occupy tacit, as 

opposed to explicit, positions on their strategies and that correspondence can 

be claimed between the differing demands of inherent ontologies, 

epistemologies and methodologies as a result (2015, p.64).  

Using Easterby-Smith, the approach taken here can be regarded as engaged 

constructionism (2015, p.61) or as operating from quadrant C. It is engaged 

because it displays a critical realist attitude and a focus on the empirical (via 

people’s experiences and perceptions and the measurable effects of their 

claims). It is also critical of the extant or status quo. However, this cannot be 
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seen here as strident or highly demonstrative at all times. For example, it is 

also concerned with what Bhaskar (1978) would understand as the ‘real 

domain’ and throughout offers a focus in tandem on causal social 

relationships. Therefore, conversely, it is also concerned with constructionism 

(Easterby-Smith, 2015) as it demonstrates an interest in the pragmatic and 

with critical theory and dialogical analysis. Here, the implications of the real 

as well as abstract are balanced against a need to consider the expressive or 

indicative (Dewey, 1916). It is also, perhaps inevitably given the subject 

matter, connected to the realms of communicative actions (Habermas, 1970) 

as prescriptions and drivers of social regulation. Further, it operates with an 

eye to the dualities of structuration theory (Giddens, 1984) and the reflective 

interdependence of social action and societal organisation.  

As a result, according to Easterby-Smith (2015), the collective position 

illustrated here can be regarded as normative, operating within accepted 

ontological expectations and, importantly, need not lead to intolerable 

demands on either the methodology or research outputs. Indeed, the 

approach adopted here should, according to Easterby-Smith, be characterised 

as accommodating ‘eclectic’ research methods. 

Research purpose 

The study adopts three forms of enquiry (Saunders, Lewis and Thornhill, 

2017), each of these can be seen to prevail at different points and in 

combination. Firstly, the study is explanatory. Here, the central purpose of 

the research comes to the fore in that there is regular concern with the 

relationship between two specified phenomena in ways that that have not 

previously been examined. These two phenomena are power and public 

relations practice within the UK as manifest via contested public policy. 

Secondly, the enquiry is exploratory in that it is focused on the workings of 

specific variables and on trying to understand and explain how these may 

work in specified circumstances. Finally, the study is descriptive. This is 

shown throughout the document by a concern with the accurate assessment 
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and understanding of practice before potential research outcomes are 

claimed. 

The research strategy: a focused description 

In summary, the research strategy attempts to collect data on the nature and 

application of power effects within PR practice, categorise these as 

applicable or not to well-established but pre-selected accounts sociologically 

of power and then consider the degree to which such accounts verify practice 

decisions and positions. 

The research has sought to deliver three broad aims. These are set out more 

fully in the section detailing the study’s Terms of Reference. However, they 

can be summarised as (i) providing insight and understanding into Excellence 

theory in PR practice, (ii) detailing how power is manifest in, and may better 

account for, PR practice and (iii) with understanding outcomes in relation to 

Lukes’ dimensional account of power (see table 8). To achieve relevant 

research outputs in these three areas, two instruments were devised and 

implemented.  

The first is classified methodologically as a content analysis of selected case 

studies. The analysis can also be understood as an archival or narrative based 

research scheme. This is because it relies on the analysis of pre-existing and 

professionally accessible data covering a period, in this case, of six years 

(Easterby-Smith, 2015, p.86). The case studies were analysed for adherence 

to pre-specified and selected characteristics of Excellence theory and for the 

degree of any consistency with pre-selected sociological accounts of power. 

Both issues were guided by an analytical construct (table 9). This specified 

the forms of measurement to be used and justified the theoretical 

assumptions that underpinned them.  

The second instrument is classified methodologically as a survey by interview 

of relevant elite experts and commentators on PR practice and power. This 

was subject to three further forms of discourse or argumentation analysis. It 

sought explanation and opinion on accounts of practice and power, 

particularly in relation to organisational and individual cultural conditions. 
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Similarly, the type and nature of the data generated was shaped by the 

analytical construct. This construct is explained and justified on Table 13.  

In addition, both the content analysis and the interview process can each be 

classed, again in part, as narrative studies (Boje, 2008). The content analysis 

considers the place and claims of narrative artefacts or subjective histories 

where self-affirmation may offer at least marginal advantage to the author. 

The elite interviews considered the place of narrative rationalisations in the 

form of experience and reflective accounts, identifying harmonising themes, 

conflicting explanations and unanswered ambiguities (Humphreys and Brown, 

2008). 

The content analysis is consistent with case method as described by Easterby-

Smith (2015, p.89). This is interpreted as a form of continuity between 

constructionist and positivist epistemologies where fewer cases tends to 

favour the former and larger numbers the latter but where neither approach 

can be seen as exclusive or capable of offering a sustainable dichotomy (Yin, 

2013). Case studies are also helpful to content analysis in that they support 

specifics in enquiry, offer up areas for debate and give tangible meaning to 

otherwise abstract considerations (Siggelkow, 2007). 

Further details and commentary on the research instruments can be found on 

both the content analysis and the interviews later in the thesis. The data 

collected was then assimilated and assessed against Lukes’ dimensional 

framework. In summary, this concerns itself with an assessment of practice as 

comprising or being explained by differential positions on power. Further 

details on this framework, and a defence of its application, is provided on 

Table 8. Table 1 indicates how the two main research instruments, and Lukes’ 

framework, have been used to deliver against the study’s aims and objectives 

and, in doing so, how they make a distinctive contribution to knowledge. 

Mixed methods: commentary 

The use of mixed methods, or the mutual reliance on instruments normally 

associated with either quantitative or qualitative forms of data collection, 

can be seen as a highly established, if sometimes resisted, approach to 
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enquiry (Tashakkori and Teddle, 2010). However, mixed methods do demand 

clarity in terms of the procedures used and any inter-dependence of the 

approaches taken so that the forms of analysis adopted are consistent with 

selected epistemologies. Easterby-Smith, et al, (2015, p.95) refer to these 

matters as sequencing and dominance. The sequencing adopted by this study 

was quantitative and then qualitative. However, dominance is clearly 

associated with qualitative analysis.  

The methods used here are compensatory, as opposed to reflecting a master-

servant or partnership design (Easterby-Smith, 2015, p.96). This is because 

the sequencing and dominance of the method aimed to generate outcomes in 

partnership between the different instruments. This approach to sequencing 

and dominance, and the concepts they speak to, also promotes 

commensurability between the purity of epistemological positioning. 

Nevertheless, of the common criticisms associated with mixed methods, 

several may be claimed as operating here. Principally, these include some 

inherent restrictions on any replication of the method and questions about 

whether or not the resources used have been deployed with sufficient merit 

or in ways that could not have been achieved more readily via other 

approaches. However, the study has been persistently cautious in its claims 

and been guided by clear and highly explicit mechanisms and analytical 

constructs. This helps demonstrate a competent overall design and ensures 

that the study remains focused on its declared research question and intent 

(Easterby-Smith, 2015, p.97). 

Addressing design issues 

A number of common design problems, in the context of mixed methods, have 

been considered and addressed by the methodology. These cover the unit of 

analysis, the position of universality, the directing capacity of theory and 

matters of verification and falsification. 

The instruments used in the study rely, in the main, on two separate units of 

analysis. A unit of analysis is not considered necessary in constructionist 

designs (Easterby-Smith, et al, p.99) but they can be helpful and are seen at 
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work here. In the content analysis, the sample was established from the case 

study applications submitted to the annual awards of the Chartered Institute 

of Public Relations in the UK. Further details on the configuration of the 

sample are provided later.  

In terms of the interviews, the sample was purposive in that it was guided by 

a need to secure the views of elite practitioners advising on highly contested 

matters. The forms of knowledge generated by the sample should be seen as 

local or as offering some but generally problematic levels of universality. 

However, because they engage directly with practice (Cook and Brown, 1999), 

they are designed to offer value to and understanding of context specific 

forms of PR in the UK. 

The study has assumed an iterative relationship between the influence of 

theory and that of the data as it emerged (Easterby-Smith, 2008). Here, data 

from the content analysis has informed the shape of the semi-structured 

interview agenda. However, care has also been taken to define and distil 

relevant components from theoretical positions influencing UK PR practice. 

These were able to identify specific forms of power as potential seats of 

enquiry. Theory has also informed the design of the two analytical constructs 

used in the study (tables 9 and 13). 

The consideration of matters capable of offering falsification within the study 

is important to mixed research strategies and is not solely of interest to 

exclusively positivist approaches to theory building (Dubois and Gadde, 2002). 

The study has taken care, therefore, to set out, often in detail, its theoretical 

assumptions and the design, weaknesses and applicability of its analytical 

constructs and research instruments. This provides accountability for 

methodological decisions and a level of openness about the potential for 

replicability. It has also assumed weak universality of its outputs and 

accepted the limitations this then imposes on extended extrapolation. In this 

way, it is hoped that any consequent observations can be further tested and 

examined.  
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Issues and procedures  

It is useful here to make three observations. The first relates to a degree of 

interdependency between the study’s two main instruments in terms of 

sequence and dominance (Easterby-Smith et al, 2015). As part of this 

strategy, the content analysis was completed first in order to establish (i) the 

validity of claims relating to compliance with Excellence Theory in cases of 

celebrated practice, (ii) the potential for any variance to be rationalised 

against sociological accounts of power and (iii) to inform issues relating to the 

importance of opinion on the place of organisational, professional and 

practitioner-based cultural capital. The second relates to the consequent 

issue of timing and integration. Here, the strategy followed two distinct 

periods of primary research, one for each instrument and with a preceding 

pilot study in each case. The third issue concerns the assessment and analysis 

stage of the project. Whilst data from each instrument can be understood 

separately, with each contributing to different research expectations and 

ambitions, claims relating to the central and overall purpose of the study 

have been made on the basis of aggregated or integrated outcomes from both 

instruments.  

Contribution to theory 

It is important to stress that the contribution to theory sought by this study is 

limited to notions of contested circumstances, to practices concerned with 

the exchange and negotiation of specific interpretations of power, and to 

public relations activities in the UK. The outputs from the study can be 

summarised as supporting the development of the knowledge and application 

of academic and vocational theories in relation to public relations practice. 

However, the contribution to middle-range societal theories should not be 

over-estimated, and is not claimed, as the absorptive capacity available here 

is highly limited (Cohen and Levinthal, 1990). 

Commentary on ethical issues 

This segment offers further commentary on the ethical issues outlined by the 

project’s RD1PA or application document. In summary, this argued that 
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different ethical issues would be raised at different points in the study and 

would need to be recognised and addressed as the project progressed. The 

first phase of research was concerned with the analysis of PR practice with 

regard to Excellence theory (Grunig and Hunt, 1984) and identifying variance 

in relation to this. It also examined the purpose and effect of celebrated PR 

practice with regard to accounts of power. This dealt exclusively with 

materials and evidence available from within the public sphere and did not 

require or rely on personally identifiable data. However, it was recognised 

that the project would challenge accepted notions of good PR practice and do 

so via the examination of activities managed by identifiable clients and 

organisations. This also had the potential, within a public arena, to generate 

defensive counter posturing from such organisations in ways that may 

misdirect the study. In response to this, data outcomes have been presented 

anonymously in the main body of the thesis and without reference to the 

organisations involved. It is recognised though that these organisations can be 

identified via the appendices by those anxious or determined to do so.  

The second phase of research involved the collection of data from UK 

practitioners in relation to the manifestation in practice of cultural and socio-

structural influences and conditions concerned with power. The data was 

collected voluntarily and presented anonymously. All respondents were 

informed of the purpose of the study in advance. Neither phase of the study 

involved working with young people (less than 18 years of age) or otherwise 

vulnerable groups. Data from the interviews is presented anonymously and the 

transcripts have been redacted to ensure no individuals or organisations are 

identified. 

Ethics committee approval was secured in relation to the various research 

instruments in accordance with Solent University’s policies on such matters 

and before primary research commenced. Evidence of ethics committee 

clearance is provided at appendix A. 
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What can be drawn from this? 

This section has provided commentary on theoretical, ontological and 

epistemological perspectives and challenges relevant to this study. It has 

outlined in summary the broad research strategy that was followed and 

commented on how research outcomes have been deployed. It also showed 

how these outcomes contributed to the declared research aims. This approach 

reflects the complexity of the central themes under review and the degree to 

which subjective interpretation plays a part in their construction.  Given this 

complexity, and the challenge it poses to the validity and coherence of 

outputs, the study has recognised the need to offer an incremental and highly 

organised research solution that was capable of generating data in sometimes 

quantitative but mainly qualitative form and in a way that lends itself to 

practical application and analysis. This speaks to and addresses the concern 

with sequence and dominance highlighted by Easterby-Smith (2015). The 

research strategy combined a number of different approaches. This is because 

potential data presented itself in different forms and required different 

approaches to access it effectively. This supports the study’s aims and 

ambitions and allows quantitative data to be rationalised alongside qualitative 

data. The use of mixed-methods and epistemologies necessitates a flexible 

structure to the enquiry but the methodology and use of complementary and 

distinct instruments has been defended against robust and expert academic 

sources and works both to build credible as well as relevant knowledge 

outcomes and maintain a focus on professional utility.  
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Devising an analytical construct 

Introduction 

This section introduces the main analytical concepts that have been used in 

the study. However, it does not provide complete commentary on their 

application and this section will need to be read alongside others to 

understand more fully the ideas, tools and instruments that the study relies 

upon. Historically, research within and about the profession has sometimes 

suffered from academic indiscipline and a lack of engagement with 

conceptual issues. Pasadeos et al (2011) claim that, whilst research 

procedures within the PR profession are often clear and coherent, the 

reporting and explanation of these protocols is inadequate. Therefore, this 

section, and those dealing with the research instruments, have attempted to 

address this type of criticism by providing a clear, detailed and reasoned 

defence of the methodology. This concerns itself with a validation of the 

approach and the application of theoretical concepts. A start is made here, 

which looks at how relevant theoretical ideas have been constructed to 

provide useful and practical context for the study. The coding schemes that 

have emerged are discussed and shown on tables 11 and 16 and at appendix E. 

Broadly, they show how the enquiry has been configured, how robust 

theoretical propositions have shaped this configuration, and how claims about 

practice and power can be relied upon. The first two parts of this section 

show how the two central ideas of the study, concerning the places of both 

Excellence and power in practice, have been reconstituted for analysis. They 

also defend the forms of analysis that emerge by reference to objective 

theoretical propositions and models. Finally, they describe how the data 

drawn with reference to these models have been deployed against Lukes’ 

dimensional framework. This is shown at tables 31 and 32. 

Understanding Excellence in practice 

Excellence theory is characterised by an emphasis on symmetrical practices 

and by the search for mutually beneficial resolutions. These are a central 

feature of the analytical construct and are defended with reference to 
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‘Excellent Public Relations and Effective Organisations’ (Grunig, et al, 2002)  

and ‘The evolution of models of public relations’ (Laskin, 2009) as well as by 

the international definitions of public relations discussed earlier. Here, PR 

practice is understood by two forms of measurement: continuous and non-

continuous dimensions.  

In the first category, the potential range of measurement between two 

extreme effects is relative but it is possible to make a judgement as to which 

of the two may be prominent or prevail. In the second, ‘discrete’ limiters are 

available to the profession and there is much common ground as to what 

represents evidence of their existence in practice. In other words, they are 

either present or they are not.  

Grunig et al (1984) and Laskin (2009) point to two continuous dimensions. The 

first concerns one-way or two-way communication methods, or devices which 

yield either monologue or dialogue. The second identifies a commitment to 

either symmetrical or asymmetrical communication ambitions or the degree 

to which these are capable of generating informed mutuality, compromise 

and accommodation. In terms of non-continuous measures, there is 

agreement that communications can, or indeed should, be: mediated, ethical, 

interpersonal, researched, evidenced, evaluated and planned. The final four 

non-continuous measures are assessed in the analytical construct with 

reference to an understanding or actual use of outcomes and objectives. 

These forms of continuous and non-continuous measurement work most 

effectively when considering potential communicative effects in relation to 

Lukes’ first and second dimensional accounts of power.  

Understanding power in practice  

The place and purpose of power within PR practice is indicated by evidence 

showing the existence of one or more of six theoretical perspectives: (i) 

communicative competence, (ii) communicative legitimation, (iii) symbolic 

interactionism, (iv) intercultural communication competence, (v) a 

conceptual model of PR culture, and (vi) a model of cultural capital. 
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In the first (i), the construct is supported with reference to Habermas (1992 

and 2003) and Burkart (2007). Communicative competence is characterised by 

the place of reason and rationality as precursors to action and is most often 

shown with reference to ideas associated with critical theory and post-

structuralism. It argues that communicative competence can be indicated by 

an interest in intelligibility, truth, trust and legitimacy when this has been 

generated in ways that both parties in the dialectic can support. 

Communicative actions will show through the use of accessible texts, agreed 

common ground on what matters or what should be relied upon, a 

dependence on each other as reputable or honest, and mutually accepted 

rules on engagement or resolution. The data relating to this position are most 

likely to be derived from the content analysis and be most easily transferable 

to Lukes’ first and second dimensional accounts. 

The second perspective within the construct concerns itself with 

communicative legitimation (ii). Here, power is shown by the process of 

legitimation as defined by social stratification and structural rationalism. Its 

place in the construct is defended by reference to Weber (1948) and Wæraas 

(2007). Here, the place of power within communications activity is shown by 

appeals to the governing structures of society. These can involve the use of 

legal restraint and compliance or strategies which stress the importance of 

tradition and social rules. They may even rely on the use of charismatic or 

otherwise appealing individuals to plead a case or to offer leadership to an 

otherwise directionless following. The data informing this position will be 

generated by both the elite interviews and the content analysis and are most 

likely to lend themselves to showing the presence of power in Lukes’ second 

dimensional account. 

The third theoretical perspective that will be relied upon is (iii) symbolic 

interactionism. This will be supported with reference to Goffman (1959) and 

Johansson (2007). This idea is most often understood with reference to 

qualitative sociology or as operating on a human or individual basis and cross-

structurally. It claims that all social interaction can be understood as a series 
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of ‘staged’ but highly profound and meaningful interactions. Power positions 

are shown in the study by three ideas. Framing indicates what can be known 

or what is reliable in terms of intelligence or wisdom. Footing looks to who 

has a controlling voice within discourse. Face indicates what is shown as 

desirable or not from communicative actions. Data in this perspective will be 

derived from both the content analysis and the interviews and are likely to 

show the presence of power within the second and third of Lukes’ dimensional 

accounts. 

The next theoretical idea of value to the analytical construct is that of (iv) 

intercultural communication competence (ICC). Its inclusion is supported with 

reference to Trompenaars (2012), Arasaratnam and Doerfel (2005) and Lan, 

Wang and De La Flor (2015). Here, practice is seen as an expression of 

cultural competence or the capacity to reflect and reconstitute cultural 

expectations. Data has been collected with reference to ICC. This argues that, 

once practitioner ‘types’ have been established, it is possible to predict the 

practice behaviours they will adopt. This is not a complex model. It envisages 

two ‘types’ and three forms of behaviour. However, if a positive correlation is 

shown to exist, the influence of cultural effects is evidenced and the 

influence of power effects must, therefore, be assumed. The acquisition of 

such data is not straightforward and rests on the subjective opinions of those 

judging practitioner types and their behaviours. However, data here will be 

derived from the elite interviews and, most likely, will show power as 

operating within the third dimensional arena. 

The fifth theoretical idea of value to the construct also assumes a cultural 

perspective. This proposes the existence of a (v) cultural environment capable 

of influencing the practitioner and is defended with reference to Pieczka and 

L’Etang (2001) and Hodges (2006). It argues that culture should be understood 

as specific to the practitioner and that any consequent social position is 

determined by what they call (i) ‘Lifeworlds’, or the habitus of social capital, 

(ii) the occupational structure, or the rules of their professional existence, 

and (iii) socio-structure, or all the other rules surrounding them socially. Once 
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more, the acquisition of data here is complex and was secured from the elite 

interviews where subjective and personal judgements prevailed. The outputs 

here are of most use within Lukes’ third dimensional account. 

The sixth and final perspective relies on a further assessment of power as 

residing within the use and exchange of social capital. This adopts a (vi) 

structuralist model of cultural capital and one where such capital operates 

symbolically. Whilst it can be defended with reference to Bourdieu (1990, 

1991 and 1992), the form used by this study has also relied upon ideas 

developed by Edwards (2006) and formed within a public relations context. 

Like Hodges (2006), the model assumes culture is specific to the practitioner. 

However, here it is focused on access to capital (organisational or personal), 

differential use of different forms of capital and how practice choices (or 

communications activity) are made in relation to the capital available. The 

data for assessment by this criteria was derived from the elite interviews. As 

above, whilst this facilitates careful judgements about the nature of the 

capital in question, this necessitates personal and subjective reflection. These 

data too are likely to be of most use when considering effects in Lukes’ third 

dimension of power. 

Building the analytical construct 

To develop data that provides relevant and coherent commentary on power 

effects within PR practice, it was necessary to build an analytical construct or 

coding scheme for use within the study and, for clarity, to make this specific 

to each instrument. This construct(s) helped determine the type of data that 

should be secured from the research instruments and supported both the 

delivery of appropriate outcomes and their subsequent analysis. The construct 

established an objective form for the classification and management of any 

data extracted from the relevant samples. It is accepted though that, whilst 

the form of the construct might be objective, this does not mean that 

subsequent judgements about how to deploy data within it are free from 

subjectivity and are, therefore, open to criticism for being so. With this in 

mind, the interpretations and assumptions being made in accounting for the 
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data are set out in tables 9 and 13 so that the conditions for these 

assumptions are clear. 

This construct should be seen as being consistent with the theoretical and 

academic ideas used in this study but it is important to recognise too that this 

did not then, by itself, presume that any claims or hypotheses are in any way 

directly or automatically validated. These claims could only be shown (or 

presumed) after the data had been extracted, the analysis completed and the 

alignment with Lukes concluded.  

Three considerations are identified as crucial to this construct. These are 

shown in Table 1 in terms of how they relate to the research question and to 

the study’s aims and objectives. 

The first defines indicative measures of Excellence theory and its 

manifestation in practice. These data will enable conclusions to be drawn 

about the degree of reliance on such practices within the profession and, 

specifically, within examples of celebrated practice in the UK. They will help 

address the first and second elements of the research question and the 

objectives concerned with consistency within the profession in relation to 

declared positions on good practice. 

The second aspect of the construct is concerned with understanding and 

quantifying the existence of power relations in these communicative actions, 

practices and effects. This aspect cannot be comprehensive, given the reach 

of power as a theme within philosophical thought. Therefore, the constituent 

parts have been clearly identified so that inherent consequences and 

presumptions are falsifiable and open to review and challenge. This will be 

central to informing the third part of the research question and to objectives 

concerned with understanding how power effects in practice are concerned 

with social theory. 

The third issue is concerned with the practical application to the Lukes model 

of the data generated. This model has been used to rationalise the outputs 

from the study and, therefore, any appeals made to this model should be 

reasonable, incremental, clear and evidenced. This part of the construct aims 
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to ensure that any objectives relating to utility from the study can be 

captured adequately and presented in an accessible form. It also provides a 

context for any subsequent claims that are made about practice so that these 

can be criticised contextually.  

What can be drawn from this? 

This section has set out and argued for the view that both public relations 

practice and potential power effects can be understood by reference to a 

series of key ideas. In terms of PR practice, these concern themselves with 

the pursuit of mutuality and the use of and purpose of symmetrical 

communication activity. The place of power effects in practice, it is argued, 

can be understood, in relation to the content analysis, by reference to three 

explanations of power which look at how and to what degree structural, 

micro-social and cultural accounts of power affect how PR is done and who 

does it. The section has also shown how these ideas can be distilled to a 

reasonable essence and then deployed within robust analytical constructs. 

Finally, but importantly, there is discussion and explanation on how data 

derived using the construct can be deployed against the Lukes framework. 
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The analytical construct for the content analysis 

Introduction 

This section discusses in further detail the approach used to understand data 

taken from the content analysis. It should be seen as consistent with the 

previous section that outlined how the analytical construct was devised and as 

offering background on how classes and nodes of data have been constructed 

and managed. The first part of this section reviews the themes identified as 

relevant in relation to, firstly, Excellence theory (Grunig, et al, 1984) and, 

secondly, the place power in practice. The use of Lukes (2005) as a 

framework for the analysis of power is then illustrated and further defended 

in the context of this approach. The analytical construct, in relation to the 

content analysis is provided (table 9), commensurability issues are reprised 

and, finally, the justification for the design and use of the content analysis is 

then summarised. 

The approach taken by the content analysis thematically 

The content analysis was concerned with understanding and measuring 

adherence to Excellence theory (Grunig, et al, 1984) in PR practice in the UK 

and with understanding the degree to which the various practices and tactics 

in evidence can be associated with selected accounts of power. Therefore, it 

is helpful to understand in more detail what has been taken within the 

content analysis as representative or illustrative of both Excellence and 

power. 

Excellence theory: compliance with this within the sample has been 

understood with reference to three key themes (table 3). These assessed 

mutuality, symmetry and the evaluation of outcomes and outputs (outtakes). 

The first examined if the actions or intentions of practice could be seen to (i) 

support mutually negotiated outcomes, (ii) hinder the pursuit of these or (iii) 

show if mutually negotiated outcomes would, at least, not be hindered by the 

actions or intentions described.  The second reviewed if practice was 

designed to (i) be symmetrical in terms of discussion and dialogue, (ii) hinder 

this aim or (iii) not hinder this as an aim or intention. The third was 
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concerned with the degree to which outcomes and outputs are understood 

and if this was is of interest to practice. It measured if (i) all outputs were 

evaluated against outcomes or not and if (ii) all outcomes were evaluated 

against goals or objectives or not. 

It should be stressed here that the application of Excellence in modern 

practice draws a significant distinction between what is meant by outputs, 

outtakes and outcomes. These are defined most clearly by the AMEC 

evaluative framework (2021). Here, outputs are considered to be the 

materials and activities that were directed towards audiences. These provide 

an indication of the degree to which symmetrical practice was actually sought 

as opposed to declared.  Outcomes are defined as the actual (as opposed to 

intended) effects of these outputs in terms of actions, behaviours or thoughts. 

They indicate if practice is interested only in intended effects and if there is a 

potential disparity between what was claimed and what was actually achieved 

or understood as being so. Outtakes are measures of the exposure the outputs 

have achieved with intended audiences. In the main, these are measures of 

the relative potential effectiveness of different channels and methods and 

were not considered as a substitute for outcome measures. 

Relations to power: three accounts or expressions of power were considered. 

They were chosen because of their capacity to illustrate power effects 

usefully in relation to Lukes’ dimensional model (2005). These accounts are 

concerned with evidence relating to (i) communicative competence, (ii) 

communicative legitimation and (iii) symbolic interactionism. The first (i) 

sought evidence of actions that controlled or directed reason or rationality. It 

was concerned with how competence was established by appeals to (a) 

intelligibility, (b) truth, (c) trust, and (d) legitimacy. The use of (a) complex 

texts to control debate, (b) mutually declared or objective understandings of 

‘reality’, (c) mutually reliable forms of discourse, and (d) mutually acceptable 

forms of verification in terms of outcomes was sought and considered. The 

second (ii) identified the degree to which social structures of legitimation 

were used to shape or contain debate with reference to (a) legal or formal 
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constraints, (b) traditional appeals to, for example, ‘common sense’, and (c) 

the use of the charismatic, such as influential people or groups. The third 

expression of power (iii) adopted dramaturgical analysis with a specific 

interest in (a) framing, (b) footing and (c) face. These showed if (a) preferred 

sources of data or intelligence were privileged, (b) a principal or controlling 

stance or mechanism dominated outputs and (c) if desirable behaviours were 

represented or used rhetorically. 

The use of Lukes: this account of power offers three dimensional 

perspectives. It is important, therefore, to ensure that any data extracted 

using the selected expressions of Excellence and power could be seen as 

operating within, and be capable of being applied to, each of these 

perspectives. Each of the Lukes dimensions offers a distinct conceptual 

account of power. Simplistically, these can describe power as about (i) 

decision making, (ii) agenda setting or (iii) reality shaping.  Given the above, 

this construct generated data sets in a total of six classes and 18 sub-classes. 

Each of these classes and sub classes could be used to inform each of the 

three dimensions. This is probably best illustrated by reference to table 12. 

Three examples of how Lukes was informed by the data can be offered.  

The positive use of mutuality and symmetry supported a view of practice as 

operating within the ‘decision-making’ (1D) dimension. Here, the command of 

power, or the relative access to it, was treated as overt. Intentions are 

declared, pre-defined outcomes are sought and practices generate authentic 

dialogue. It is important to remember here that mutuality and symmetry did 

not mean inevitable consensus. Parties within the dialogic may have 

continued disagreement or, for that matter, remained equally intransigent. 

However, all this would be evident, and the scope of decision making 

understood, if not liked, by both parties. A negative relationship to mutuality 

and symmetry did not just indicate that power must be operating outside of 

(1D). Given that the data was generated from recognised examples of good 

practice, it showed too the degree of professional dissonance that existed 
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between actual and lauded behaviours. Here, the central tenets of Excellence 

were shown as false or as unnecessary in practice. 

Data which showed, for example, strong use of framing or legal legitimation 

was indicative of practice as operating within an ‘agenda setting’ (2D) 

dimension. This meant practice was relying on forces of structural control to 

determine what was right or wrong or, indeed, what was acceptable or up for 

discussion. The absence of such data was difficult to quantify as, whilst it may 

have revealed limited capacity for practice to challenge power in this 

dimension (2D), this may have been because it was supporting ‘decision-

making’ (1D) or ‘reality shaping’ (3D) power effects or both of these 

alternatives at once. Care was taken when drawing assumptions from the data 

when these were ambiguous or far from certain. 

Finally, data which pointed to a reliance on traditional or charismatic appeals 

showed practice as normalising or reality shaping and operating in support of 

the third power dimension (3D).  This was indicated by, for example, the 

presence of unverified data, appeals to dubious sources (fake news) or the 

claim of common sense or majority or charismatic appeal. It may have 

claimed a position was natural or as one which had stood the test of time. 

The absence of such claims or appeals showed that (3D) effects were not 

indicated but it may also have pointed to power as operating in support of 

(1D) and (2D) effects. Therefore, once more, care has been taken in 

attributing meaning to the absence of data. The data sets were also able to 

set the measures of compliance with Excellence theory against the measures 

of power relations, and vice versa. From this, it was possible to discern, for 

example, the relationship between specific forms of practice and particular 

expressions of power. Symmetrical practices were treated as most often 

related to (1D) power and behaving as a capacity to share decision-making 

although it is accepted that this should not always be assumed. For example, 

symmetrical practices were associated with (3D) effects when they could be 

used to confound access to the forces of control or represent them as 
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accessible and responsive when they were not. Once more, care was taken to 

assign data as representative only when this could be seen as reasonable. 

Modelling the construct 

It was useful to construct a model of this approach to analysis. This helped to 

indicate and clarify how both the features of Excellence and power effects in 

the data have been interpreted and how they were assigned to the Lukes 

framework (table 9).  

Commensurability in relation to the content analysis 

The method establishes data and potential outcomes as existing a priori 

within the context of pre-determined or indicative categories as defined by 

the analytical construct. This helps build understanding of the relative 

presence of these factors within the sample and enables data to be used 

complementarily with the second method in ways which help meet the 

demands of the study’s aims and objectives. However, this method is used to 

build conjecture, context and reasoning within a constructionist methodology 

(Easterby-Smith, et al, 2015) and within a critical realist framework (Bhasker, 

1978).  Claims about the presence of causal relationships between power and 

practice are made contingently, and no more than indicatively at this stage, 

and should not be presumed as claims about their existence broadly or in the 

practice of PR as whole. This is so outputs from this part of the study can be 

used commensurably with the data and outputs generated from the elite 

interview programme. 

Conclusion 

This section has tried to explain and justify a number of the study’s analytical 

presumptions. It has done this via the construction of an analytical framework 

which shows, during the primary research phase of the study, what was meant 

by data, how these were deployed to establish meaning and how the 

subsequent claims and propositions have been justified. The analytical 

framework also helps to distil and enable any criticisms of the methodology 

that may emerge in relation to the way data has been coded and utilised. The 

section shows too, in part, how the research has generated data to respond to 
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the challenges set by the research question and the study’s aims and 

objectives (p.13).   
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Table 9: The analytical construct and the content analysis 

Lukes’ dimensional accounts ① ② ③ 

 Indicators of power effect D
ec

is
io

n 
m

ak
in

g 

Ag
en

da
 s

et
ti

ng
 

Re
al

it
y 

m
ak

in
g 

Excellence framework 

Mutuality 
Actions or intentions to 
secure mutually negotiated 
outcomes. 
Grunig, L.A., Grunig, J.E. and 
Dozier, D.M. 
Laskin, A.V. (2009). 

 

Negative mutuality. Actions or intentions that will hinder 
mutually negotiated outcomes.  ▂ ✚ ✚ 
Neutral mutuality. Actions or intentions were mutually 
negotiated outcomes would not be hindered. ✚ ● ● 

Positive mutuality. Actions or intentions will lead to mutually 
negotiated outcomes. ✚ ▂ ▂ 

Symmetry 
Actions or intentions to 
secure dialogue or discussion. 
Grunig, L.A., Grunig, J.E. and 
Dozier, D.M. 
Laskin, A.V. (2009). 

 

Asymmetrical. Actions or intentions that will hinder dialogue and 
discussion.  ▂ ✚ ✚ 

Neutral symmetry. Actions or intentions where dialogue and 
discussion would not be hindered. ✚ ● ● 

Symmetrical. Actions or intentions that will lead to dialogue and 
discussion. ✚ ▂ ▂ 

Outcomes 
Effects of intervention in 
relation to intent, behaviour, 
preference, trust and 
attitude. 
Grunig, L.A., Grunig, J.E. and 
Dozier, D.M. 
Laskin, A.V. (2009). 
 

O-Measured. All outputs evaluated for outcomes. ✚ ● ▂ 

G-Measured. All outcomes evaluated against goals. 

✚ ● ▂ 

Selected accounts of power 

Communicative competence 
The degree to which actions, 
reason and rationality are 
controlled or directed. 
Habermas, J. (1992). 
Burkart, R. (2007). 

Intelligibility 
Use of textual or complex constructs to control or direct debate  ● ✚ ✚ 

Truth 
Evidence of agreement on ‘actuality’ or mutual reality by parties 
within dialectic. 

✚ ● ● 

Trust 
The degree (high) to which agents within discourse rely on other 
parties within dialectic. 

✚ ● ● 

Legitimacy 
Evidence of mutually accepted forms of verification or resolution. ✚ ● ● 

Communicative Legitimation 
The degree to which 
communication appeals to 
structural rationalism. 
Weber, M. (1948). 
Wæraas. A., (2007). 

Legal 
Use of legal frameworks to shape or direct discourse. ▂ ✚ ✚ 

Traditional 
Use of appeals to expert, normality, ‘common sense’, or majority 
position. 

▂ ✚ ✚ 

Charismatic 
Use of appeals by or to influential individual or group. ▂ ● ✚ 

Symbolic interactionism 
The degree to which 
communication is consistent 
with dramaturgical analysis. 
Goffman, E. (1969).   
Johansson, C. (2007). 

Framing. Use of preferred sources of data and intelligence to 
shape or direct discourse. 

▂ ✚ ✚ 

Footing. Use of principal or controlling voice within discourse or 
communications theme. 

▂ ✚ ✚ 

Face. Use of or appeal to desirable behaviours unsupported by 
‘framed’ data. 

▂ ● ✚ 

Table 9: How data derived from the content analysis can be analysed to examine 
dimensional accounts of power within Lukes. The ✚ indicates how the existence of data may show 
evidence of a dimensional effect. The ▂ shows where the relative absence of data may indicate an effect. The 
use of  ●  shows where it cannot be assumed that a dimensional effect is indicated. 
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Commentary on content analysis  

Introduction 

This section provides further defence of the content analysis method. It 

explains the use of a standard framework for the content analysis. Here, 

there is detailed discussion on how instances of potential interest to the study 

were identified during the analysis. It is these matters that have been subject 

to the coding criteria shaped by the analytical construct. Finally, there is 

additional commentary about data validity and reliability risks, and their 

mitigation, in relation to the content analysis. Rugg and Petre argue (2004, 

p.147) that is useful in this context to consider potential conclusions in terms 

of the study’s findings. The following table (table 10) sets out the broad 

intentions of this part of the study and the potential outcomes strategically. 

 
Table 10: The intentions and potential outcomes of the content analysis  

Instrument Purpose of instrument Potential analysis Potential conclusion and action 

Content analysis 

 

To determine if there is 
a mismatch between 
celebrated practice and 
accepted good practice. 

Shows clear relationship 
between rewarded and 
preferred practices. 

Functionalist accounts explain 
practice well. Power is not revealed 
via the functional direction of 
practice. 

Shows only marginal or 
an unclear relationship 
between rewarded and 
preferred practices. 

Functionalist accounts have no clear 
or only partial influence on practice 
decisions. The functional direction of 
practice is influenced by other 
factors. These may include power. 

Shows no relationship 
between rewarded and 
preferred practices. 

Functionalist accounts do not explain 
practice decisions. Practice decisions 
are mainly driven by factors other 
than functional direction. These may 
include power. 

Table 10: what the content analysis of the case studies aimed to do and how the assumed 
outputs and outcomes would be revealed by the data. 

Content analysis and the research design 

It may be useful here to consider the use of content analysis within a 

constructionist research design by reference to Krippendorf and Easterby-

Smith. Krippendorf (2013, pp.24-25) is supportive of methods that use content 

analysis within a constructionist methodology. This is because, conceptually, 

content analysis deals in inferences. Whilst these need to be valid and 
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replicable within the context of any single study, this does not mean that the 

same outcome must be replicated by subsequent studies adopting the same 

method. He believes that what can be defined as content in any given text is 

a and not the property of the source and that definitions and outcomes 

emerge as part of the process of analysis rather than matters which sit there 

waiting for deduction unproblematically. This point is revisited by Krippendorf 

on several occasions in different contexts. This supports the use of inductive, 

as well deductive, forms of data collection and the use of research outputs 

that contribute to broadly-based approaches to knowledge and theory-

building. Easterby-Smith, et al. (2015, p.51) recognise that mixed methods 

offer generally the potential for deeper insights and richer outcomes.  They 

also see as normative the use of instruments that can sit across or contribute 

differentially to ontological typologies (2015, p.58) rather than as relying on 

methods which must be locked to any particular understanding of knowledge 

building. 

Use of a standard framework 

The content analysis used a standard framework (Krippendorf, 2013). This 

(see fig 6) rested on the existence of a reasonable and ultimately stable 

correlation between the purpose and context of the analysis and the texts 

selected for review. This correlation was not firmly established at the start of 

the study, although it was far from tenuous or questionable. The strength of 

the correlation emerged iteratively as the methodology was deployed. The 

correlation was also consistent with the declared analytical construct. The 

purpose, claims and suppositions here, in relation to this study, are set out in 

table 10. The construct helped to select and reveal data via a series of 

inferences that contained references or meanings pertinent to the study. 

Krippendorf (2013) identifies six principal forms of data that can be inferred 

from text. In this study, these were concerned, to a greater or lesser degree, 

with (i) extrapolations, (ii) standards, (iii) indices, (iv) linguistic 

presentations, (v) conversations and (vi) institutional processes and the 

assumptions made are explained in some detail below. This data was then 
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validated as relevant or not in terms of how it responded to the expectations 

of the research question and the analytical construct. 

 

Figure 6: Content analysis framework 

 

 

 

 

 

 

 

 

Fig 6: The process of content analysis using Krippendorf (2013) as deployed by this study. 

How inferences were understood 

Extrapolations were seen as the unobserved instances in the intervals 

between two data points. This means that they usually offered a description 

of the movement, difference, trends or patterns in the dataset as predicated 

by the distance between the two points of analysis under observation. This 

makes two presumptions. The first is that the observed moments in the data 

should be considered as relative to each other or in some way connected. The 

second is that this reveals a trajectory from which it is possible to conclude a 

direction of travel. Neither of these presumptions was always the case. Such 

instances may not be the product of related phenomena, nor was it possible 

to conclude with certainty where such phenomena were heading. However, 

care was taken to draw extrapolations when this was indicated rationally or 

the structure of the text itself was requiring or inviting the reader to draw 

this connection. 

Standards and their construction offered a rich stream of analysis within the 

text. They were used to assess three phenomena that, otherwise, would be 

hidden behind normalising or ideological predispositions. The first asked what 

Analytical Construct. Table: 9. 
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p.251 

Content Analysis 

Contributing factors 
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B1 to 
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7  

(1) all CIPR case studies between 2013 and 2018. 
(2) case studies concerned with contested public policy. 
 

Research 
question p.13 
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people (i) identified as important. This offered two vantage points. It 

indicated what was wanted by those with the power to define the preference 

and also what was recognised as valuable within this context by those with 

the will to negotiate this. The second (ii) evaluated the phenomena. This was 

not straightforward. Claims in the texts were sometimes tenuous or marginal. 

They could be ill-evidenced or hollow, or indeed understated. Therefore, 

commentary here was concerned with expressions of what ‘evaluations’ 

should be in included or excluded in this process rather than on the 

compelling veracity of the claims themselves. The third (iii) judged the 

outcome. The data sample was constructed to focus only on recognised good 

practice. Therefore, by definition, the text was wholly indicative of 

phenomena judged positively and the review of this was an important source 

of commentary. However, some judgements were shown to be more 

important than others and it was possible too to consider the relative merits 

of these as well as to recognise what was excluded altogether and the reasons 

for this. 

An index is seen as a repository or catalogue of characteristics that have a 

direct or inferred causal relationship to other phenomena and, specifically in 

this instance, to Excellence and the negotiation of power. Five conditions 

were used to build or reveal such indices: (i) the presence or absence of 

commonalities; (ii) the frequency of these; (iii) the use of favourable or 

unfavourable rationalisations for such commonalities; (iv) the types of 

qualifying criteria for the exclusion or inclusion of these; and (v) the co-

occurrence of two or more concepts that, otherwise, need not be considered 

as operating in tandem. These conditions and the indices they form were not 

seen as a series of lists working independently of each other but as a hub of 

criteria from which observation, comment and analysis was derived.  

Linguistic presentations were an important issue within the study. However, 

it was accepted that these could be problematic and difficult to distil. 

Krippendorf (2013) sees these as a series of connected textual forms or 

outputs. The type of link used to make this connection may be subjectively 
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established but the meaning of the connection within each form or across all 

texts contributing to it can be made when it was reasonably judged or clearly 

seen. Here, for example, presentations may be associated with the idea of 

the case studies as celebratory or as immodest. Equally, they may be 

constrained or formulaic in approach. These presentations have sustainability 

and can work to control or direct the author. These were regarded as ‘re-

presentations’ and the distinction is important given the structure of this 

study. For example, the use of standardised case studies within the dataset 

offered a form of linguistic presentation and re-presentation that controlled, 

reflected and limited the reach and capacity of the phenomena under review. 

Conversations have a specific meaning for Krippendorf (2013) in relation to 

the way data are collected. Whilst words have a literal or directly 

representative meaning, this is not their only function and it is in the search 

for these alternative functions that content analysis can be most productive. 

However, understanding the regularity or quantity of such literal meanings 

was not central to this part of the study. Instead, conversations were assessed 

primarily in terms of how their consequence could be understood. This meant 

rationalising how conversations in text were used to indicate inference or 

motivation as well as instruction. For example, imperatives have a desired 

application or outcome in speech but they also help reveal dominating or 

resisted interests. Justifications have premises but these are formed from 

selected discourses which themselves are indicative of acceptable or 

prevailing opinions.  

Institutional processes, as distinct from conversations, can, however, be 

usefully examined and formed part of the content analysis. In essence, these 

referred to the way meaning was established via habitualisation. There were 

two main ways in which habitualisation was understood and measured in 

relation to this content analysis.  The first considered how we may be 

influenced via our reaction to words or instructions within text. These may 

prompt aggressive, defensive or submissive positions that, in turn, change or 

reinforce behaviours, even flawed behaviours. So, for example, practices can 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

 188 

predominate or be restrained if they are associated with (i) specific cultural 

processes relating to accent, grammar or vocabulary. The second considered 

the degree to which we rely on or respond to (ii) structuralised appeals and 

rationalisations. This meant considering the place, for example, of legal or 

ethical imperatives as a way of normalising professional surveillance and 

hierarchy or the cultural transmission of communicative effects. 

The sample 

The sample consisted of a series of case studies considered by the CIPR 

(Chartered Institute of Public Relations) as illustrative of accomplishment and 

excellence in PR practice in the UK. These were prepared originally for the 

CIPR annual awards competition. Each case study comprised around 1,000 

words and followed a common format, including sections capable of informing 

the analytical construct directly. The sample comprised 36 case studies, from 

six years of PR activity in the UK between 2013 and 2018, inclusive, and 

indicative of six different categories and branches of practice. These included 

selected arenas of contested public policy. 

Building the coding scheme 

The content analysis sought the presence and location of independent 

instances of the issues and themes under review and as defined above. The 

specific relationship between these instances and the themes in question was 

guided by the analytical framework (table 9) and established using the coding 

scheme set out in table 11 (below).  

 

 

 

 

 

 

 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

 189 

Table 11: Content Analysis Coding Scheme 
 

Aspects of Excellence demonstrated in the sample. 

Theme Effect Description of instance 
Coded 

Instances 
recorded 

Mutuality Support Demonstrating or showing 
reasonable evidence to 
conclude that communications 
activity is concerned with 
achieving mutually agreed 
outcomes? 

G +48 

Hinder Demonstrating or showing 
reasonable evidence to 
conclude that communications 
activity is ignoring or working 
to deny mutually agreed 
outcomes? 

E +12 

Neutral Demonstrating or showing 
reasonable evidence to 
conclude that communications 
activity is unconcerned with 
the place of mutuality in its 
outcomes but would not hinder 
them? 

F +17 

Symmetry Support Demonstrating or showing 
reasonable evidence to 
conclude that the specified 
communications methods are 
designed to support and act to 
maintain dialogue? 

C +80 

Hinder Demonstrating or showing 
reasonable evidence to 
conclude that the specified 
communications methods are 
likely to prevent reliance on 
dialogue? 

A +53 

Neutral Demonstrating or showing 
reasonable evidence to 
conclude that communications 
methods are apparently 
unconcerned with achieving 
dialogue but would not hinder 
them? 

B +65 

Evaluated/outcomes Outputs 
(outtakes) 
evaluated 

Demonstrating or showing 
reasonable evidence to 
conclude that outputs (in 
terms of materials, resources, 
tactics and methods, etc.) 
were specified and evaluated? 

Yes P +25 

No N +1 

Unsure O +2 

Outcomes 
evaluated 

Demonstrating or showing 
reasonable evidence to 
conclude that outcomes (in 
terms of the desired change in 
behaviours or actions) were 
specified and evaluated? 

Yes L +8 

No J +8 

Unsure K +3 
 

Aspects of power demonstrated in the sample. 

Theme Effect Description of instance Coded Instances 

Communicative 
competence 

Intelligibility Demonstrating or showing 
reasonable evidence for the 
use of complex texts to control 
or fashion debate. 

1 +21 

 Truth Demonstrating or showing 
reasonable evidence for the 

2 +36 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

 190 

use of objective or shared 
understandings of reality. 

 Trust Demonstrating or showing 
reasonable evidence for the 
use of reliable and mutually 
derived systems of discourse. 

3 +49 

 Legitimacy Demonstrating or showing 
reasonable evidence for the 
use of mutually acceptable 
forms of verification for 
outcomes. 

4 +17 

Communicative 
legitimation 

Legal Demonstrating or showing 
reasonable evidence for the 
use of or appeal to legal 
constraints and guides. 

5 +17 

 Traditional  Demonstrating or showing 
reasonable evidence for the 
use of appeals to common 
sense or societal norms. 

6 +18 

 Charismatic Demonstrating or showing 
reasonable evidence for the 
use of appeals to well known, 
popular or influential people, 
groups or systems. 

7 +13 

Symbolic 
interactionism 

Framing Demonstrating or showing 
reasonable evidence for the 
use of preferred sources of 
data or intelligence being 
privileged in dialogue. 

8 +37 

 Footing Demonstrating or showing 
reasonable evidence for the 
use of a principal or controlling 
voice or communications 
method dominating the 
construction of dialogue. 

9 +69 

 Face Demonstrating or showing 
reasonable evidence for the 
claim that desirable behaviours 
are associated with the appeal 
being made. 

10 +14 

Table 11: The general coding scheme used by the content analysis and the outline coding 
rationale used during the analysis. Note: instances concerned with objectives and outtake 
evaluation proved to be too ambiguous in some cases to code reasonably and, therefore, 
have not been claimed evidentially. 

Data extraction and management  

The data was extracted using QDAS (qualitative data analysis software). Nvivo 

was selected for this task as it provided the breadth of tools required and the 

capacity to build and manage data of different forms, in volume, iteratively. 

In short, this enabled the researcher to control data and ideas, and then 

query, visualise and report this (Jackson and Bazeley, 2019). The university 

(Solent University) provided the software licence for this project for both PC 

and Mac versions of the application. Building from the experiences of a pilot 

study, Nvivo was used to assemble regularised and coherent forms of data 
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using a standard structure. These reflected the research aims and ambitions 

and followed the strictures of the analytical framework. Nvivo recognises 

different or discrete instances of coding as ‘classes’ of data. These can be 

organised individually or in groups and hierarchies.  

It also recognises data in the form of nodes and, thereby, is capable of 

providing analysis via a matrix or by the juxtaposition of one case of coding 

against the other. This allowed for the consideration of commonalities and 

dependencies pertinent to the study. For example, whether or not structural 

legitimacy was more likely to be associated with mutuality or symmetrical 

forms of communication. It has also allowed for instances within the data to 

be considered quantitively.  

The matrix framework used in the content analysis is provided here (table 12) 

in the form of a repertory grid (Easterby-Smith, p.150). Classes of data are 

set in columns and data nodes are set in rows. This should illustrate fully how 

relationships between classes and nodes of data can be understood. It also 

demonstrates, in part, the complexity and depth of the data derived from the 

content analysis and, therefore, the time needed to assemble it from any 

given case study.  
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Validity of the data 

It is necessary to validate how these instances become data or, in other 

words, to be conscious of how they have been used and interpreted in the 

context of this study.  A number of risks were deemed commonplace 

(Saunders, et al, 2017). These concerned selection, history, testing, mortality 

and causal ambiguity. The sample from which the data was obtained was 

chosen to represent that believed to be exemplary practice in the UK. This is 

in the form of standardised case studies as approved and regulated by the 

CIPR practice awards competition rules. This was concerned with cases of 

lauded or celebrated practice and should, therefore, have contained fewer 

 

Table 12: Full coding matrix for the content analysis 
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1 : a 1 Intelligibility 4 7 5 0 0 3 0 0 1 0 0 1 21 

2 : a 2 Truth 0 4 10 0 1 14 1 0 1 0 0 5 36 

3 : a 3 Trust 2 3 18 2 3 17 1 0 0 0 0 3 49 

4 : a 4 Legitimacy 1 1 7 0 1 0 0 1 3 0 0 3 17 

5 : b 1 Legal 8 4 5 1 2 4 2 1 2 0 0 3 32 

6 : b 2 Traditional 9 5 4 3 4 1 0 1 0 0 0 2 29 

7 : b 3 Charismatic 4 4 5 1 0 3 0 0 0 0 0 1 18 

8 : c 1 Framing 8 9 8 3 2 4 1 0 0 0 0 2 37 

9 : c 2 Footing 16 22 16 1 2 1 3 0 1 1 2 4 69 

10 : c 3 Face 1 6 2 1 2 1 0 0 0 0 0 1 14 

 53 65 80 12 17 48 8 3 8 1 2 25  
   198   77   19   28  
            322  
Table 12: the coding framework for the content analysis shows the classes and nodes used and 
against which data was assigned. The classes and nodes are representative of the analytical 
framework and should be considered against this. 
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instances of variance in relation to the expectations of Excellence theory than 

would normally be the case. Whilst this may serve to mask or reduce to a 

minimum instances of deviation, it worked conversely too to support the 

strength of the claims made about poor or contra-indicated practice. In other 

words, if Excellence is not strongly apparent in practices identified as good 

after lengthy peer review, then other dynamics were likely to be present. Any 

difference, therefore, may be more readily explained by the place of power 

effects than by forms of functional incompetence that have, somehow, eluded 

the judges. On the one hand, the case studies offered an objective format 

but, on the other, provided data limited to prescribed categories and 

declarations. This was considered a restraint but, once more, reinforced the 

sample as robust and professionally sanctioned. There was some risk to the 

historical validity of the data. The criteria used for assessment in one year in 

the case study was not always the same as that applied in another, even 

within the same category. However, reasonable assumptions have been made 

here in accordance with the analytical construct and the data has been 

derived in a manner consistent with the formats used by the CIPR itself rather 

than arbitrarily by the researcher. There is no testing or mortality effect on 

the sample which remains, in this respect, static or unaffected by the process 

of assessment. The biggest single risk to validity in the data related to 

potential ambiguity about its causal direction. In particular, the application of 

practices to the Lukes (2005) framework was challenging. Once more, this 

process was guided by the analytical construct which determined, with some 

precision, the meaning of the data in any given circumstance and the purpose 

to which it has been put. 

Reliability 

In the context of this study, reliability mainly refers to the degree to which 

the methodology itself, or the instrument in question, produced data and 

findings that were internally consistent as well as externally useful. The first 

issue was mainly concerned with questions about error and bias. Whilst the 

content analysis was concerned with case study materials covering different 
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topics during different years, risks here were mitigated by the consistent use 

of a coding framework and the application of the analytical construct. This 

set rules around what was meant by data in any given context. Subject bias 

remained an issue, to the degree that the case studies were authored by the 

individuals or organisations receiving the approbation. However, the selection 

of any specific case study as exemplary was completed objectively and 

independently of the winner or the researcher. Observer error remained a 

possibility during the content analysis in the context of error by omission, 

confusion or conflation - or risks associated with researcher attrition and 

fatigue. Finally, observer bias should not be apparent as an issue. The 

sampling and data collection was conducted by the same researcher, reducing 

the likelihood of subjective unconscious or unacknowledged interpretation. 

The content analysis and the efficacy of the coding regime was also tested 

during a pilot study, similarly, reducing the potential impact of unrecognised 

bias. Reliability externally as a professional commentary is shown mainly by 

the degree to which the framework and its potential useful outputs can be 

deployed contextually and continuously (Kvale and Brinkman, 2009). 

A justification of this approach 

A principal objective of this study was to determine if a mismatch exists 

between celebrated PR practice and good professional practice as determined 

by Excellence theory (Grunig, 1984). A further objective was to determine if 

any mismatch that could be identified should be associated with the workings 

of power as determined by pre-selected accounts of such. Therefore, it was 

more credible to use professionally verifiable expressions of lauded practice 

(CIPR) as the means through which this question could be pursued. However, 

it was equally preferable, if possible, to use these expressions of celebrated 

practice as the vehicle through which any relationship to power could be 

judged. This would strengthen an alignment between the two types of data 

and be better able to reject the claim that no association between the two 

effects should be assumed. The use of CIPR case studies determined as 

exemplary by the profession was capable of meeting both of these 
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preferences. The use of a content analysis method facilitated the alignment 

in the analysis between instances of Excellence and expressions of power, for 

these to be compared with each other readily and for outputs to be generated 

in a consistent and more clearly related fashion. The content analysis was a 

key instrument within the study and its findings contributed significantly to 

those of the project overall. Whilst the demands on the instrument were 

heavy, care was taken to ensure that it was used as robustly as possible. In 

addition, any required assumptions and adjustments have been made explicit. 

The content analysis was structured in accordance with normative 

expectations and to the designs and parameters set out by Krippendorf 

(2013). Building from this, a series of inferences was devised to reflect the 

expectations of the analytical construct and these have been rationalised and 

explained by tables 11 and 12. Finally, some potential challenges in terms of 

data validity and reliability were identified and work has been done to 

mitigate the associated risks. 
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The analytical construct and the elite interviews 

Introduction 

This section provides some detail on the approach underlying the acquisition 

and use of data collected from the elite interviews. It should be read with 

reference to the previous sections dealing with the analytical construct and 

its application to the content analysis. The first part looks at the purpose and 

nature of the interviews, this is then followed by detailed discussion on the 

theoretical models informing the construct that, where necessary, illustrates 

the assumptions being made about the data and how it was deployed against 

the Lukes model (2005). The analytical construct in relation to the interviews 

is shown in Table 13. Finally, a conclusion draws together a number of the 

points raised in this section.  

Informing debate and discussion 

It is probably helpful to stress here that the theoretical accounts described in 

the construct below were not used in the same way as they were in the 

content analysis (table 9). This is not just because they attempted to 

understand a different or additional range of matters. Instead, rather than 

being used to describe the parameters and meaning of coding decisions, as in 

the content analysis, they were also used to help fashion and explain the form 

and nature of the questions and discussion points raised with interviewees. 

The interviews followed a semi-structured format and relied, to some extent, 

on responding to the will and agency of the interviewees in terms of the 

answers given and their expression. This meant that not all topics were 

pursued in the same way or to the same extent with all interviewees. A range 

of questions and discussion points, reflecting the construct, was prepared. 

This is set out in Appendix C. However, whilst the interviews did attempt to 

follow a similar structure and did rely on the use of a common agenda, this 

was not followed slavishly or in a manner that would stifle conversation or 

subdue discussion (Aberbach and Rockman, 2002). This allowed for 

judgements to be made about the relative value of persisting with specific 
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topics and for detail to be secured in those instances where the value of 

pursuit was apparent.  

Discussion points relying on constructs already described 

Two approaches to understanding power were used in the construct(s) by both 

the content analysis and the elite interviews. These were concerned with (i) 

communicative legitimation, and its focus on legal, traditional and 

charismatic social structures, and (ii) symbolic interactionism in terms of 

frame, footing and face. Details of each and how they were applied to the 

construct will not be repeated here. Instead, these are covered in the earlier 

section dealing with the content analysis (see also table 9). 

Discussion as fashioned from additional accounts of power 

Three additional accounts of power were relied upon in terms of the 

development and analysis of questions and responses. They were based 

broadly on the assumption that power can be expressed through the 

maintenance and reproduction of culture (Hofstede, 2001) and, therefore, 

were more closely associated with effects that concern non-rational or less 

overt forms of power. These ideas concern (i) intercultural competence, (ii) a 

conceptual model of PR as culture and (iii) the of use cultural capital. A 

theoretical defence of these ideas and their use within this analysis was 

provided earlier. 

They first offered interviewees the opportunity to consider if cultural 

background and personality types in the world of PR were related to preferred 

forms of practice (Ni, Wang and De la Flor, 2015). Here, a dichotomy was 

established between approaches. This set up individual practitioners as either 

(A1) empathetic, open-minded and flexible or as (A2) de-sensitised, driven by 

pre-declared ambitions and having the self-agency to deliver on this. It was 

then considered if either set of conditions was more often associated with 

symmetrical practice and a focus on mutuality. It was considered reasonable 

here to link higher levels of A1 behaviour with Lukes’ first dimensional 

account (2005) and higher levels of A2 behaviour with his second dimension. 

Conversely, the relative absence of data was considered meaningful. 
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However, it was not assumed that the discussion about this understanding of 

culture was capable of showing power effects in the third dimension. 

The second model also offered a form of analysis specific to discussion on PR 

activity (Pieczka, M. and L’Etang, J., 2001; and Hodges, C., 2006). This was 

an opportunity to reflect on three forms of cultural production. The first 

looked at the place of life experience in the PR formulary and particularly if 

this indicated the importance of networks or cultural skills of any kind. An 

obvious example here was the existence of journalistic skills and contacts or 

the capacity to establish, seed and manage social media platforms. The 

second looked at occupational structures in PR and the degree to which 

practice was reflective of vocational norms, values and ethics. These were 

viewed as coherent and predictable or able to demonstrate the importance 

and effectiveness of acting outside of type or with a broader combination of 

occupational experiences. The final area of discussion focused on the place of 

rules more broadly or across social communities as a whole. This concerned 

the place of social structures in practice. These were seen as offering a meta-

legal or rule-based framework for practice or able to raise the importance of 

a capacity to work without recourse to prosaic, unimaginative and ultimately 

formulaic solutions. The evidence from this discussion was difficult to 

interpret as the context of examples or commentary used by different 

interviewees was somewhat specific. However, predictable and professionally 

consistent behaviours were associated with Lukes’ 1D (2005), a declared 

compliance with legal and socio-political frameworks as evidence of Lukes’ 2D 

and a focus, at any cost, on the delivery of imperatives determined by the 

client or the dominant coalition as indicative of Lukes’ 3D. 

The third concept offered a type of discussion that, whilst not developed 

specifically with PR practice in mind, dealt with social capital and its effect 

on the individual practitioner (Edwards, L., 2006). It looked first at how 

versatile practitioners must be in terms of securing, or even feigning, access 

to different forms of social capital. This was shown in discussion by the place 

of accents, gender or race in practice activity, particularly in terms of it 
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conferring or denying advantage. It looked too at what types of social capital 

were relevant and if emerging trends could be identified. Finally, it 

considered if there was a tendency to associate different types of social 

capital with different practices. Here, for example, it was considered if the 

way a practitioner looks, sounds or behaves would be associated with their 

relative success in different circumstances or with their proficiency in specific 

communication methods. Once more, it proved important to consider the 

context of the discussion and the examples and circumstances raised. 

However, in general, lower levels of reliance on the significance of social 

capital in individual practice were associated with Lukes’ 1D (2005). Reliance 

on capital associated with structural forces (such as public policy or the law) 

were considered reflective of power working in Lukes’ 2D whilst the 

adaptable or differential use of non-rational social capital were associated 

with power working in Lukes’ 3D.  

Modelling the construct 

As in the previous section, it is useful to construct a model of this approach to 

analysis as outlined. This helps to indicate and clarify how power effects in 

the data have been interpreted and how they were assigned to the Lukes 

framework. This model is shown below (table 13).  

A justification of this approach 

The approach taken here to the construction of the elite interview process 

and the management of the outputs supports the main objectives of this 

study. It does this by placing a focus on acquiring evidence that comments 

both on the relative use of Excellence (Grunig et al, 1984) as a feature of 

practice and the presence, range and implications of power effects. The use 

of elite opinion, that which is grounded in expert application of PR practice in 

contested circumstances (Littig, 2008), is better able to set signs of 

Excellence and power in the context of expected PR activity. This places a 

focus on the reasonable, likely and usual rather than the abstract or just the 

professionally coherent. The use of elite opinion offers access to the 

exploration and rationalisation of aberrant behaviours that other instruments 
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are not able to provide, dealing with ideas and themes which may not have 

been predictable. However, care has been taken to ensure that the agenda 

and nature of the discussions was focussed on relevant issues and the 

 Table 13: The analytical construct and the elite interviews 
Lukes’ dimensional accounts      ① ② ③ 

Note: the first two models of power below were shown and discussed in the section dealing with 
the content analysis. However, as they have also been used to shape interview questions and to 
structure the data from them, they are shown here too for completeness. 
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Model of power Indicators of power effect 
Previously selected accounts of power 

Communicative Legitimation  
The degree to which communication 
appeals to structural rationalism. 
Weber, M. (1948). 
Wæraas. A., (2007). 

Legal  
Use of legal frameworks to shape or direct discourse.  ▂ ✚ ✚ 

Traditional  
Use of appeals to expert, normality, ‘common sense’, or majority 
position.  

▂ ✚ ✚ 

Charismatic  
Use of appeals by or to influential individual or group.  ▂ ● ✚ 

Symbolic interactionism  
The degree to which communication 
is consistent with dramaturgical 
analysis  
Goffman, E. (1959).    
Johansson, C. (2007). 

Framing  
Use of preferred sources of data and intelligence to shape or 
direct discourse.  

▂ ✚ ✚ 

Footing  
Use of principal or controlling voice within discourse or 
communications theme.  

▂ ✚ ✚ 

Face  
Use of or appeal to desirable behaviours unsupported by ‘framed’ 
data.  

▂ ● ✚ 

Selected additional accounts of power 

Intercultural communication 
competence. The degree to which 
practice is an expression of cultural 
competence. Measures of 
practitioner ‘types’ (A) as predictors 
of ‘practices’(B).  
Lan Ni, Qi Wang, Maria De la Flor, 
(2015). 

A1: empathy, open-mindedness and flexibility.  ✚ 
▂ ● 

A2: desensitisation, focus, resolve, agency ▂ ✚ ● 

B: symmetrical, two-way, conservation and ethical.  ✚ 
▂ ▂ 

Conceptual model of PR culture 
(PRP). The degree to which practice 
is culturally specific.  
Pieczka, M. and L’Etang, J. (2001). 
Hodges, C. (2006). 
 

Lifeworlds: habitus, experiences and social networks.  ✚ ● ✚ 

Occupational structure: knowledge, rules and socialisation.  ✚ ✚ ● 

Social structure: politico-legal, historical.  ● ✚ ✚ 

Conceptual symbolic and cultural 
capital model. The degree to which 
practice is culturally specific to 
individual practitioners.  
Edwards, L. (2006). 

Access: position of practitioner with regard to access to cultural 
capital ▂ ● ✚ 

Relevance: types of social capital considered relevant.  ▂ ● ✚ 

Reliance: practices considered effective and their reliance on 
cultural capital.  ● ✚ ✚ 

Table 13: How data derived from the elite interviews can be analysed to examine 
dimensional accounts of power within Lukes. The ✚ indicates how the existence of data may show 
evidence of a dimensional effect. The ▂ shows where the relative absence of data may indicate an effect. The use of  
●  shows where it has not been assumed that a dimensional effect is indicated. 
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principal objectives. This has been achieved via the use of a semi structured 

interview process and clear thematic coding intentions (Aberbach and 

Rockman, 2003). 

Conclusion 

This section builds on that dealing with the analytical construct underpinning 

the content analysis (table 9) but in a manner specific to the interview 

programme. It offers justification and validation for the use of ideas relating 

to how power can be evidenced through social interaction and, specifically, 

what this may mean in terms of understanding the practice of public relations 

with reference to power effects. It shows how the agenda for the elite 

interviews was developed and constructed, helping to show too how this 

aspect of the methodology was devised and indicating how the data from the 

interviews would be interpreted and assigned. 
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What is meant by the term ‘elite’ interviews 

The term elite interview has been used in this study but this cannot be 

considered unproblematic or capable of resisting observation and criticism 

about its suitability. Concern here usually focuses on what is being assumed 

by the term, the distinctions it draws in comparison to interviewees deemed 

simply ‘expert’, and the type of data or distinction that may be generated or 

expected as a result. Observations may also speak to the way relationships 

are formed and managed within the interview process itself and, therefore, to 

how outputs are generated and used. These issues are not often 

acknowledged, let alone defined, by researchers (Lilleker, 2003) but whilst, 

within the literature, there is extensive academic discussion on the nature of 

the issues involved, there is no commanding paradigmatic position on the 

matter.  

Expert or elite? 

However, Littig (2008) suggests that a distinction can be made pedagogically 

between the terms ‘expert’ and ‘elite’. The use of the latter induces a 

sociological position that separates interviewees from other types of expert, 

certainly in relation to power, constructing it, in effect, as a specific category 

of expert capable of generating particular forms of insight and data. This 

points to the delimitations that can be attached to elite interviews in that 

they may or may not presume an expert position in the interviewee but they 

do expect forms of analysis and consideration that extend sufficiently robustly 

into prescient and salient themes not necessarily contained by the fields in 

which the expertise in question has been secured. It is possible to use Bogner 

and Menz (2005) to illustrate this. They set out three forms of data output 

common to expert interviews. The model categorises interviews as 

explorative, systematising or theory generating. Whilst they preference a 

place for ‘elites’ amongst the third of these, this does not seem to deal with 

the matter satisfactorily and has not been assumed in this project.  

For example, it would be reasonable to conclude, within Bogner and Menz, 

that elite opinion does not need to have full knowledge of the practitioner 
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experience or the professionally pragmatic but it should, nevertheless, 

assume a privileged status for it to understand such matters. Instead, whilst 

observations around theory building were anticipated within this project, so 

too where subjective explorations dealing with day-to-day dissonances or how 

power binds to and compromises professional approaches or procedures. 

These may transcend expert knowledge of systems or methods but they also 

rely on such knowledge to transport implications to the abstract or 

generalisable in a manner which is productive in the context of power as it is 

being studied here. Littig (2008) talks about the place of creative power 

within the elite interviewee, and as having both this and the interpretative 

capacity to understand and translate the matter in ways that the ‘knowledge 

worker’ cannot. The level of exposure enjoyed by the PR practitioner to 

circumstances at the hub of contentious matters was important to this study 

as it would reveal implicit ways of thinking that reflected specifically on the 

atmospherics of power and how these were manifest as explicit expectations 

and choices within PR practice. 

Interview design considerations. 

The design of elite interviews, according to Aberbach and Rockman (2002), 

must be bespoke to reflect properly the specific purposes of the study. 

Methodological considerations in elite interviews affect both reliability and 

validity. These can become more troublesome when using open-ended 

questions as these place importance on ‘conversational flow’ and the 

observation of discrete, even unique, behaviours that defy thematic coding. 

On the other hand, elites may react to closed questioning by seeking 

clarification, justification or context before offering opinion. There is a cost, 

therefore, to open questions in terms of research time and effectiveness and 

the utility and nature of the data obtained. As an alternative, they argue, and 

where credible and possible, levels of pre-knowledge and preparation may 

lend themselves to the use of a semi-structured interview design and this has 

been adopted here. 
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Aberbach and Rockman (2002) also suggest three forms of coding for analysis: 

manifest coding, in terms of obvious differences between respondents; latent 

coding, or underlying matters; and global coding on general issues. Goldstein 

(2002) suggests three complementary coding ambitions here: to look for (i) 

generalisable claims, (ii) identify points of distinction, and (iii) consider how 

data may be used to add context or illustration. This focus on the distinctive 

and the general has also been adopted here. 

The status of the subjects within an elite interview sample remains a 

subjective decision, one concluded by the researcher, as no objective 

guidelines on the matter can be declared for all experts or all elites on all 

occasions. Therefore, an explicit statement on sampling and access decisions 

is offered here instead (Littig, 2008).  

• The term elite status is one defined by or limited to the expectations 

of the research question, in that it responds to the relative presence 

and influence of power in PR practice in the UK as it relates to 

contentious matters (Meuser and Nagel, 1991).  

• It considers that a difference exists between individuals who can be 

deemed expert on such matters and those who are likely to have elite 

experiences and observations relevant to this project. 

• Elite interviewees may not always have an objective or comparative 

positional status but they will share a reliance on specialist or 

otherwise rarely accessible positions or vantage points.  

• All interviewees will be capable of reflecting on PR practice in relation 

to contentious matters, at the highest levels of seniority in either the 

public or commercial sectors. 

• Interviewees will be accessed via the use of personal networks so that 

their position and experience can be validated and to facilitate 

equanimity during the interview process (Pathhauer, 2005).  

The management of interview relationships 

There is much commentary in the literature on how the relationship status 

negotiated between the interviewer and the elite interviewee can be 
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managed (Bogner and Menz, 2005). The power position in the interview 

process is of interest to Smith (2005) who claims that a relative paucity on 

this theme exists in academic reflection. She argues that the use of the term 

elite already reveals a series of structural assumptions fashioned from relative 

positions on power and that these can influence and restrict the interview 

relationship and what can be derived from it. The relationship in this sense is 

a complex and unstable matter (Pile, 1991), one where the interviewer is 

more of a player than referee within the interview arena and where 

effectiveness is most likely to be jeopardised. This brings into sharp focus the 

importance of achieving a stable and productive relationship and suggests 

that this can rest on the way relative status is demonstrated or performed. In 

some circumstances, an appropriate position may be achieved by the 

interviewer casting themselves as a co-expert or as an expert from a different 

place epistemological but who is reliant on colleague experiences or views 

(Pathhauer, 2005). However, whilst this may or may not have been felt as the 

case by some interviewees in this study (this has not been verified and is not 

claimed), relationships were fashioned with pragmatic intent and on the basis 

that they generated unique insights that otherwise had not been captured and 

could not be induced in any other way. The approach is recognised by Bogner 

and Menz (2005) who advocate the benefit of a plurality of ideas in this 

aspect of interview design. 
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Further commentary on the elite interviews 

Introduction 

This section provides further commentary on the elite interviews. It should be 

read alongside those sections dealing with the research design, the Lukes 

model (2005), the analytical construct and the commentary on the content 

analysis. It describes what the interviews have tried to do, provides 

information on their structure and form, rationalises how the analytical 

construct was used in terms of the interview agenda and discusses how the 

data was analysed against Lukes and with reference to selected forms of 

argumentation analysis. Finally, there is additional commentary about data 

validity and reliability risks, and their mitigation.  

What the interviews have aimed to do 

The elite interviews comprised a series of discussions with PR practitioners 

operating at the very highest levels within the profession in the UK (Littig, 

2008) and or working in areas of contested public policy (Cochran, et al, in 

Birkland, 2005).  The sample is specialist and, to this extent, purposive 

(Panke, 2018). The sample should not be considered extreme or critical but it 

remains expert and somewhat heterogeneous as opposed to typical. It should 

be stressed that it was possible but not certain that the sample displayed 

generalised characteristics pertinent to all PR practitioners but this is only 

assumed contingently or in context. The interviews aimed to (i) rationalise 

the extent and application of accepted good practice in the UK, (ii) determine 

practitioner perspectives about practice which deviates from theoretical 

ideals, (iii) understand practice as culturally specific or as an expression of 

cultural competence and (iv) review the role of the practitioner within Lukes’ 

third dimensional account (2005). As well as looking at practices, the 

interview agenda was informed by the degree to which symbolic capital and 

cultural issues were raised as significant in the content analysis. The following 

table sets out the broad intentions of this part of the study and the potential 

strategic outcomes. 
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Table 14: The intentions and potential outcomes of the interview process  

Instrument Purpose of instrument Potential analysis Potential conclusion and action 

Elite interviews 

 
To further understand 
practice as an expression 
of power in the form of 
cultural competence. 

 

There is no 
relationship between 
individual or 
organisational PR 
practice and cultural 
influences. 

Functional accounts of effectiveness 
direct practice decisions strongly 
and are a key driver of personal and 
organisational success. Power or 
cultural accounts have little or no 
influence on professional decision 
making. 

There is some or 
marginal relationship 
between individual or 
organisational PR 
practice and cultural 
influences. 

Aspects of individual or 
organisational cultures may direct 
professional competence or 
determine success. It is useful to 
consider how these mechanics work 
and their differential contribution. 

Cultural influences 
play a compelling role 
in directing practice 
decisions. 

 

Cultural influences, either 
personally or collectively, have a 
direct bearing on how professional 
competence is understood, 
directing decision making and 
rationalising personal or 
organisational success. 

Table 14: what the interview process aimed to do and the outputs and outcomes that 
could be revealed by the data. 

Assessing the interview methodology 

Aguinis and Solarino (2019) have suggested 12 criteria for the assessment of 

qualitative research involving elite interviews. A summary of the criteria and 

an audit of their presence in relation to this study is provided in table 15.  

Sources of opinion 

The management of health (two overlapping interviews), government policy 

(three overlapping interviews) and consumer protection policies (one 

interview) featured strongly in the discussions as did commercial and business 

imperatives (three overlapping interviews) and inter-governmental advocacy 

(one interview). Interviews in each of these areas offered unique insights. The 

elite professionals involved were working either inhouse, within a number of 

corporate communication disciplines, or within the agency sector. Opinion 

was also garnered from a national consumer advocacy group. It is difficult to 

justify that the number of interviews provided an adequate range of opinion. 

It is usual to continue with the interview process until the repetition of data, 

or data attrition, is experienced. Whilst acknowledging this caveat, five 

interviews of an elite nature are often considered sufficient to achieve this 

(Baker and Edwards, 2012). In fact, five interviews were completed. 
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Table 15: assessing the transparency of the elite interviews     
# Transparency criterion Standard for meeting the criterion Evidence for this 

1 Kind of qualitative method The authors clearly identify the type 
of qualitative research approach they 
adopted. 

The study’s theoretical 
perspective is detailed from page 
147. 

2 Research setting The authors offer a detailed and rich 
description of the research setting 
that goes beyond the description of 
the key pre-existing conditions (e.g., 
chronic excess capacity in a small 
competitive industry). 

The research setting and the 
conditions extant are explored. 
These can be reviewed with 
reference to the analytical 
construct (p.196) and the elite 
interviews commentary (p.202) 

3 Position of researcher along 
the insider/outsider 
continuum 

The authors clearly position 
themselves on the insider-outsider 
continuum. 

Commentary on the elite 
interviews is provided on page 
202. The participants were known 
professionally to the researcher 
but no knowledge of the setting or 
the specific issues to be discussed 
was secured beforehand. 

4 Sampling procedures The authors describe the kind of 
variability they seek and how they 
identified the participants or cases. 

Discussion on validity and 
reliability in relation to the 
interviews is provided on page 
215. 

5 Relative importance of the 
participants/cases 

The authors describe how each 
participant was instrumental to 
developing one or more themes. 

The criteria used to select sources 
of opinion is provided on page 
206. Commentary on ethical 
issues, including confidentiality, is 
provided on page 166 (see also 
item 12 below). 

6 Documenting interactions 
with participants 

The authors describe how each 
interaction was documented within 
the associated content. 

The documented interactions 
between the researcher and the 
participants is provided in the 
appendices (see item 12 below). 

7 Saturation point The authors describe the precise 
criteria used to conclude that they 
have reached theoretical saturation. 

Commentary on saturation and the 
approach taken here is provided 
from p.202. 

8 Unexpected opportunities, 
challenges, and other events 

The authors describe any unexpected 
opportunities, challenges, and other 
events, how they were handled, and 
their impact on substantive 
conclusions. 

A number of issues identified and 
addressed via the pilot study and 
their impact on conclusions are 
offered from page 245. 

9 Management of power 
imbalance 

The authors describe specific 
strategies used to address power 
imbalance with specific participants. 

This can be described as a mixed 
strategy relating to both direct 
and secondary acquaintance and 
to professional leadership within 
the public sphere (Aguinis and 
Solarino, 2019). 

10 Data coding and first order 
codes 

The authors describe the first- order 
coding methodology and present the 
full code list. 

The criteria for first order coding 
are offered from page 210 (see 11 
below). 

11 Data analysis and second - or 
higher order codes 

The authors describe the second-order 
coding methodology and present the 
full code list. 

Detailed analysis and the coding 
criteria used is provided at 
appendix E. 

12 Data disclosure The authors disclose the raw materials 
gathered and examined during study. 

The interview agenda is provided 
at appendix C, the interview 
transcripts at appendix D and the 
audio transcripts are provided at 
appendix H. 

Table 15: This table uses Aguinis and Solarino (2019) to assess the approaches taken to the 
completion of the elite interviews and provides transparency in relation to these. 
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Interview structure 

The interviews involved semi-structured discussion with a large degree of non-

direction. This stimulated and secured individual opinion without persistent 

reference to professional hegemony. Each interview followed a formal 

construction (Corbetta, 2003) involving preliminary explanation, primary and 

secondary investigation, selective probing and tunnelling, and summary and 

conclusion. 

Using the analytical construct to form question and discussion points 

The section dealing with the analytical construct (table 13) sets out in detail 

how both structural controls and social capital maintain a relationship to 

power. It also shows how these issues have been understood by this study in 

terms of the elite interviews. In summary, this understanding relies on five 

theoretical positions. The first two are concerned with the place or 

significance of structural matters: communicative legitimation (Weber, 1948; 

Wæraas, 2007) and symbolic interactionism (Goffman,1969; and Johansson, 

2007). The final three look at the importance of cultural influences: one 

dealing with communication competence (Ni, Wang, and De la Flor, 2015) and 

the other two with the use of symbolic capital (Pieczka and L’Etang, 2001; 

Hodges, 2006; and Edwards, 2006}. Questions and challenges within each 

interview were designed to test the claims and the extent of these theoretical 

positions. For example, by seeking opinion on the importance of favoured life 

skills or personal behaviours. Further information on how these positions were 

tested in terms of relevancy and opinion is provided below. The interview 

agenda is provided at Appendix C. The treatment of outputs was guided by 

the coding scheme (table 16). 
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Table 16: How interview outputs were built and treated  
 

Theme  Evidence Question and discussion areas Outputs: as 
revealing 

Accounts of power 

The use of 
communicative 
legitimation in 
practice or the 
degree to which 
communication 
appeals to 
structural 
rationalism. 

The use of, appeal 
to or reliance on 
legal frameworks, 
traditional 
expectations or 
charismatic entities.  

If you were asked to improve messaging around 
social distancing (covid-19), but could only adopt 
one of these approaches, what would you 
recommend: follow the rules (law), do what’s 
expected (majority), or do what is done by people 
you respect (values or charisma)? 

• If account was 
evident in 
practice 

• How and in what 
way such 
practices 
supported 
symmetry, 
mutuality and 
evaluation. 

• If account was 
more evident in 
contested 
circumstances 
and in what 
forms. 

• If practices 
concealed or 
revealed power 
and in what 
ways. 

• Which forms 
argumentation / 
social ideology 
were supported. 

The use of symbolic 
interactionism in 
practice or the 
degree to which 
communication is 
consistent with 
dramaturgical 
analysis. 

The use of, appeal 
to or reliance on 
frames in discourse, 
principal or 
controlling footing 
or desirable face or 
behaviours. 

Do expert sources of advice or guidance work? Do 
they work in all circumstances? Are some types 
better than others? What is your experience, what 
do people perceive as a credible reason when they 
are being asked to give up something they value? 
Does this vary too? In what way? Can you convince 
people to do something when the evidence for it is 
weak or mixed? Does it matter? How can this be 
done best, what appeals are most effective? What 
behaviours do people display or become influenced 
by when they are concerned or anxious about 
change: for example, do people become more 
selfish, altruistic, safety conscious, community-
minded, rational? Do people respond to messages 
(planned or not) which appeal to or reject these 
states of mind? Are other states of mind more 
commonplace do you think? 

Cultural controls on practice 

The role of 
professional 
culture or the 
degree to which 
practice is an 
expression of 
selected cultural 
competence.  

The preference for 
empathy, open-
mindedness and 
flexibility; 
desensitisation, 
focus, resolve, 
agency; or 
symmetrical, two-
way and ethical 
behaviours. 

Is empathy, open-mindedness and flexibility or 
desensitisation, focus, resolve, and agency more 
likely to yield change in areas of contested policy? 
Is empathy, open-mindedness and flexibility or 
desensitisation, focus, resolve, and agency more 
compatible with PR Excellence [mutuality and 
symmetry]? 

• If this 
expression of 
culture was 
evident in 
practice. 

• If this worked to 
provide 
asymmetric 
disadvantage or 
advantage to 
the practitioner. 

• If this worked to 
support 
symmetrical 
practices. 

• If this affected 
approaches to 
mutuality. 

• Which forms of 
argumentation / 
social ideology 
were supported. 

The role of 
intercultural 
communication 
competence. The 
degree to which 
practice is an 
expression of 
broader cultural 
competences.  

Reliance on, or the 
influence of, 
habitus, experiences 
and social networks; 
knowledge, rules 
and socialisation; 
and politico-legal 
and historical social 
structures.  

How important to the PR practitioner is access to, 
and the maintenance of, professional and personal 
networks? Who is more productive and useful to 
you in these circumstances: someone who commits 
to mutuality and symmetry or someone who 
secures results and a happy client through 
whatever means necessary? What is more 
important to you: predictable and reliable 
professional behaviour or more creative, inventive 
or even counter-intuitive but ultimately effective 
solutions? 

The role of 
conceptual 
symbolic and 
cultural capital 
model or the degree 
to which practice is 
culturally specific 
to individual 
practitioners.  

Reliance on, or the 
influence of, 
cultural capital on 
preferred 
behaviours and 
practices considered 
effective. 

Do clients expect the practitioner to act in a 
particular way: accent, dress, even gender 
stereotypes? Any examples you may have to 
illustrate your view? What is the most valuable 
personal experience or background a practitioner 
can have? Does this vary by sector: commercial, 
government, financial, international, third sector, 
etc, in terms of upbringing or education? Are there 
cultural ‘tells’ important to the PR practitioner in 
terms of what the client expects? These could 
include accent, lifestyle or dress-sense. Are some 
more important than others? 

Table 16. How the elite interviews reflected the requirements of the analytical framework, and 
how the discussions and observations were classified. 
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Understanding communication legitimation 

The conversation in relation to this topic was focussed on the significance of 

social structures of control (Weber, 1948). This was concerned with the 

importance in practice of using and relying on legal frameworks or formal 

codes of governance and compliance. However, it also embraced questions 

relating to the use of charismatic figures in campaigns or the effectiveness of 

making normative appeals, such as ‘being in the majority’ or ‘doing what is 

right.’ 

Understanding the place of symbolic interactionism 

Only a small number of studies in PR were identified in the literature review 

that concerned themselves with dramaturgical analysis yet Goffman’s ideas 

(1959) are well suited to discussions concerning the micro-social, the 

everyday or the subjective experience (Johansson, 2007). Goffman’s thesis is 

broad and complex so just three core ideas provided focus for the discussions. 

These dealt with framing, footing and face. The conversation here was 

concerned with the use of preferred, or even unusual, sources of opinion 

within practice, reliance on appeals which insist or demand compliance with 

something that is pitched as acceptable and appeals to beguiling behaviours, 

even when these are otherwise not rational. 

Understanding communication competence 

Essentially, these issues were addressed through discussion on the relationship 

in practice between practitioner attributes and behaviours. Specifically, this 

asked if the personality of the practitioner was capable of predicting the form 

of practice they would adopt. This builds on the work of Ni Lan, Qi Wang and 

Maria De la Flor (2015) who examined if communication competencies 

concerned with cultural empathy and open-mindedness could be used to 

predict a professional tendency to adopt symmetrical communication 

practices. The implication here is that professional cultural norms may 

account for professional behaviours. If they do, then power effects must be at 

play. It is probably important to state that these parts of the discussion were 

concerned with communication as opposed to communicative competence. In 
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other words, they were about the competence of the PR practitioner rather 

than about any additional understanding of communicative action (Habermas, 

2000). 

Understanding PR culture 

Questions here were underpinned by the PRP conceptual model of 

practitioner culture (Hodges, 2006). This assumes a link between social and 

occupational cultures and, in consequence, to the communication practices 

chosen by practitioners. The model is unclear about what links would be 

evident in any particular combination of circumstances but it does suggest 

that discussion should focus on three main issues. The first can be understood 

as dealing with the type of social capital that is available to the practitioner 

in terms of both life experiences and social networks. The second looks at the 

place of professionalisation and standards whilst the third is concerned with 

the impact of social structures on practitioner choices such as legal 

constraints or social policy. 

Understanding the use and exchange of social capital 

Here, social capital was recognised as working both collectively, or in relation 

to a specific organisation or coalition, and individually, or with regard to that 

brought to bear by the practitioner (fig 7).  

 

Figure 7: Social capital and public relations 

INDIVIDUAL  COLLECTIVE 

Discussion about social 
capital as personal 
advantage 

Discussion about related 
intangible resources 

Discussion about how 
resources are exchanged 

Discussion about 
resulting collective 
advantage 

• Knowledge 
• Education and training 
• Skill 
• Ability 
• Experience 
• Personality 
• Emotional and 

interpersonal 

•  
• Confidence 
• Credibility 
• Gravitas 
• Commitment 
• Legitimacy 
• Reputation 
• Trust 

Structural: network, 
position, rights, 
hierarchy. 
Relational: dependence, 
expectations, duty, 
homophily. 

Short term productivity: 
transaction costs and 
risks, cohesiveness, 
flexibility.  
Long term productivity: 
greater innovation, 
organisational reputation, 
more developed social 
capital. 

Fig 7: How access to, and use of, both individual and collective social capital can be 
understood. Based on Dodd (2016). 
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For any organisation concerned with effectiveness, it is necessary to cultivate 

and harvest the potential capital residing in the individual. This can be 

achieved by the positioning of structural and relational mechanisms, perhaps 

through personal development or review programmes, that recognise and 

foster this resource (Dodd, 2016). These then, in turn, can be managed to 

provide both short term and longer-term organisational benefits. The 

individual, whilst limited to inherent social capital, such as that produced 

culturally or via field and habitus (Bourdieu, 1992), utilises this capacity 

through the deployment of intangible resources and by making claims to 

organisational forms of capital exchange. The everyday reality (doxa) of the 

capital available is, in this way, subject to change and negotiation. Questions 

and discussion about such matters are supported too by Ihlen (2007) in an 

examination of how to deploy social theory to PR practice. 

Applying the data to the Lukes model 

The outcomes were used to inform the Lukes framework (2005).  The 

analytical construct (table 9) shows how the data was applied in this respect 

but, in general, positive indications with regards to communicative 

legitimation and symbolic interactionism were treated as indicative of Lukes’ 

second or third dimensional accounts. Data derived from discussion concerned 

with the acquisition and use of symbolic capital may inform all three 

dimensions but was, in effect, most readily understood as second dimensional 

matter. 

Additional analysis of the data  

Some form of quantitative comparative analysis was possible from the data 

and could have been pursued if necessary. However, the interview scripts 

were reviewed exclusively using qualitative argumentation techniques 

(Boreus, K. & Bergstrom, G, 2017). These were used to identify perspectives 

and social constructions as well as ideological positions explicit in the literal 

meanings, professional explanations and comment. A number of approaches 

were available but, in general, the analysis made it possible to set aside 

claims of ‘common sense’ and to analyse rationalisations with reference to 
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material actions, forms of verbal instruction and to discussions about 

perceived positions and mental states. From this analysis, it was possible to 

deploy the data from the interviews more readily to the Lukes model (2005). 

Argumentation  

The form of argumentation analysis followed here differentiated between 

three claims or ‘issue expressions’: (i) prescriptive, (ii) normative and (iii) 

descriptive (Boreus, K. & Bergstrom, G, 2017). The first was concerned with 

understanding claims about the place of power rationally by seeing if this was 

prescribed (or shown as existing) or not. The second was concerned with 

practices that favoured implicitly preferred or normalising behaviours. The 

third recognised forms of practice that asked others to behave or react in 

specified ways, such as a call to action. Making distinctions about what 

constitutes evidence for each statement or set of claims was problematic and 

more nuanced forms of argumentation were reviewed and then relied upon. 

These were (Boreus, K. & Bergstrom, G, 2017): (i) pro et contra, (ii) Toulmin 

analysis and (iii) PDA (political discourse analysis). Pro et contra (i) is 

characterised by the delineation of argumentative elements that set out the 

basis of the dichotomy and then list what claims are made against each 

position. Toulmin schemes (ii) try to consider and reveal implicit premises, as 

opposed to that which is explicit or specified. In PDA (iii), claims have 

purposes that rely on calls to action and appeal to shared values in a coherent 

manner. Boreus and Bergstrom (2017) claim all three are useful in the analysis 

of power and this proved to be the case in this study where fruitful outcomes 

from the interviews were achieved via the use of all three of the approaches 

to argumentation analysis listed here. 

Metaphor analysis and critical linguistics 

Metaphor analysis is rooted in cognitive linguistics which posits the view that 

the type of language we use is an expression of our actual or preferred 

meaning (Boreus, K. & Bergstrom, G, 2017). This accepts that some 

metaphors have a conscious or literal meaning whilst others reveal thought 

patterns more closely concerned with how we think and why we do what we 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

 215 

do. Whilst metaphor is often analysed cognitively, as brain function, critical 

linguistics sees metaphor as an expression of social or cultural forces. The 

study has not aimed to adopt the full range of tools available in this respect 

but sought, instead, to understand the use of metaphor more widely when the 

transcripts were analysed. For instance, certain expressions or words can be 

considered emphatic or beyond disagreement in terms of meaning. This would 

be revealing of practice designed to develop mutual normalisation within the 

dialectic. Other metaphors could be considered inactive or arcane. This would 

indicate no desire for broad understanding. However, the assumptions made 

in terms of linguistics are specified in the chapter and sections dealing with 

the results of the analysis. 

Validity 

As with the content analysis, this instrument was conscious of the degree to 

which the data outcomes could be considered accurate or indeed typical. A 

number of risks were apparent. The first and most obvious of these was 

subject selection. Care has been taken to choose respondents capable of 

providing strategic or high-level opinion and to do so on matters related to 

cultural expressions of power with reference to PR practice. The challenge of 

clarity around causal direction was also experienced. Here, great reliance was 

placed on the use of the analytical framework to inform, in particular, the 

application of the findings against the Lukes framework (2005). As with the 

content analysis, caution has been taken to ensure that more subjective forms 

of data were applied rationally. The interview agenda was tested in advance 

of the study. No issues around mortality or history were experienced 

although, in relation to the latter, the content analysis was used to inform the 

discussion agenda. Whilst these case studies date back several years here, the 

framework on which their claims are made has remained consistent and was 

recognised as such by the interviewees. 

Reliability 

Consistency remained a challenge throughout the analysis. Similar to the 

content analysis of the case studies, this was mainly concerned with the 
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potential high risk of subject and observer bias (Aberbach and Rockman, 

2002). The pilot interview helped to mitigate risks in these respects by 

identifying and rationalising problems in the collection and use of data. Whilst 

semi-structured, the interviews followed a pre-determined format and sought 

information in an organised manner around pre-selected themes. Observation 

error was mitigated and managed by the use of clear analytical 

methodologies. 

What can be drawn from this? 

The elite interviews provided essential focus around power effects in PR as it 

is practised. They also provided context for the examination of such effects in 

terms of their impact within various areas of contested public or commercial 

policy. The interviewees were practitioners and communication managers 

operating at the highest levels in the UK and capable of providing detached or 

strategic observations about the place of cultural and social forces within 

organisations and in individuals within their sphere of influence. The analysis 

of the data collected, whilst highly qualitative, has been completed in a 

manner that lends itself to application within the Lukes framework (2005) and 

in ways that reduce the risks associated with reliability problems and subject 

and observer error. 
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Commentary on complementarity issues 

This section will review the methodological approach adopted by this study in 

relation to complementarity, further defend its methods, comment on 

complementarity issues, and discuss consequent problems and limitations as 

well as how these were addressed. 

As described earlier, this study adopted a broadly relativist or constructionist 

(Easterby-Smith, et al, 2015) position and assumed an epistemologically 

approach to enquiry that used integrated or mixed-methods. This combined 

outputs from two research instruments: a content analysis and an elite/expert 

interview programme. Content analysis is a research technique for making 

replicable and valid inferences from texts (or other meaningful matter) in the 

contexts of their use (Krippendorf, 2013, pp.24-25). Qualitative interviews are 

directed and negotiated conversations designed to rationalise contextualised 

matters to a pre-declared or iterative point of understanding (Easterby-Smith, 

et al, 2015, pp.133-134). Methodologically, content analysis can be used to 

generate data quantitatively or qualitatively. The former is evident to some 

degree, but not exclusively, in this study. The interview programme has used 

mainly qualitative approaches to generate data although this relies on both an 

analytical construct and broad thematic coding. Some claims within the 

content analysis are made deductively, in that they consider the application 

of theory against selected data, whilst themes and issues deriving from the 

interviews have been identified inductively, in that they emerge from the 

analysis and are used to create or illustrate meaning (Largan and Morris, 

2019). Therefore, understanding the nature and extent of complementarity 

between the data acquisition methods used here becomes important to this 

study in terms of reaching a conclusion about the efficacy of its claims.  

Justifying the use of mixed methods 

Krippendorff (2013) asserts that there are a number of benefits associated 

with  such use of mixed methods. These include increased confidence and 

credibility in the results, increased validity, a greater capacity to spot deviant 

dimensions, support for synthesis and integration, a means to test critically 
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competing or existing theories, and a capacity to combine confirmatory and 

exploratory research or to provide greater diversity of views. Conversely, he 

points to a number of complications and difficulties in the use of mixed 

methods that need to be understood and addressed by the researcher. These 

include difficulty in achieving replication, challenges in the ability of the 

research design to ensure relevancy, the potential need to use more 

resources, the need for competence in the use of a broader range of methods, 

and a tendency towards replication, or what he called handmaid or self-

serving design.  

Addressing the challenges of mixed methods 

The study has been guided by the use of analytical frameworks. These set out 

explicitly what theoretical and academic models have been used to define 

what has is meant by data and how this will be understood by the analysis. 

The instruments have also been deployed in forms consistent with 

Krippendorff (2013), in the case of the content analysis, and Boreus and 

Bergstrom (2017), in relation to the interview analysis. This helps to clarify 

replicability and falsifiability issues. It is acknowledged that the methodology 

is designed to address pre-determined objectives and ambitions but the use of 

Krippendorff and Boreus & Bergstrom in this ways also allows the methodology 

to defend itself against the charge of self-serving design. 

Addressing the challenge of complementarity 

Achieving complementarity, particularly in relation to the inter-reliance of 

different types of data, presented itself as problematic in this study. 

However, specifically, challenges concerned themselves with data aggregation 

and the development of interdependent insights. It is not argued here that 

the two instruments used can be wholly reducible or subservient to each 

other. To some degree, the methods considered matters inversely, produced 

data differentially and drew conclusions with respect to somewhat different 

positions on replicability or certainty (although this thesis is careful not to 

make strident appeals to either). However, importantly, the methods were 

able to project commentary and conjecture upon the same matters in ways 
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that helped inform the perspective or position of each (Jensen, 2011). Whilst 

the processes in terms of data analysis and data collection used by the 

methods were different, they both considered and addressed matters 

empirically. 

They should also be seen as complementary in terms of the application and 

use of theoretical frameworks and positions. This ensured that the methods 

were directed by pre-determined analytical constructs which accounted for 

what and why something was pursued as well as how different forms of data 

may be permitted to coalesce during analysis. This advances accountability in 

terms of falsifiability and also helps clarify issues relating to potential 

replicability. 

This raised questions of sequence and domination (Easterby-Smith, et al, 

2015) which are also discussed elsewhere. These have been deployed here to 

support complementarity by ensuring the separation of distinct data 

collection methods at the point at which data was collected and by the use of 

a preceding instrument to inform subsequent data collection. This is evident 

in this study by the compartmentalisation of the two separate methods and in 

the use during the interview phase of questions, themes and concepts shown 

as useful by the content analysis. 

Further, using Krippendorff (2013), it has not been assumed, in any event, 

that insight presented itself fully a priori via content analysis. Indeed, 

Krippendorff argues that whilst meaning can be shown as such, or emerge, in 

the process of the analysis, it remained a and not the property of the source 

(2013, p.25). Therefore, content as meaning is always selected or preferred 

and may be used coherently, even in discrete quantifiable forms, as 

perspective, observation and position, within a critical realist framework, 

alongside other forms of conjecture obtained qualitatively. It has, therefore, 

been taken here as reasonable to converge the two different groups of 

findings using a common analytical framework and for conclusions to be built 

from this in aggregate (Potter, 2006). 
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At the level of theory building, the methodology can be criticised for adopting 

the use of both deductive and inductive approaches. However, it is claimed 

that their use is complementary and justified in this study because aspects of 

each approach are needed in order to develop new ideas and perspectives 

(Jensen, 2011). This promotes the development of further analysis and 

consideration of the outputs and tests the degree to which they coalesce 

logically and convincingly (Hacking, 1983; Latour, 1987).  This is also shown by 

reference to the sequence and dominance (Easterby-Smith, et al, 2015) of the 

instruments. Validity and reliability in this context should be assessed, 

therefore, not as a measure mathematically of relative prediction but by the 

degree to which the methodology deployed by this study has shown a capacity 

for assessment usefully, continuously and contextually (Kvale and Brinkmann, 

2009) on the matters it has selected for review and which were directed by 

the terms of reference. 

Complementarity between the outputs from the two instruments can also be 

claimed with reference to (Pool,1959; Holsti,1969; Weber,1990; 

Neuendorf,2002; Krippendorf,2004; and White and Marsh,2006). This 

recognises the acquisition of data as managed along a continuum and as 

embracing the critical analysis of content as both manifest, as in present, and 

latent, as in meant or implied.  

Supporting complementarity via specialist analytical software 

Finally, it is worth noting, in terms of the content analysis, that the use of 

Nvivo (specialist QDA software) in the data analysis worked to expand the 

interactive-hermeneutic process (Krippendorf, 2013, p.259) by improving the 

internal harmony and complementarity of the data collected during this 

phase. This enabled the use of explicit coding and analytic regimes and 

helped address some of the replicability challenges facing this part of the 

methodology. The software also offered text manipulation routines at 

relatively high levels or volumes, and capacity for both altering, modifying 

and editing texts for accuracy or consistency and altering and updating coding 

choices explicitly. Whilst this facilitated iterative editing, it also generated 
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more clarity and accountability in the way novel analytical distinctions, 

reports and comparisons were made. The coding schemes and thematic 

choices used by the content analysis are set out and described elsewhere in 

this thesis. 
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Commentary on ontological and epistemic issues  

The philosophical position adopted by this study offered a series of challenges 

requiring resolution. In summary, and as discussed elsewhere, the study was 

relativist or engaged constructionist (Easterby-Smith, et al, 2015) in 

approach, adopted a transcendent position in terms of how evidence 

supported a level of convergence between competing ontological accounts 

(Miles and Huberman, 1994), defended and applied a mixed methodology and 

placed emphasis on empirical solutions that were open to rationalist or 

idealist criticism. The issues relating to way deduction and induction have 

been used in the study and the degree to which outputs were consistent with 

the methodology have been covered elsewhere and will not be repeated here. 

Similarly, the challenges posed generally to complementarity by this 

methodology were dealt with earlier. Therefore, this section provides 

discussion primarily on matters relating to data collection with specific 

reference to the distinctions between reported and actual practice. This takes 

into account ontological and epistemic concerns, the emergence of 

subjectivities and the limitations and expectations they place on the data 

generated as a consequence. 

Empiricism as a contested ontology 

It may be useful first to defend further the understanding and place of 

empiricism adopted by this study. In a broad but, it should be stressed, far 

from complete sense, this has been taken to mean that truth is formed from a 

shared understanding of reality as it is experienced via the senses (Peirce, 

1998). It is often contrasted with rationalism in that if empiricism seeks truth 

by what is manifest via our senses, by what can be shared objectively as real, 

rationalism argues that the object of truth is that which can be understood 

cognitively or by the forces of reason alone. Rationalist and, indeed, idealist 

critiques, make a series of significant and robust claims in this respect and it 

is not within the capacity of this thesis, nor the competence of its author, to 

resolve these to any point of satisfaction. However, once more generalising, 

rationalism in extremis argues that any claim to truth or objectivity made by 
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empiricism must be misplaced or incomplete. This is because it is not possible 

to argue that experiences derived from the senses are objectively identical. 

Nor is it possible to claim that experiences derived from different senses are 

complementary or capable of integrated understanding when they were made 

at different times using different sources. Empiricism, therefore, cannot lay 

sole claim to truth, only to a perspective upon it that must be reasoned into 

shape by the pre-formed or pre-inculcated instincts and propensities 

preferred under rationalism (Peirce, 1998). The counter claim to this 

discourse is equally compelling and is worth recalling in that rationalism and 

idealism would therefore reserve for equal consideration in matters of truth 

any issue that is understood subjectively and without regard to its capacity 

for shared meaning or predictive utility. Truth, in this context, therefore, 

becomes chaotic, anarchic and unreasoned outside of its subjective source. 

Rationalism and empiricism 

Therefore, it is possible to see how these ideas, contrasted as competing, 

establish an unhelpful dichotomy that, whilst providing clarity around relative 

position, represents a bicameral or contradictive regulation that is far from 

justified in the literature. It is certainly not claimed as extant by this study. 

Instead, the dichotomy is characterised by complexity rather than 

contradiction, with overlapping and nuanced thinking (Clarke 1982).  In short, 

empiricism does not deny a place for rationalism or the filtering effects of 

cognition. It is certainly reticent in claiming that experience is sufficient in 

itself to process the nature of truth in all circumstances. Importantly, it does 

not deny either a place in terms of conjecture or hypothesis for matters 

derived rationally, taken from the realm of ideas or as representative of the 

innate sources of conceptualisation (Adams 1975; Gorham 2002). Instead, 

empiricism has been taken to offer systems of order, assessment and 

reliability in terms of what can achieve a shared understanding and, within 

this understanding, be used or relied upon repetitively without persistent or 

regularising subjective qualification (Kenny, 1986). 
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Challenges to data collection methods 

Nevertheless, given the challenges ontologically of rationalism and idealism, 

it is possible to place a critical epistemological focus on the data collection 

instruments. The content analysis, as an instrument, can be seen as 

generating truth or knowledge a priori or from a level prior to individual 

engagement. Conversely the argumentation analysis assumes the creation of 

truth a posteriori or through the intervention of the researcher. Both may lay 

claim to the construction of data empirically but this may risk confusion when 

data from the different instruments is integrated.  

The data collected by these methods may also be questioned in relation to 

the degree to which they observe rather than show practice. The content 

analysis provides data only on the relative instances of pre-determined 

effects or themes. These may not be sufficiently sophisticated to understand 

the breadth of potential motivation or cause. The interviews also attract 

rationalist and idealist criticism in that they may generate only what is said 

rather than what is thought. This might present as a singular confusion or, 

indeed, delusion rather than a sense of collective truth, when data is 

obtained by the method. This may be understood via experimenter effect 

(Easterby-Smith et al, 2015). Similarly, outputs may contain a presumption of 

truth, when no guarantee of this is demanded or tested by the mechanics of 

the methodology. Overall, empiricism can be criticised as presenting an 

inherent structural incommensurability in that it must accept the existence, 

and therefore dissonance, of highly different outcomes when these are 

dependent on common empirical conditions or boundaries (Sankey, 1997) as is 

the case here.  

The subjectivities of data collection 

Clarke (2005, 2006, 2007) is useful here in reminding the researcher that 

reality remains subjectively founded, regardless of the means of enquiry. 

Data, therefore, must be constructed with regard to perspective and 

difference.  This should not be taken to mean that empiricism must be 

rejected within relativist ontologies. Indeed, Charmaz (2009) stresses the 
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importance of doing the exact opposite when building data, by grappling with 

empirical forms, locating inferences within broader social structures, and 

dealing with data conceptually as it emerges.  

Addressing these challenges methodologically 

Whilst it is necessary to accept these criticisms as reasonable, this is only the 

case in the contexts of the logic of the oppositional ontologies referred to 

here. Instead, it is argued that such positioning sets up a confrontational 

objective-subjective axis that is both misdirecting and unnecessary in relation 

to this study (Peirce, 1998).  

This is because the methodology adopts a constructionist (interpretivist) 

framework (Easterby-Smith, et al, 2015) within a critical realist perspective 

(Bhaskar, 1979). This allows for active engagement with the data empirically 

in terms of reasonable and justified analysis and conjecture.  Empiricism has 

been taken to mean, in the context used here, that the observer and that 

which they observe are, linked (Guba and Lincoln, 1994). Charmaz (2009) 

describes this as generating subjectivities via both data collection and 

analysis. The research outputs must, consequently, be concerned with social 

forces, whether these be structural or concerned with values, sentiments and 

principles. 

The claims, ideas and conclusions drawn from the data are accounted for 

consistently, in context and with reference to detailed analytical frameworks. 

Bhasker (1979) asserts a place for the consideration of realism critically, 

ontologically and epistemologically, in the empirical domain. This assertion 

has been adopted by this study in the sense that it argues that claims about 

reality cannot adopt certainty. This is because in order to do so, it becomes 

necessary to consider or reject any continuing place for observation and 

conjecture (Hacking, 1983). The data obtained by the study also builds 

knowledge sequentially and contingently, reflecting and commenting on 

interconnections and relationships (Feyerabend, 1975).  
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Addressing these challenges in relation to methods 

Firstly, the content analysis should be seen as concerned with the systematic 

but not in ways which must be confused with the exclusive demands of 

positivism. Instead, it offers specific methods, reports and arrangements for 

reviewing instances or inferences quantifiably or qualitatively (Berelson,1952; 

Krippendorf,2004, Riffe et al.,1998). 

It is acknowledged that a level of positivism has been relied upon in the 

content analysis in terms of highlighting issues relevant to the themes 

expected by the aims and objectives. This seeks to assess a truth claim by 

demonstrating the existence empirically of instances of that claim. However, 

this does not dismiss the place of structures, values, intent and morality in 

the construction of such instances (Habermas,1974; Horkheimer,1972) and 

which are central to the claims made by this thesis. This is because such 

reductionism is far from necessary within positivism (Bryman, 2004) which is 

equally capable of contributing to theory deductively and inductively. Here 

causation need not be observable directly and may instead (Bhasker, 1979) be 

implied or contained conjecturally by reference to matters derived 

inductively.  

Approaches which demand exclusive reliance upon positivism, because they 

are fixated on causation, become blind to the normalising effects of matter 

that remains undeclared or unaccounted for (Popper 2002) and have not been 

followed. This, therefore, reserves a place in this study for the contingent 

value of historical or social forces in time or at specific moments, enabling 

insight via the use of empiricism as perspective. 

Finally, the study has been careful to distinguish through detailed (and 

sometimes repeated) description, matters and data as being wholly empirical 

or as being inferred or understood by others as being something or not. In 

doing so, its claims are guarded and modest when made. 

This methodology, empiricism and commensurability 

The use of a critical realist perspective defends the commensurability of the 

methods as they build insight and effectiveness through convergence and 
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transcendence (Jensen, 2011). Here, facilitation treats broadly qualitative 

and broadly quantitative data acquisition as reliable when separated and 

deployed in sequence and with acknowledgement within the methodology of 

such sequence and domination (Easterby-Smith, et al, 2015). This is also 

supported by the use of engaged constructionism as the basic mode of enquiry 

(Easterby-Smith, et al, 2015). As stated earlier, it has been taken as 

reasonable to converge two different groups of findings within a common 

analytical framework and for conclusions to be built from this in aggregate 

(Potter, 2006). However, incommensurability must not be misunderstood 

completely as an inherent lack of comparability.  Instead, it flags the 

importance and often intransigent difficulty of deciding upon suitable frames 

of comparison or a common lexicon between competing outcomes (van 

Fraassen, 1980). The use, therefore, of analytical frameworks provides this 

lexicon, setting out what is understood by the terms and ideas adopted for 

enquiry and how data assigned to these ideas can used commensurably.  

In summary 

It can be claimed that an empiricist epistemology disconnects from the social 

and directs attention away from collective or socio-structural forces (van 

Fraassen, 1980; Garrow and Hasenfeld, 2015). In doing so, it casts as 

dominant matters that can only be understood in specific evidential 

conditions and which work to ‘celebrate’ the individual rather than the group 

and become incapable of considering social forces such as power. This 

criticism is not rejected here but it is resisted and considered misplaced. It 

should not be presumed that the methodology, whilst adopting empiricism 

pragmatically, is incapable of responding to such criticisms. The use of 

analytical constructs, the importance of sequence and dominance, and the 

crucial place of critical realism as a means to use and consider the empirical 

outputs generated has helped ensure that the data has remained evidential 

and productive.  Empiricism may take greater and repeated effort to achieve 

what is asked of it but there is a greater danger in assumption, in accepting 

the presence of something as pertinent, even in the realm of conjecture or 
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ideas, without the greater scrutiny, care and caution needed to acknowledge 

and show its place as contingent (Foucault, 1972.p.25).  
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Conclusion 

A number of key ideas were addressed in this chapter. The first deals with the 

study’s design, including its ontological and epistemological positions. These 

are important as they argue, in principle, for the development of an approach 

which embraces complexity and rational analysis. They presume no single 

source of truth and, instead, argued for the construction of outcomes that can 

recognise differing practitioner experiences. The strategy argues too for the 

use of mixed research methods and builds an analytical construct to support 

these forms of enquiry. The chapter stresses the importance of clarity in 

relation to the study’s conceptual position and the processes and protocols it 

is deploying. 

The Lukes (2005) dimensional account of power is important to this study. It 

offers a framework within which differing and otherwise incompatible 

accounts of power can be rationalised and understood. This relies on the use 

and application of robust conceptual positions on how power is constituted 

and reproduced. The Lukes model is explained in detail and its use in relation 

to the two research instruments clarified. Further attention is then given to 

the two instruments. This offers up detail on how each works, how the 

analytical construct has been engineered and how data will be identified and 

deployed. The two instruments generate four forms of analysis. 

The study has tried to consider existing accounts of good practice in relation 

to sociological accounts of power. Three outcomes were postulated.  

In the first scenario, practice would be poorly explained by sociological 

accounts of power. Here, the accounts of power examined by the study would 

not have been capable of explaining practice decisions properly. Functional 

and professional effectiveness were likely to have had a strong bearing on 

practice decisions.  

In the second scenario, practice would be only partly explained by sociological 

accounts of power. Perhaps some accounts would work more effectively than 

others to explain the purpose of practice. If this was the case, it was to be 

important to understand any differential influence.  
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In the final scenario, practice would be exclusively or well explained by 

sociological accounts of power. In this instance, power relations would be 

shown to be more important than functional or professional reasoning in 

determining practice decisions. It would be important here to understand how 

these power mechanics work and their differential influences. 

The methodology outlined above, it was argued, was well placed to generate 

appropriate data likely to provide insight and conjecture regardless of which 

scenario proved to be the most credible. 

Regardless of the outcome shown, the study has worked hard to discuss and 

analyse non-privileged ideas in relation to how public relations works. It has 

done so without claiming approaches to practice as right or wrong but with an 

eye placed on the progressive, rational and careful examination of the 

evidence it has been able to acquire. Even if some outcomes are inconclusive, 

the enquiry has brought some degree of clarity to an otherwise barren area of 

research and helped to demonstrate that the profession is willing to engage in 

matters about practice fundamental to its purpose. 
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Introduction 

This chapter is organised into eight sections, including this introduction. It 

offers detail on the findings of the study’s primary research as well as 

extensive commentary on the themes that emerged. The commentary and 

findings address the questions that are set out in the Terms of Reference but, 

in summary, these were concerned with understanding if the expectations of 

Excellence could be seen in practice and whether or not a selected series of 

accounts of power better explain any deviation from this in the UK or, indeed, 

practice generally.  

The chapter begins with a review of the outcomes from the two pilot studies, 

one section each for the content analysis and the elite practitioner 

interviews. Whilst these tested the efficacy of each instrument and outlined 

areas for adjustment, they also revealed and discussed some initial findings 

and are included here in this chapter because of this. The changes to the 

instruments, as suggested by each pilot, were applied before the substantive 

studies commenced.  

The following section is concerned with the substantive content analysis. As 

discussed in the Methodology, although this instrument relies on the 

subjective interpretation of case study materials, the data was secured 

numerically in the form of ‘instances’ or examples of the issue under review. 

This lent the data to quantitative forms of analysis and this has been relied 

upon. The section explores the relative importance of the features under 

consideration in some detail and informs the claims that were made as a 

result. 

The subsequent section provides analysis and commentary on the elite 

practitioner interviews. The transcripts were exposed to three forms of 

review: pro et contra, Toulmin and political discourse analyses. The outputs 

were dealt with in aggregate and the section offers views, observation and 

commentary thematically on the findings generated.  

The next two sections deal with the findings in relation to the modelling 

against Lukes (2005) and to how cultural effects support the negotiation of 
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power. The first addresses one of the key issues tackled by this thesis: 

whether or not Lukes’ three-dimensional account of power and its effects 

offers a suitable framework to consider public relations practice generally, 

and, specifically, communications activity designed to address highly 

contested matters. The detail of this expectation is set out in the section 

covering the study’s Terms of Reference. The second examines the outputs in 

relation to how cultural expression and production in public relations supports 

power negotiation. It does this by examining the place of inter or cross-

cultural practices, PR as a contained model of culture and the exchange and 

use of cultural capital. 

The final section in this chapter sets out the principal findings of both the 

content analysis and the analyses of the practitioner interviews. It provides 

the reader with detail on the key issues and themes that were explored and in 

a manner consistent with the expectations of the methodology. In addition, in 

order to aid the reader further, progressive summaries of the points, and 

broad conclusions emanating from these findings can be found in the 

Conclusion.  
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Content analysis: pilot study 

Introduction 

This section describes the management and outcomes of the content analysis 

pilot study. It sets out the purpose and expectations of the study, provides 

observations and details about changes made to the coding and analytical 

process suggested by the pilot and discusses some of the findings and insights 

offered at this point in the analysis. Finally, it draws utility from the pilot 

study and argues that there was sufficient coherence within the model for the 

further and expanded analysis given by this study. 

Aims and intentions 

The content analysis pilot study had three broad intentions. These were to: 

• determine if the analytical construct as described (tables 9 and 13) 

could be deployed against the sample (Panke, 2018); 

• identify and resolve any application issues deriving from a content 

analysis managed within the NVivo software environment (Jackson and 

Bazeley, 2019); and 

• establish if suitable forms of data, capable of meeting the aims and 

objectives of the study, could be derived from the analysis 

(Krippendorf, 2013). 

Commentary on methodology 

In summary, the project’s methodology was mainly qualitative and 

constructionist in approach and form (Easterby-Smith et al, 2015). It 

attempted to understand and describe the relationship between power and 

public relations practice in the UK. It did this via two research instruments: a 

content analysis and an expert interview programme. This section is 

concerned only with a pilot study of the first of these two instruments.  

The study considered, tested and assessed the effect of different accounts of 

power as evidenced in case studies of PR practice deemed by the profession 

as exemplary. The analysis was dependent on an analytical construct which 

identified three forms of power and the attributes of practice that could be 
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expected by each if such accounts of power where in evidence. The study was 

also concerned with how the presence of power in practice is connected, or 

not, to praiseworthy or lauded professional behaviours. This was measured by 

reference to the presence of three features of the Excellence model of 

practice (Grunig, 1992), the dominant paradigm in public relations (Sallot, 

2003), and these also formed part of the analytical construct (table 9).  

Further details of this analytical construct are set out in the Methodology 

and, for economy, are not repeated here. The pilot study prioritised case 

studies more likely to concern themselves with conflict: health policy, public 

affairs and public sector policy. Six case studies were selected, three each 

from 2017 and 2018.  Whilst the content analysis generated data in the form 

of instances, and the analysis was drawn to examples of practice 

demonstrating high or low numbers of instances, it should be stressed that 

such instances were not derived simply and relied on the researcher’s 

interpretations of ambition, strategy, delivery and outcomes.  

A coding scheme was built to test the analytical construct against the dataset. 

Nvivo permits the researcher to rationalise content as data in the form of 

classes and nodes (Jackson and Bazeley, 2019). Various classes of data were 

established to measure the presence of power as expressed in practice whilst 

nodes were created to understand the use of common measures of Excellence 

in PR practice. These were set out in table 12 but are repeated here (table 

17), in a simplified form, for convenience.  

The data was generated in the form of instances [i] or the number of times a 

given characteristic was observed. This was set against the number of files [f] 

or case studies from which such characteristics were drawn. 

Commentary on process and outputs 

Whilst the case studies themselves were clear, the construct remained 

demanding and sometimes difficult to deploy without ambiguity. Therefore, it 

proved helpful to review the data first for the selected features of Excellence 

and then a second time for evidence concerned with how accounts of power 

in practice could be illustrated. Whilst this, therefore, meant the analysis 
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took place over two passes, it proved an effective approach for generating 

suitable, distilled and emerging forms of insight as well as offering an 

opportunity for more specific forms of deliberation. 

 

Table 17: The general coding scheme 
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  ⇩	 ⇩ ⇩ ⇩ ⇩ ⇩ ⇩ ⇩ ⇩ ⇩ 

Negative mutuality ➔ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ 

Neutral mutuality ➔ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ 

Positive mutuality ➔ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ 

Asymmetry ➔ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ 

Neutral symmetry ➔ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ 

Symmetry ➔ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ 

Measured against objectives ➔ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ 

Measured for outcomes (goals) ➔ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ ⦿ 

Table 17: this shows how the coding scheme works to record instances of Excellence in 
practice and instances of expected expressions of power relative to the three selected 
accounts. 

The scheme was able to achieve its purpose without great issue. However, as 

the pilot progressed, it became apparent that the coding scheme required 

modification to meet the expectations of the framework and to secure 

consistency in its application. The node structure was amended to ensure 

proper forms of record. This meant adding sub nodes to allow for positive, 

negative and uncertain evidence. It should be stressed, though, that evidence 

likely to be clearly apposite for these additional headings remained 

uncommon. Instances of potential duplication and differential meaning in the 

evidence were also encountered. Following reflection and further testing, it 

was decided to assign such instances to both or all potential data classes but 

only if this was concluded as clearly, rather than marginally, justified. 

Indeed, maintaining reasonable internal operability (Krippendorf, 2013) was a 

continuing challenge, even with a single researcher recording the data, and 

one which may not have been managed unproblematically in all instances. 
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This underscored the importance of relying on data outputs cautiously and of 

drawing conclusions only when this could be seen as reasonable and in 

context. 

The use of large-scale mediated channels (mainstream news media) was 

treated as evidence of ‘footing’ (Goffman, 1959) or as reliance on a principal 

or controlling voice within the dialectic. This may have had the potential to 

place heavy emphasis on this facet of power given that many of the case 

studies in the sample used mediated news channels - a conservative or 

traditional method of PR practice – as part of their campaign. This issue was 

reviewed when the data collection process was completed. 

A number of the case studies, particularly when they offered numerous but 

diverse instances of a specific form of practice, may also be capable of over 

emphasising aspects of the data. This may be the case when a campaign was 

remarkable for its reliance, within the dialectic, on mutually developed 

solutions and approaches (CIPR, 2017). In other words, this approach was not 

seen as common in the pilot generally but the many instances of its use within 

a single study may indicate, when the data was aggregated, that it was more 

common overall that was actually the case. This issue was resolved when the 

study was completed by a review of the number of files (or case studies) 

contributing to the various criteria under analysis for anomalies in this 

respect. 

Commentary on outcomes and the analysis 

It was decided to review outcomes at four stages in the pilot study. This 

ensured that emerging issues could be resolved and the data retested and 

reassigned as necessary (Jackson and Bazeley, 2019). It also allowed for a 

view to be taken on whether or not issues were consolidating or reducing in 

relevance. Reviews of the data took place following the analysis of one, two, 

three and six case studies. 

After one case study 

Unsurprisingly, no single message could be detected with reference to 

Excellence theory. There was some suggestion that actions as described in the 
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study would achieve neutral or non-damaging forms of symmetry. There was 

no evidence that outputs had been evaluated against outcomes, nor that 

outcomes had been measured against intended goals. 

There was evidence to suggest that methods which located change within 

legal frameworks prevailed. These tended, though, to be supported by efforts 

to secure legitimacy via mutually acceptable forms of verification.  No single 

account of power appeared to be dominating although symbolic 

interactionism (Goffman, 1959) was clearly evident via actions symptomatic 

of framing and footing. 

After two case studies 

There was continuing support for the view that symmetrical practices (or 

those that would at least not hinder symmetry) were in evidence (Grunig et 

al, 1984). Conversely, no instance of positive mutuality had been recorded at 

this point.  There was support for the view that outputs were, indeed, 

evaluated for outcomes. 

The use of legal frameworks was shown as strong, particularly when supported 

by traditional means of appeal (Wæraas, 2007) or by reliance on a principal or 

controlling voice or position (Johansson, 2007). There was little evidence of 

action to identify a pre-agreed or mutual reality within the dialectic. Little 

appeal was made to behaviours that would be unsupported by framed data 

(Goffman, 1959) or wholly subjective forms of evidence. Methods that relied 

on communicative legitimation (Weber, 1948) were also becoming evident. 

After three case studies  

The first instances of attempted mutuality (Grunig and Hunt, 1984) were now 

apparent. However, no trend could be discerned and it was not clear if the 

evidence supported claims of negative, uncertain or positive mutuality. 

Outcomes, it could be claimed, were being compared against goals routinely 

although evidence that all outputs were measured for outcomes seemed more 

tenuous. Symmetry (Grunig and Hunt, 1984) was emerging as a common 

feature in practice but, perhaps, not as markedly as could have been 
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presumed and it was apparent, to some degree, that efforts showing a 

positive disinterest in symmetrical practice were also commonplace. 

Methods relying on communicative legitimation (Weber, 1948) remained in 

clear evidence. Appeals to expert knowledge or common-sense behaviours 

(Wæraas, 2007) were regularly used and there was considerable reliance 

evident on legal frameworks to shape or direct discourse. However, the use of 

a principal or controlling voice, most commonly associated with the place of 

‘footing’ and consistent with dramaturgical analysis (Goffman, 1959) was also 

becoming common. 

After six case studies 

Three forms of analysis were conducted on the pilot during the review of six 

case studies and these are described below. The first two were concerned 

with attaching meaning to the total number of recorded instances attributed 

to the categories described within the analytical construct. These looked at 

(i) evidence for the presence or not of Excellence in practice (Grunig and 

Hunt, 1984) and (ii) evidence attributed as revealing of different accounts of 

power (Habermas, 1992; Weber, 1948; and Goffman, 1959). The final form of 

analysis (iii) cross-tabulated the coding intersections between nodes and 

classes of data (Jackson and Bazeley, 2019). In other words, it compared if 

evidence associated with Excellence theory (Grunig and Hunt, 1984) was also 

associated with any specific account of power (see tables 16, 17 and 18). 

(i) Recorded instances of Excellence 

Approaches that required mutuality in practice were apparent to some degree 

but not unequivocally [8i/4f]. Indeed, it could be argued that practices 

unconcerned with mutuality (either via neutral or, indeed, negative 

approaches) were only marginally less apparent [5i/4f]. Consideration of the 

need for and application of symmetrical practice, however, appears to be 

evident within the case studies. Here, instances [34i] of either clear 

symmetrical practice [6f], or practice that would not hinder symmetry [5f], 

dominated. However, some instances of asymmetrical practice [6i/3f] were 

also evident (it is worth stressing here that these case studies were 
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considered demonstrative of good practice and high professional standards). 

Some attention was afforded to the measurement of outcomes and if these 

contributed to or helped meet campaign objectives [8i/5f]. It was marginally 

less evident that evaluation had been conducted into the relative 

effectiveness of individual methods and the outputs they generated towards 

meeting goals [5i/4f]. 

(ii) Different accounts of power 

Instances of methods or claims that revealed the place of communicative 

legitimation [53i/6f] (Weber, 1948) or which were consistent with 

dramaturgical analysis [42i/6f] (Goffman, 1959) continued to be commonplace. 

Examples of practice more likely to reveal the place of communicative 

competence (Habermas, 1992) were less commonplace [34i/4f]. This would 

suggest that celebrated practices were directed more towards appeals to 

controlling social structures or to appeals that guide communicative 

performance on a more individual level. Here, the place of ‘footing’ 

(Goffman, 1959), or the use of a controlling voice within the discourse, was 

strongly evident [25i/6f]. It should be acknowledged that this was most usually 

related to the highly managed use of traditional media. Equally in evidence 

was the use of legal frameworks (Wæraas, 2007) as a means to control and 

sanction discourse and as a source of verification and resolution [23i/4f]. It 

should be remembered that the examples of practice selected for the pilot 

study were those most likely to deal with matters of contentious public policy 

and this feature may not consequently prevail within a broader sample. 

Instances revealing of communicative competence (Habermas, 1992; Burkart, 

2007), or those practices that supported rational appeals to truth [7i/4f] and 

trust [11i/4f] or which relied on expert or neutral sources of opinion and 

mutually agreed forms of verification and resolution, were comparatively 

absent.  

(iii) Excellence and accounts of power 

Instances indicating a relationship between Excellence (Grunig and Hunt, 

1984) and all three accounts of power under review (Weber, 1948; Goffman, 
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1959; and Habermas, 1992) were recorded. Communicative competence 

(Habermas, 1992; Burkart, 2007) was most regularly associated with 

Excellence [18i]. There was an emerging case that practices consistent with 

communicative competence were more likely to support symmetrical and 

mutually aware behaviours (table 18). However, it was not clear if such 

approaches lent themselves, as a consequence, to evaluative behaviours as no 

instances [0i] of this were observed when such nodes and instances coalesce.  

In some 12 instances [12i] (table 19), evidence of symbolic interactionism 

(Goffman, 1959; and Johansson, 2007) was also associated with the attributes 

of Excellence (Grunig and Hunt, 1984). These were only sometimes related to 

symmetrical practice [3i] and, indeed, were more strongly associated with 

neutral or asymmetrical behaviours [6i]. Instances of negative mutuality were 

recorded here [2i], the only account of power so far to do so, and instances of 

evaluative behaviour were also completely absent [0i]. 

Table 18: Excellence and communicative competence 

 

Table 18: instances of communicative competence in the pilot study were most commonly 
associated with symmetrical and mutual behaviours. 
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Table 19: Excellence and symbolic interactionism 

 

Table 19: instances of symbolic interactionism in the pilot study showed some disinterest 
with symmetrical practices.  

 

A slightly smaller number of instances [11i] (table 20) showed a relationship 

between communicative legitimation (Habermas, 1992; Burkart, 2007) and 

Excellence (Grunig and Hunt, 1984). However, whilst, broadly, it was most 

common for these instances to show disinterest in symmetrical behaviour 

[5i/8i], they were also associated with asymmetrical practices [2i/8i]. Whilst 

communicative legitimation in practice showed some relationship to 

evaluative behaviours, it showed no concern with mutuality [0i].   

Table 20: Excellence and communicative legitimation 

 

Table 20: instances of communicative legitimation in the pilot study were often associated 
with poor symmetrical and even asymmetrical behaviours. 
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Conclusion: what can be drawn from the pilot study? 

A number of insights were drawn from the pilot study although these were 

treated with caution until a better understanding of the data and the site of 

data saturation was achieved. The most striking of these at this stage was 

that there appeared to be an emerging relationship evident between 

Excellence theory (Grunig and Hunt, 1984) and accounts of power that 

stressed communicative competence (Habermas, 1992 and 2003, and Burkart, 

2007). These highlighted the importance of managing the settlement of power 

through forms of reason and rationality that stressed negotiation within the 

dialectic. 

It was also possible to deploy these methods against the Lukes dimensional 

account of power (2005). Four characteristics prevail in communicative 

competence, those associated with intelligibility, truth, trust and legitimacy 

(Burkart, 2007). It can be argued that two of these rely on approaches 

consistent with the accounts of power in the first dimension (Lukes, 2005). 

This stresses the significance of relations that understand power 

unambiguously or as overt competition. The negotiation and settlement of 

power, in such conditions, when served rationally, is reliant on common 

understanding (truth) and shared assumptions (trust). Legitimacy, in the 

context of communicative competence and in the form relied upon here 

(Burkart, 2007), should be seen as a desire to establish shared or common 

forms of acceptance and verification. This would be seen as residing within 

Lukes’ second dimensional account (2005). Intelligibility refers to the 

management of discourse through the use of potentially complex texts and 

constructs (Burkart, 2007). These tend to originate from one party in the 

dialectic and, therefore, could be considered as examples of second 

dimensional accounts of power or as attempts to control and limit the 

discourse or what could be understood as subject to negotiation. 

It was broadly apparent that the analytical construct (table 9) and the 

content analysis coding structure (table 12) offered a credible means through 

which to assess the prevalence in practice of attributes of Excellence (Grunig 
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and Hunt, 1984) and characteristics of the various accounts of power under 

review (Habermas, 1992; Burkart, 2007; Weber, 1948; Wæraas, 2007; 

Goffman, 1959; and Johansson, 2007). It was similarly the case that the 

construct was capable of providing differential commentary on these accounts 

of power and on their relative contributions to Excellence as a model of 

professional behaviour. 

Issues relating to operability and data reliability were encountered in the 

pilot study (Krippendorf, 2013). However, it was possible to accommodate 

these through modifications to the coding scheme. The pilot study also 

alerted the researcher to the potential for some classes of data to be 

misunderstood. This raised the importance of careful extrapolation as the 

study progressed. Specifically, it was also apparent that nodes and classes of 

data should be reviewed against the total number of data files studied so that 

regular instances in a small number of cases were not relied on 

unproblematically (Jackson and Bazeley, 2019). 

It, therefore, seemed reasonable to conclude from the pilot study that, 

subject to the modifications of the coding scheme (as indicated) and 

reviewing the completed materials for potentially misleading extrapolations 

(as indicated), the content analysis and associated analytical construct 

offered a suitable means to pursue the intended enquiry into the relationship 

between good practice in PR and sociological accounts of power. 
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Elite interviews: pilot study 

Introduction 

This section describes the management of and outcomes from the elite 

interviews pilot study. It sets out the purpose and expectations of the pilot 

study, comments on the related methodology, discusses a number of process, 

output and outcome issues encountered during the pilot, as well as the 

remedial actions taken, and outlines some of the findings and insights offered 

at this point in the analysis. Finally, it draws utility from the pilot study and 

argues that there was sufficient coherence shown within the model to justify 

the further and expanded analysis given in this study. 

Aims and intentions  

The elite interview pilot study had three broad intentions. These were to: 

• determine if the analytical construct as described in the Methodology 

could be deployed in discussion with respondents (Panke, 2018); 

• identify and resolve any issues deriving from the application of the 

interview agenda; and 

• establish if suitable forms of data, capable of meeting the aims and 

objectives of the study, could be derived from the analysis (Hennink, 

Hutter and Bailey, 2020). 

Commentary on methodology 

This section is concerned only with the pilot study conducted to test the 

second of the two main research instruments. This considered and assessed 

the effect of different accounts of power as evidenced in discussion with a 

number of expert practitioners with experience of PR programmes concerned 

with the settlement of contested matters. The analysis was dependent on an 

analytical construct that identified two forms of power and the attributes of 

practice that could be expected by each if such accounts of power where in 

evidence. This part of the study was also concerned with how the presence of 

power in practice was connected, or not, to cultural conditioning or cultural 

manifestations in the form of professional behaviours.  
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The accounts of power used were consistent with two of those deployed 

within the content analysis. These concerned themselves with evidence 

relating to (i) communicative competence (Weber, 1948; and Wæraas, 2007) 

and to the place of (ii) symbolic interactionism (Goffman, 1959; and 

Johansson, 2007). Three models of cultural analysis also informed the 

discussion agenda. These can be summarised as relating to (i) intercultural 

communication competence (Ni, Wang, and De la Flor, 2015), (ii) a 

conceptual model of PR culture (PRP) (Pieczka and L’Etang, 2001; and 

Hodges, 2006) and (iii) a conceptual symbolic and cultural capital model 

(Edwards, 2006).  Further details of this analytical construct were set out on 

in the Methodology and, for economy, are not repeated here.   

Commentary on process and outputs 

A number of issues informed the management and review of the pilot study 

(Hennink, Hutter and Bailey, 2020). These were concerned with the 

appropriateness, coherence and validity of the questions. The pilot interview 

was conducted with an eye to transparency about the purpose of the 

discussion and to ensuring ethical behaviour and presentation in the way the 

conversation was recorded and the themes were introduced. Finally, it was 

important that the discussion allowed for productive and reflexive analysis 

and was capable of generating new or singularly applicable data.  

Commentary on outcomes and the analysis 

Using Hennink, Hutter and Bailey (2020) in this way, it was possible to identify 

a number of issues that had the potential to present difficulties in the way 

the data was captured, analysed and presented. 

Firstly, three main issues were encountered that might have affected the 

desire for high levels of transparency and clear ethical behaviour. The first of 

these concerned the nature and extent of the preamble. Whilst this was 

designed to ensure that the respondent was in no doubt about the purpose of 

the interview, this was experienced as overly elaborate and as offering little 

specific value that could not be provided in other ways. Secondly, and on this 

matter, there was a view expressed that information on the purpose and 
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conditions of the interview could be provided beforehand. Finally, it was felt 

that should information be offered before the interview in this way, it was 

probably still necessary that its meaning be tested with the respondent before 

the conversation continued.  

Secondly, five issues became apparent in relation to the interview’s 

appropriateness, coherence and validity. A number of the question themes 

were experienced as overly elaborated or as containing unnecessary detail. 

This did not confuse the respondent, and it would remain important to retain 

this in some instances, but it was often felt to be redundant during the pilot. 

The second concerned the need to register caution in the use of 

reinforcement and encouragement when responses were given. Whilst this 

may have worked to place the respondent at ease, it might also cause others 

to perceive prejudicial bias in the questioner.  Thirdly, and in connection with 

this, it was felt that it was possible to reduce the rationalisations offered for 

interjections. Once more, these were not regarded as always necessary 

although the importance of regularly testing observations and understanding 

with the respondent was seen as distinct from this and encouraged. Fourthly, 

and importantly, the questions and themes were specifically considered for 

appropriateness and clarity by the respondent and these were seen as 

necessary and coherent. Finally, the use without explanation of technical 

language was mentioned by the respondent. However, upon review this was 

not seen as relevant. The instance of concern was singular and concerned an 

abbreviation that would be considered as a routine professional idiom. 

Finally, in terms of the overall concerns considered apposite by Hennink, 

Hutter and Bailey (2020), three matters were raised in relation to the need to 

ensure any data remained both productive and reflective.  The first was the 

view that interjections and continued questions were too insistent and that 

respondents should be allowed to ponder further before drawing any 

particular segment to a close. Secondly, and in relation to this, respondents 

should be encouraged to review experiences before concluding their 

observation. Finally, notwithstanding the need to consider a more economic 
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style overall, it was felt too that some complex questions might be best 

served by some form of extended preamble. In particular, this would be the 

case in relation to questions concerning personality type and practice 

behaviour. 

Ethical and technical observations following CovID-19 

The elite interviews were conducted between March 2020 to September 2020. 

This coincided with actions taken to protect public health during the CovID-19 

pandemic. The university’s ethics committee placed a number of conditions 

on primary research conducted by students during this period requiring them 

to conduct any interviews remotely and without the need to compromise 

social distancing expectations. Following this, all interviews were conducted 

remotely using online video and audio applications. Whilst allowing the 

research to continue, a number of technical issues were encountered in the 

pilot preventing the effective automatic transcription of interviews. These 

were resolved using additional software when required. It also proved more 

problematic to establish comfortable forms of rapport and to feedback and 

test observations with respondents. 

Emerging areas of interest 

A number of observations can be drawn. These are though, at best, insinuated 

or hinted at by the pilot study rather than clearly seen or obviously apparent. 

A relationship between practice and communicative legitimation (Wæraas, 

2007) was seen as reasonable. In particular, this stressed the significance of 

normative actions or messaging when appeals were made to structural 

rationalism. Various interpretations of cultural competence were also 

recognised as reasonable areas of enquiry. In particular, practitioner types 

were recognised as potential predictors of practice behaviour (Ni, Wang and 

de la Flor, 2015). Conceptual models of practice  (Hodges, 2006) and the use, 

development and deployment of cultural capital (Edwards, 2006) were 

similarly viewed as reasonable themes for enquiry but it was not at all 

apparent that these were recognised as significant or as anything other than 

weak indicators of behaviour. The importance of considering behaviours and 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

 249 

practices that were relative to any specific problem was commented upon. In 

other words, a case for flexibility in the identification of effective forms of 

cultural capital and its deployment was made. As a result, it is possible to 

draw from this an interest, in practice, of behaviours consistent with, for 

example, structuration theory (Giddens, 1976) or ideas that negotiate the 

interplay and dynamics between individuals and the sociological and 

structural forms they encounter. 

Actions following the pilot 

In short, a number of actions were taken following the pilot to address the 

points outlined above. The information provided to respondents was changed 

to give clearer and briefer background to the study (Appendix C) and the 

interviews themselves, whilst checking that salient points had been received 

and understood, relied on this information having been read and accepted. 

The interview style was adjusted to be more succinct in terms of the 

questions asked and to be less judgemental in terms of reinforcement. Actions 

to accommodate modifications to the research instruments necessitated by 

CovID-19 were adopted. Whilst saving some travel time, these required 

additional manual effort in terms of transcription time. 

Conclusion: what can be drawn from the interview pilot study? 

A number of insights can be drawn from the pilot study. The most important 

of these is that it was possible to see only a marginal or indistinct relationship 

between Excellence theory (Grunig and Hunt, 1984) and the accounts of 

power being considered by this project. This is in contrast with pilot content 

analysis that observed a tentative but emerging relationship between 

communicative competence (Habermas, 1992 and 2003, and Burkart, 2007) 

and these issues.  

It was apparent though that the analytical construct (table 13) and the 

agenda that was constructed from this offered a reliable means through which 

to assess the prevalence in practice of attributes of Excellence and 

characteristics of the various accounts of power under review. It was similarly 

the case that the construct was capable of providing differential commentary 
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on these accounts of power and on their relative contributions to Excellence 

(Grunig and Hunt, 1984) as a model of professional behaviour. 

It was not possible to declare at this point that the data outputs likely to 

emerge could be deployed against Lukes’ dimensional account of power 

(2005) unproblematically.  Once more, this is in contrast with the experience 

of the content analysis where the potential correlations were more 

compelling.  

However, it was reasonable to conclude from the pilot study that, subject to 

the modifications as indicated, the elite interviews and associated analytical 

construct offered a suitable means to pursue the enquiry into the relationship 

between good practice in PR and sociological accounts of power. 

  



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

 251 

The content analysis: substantive study 

Introduction 

This section has nine parts following this introduction. The first confirms a 

position on commensurability. The second two review (i) the extent and 

nature of the sample and provide (ii) commentary on data outcomes so that 

these can be understood more readily. Three parts look at the place of 

Excellence (Grunig, 1984), by considering (iii) symmetry,  (iv) mutuality and 

(v) evaluation in practice (Laskin, 2009). The next three parts review the data 

in terms of how they relate to accounts of power as shown by (vi) 

communicative competence (Burkart, 2007), (vii) communicative legitimation 

(Wæraas, 2007), and (viii) symbolic interactionism (Johansson, 2007). Finally, 

the section concludes by recapping (ix) some of the main outputs from the 

data revealed at this point. As with the other sections dealing with the 

outputs from the interviews, the section should be read in conjunction with or 

as a precursor to the chapter outlining the main findings of this study and its 

recommendations. 

Commensurability in relation to the content analysis 

The method establishes data and potential outcomes as existing a priori 

within the context of pre-determined or indicative categories as defined by 

the analytical construct. This helps build understanding of the relative 

presence of these factors within the sample and enables data to be used 

commensurably with the second method in ways which help meet the 

demands of the study’s aims and objectives. This method is used to build 

conjecture, context and reasoning within a constructionist methodology 

(Easterby-Smith, et al, 2015) and within a critical realist framework (Bhasker, 

1979).  Claims about the presence of causal relationships between power and 

practice are made contingently, and no more than indicatively at this stage, 

and should not be presumed as claims about their existence broadly or in the 

practice of PR as whole. This is so the outputs from this part of the study can 
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be used commensurably with the data and outputs generated from the elite 

interview programme. 

The extent and nature of the sample 

The main purpose of the pilot study was to determine if the content analysis, 

as designed, could be used to assess the declared areas of interest in relation 

to PR practice and power. It focussed, therefore, on a highly representative 

sample of case studies for content analysis. As described earlier, these case 

studies represented forms of lauded practice in the UK and could be 

considered reliably indicative of the degree to which the relationship between 

practice and power could be understood. 

As such, the pilot study prioritised case studies more likely to concern 

themselves with conflict. These comprised case studies considered as 

demonstrating highly proficient levels of professional capacity in relation to 

(i) health policy, (ii) public affairs and (iii) public sector policy.  Six case 

studies were selected, one from each category in both 2017 and 2018.  

The main study expanded considerably on this, introduced three additional 

areas for analysis and considered case studies associated with (iv) corporate 

and business, (v) corporate and social responsibility and (vi) issues and crisis 

management campaigns. These three additional areas were considered likely 

to concern activities and ambitions relating to the management and 

negotiation of power. The number of years contained within the now 

expanded data set was also extended to six. Therefore, case studies in these 

six areas from the years 2013 to 2018 inclusive were reviewed. This involved 

the detailed analysis of a total of 36 case studies. 

Commentary on data outcomes 

Three main facets of Excellence (Grunig and Hunt, 1984) were considered. 

Here, the review looked for the presence or not of symmetrical or 

asymmetrical practice, and mutuality or non-mutuality in practice (Laskin, 

2012). In addition, instances where no conclusion could be reached on the 

relative state of either of these indicators were recorded. The case studies 
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were also examined for the presence or not of evaluation in practice 

(Johansson, 2007). This is considered an abiding feature of Excellence (Grunig 

and Hunt, 1984) and was tested to see if the goals and outcomes of the case 

studies were measured. Together (table 21), some 12 variations, or distinct 

forms, were possible in terms of the degree to which Excellence was present 

in practice. This permitted the analysis to take some subtlety and complexity 

from the data. 
 

 

As explained in the sections dealing with the analytical construct, three 

accounts of the way power is settled were considered in the content analysis. 

These can be summarised as communicative competence (Habermas, 1992; 

Burkart, 2007), communicative legitimation (Weber, 1948; Wæraas, 2007)  

and symbolic interactionism (Goffman, 1969; Johansson, 2007). The presence 

in practice of the first account was measured by instances that demonstrated 

a concern or not with intelligibility, truth, trust and legitimacy. 

Communicative legitimation was measured with reference to instances of 

legal, traditional or charismatic appeals. Finally, symbolic interactionism was 

understood with reference to the presence or not of framing, footing and 

face. Collectively, this allowed for conclusions to be drawn about the 

presence of power from ten distinct instances or expressions of practice 

(table 22).  
 

Table 21: the 12 facets of Excellence in practice 
Symmetry 

1. Asymmetrical 
2. Neutral symmetry 
3. Symmetrical practice 

Mutuality 

4. Negative mutuality 
5. Neutral mutuality 
6. Positive mutuality 
 

Outcomes 

7. Measured 
8. Not measured 
9. Uncertain 
 

Outtakes  

10. Measured 
11. Not measured 
12. Uncertain 
 

Table 21: Measurements of Excellence in practice and how instances were understood as 
contributing or not to each. 

Table 22: the three accounts and 10 expressions of power in practice 
Communicative competence 

• Intelligibility 
• Truth 
• Trust 
• Legitimacy 

 

Communicative legitimation 

• Legal 
• Traditional 
• Charismatic 

Symbolic interactionism 

• Frame 
• Footing 
• Face 

Table 22: The measures understood in practice as contributing to how three cultural or 
social communication strategies regulate the settlement of power. 
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In total, the presence of 322 distinct or individual instances of either power or 

Excellence (Grunig and Hunt, 1984) were recorded by the content analysis. It 

should be noted that, whilst instances were most often assigned to a single 

account of power or practice in the coding framework (table 12), on a number 

of occasions, an instance was viewed too as evidential of a second facet and 

was assigned to this also (Krippendorf, 2013).  As each instance could, on 

occasions, contribute to more than one facet of practice or power, the 

following figures should be seen as matrix expressions of nodes and classes (or 

individual instances that are capable of having multiple effects) and may not 

add up to 322. 

On symmetrical practice 

In total, some 198 instances of symmetrical practice, or its absence, were 

recorded (table 23). Evidence of the presence of symmetrical practice in the 

case studies was recorded most often (80i/198i). Instances here can be 

illustrated with reference to Appendix B: 126:  

We also wanted to actively involve residents and respond to 
the feedback so that they felt listened to. 

However, neutral symmetrical (65i/198i) and asymmetrical practice 

(53i/198i) were also in evidence and, in aggregate, accounted for the 

majority of the instances recorded. Instances here can also be illustrated with 

reference to Appendix B: 126:  

We wanted this group to feel embarrassed and disgusting. 
Our tagline ‘we think you are disgusting’ tried to get over to 
these owners they were in the minority and were not normal. 
We hoped this would drive them to change their behaviour. 

It can be claimed, overall, that symmetrical practice, to an obvious if not 

substantial degree, is by no means the norm. Indeed, symmetrical practices 

were evident in just 40% of the studies examined; studies, it should be 

stressed, that were designed to celebrate exemplary practice within the 

profession. 
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On mutuality in practice 

Some 77 instances of mutuality in practice, or its clear absence, were 

recorded by the content analysis (table 24). Positive mutuality was recorded 

as most commonly in evidence (48i/77i). Instances here can be illustrated 

with reference to Appendix B13-B14:  

We developed an integrated communications strategy that 
recognised key stakeholder support was critical to delivering 
this enormous change. Suppliers were consulted before the 
launch and two dedicated conferences took place 
immediately afterwards … they concluded that the plan was 
considered and authentic and acted as independent advisors 
throughout.   

This was seen as more obviously the case than neutral mutuality (17i/77i) and 

negative mutuality (12i/77i). Instances here can be illustrated with reference 

to Appendix B6:  

This was a multifaceted campaign aimed at clearly identified 
target audiences with good creative tactics focused on 
delivering … business benefits. 

Table 23: symmetry in practice 
 

 Asymmetrical Neutral symmetry Symmetrical  

Intelligibility 4 7 5 16 

Truth 0 4 10 14 

Trust 2 3 18 23 

Legitimacy 1 1 7 9 

Legal 8 4 5 17 

Traditional 9 5 4 18 

Charismatic 4 4 5 13 

Framing 8 9 8 25 

Footing 16 22 16 54 

Face 1 6 2 9 

 53 65 80 198 

 
 

Table 23:  The number of instances in the sample where symmetry was recorded as 
affecting a communicative strategy. The darker the cell, the greater the number of 
instances and the stronger any relationship. 
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Therefore, it should be stressed, actions that permit dialogue and reciprocity 

are, by far, the most prevalent forms of behaviour in practice. Nevertheless, 

it should be remembered too that the case studies represented lauded or 

celebrated practice. Perhaps it is more noteworthy to observe that in more 

than a third of the cases (38%) either no interest in or an active disregard for 

mutuality was evident. 

On campaign evaluation 

In total, across the 36 case studies reviewed, some 47 instances of campaign 

measurement in terms of outcomes (19i) and outputs or outtakes (28i) were 

recorded (table 25 and table 26). These tables show that instances were not 

evenly distributed across the sample, nor was it possible to claim that each 

case study offered commentary on at least one form of evaluation. 

Outcome measures were evident in a relatively small number of evaluative 

instances (8i/47i). It should be stressed that outcomes are considered in PR 

practice as relating to objectives and often embrace medium and long-term 

ambitions connected to behaviour and attitude change. Instances here can be 

Table 24: Mutuality in practice 

     

  Negative Neutral Positive   

Intelligibility 0 0 3 3 

Truth 0 1 14 15 

Trust 2 3 17 22 

Legitimacy 0 1 0 1 

Legal 1 2 4 7 

Traditional 3 4 1 8 

Charismatic 1 0 3 4 

Framing 3 2 4 9 

Footing 1 2 1 4 

Face 1 2 1 4 

  12 17 48 77 

     
 

Table 24: The number of instances in the sample where mutuality was recorded as affecting a 
communicative strategy. The darker the cell, the greater the number of instances and the 
stronger any relationship. 
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illustrated with reference to the interest in medium or longer-term behaviour 

change shown at Appendix B75: 

Behaviour change: the total number of calls made to the 
NHS111 helpline in Sussex rose to 22,047 December 2015, 
from 16,111 in November - a 37% increase during the 
campaign’s launch month. 

Here, short term effects may have been considered unreliable, or 

unremarkable, and not referred to in the case study. However, a lack of 

interest in outcome measures was also noted in 8i/47i instances. In other 

cases (31i/47i), it was either not possible to determine or not clear to claim 

that outcomes had been measured. These figures can be observed as 

demonstrating a lack of interest by UK practitioners in using outcome 

measures in their accounts of good practice.  It may also be interpreted as 

revealing historic limitations in the way the CIPR’s case study proforma was 

able to record this type of information or actively sought data in this respect. 

If the awarding body does not consider it noteworthy, then there is obviously 

no incentive for the practitioner to volunteer the information. This claim is 

relevant to proforma expectations up to 2018. 

Table 25: Outcomes as an expression of Excellence 
 
 

No Uncertain Yes 
 

Intelligibility 0 0 1 1 

Truth 1 0 1 2 

Trust 1 0 0 1 

Legitimacy 0 1 3 4 

Legal 2 1 2 5 

Traditional 0 1 0 1 

Charismatic 0 0 0 0 

Framing 1 0 0 1 

Footing 3 0 1 4 

Face 0 0 0 0 
 8 3 8 19 

 
 

Table 25:  The number of instances in the sample where outcome measurements were recorded 
and if this was also treated as evidence of practice type. The darker the cell, the greater the 
number of instances and the stronger any relationship. 
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Yet, an interest in the effects of tactics (outtakes) was clearly evident in 

25i/28i instances (table 26). Instances here can be illustrated with reference 

to Appendix B102:  

The video was viewed 370,000 times on the Facebook page 
and 12,407 times on YouTube these were entirely unpaid 
views. 

Indeed, there were only three cases where it was not possible to see the 

existence of or interest in outtake measures of any sort. There is a clear 

disparity shown here in the level of interest evidenced by practitioners in 

these two forms of analysis (outcomes and outtakes). In general, this may 

reveal a relative interest in measures of direct activity (outtakes) as opposed 

to the movement towards opinion, position or intended action (outcomes) of 

stakeholders. This can also be interpreted as revealing an interest in measures 

that capture short term effects rather than those which yield long term gain 

or change. For example, the seemingly positive but ultimately limited claim 

made at Appendix B21 which shows no interest in outcomes: 

Various methods of measurement have been used to ensure 
effectiveness from web mounted stickers showing emails sent 
to politicians and MP/MSP supporters to dashboard measuring 
online effectiveness of different media. 

Table 26: Outtakes as an expression of Excellence 
 No Uncertain Yes 

 

Intelligibility 0 0 1 1 

Truth 0 0 5 5 

Trust 0 0 3 3 

Legitimacy 0 0 3 3 

Legal 0 0 3 3 

Traditional 0 0 2 2 

Charismatic 0 0 1 1 

Framing 0 0 2 2 

Footing 1 2 4 7 

Face 0 0 1 1 
 

1 2 25 28 
 

Table 26:  The number of instances in the sample where output and outtake measurements were 
recorded and if this was also treated as evidence of practice type. The darker the cell, the 
greater the number of instances and the stronger any relationship. 
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The former (short term effects) may be a consequence of a focus by the 

practitioner on immediate reputational, contract or pecuniary advantage. It 

may also show a lack of concern by communications commissioners with 

effects focused on medium or longer-term settlement. If the contrary was the 

case, practitioners would likely show a persistent concern with justifying their 

actions with reference to the benefits secured as outcomes. 

Communicative competence 

Some 123 instances of practice associated with communicative competence 

were observed with all four of the selected attributes in evidence (table 27). 

A reliance on or claim to trust (49i/123i) and truth (36i/123i) were the most 

commonly evidenced attributes. A reliance on intelligibility (21i/123i) and 

legitimacy (17i/123i) were also in evidence although, clearly, not to the same 

extent. Instances here can be illustrated with reference to Appendix B18 

which stated: 

The campaign has been rooted in evidence, which we 
compiled into a report entitled ‘Sentencing for Animal 
Cruelty in England and Wales.’ 

It is useful to make two observations here. Firstly, it should not be assumed 

that the four characteristics being measured here are unproblematic in 

practice. In other words, it is not immediately apparent why efforts to secure 

trust and truth were considered more productive than those concerned with 

intelligibility and legitimacy. Secondly, there seems to be some correlation, 

however, between attempts to pursue truth (14i/34i) and trust (17i/34i) and 

positive mutuality. In other words, attempts to build mutually productive 

forms of settlement would appear to rely first on establishing trust and 

agreeing common frames of truth before other forms of communicative 

competence are called into play.  For example, Appendix B95: 

A warm relationship with journalists drew dividends when 
outlets like BBC London radio and LBC came out in support. 
The Times journalist who covered the story had recently 
visited the home and seen first-hand our care standards. 
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It is, perhaps, reasonable to assume though that the figures may point to the 

practical difficulties in practice of appeals to intelligibility and legitimacy. 

Firstly, the measures of intelligibility in the context of communicative 

competence (Habermas, 1987) show if complex texts, data or opinion have 

been reconstituted into forms that enable dialogue. It may be that the 

relatively low instances of such practice here reveal just how challenging it is 

to secure this successfully within dialogue.  

Secondly, it should be stressed that, within the content analysis, claims to 

legitimacy were an almost unobserved tactic (1i/41i) in terms of wanting also 

Table 27: Communicative competence in practice 
 Intelligibility Truth Trust Legitimacy  

Mutuality      

1 : Negative mutuality 0 0 2 0 2 

2 : Neutral mutuality 0 1 3 1 5 

3 : Positive mutuality 3 14 17 0 34 

 3 15 22 1 41 
      

Objectives measured      

No 0 1 1 0 2 

Uncertain 0 0 0 1 1 

Yes 1 1 0 3 5 

 1 2 1 4 8 
      

Outputs or tactics measured     

No 0 0 0 0 0 

Uncertain 0 0 0 0 0 

Yes 1 5 3 3 12 

 1 5 3 3 12 
      

Symmetry      

Asymmetrical 4 0 2 1 7 

Neutral symmetry 7 4 3 1 15 

Symmetrical 5 10 18 7 40 

 16 14 23 9 62 
      
 21 36 49 17 123 

      
 

Table 27: This table shows the degree to which characteristics of communicative 
competence were evident in practice with reference to symmetry, mutuality and the 
measurement of objectives and outtakes.  The darker the cell, the greater the number of 
instances and the stronger any relationship. 
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to secure mutuality. Instances here can be illustrated with reference to 

comments at Appendix B84 which stated:  

The combined effect of parliamentary support, the 
mobilisation of consumers and a robust economic argument 
presented to Government delivered a hugely successful result 
for the wine and spirit industry. 

This will be discussed at various points in this study but it is probably useful 

here to point out that legitimacy would involve appeals to authority, such as 

the law, and would likely be more commonplace when mutuality had actually 

failed in the project or where insistence or coercion was likely to be more 

productive as a form of settlement. 

The figures may also show the high value in terms of power settlement that 

can be placed on the successful demonstration of truth and trust within the 

dialectic. Where this is achieved, appeals to intelligibility or legitimation 

need not be relied upon and, it seems, become less necessary. Whilst this may 

challenge the breadth of rationalism that underpins communicative 

competence (Habermas, 1987) in relation to PR practice, it does, also, 

underline the importance of relationships or aspects of communication within 

the dialectic that serve this. For example, unmediated communication 

channels, such as social media interactions, establish a direct or personalised 

communicative effect. Information or ideas exchanged in this way ask only 

that the individual trusts the person saying something or perceives their 

motivations as honest. They do little to rely on external filters or tests of the 

actual quality or objective veracity of the dialogue. 

A strong relationship between symmetrical practice and communicative 

competence was shown by evidence of activities that built and maintained 

trust. Instances here can be illustrated with reference to Appendix B129 

which stated: 

To create a national campaign that channels and combines 
the different activities of numerous living wage groups and 
supporters into one unified awareness and lobbying program 
with the central aim of securing a mandate for change. 
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Of all the instances of positive symmetrical practice that were observed, 

almost half of them (18i/40i) made appeals to trust within the dialectic. 

Intelligibility was recorded as a contributing factor when no evidence for 

symmetrical practice was observed (7i/14i) and even when asymmetric 

behaviours could be seen (4i/7i).  Very little can be drawn from the data in 

terms of seeing a relationship between communicative competence and 

evaluative practices. The analysis recorded relatively few instances of this 

(20i/123i) across the sample as a whole although it might be reasonable to 

conclude that outcome metrics (3i) and outtakes (3i) seem to be more 

commonly attempted when appeals to legitimation are made or claimed. 

However, it is accepted that this can only be tenuous or highly indicative 

conjecture. This might represent a relative disinterest in measuring the 

success of practices when these require the client or principal to accept a 

higher risk of failure or disadvantage in the dialectic. In other words, the 

pursuit of trust and truth as communication strategies may involve a loss of 

control and, consequently, rely on more problematic measures of nuance and 

consensus that are difficult to estimate or validate. On the other hand, 

legitimation as a strategy may only need to understand if an appeal to power 

has been accepted or not by the relevant authority and is considerably easier 

to quantify. Instances of activity validated as successful here can be 

illustrated with reference to Appendix B113 which stated: 

In a press release following launch, the Scottish government 
committed to implementing several of the report’s key 
recommendations. 

The figures can also be interpreted as showing a relative disinterest in the 

longer-term effects of communications activity by both the practitioner and 

the communications commissioner. This might argue, for example, that it was 

important first to focus on short term measures (such as those that indicate if 

sufficient opportunities for debate had been secured). This would allow the 

practitioner to justify a fee somewhat earlier than would otherwise be 

associated with the assessment of medium and longer-term effects. 
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Communicative competence and mediation 

Habermas’s views on linguistically mediated interaction (Outhwaite, 2009) 

can be applied usefully to the data. If truth and trust are identified as active 

agents in terms of practice, and are orientated towards reaching 

understanding, they should, nevertheless, not be confused as offering an 

identical appeal to power strategically. Truth operates as an objectively 

validating claim and within an objective world view. Its function as a 

communicative act is, therefore, constative, in that it presents in discourse as 

binary, as being something or not (Habermas, 1987). This works to generate 

commitment to the distinctions preferred or rationalised by a truth claim and, 

conversely, casts as automatically perverse any claim it does not embrace. 

However, trust (or truthfulness) functions as an expressive or as a form of 

self-representation within a subjective world view. According to Outhwaite 

(2009), whilst a claim to trust (truthfulness) is, therefore, more conditional on 

subjective perceptions or understandings, this means it can allow itself to be 

assessed and modified according to the subjective value of more complex, 

nuanced or continuing communicative acts. The demands of power may be 

high in terms of establishing truth via a communicative act in the first place 

but, once achieved, it becomes possible to maintain this position via appeals 

to truthfulness (trust) that are incremental, changing, modifiable and even 

contradictory. This issue is revisited at several points in this study. 

Communicative legitimation 

Some 79 instances of communicative legitimation were recorded in total 

across the sample (table 28). Of the three types of instance understood by the 

analysis, the use of legal appeals (32i/79i) was most commonplace. However, 

the presence too of traditional (29i/79) and charismatic (18i/79) appeals was 

in evidence. The latter of these types of appeal can be illustrated with 

reference to tactics such as that at Appendix B56 seeking to ‘Harness 

influencers to endorse and spread our message’: 

Secure the support of popular culture parent-influencers to 
grab our target audience’s attention. 
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Legal appeals showed only some alignment with good practice (table 28), or 

at least that demanded by Excellence (Grunig and Hunt, 1984). Indeed, in 

terms of symmetrical practices, most instances of legal appeal (8i/17i) were 

viewed as revealing asymmetrical communications activity. For example, 

statutory consultation processes that follow the letter as opposed to the spirit 

of the law.  

Traditional and charismatic communicative appeals were also strongly linked 

to asymmetric communications practices. In total, of the 48 instances 

concerned with symmetry across the three measures of legitimation, 21 

Table 28: Communicative legitimation in practice 
     
 

Legal Traditional Charismatic 
 

Mutuality 
    

1 : Negative mutuality 1 3 1 5 

2 : Neutral mutuality 2 4 0 6 

3 : Positive mutuality 4 1 3 8 

 7 8 4 19 
     

Objectives measured     

No 2 0 0 2 

Uncertain 1 1 0 2 

Yes 2 0 0 2 

 5 1 0 6 
     

Outputs or tactics measured    

No 0 0 0 0 

Uncertain 0 0 0 0 

Yes 3 2 1 6 

 3 2 1 6 
     

Symmetry     

Asymmetrical 8 9 4 21 

Neutral symmetry 4 5 4 13 

Symmetrical 5 4 5 14 
 

17 18 13 48 
         

79 

 
 

Table 28:  This table shows the degree to which characteristics of communicative 
legitimation were evident in practice with reference to symmetry, mutuality and the 
measurement of objectives and outtakes.  The darker the cell, the greater the number of 
instances and the stronger any relationship. 
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showed alignment with asymmetrical practices and 13 alignment with neutral 

or ambivalent symmetry (table 28). The data here also indicates that very few 

instances of activity considered representative of communicative legitimation 

(6i) were recorded as showing any level of association with evaluative 

behaviour. In general, the data suggested that when communicative 

legitimation was apparent as a strategy, very little store (14i/48i) was placed 

by practitioners in symmetrical communication behaviours (table 28). In other 

words, practitioners became unconcerned with the capacity for settlement 

through dialogue (34i/48i) or joint agreement (11i/19i) when choosing 

arguments and claims that appealed to the forces of legitimation. The use of 

legitimation rests on the notion that counter-power cannot be validated easily 

with reference to the forces of the law, tradition or normality. Here, broadly 

speaking, the resolution of claims looks to legal opinion or structures as 

arbiters of what was right or socially conducive, or to culturally specific 

rationalisations of what was normal or common sense, and to the litmus test 

of the behaviours shown by cultural leaders or compelling or idealised 

personalities. These structures may be considered normative, or as 

representing the values and interests of the status quo or as testing the 

degree of change under question against this. As such they are also proving 

grounds for the pursuit of power and technologies that work to protect 

existing but not necessarily unchallengeable social positions. 

Weber’s distinction between coercion and domination 

All this should not be characterised as demonstrating that practices 

associated with legitimation are simply coercive or operate so reductively. 

Weber’s position (1948) on legitimation was more complex and nuanced than 

this (Wæraas, 2007). Instead, whilst the forces of legitimation are 

domineering, he believed they remained open to appeals which tested the 

social consensus for them being so. This makes communicative appeals to 

legitimation normalising but, at the same time, reflective of untested, 

emerging or modified social relations capable of assuming normalising status. 

Wæraas (2007) saw PR practices that looked to the forces of legitimation as 
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more likely to be concerned with the success, value structure or raison d'être 

of the motivated party in the dialectic. This is a useful observation in the 

context of the findings here. Whilst the returns associated with a positive 

application of power via legitimation are high or conclusive, PR practices that 

look to legitimation also carry significant existential risk if they are misjudged 

or are rejected as normalising propositions. The data here may show this in 

the sense that legal and traditional forms of legitimation are considered less 

risky than those associated with charisma and are relied upon to a greater 

extent (table 28). Power may also be suggested as at work by the degree to 

which organisations constituted by legitimation rely, inevitably, on appeals to 

legitimation. Power may be ceded when organisations otherwise constituted 

in this way choose alternative forms of persuasion or insistence. For example, 

the place and practices of governmental or regulatory bodies can be 

considered emblematic here such as that described at Appendix B6-11.  

This was a statutory communication of a significant change to 
a public service. The new test will help new drivers be safer 
on Britain’s roads. 

It is not obvious to assume that such organisations operate PR practices 

unproblematically as they too are affected by the relative success of their 

normalising appeals and would show as incompetent or as over-stepping their 

regulatory capacity if this was misjudged. Rather than simply deploying 

regulatory powers, such bodies are more likely to recognise their existence as 

contingent and subject to the demands of normalising social relations 

generally. In this way PR practices looking to legitimation can therefore be 

viewed as also operating more from within its testing or proofing grounds 

(Weber, 1948), rather than from behind a directing or controlling nexus. 

Securing appeals to normalisation may well be extremely advantageous to the 

PR practitioner but achieving this status is a highly volatile and perhaps 

unpredictable endeavour. 

Symbolic interactionism 

Some 120 instances of practice associated with symbolic interactionism 

(Goffman, 1969;  Johansson, 2007) were recorded by the content analysis 
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(table 29). Of these, the use of a principal or controlling voice (understood 

here as footing) was evidenced in 69 instances. Instances here can be 

illustrated with reference to singularly political voices such as those described 

at Appendix B130:  

These included a Greater London authority launch at City 
Hall hosted by Mayor Boris Johnson … [and] a Scottish 
parliament event hosted by deputy first Minister Nicola 
Sturgeon. 

These tended towards interaction with a single form or communications 

channel such as the news media. Reliance on preferred sources of data, as in 

framing (Hallahan, 1999), was evidenced in 37 instances. This would include 

expert opinion, professionalism and, for example, outputs from common 

sources of legitimation (Wæraas, 2007).  However, it also included more 

managed or overt forms of framing, such as that at Appendix B97:  

For all major stories, briefing papers, messages and Q&As 
(including social media responses) were produced for 
employees - specifically customer facing - to increase trust 
and credibility and show that, no matter how bad the news, 
the Bank was dealing with it calmly and confidently 

Appeals to desirable behaviours unrelated to framed evidence, as in face 

(Johansson, 2007), were recorded in 14 instances. This, for example, would 

rationalise risk taking behaviours or make appeals to exceptionalism and 

distinction. Instances here can be illustrated with reference to Appendix B97: 

The central narrative explained the Bank’s new turnaround 
business plan and strategy, the experience and track record 
of its new management team, [and] the business core values 
and ethical approach to finance. 

In the main, it is difficult to draw general observations from the data in 

relation to symbolic interactionism (Goffman, 1949). Instances appear to be 

dispersed broadly and when concentration occurs, the data tends to be 

balanced across positive, neutral or negative positions within Excellence 

(Grunig and Hunt, 1984; Laskin 2009). Whilst frustrating, it is important to 

acknowledge here, therefore, that whilst behaviours associated with symbolic 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

 268 

interactionism can be considered commonplace in practice, this does not 

necessarily mean that Excellence or the place of power can be shown at work 

in the dialectic modelled via this conceptual approach.  

This supports the active nature of this account in terms of the settlement of 

power but not about what Excellence or power are doing specifically in 

respect of this. However, the detail in the figures does promote a number of 

somewhat tentative observations and claims (table 29).  

Table 29: Symbolic interactionism in practice 

     

 Framing Footing Face   

Mutuality         

1 : Negative mutuality 3 1 1 5 

2 : Neutral mutuality 2 2 2 6 

3 : Positive mutuality 4 1 1 6 

  9 4 4 17 

          

Objectives measured         

 No 1 3 0 4 

 Uncertain 0 0 0 0 

 Yes 0 1 0 1 

  1 4 0 5 

          

Outputs or tactics measured        

 No 0 1 0 1 

 Uncertain 0 2 0 2 

 Yes 2 4 1 7 

  2 7 1 10 

          

Symmetry         

 Asymmetrical 8 16 1 25 

 Neutral symmetry 9 22 6 37 

 Symmetrical 8 16 2 26 

  25 54 9 88 

          

  37 69 14 120 
 

Table 29:  This table shows the degree to which characteristics of symbolic interactionism 
were evident in practice with reference to symmetry, mutuality and the measurement of 
objectives and outtakes.  The darker the cell, the greater the number of instances and the 
stronger the relationship. 
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The first is whilst footing, as a single dominant voice or channel, is used 

(16i/120i) in support of symmetrical strategies it is most commonly (38i/120i) 

observed when symmetry is either irrelevant or rejected. This would seem to 

argue that channels used in this respect, such as a focus on the news media, 

do not offer opportunities for symmetrical practice and are selected first 

because they offer other forms of advantage in the dialectic. The same 

general observation can be made in relation to framing with neither 

asymmetrical (8i/25i), neutral (9i/25i) or symmetrical (8i/25i) practices 

showing any clear dominance in terms of the number of instances.  

The second observation places a focus on the relative absence of evidence 

(table 29). If data is generally balanced across the different nodes and classes 

of enquiry, then those places where no data is assigned become of interest 

(Krippendorf, 2013). One obvious comment here is that the use of tactics 

representative of ‘Face’ (Johansson, 2007) demonstrate little concern with 

evaluation or in methods which test the efficacy or effectiveness of practice 

(1i/15i). It can be assumed therefore that this rejects the guiding forces of 

Excellence (Grunig and Hunt, 1984) and reveals the use of Face as serving 

alternative dynamics or interests. This may mean that related practices 

operate within Lukes’ third dimensional account. For example, using rhetoric 

as appealing to an individualised truth whilst, at the same time, claiming this 

to be common sense rather than a highly subjectivised reality ill-supported by 

objective evidence (Johansson, 2007). This use of otherwise dissonant 

communicative strategies, making claims to normality by relying on 

subjectivised rhetoric, emerges at different points in the study and is also 

considered later. 

What can be taken from this? 

A number of observations can be drawn from the data in terms of the relative 

nature of the three rationalisations of power under review.  

Instances of communicative competence (tables 23 and 24) were commonly 

associated with activities that also showed either positive mutuality (34i/48i) 

or symmetrical practice (40i/80i). This reveals them as best suited for the 
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pursuit of Excellence (Grunig and Hunt, 1984; and Laskin, 2009) when matters 

are highly contested or likely to be strongly resisted. This places emphasis on 

the use of intelligibility, truth, trust and legitimacy and supports notions of 

communication rationalism and theories of communicative action (Habermas, 

1992) in such circumstances. Symmetrical and mutualising strategies make the 

practice of public relations more problematic. They require the use of 

rhetoric that can be understood and accessed by both parties in the dialectic. 

They also stress the significance of power as an accessible or open property 

that stakeholders can share or agree to share equally. This means a loss of 

advantage for one side in the dialectic and a palpable risk to them of reaching 

acceptable forms of settlement. 

Conversely, positive instances (table 24) of communicative legitimation 

(8i/48i) and symbolic interactionism (6i/48i) were less often associated with 

positive mutuality than communicative competence (34i/48i). Communicative 

legitimation was less often associated (table 23) with symmetrical practice 

(14i/80i) than communicative competence (40i/80i) as was symbolic 

interactionism (26i/80i). It is not claimed here that these two expressions of 

power represent a rejection of symmetrical practice or activities designed to 

achieve this (Grunig and Hunt, 1984). Instead, it shows mutuality and 

symmetry as contingent factors and ones that may be understood as 

conditional on the advantage or disadvantage they confer to one or other side 

in the dialectic. 

Measures of either outcomes (table 25: 5i/8i) or outtakes (table 26: 12i/25i) 

were most commonly shown as being taken when the attributes of 

communicative competence were present. In comparison, a reliance on 

outcome (table 25) and outtake (table 26) measures was either marginally or 

clearly less evident when examples of communicative legitimation (2i/8i and 

6i/25i respectively) and symbolic interactionism (1i/8i and 7i/25i 

respectively) were relied upon. Once more, this demonstrates that the use of 

strategies that promote communicative competence (Habermas, 1992; 
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Burkart, 2007) are more consistent in practice with the expectations of 

Excellence (Grunig, 1984) when matters are contested or power is challenged. 
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Argumentation analysis 

Introduction 

This section will examine the interview transcripts via the use of three forms 

of argumentation analysis (Boreus, K. & Bergstrom, G, 2017): pro et contra, 

Toulmin and political discourse. These have been used in an aggregated 

review to raise or point to common issues but, in some instances, discrete 

matters have also been brought to bear by singular forms of analysis and this 

has been indicated where necessary 

In broad terms, pro et contra works to align arguments and claims as showing 

either evidence for or against whatever proposition is under consideration 

(Naess, 2005). A Toulmin analysis (Toulmin, 2003) places the focus on the 

implied and its consequences and considers how claims are validated with 

reference to, for example, applied values and rationalisations and how they 

are justified or qualified. Political discourse analysis is concerned with 

identifying the regimenting forces within discourse that allow them to work as 

a ‘call to action’ (Boreus, K. & Bergstrom, G, 2017). These calls are most 

often seen as political ideologies or as revealing of preferred systems of 

thought (Kuhn, 1970; Donald and Hall, 1986) but they also show how power 

claims are understood and collectivised around specific propositions so that 

they can work to gain weight or traction.  

For simplicity, just three political expressions or ideologies (Boreus, K. & 

Bergstrom, G, 2017, pp.86-93) were considered here. The first could be 

assessed as ‘liberalism’ or the view that, outside of social extremes, the 

judgements of the individual are sufficient in themselves to secure the social 

good for all (Heywood, 2007). The second was treated as ‘conservatism’, or 

the idea that highly contested solutions, by definition, should be resisted and 

that social progress should look first to tradition or tested and incremental 

forms of change (ibid).  The third embraced the ideas of ‘social reformism’ 

and ‘communitarianism’ or the view that social structures need collective 

forms of intervention or control so that they can work across society without 

recourse to prejudice or favour (ibid). 
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Collectively, five accounts of power, in either structural or cultural forms, 

were considered. The first two dealt with (i) how power may be revealed in 

practice via communicative legitimation (Weber, 1948, Wæraas, 2007) and (ii) 

how symbolic interactionism is evidenced in PR activity (Goffman, 1959, and 

Johansson, 2007) as revealing of power negotiation. The other three discussed 

cultural forms of control and compliance via the potential effects of (iii) 

intercultural competence (Lan, N, Wang, Q, and De la Flor, M, 2015) or how 

practitioners respond to dominant cultural characteristcs, (iv) a model of PR 

culture (Pieczka, M. and L’Etang, J., 2001, and Hodges, C., 2006) which is 

focused on the place of cultural conditions specific to PR, and (v) the 

exchange of cultural capital (Bourdieu, 1991; Edwards, L., 2006) as power 

dynamics in practice. 

The analytical construct (table 13) shows how this approach can be defended 

and indicates the academic basis from which any claims taken from the 

discussions can be shaped. Throughout this section, use is made of quotations 

drawn from the interview transcripts (Appendix D). These are referenced with 

regards to the interviewee (R#) and the serial number from the transcript 

assigned to the specific quotation (#00) 

Commensurability in relation to the interview programme 

The method establishes data and potential outcomes as existing a posteriori 

within the context of pre-determined or indicative categories as defined by 

the analytical construct and draws this data inductively. This has been used to 

build understanding on the relative presence of the identified factors in 

discussion about these issues with elite practitioners. It recognises that whilst 

this generates data empirically, as in practitioner experience, it does so 

subjectively and not with regard to contemporaneously observed practice.  

This enables the data to be used commensurably with the first research 

method in ways that help meet the demands of the study’s aims and 

objectives. The method is used to build conjecture, context and reasoning 

within a constructionist methodology (Easterby-Smith, et al, 2015) and within 

a critical realist framework (Bhasker, 1978).  Claims about a collective truth 
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via this method should not be implied and are not made. Instead, the data 

offers perspective on the relationship between power and practice in terms 

which are contingent and indicative. This is so the outputs from this part of 

the study can be used commensurably with the data and outputs generated 

from the content analysis. 

Practice, power and communicative legitimation. 

The place of and relationship to communicative legitimation (Weber, 1948, 

Wæraas, 2007) can be recognised as a reasonable and accessible lens through 

which to review PR practice. Claims and postures considered normative to 

Weber and Wæraas were not only recognised as effective communication 

strategies by the interviewees but also seen as enabling incremental or 

escalating forms of action that were responsive to the severity of the 

circumstances being experienced.  

I think each of the options that you've given [three forms of 
legitimation] have some merit. (R2, #3). 

It was evident that normalising appeals, such as those to the law or to 

tradition, anticipated in practice a predictable stabilising response. In other 

words, the use of communicative legitimation within PR practice assumes by 

definition that there is a hub or social consensus around which most 

stakeholders, most of the time, can gravitate. However, it may well be that 

this is understood differently by practitioners and be capable of generating a 

dissonant effect when outcomes do not gather around the expected social 

location.  

I think I might be mashing two different examples … but 
there’s this sense [legitimation in general is useful] if you 
think the decent people in your street, those that share your 
values … are behind the curve. (R2, #3). 

Legitimation in practice was certainly treated as having different meanings, 

with those operating within liberalist expectations (Heywood, 2007) favouring 

appeals to risk acceptance and individual choice and those working to 

conservative social norms (ibid) highlighting the importance of more cautious 

and respectful messaging when power was exchanged. Even the notion of 
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tolerance is problematised in this way and can be seen to mean either, on the 

one hand, respect for individual rights or freedoms and, on the other, as 

respect for office, duty and responsibility. Calls to action, therefore, were 

likely to be considered objectively by stakeholders only when they 

represented forms of legitimation of most interest to the receiver of the 

message. When this resonance was not achieved, messaging was considered 

authoritarian, inauthentic or didactic.  

Perhaps because I overthink these things, if I'm starting to get 
messages along the lines of [non-specific legitimation], I just 
know that I'm being ‘messaged to’. (R2, #3). 

It follows, therefore, that the form or hub of legitimation anticipated as 

‘normal’ by the communicator reveals the purpose and intent of the message 

and is indicative of the power effect at work. Conversely, the strength and 

capacity of any message reliant on legitimation can be tested for 

effectiveness by contrasting it against competing claims and rationalisations. 

Modifications made to messages as a result, therefore, also show the presence 

and consequence of power in discourse. 

There was a tendency to consider legal legitimation as non-negotiable and as 

a basis, or even pre-requisite, for the development of compatible normalising 

strategies. These may suit, support or be modified to work with different 

types of communication activity in differing circumstances.  In one instance, 

this was seen as an essential or founding principle that supported messaging 

activity generally.  

You wouldn't be able to stand up and argue that it was okay 
for you to break the law. So, we start with [that], we keep to 
the law. (R5, #15). 

It was noted though, in one instance, that sole appeals to legal constraint 

were seen as somewhat adversarial in practice or capable of attracting 

libertarian reaction as opposed to a desired communitarian (Heywood, 2007) 

compliance. 
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The danger is that it needs to [be] more about peer conformity 
… because that’s what your peer group is doing. And you don’t 
want to be judged as parting from that social norm. (R1, #19). 

There was marginal disagreement discernible on the efficacy of using 

charismatic appeals (Wæraas, 2007) within legitimation strategies. For some, 

this approach was only considered effective if it enabled or supported the 

complementary signposting of normalising behaviours or actions. This 

accepted that exemplars, regardless of their form, must be stakeholder 

specific in practice - or sufficiently beguiling to initiate imitation 

unproblematically - but it also recognised that various types of exemplar may 

be needed to support scale or to challenge ingrained structural resistance. 

However, in the main difficulties in using charismatic appeals were 

registered.  

The problem is that many of these individuals are then likely 
to act in ways contrary to what you want which then destroys 
the message. (R1, #19). 

These indicated that such communication strategies take on higher levels of 

risk when encouraging normalising effects. This was because they would 

undermine messaging if exemplars proved to be, or were interpreted as being, 

inauthentic. It was also felt they did not generally lend themselves to control 

in the sense that they were capable of generating unexpected outcomes such 

as hypocrisy and ambiguity. Power in highly competitive discourse, therefore, 

is more likely to prevail through charismatic messaging when it is used to 

reinforce or consolidate one position in the dialectic and not when used to 

persuade others to the benefits of an opposing point of view. 

In terms of overall effectiveness in all circumstances, no single appeal to 

legitimation seemed to act more forcibly in isolation than any other with the 

three under review (Wæraas, 2007) tending to work in combination or in 

mutually reinforcing ways. Whilst there was strong recognition in practice of 

legitimation, and common reference to activities that appealed to legal or 

normative constraints, these were not always understood similarly in practice. 

Appeals to tradition or normality were seen as effective mainly in 
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circumstances that permitted the promotion of pre-existing or routine 

behaviours. They also allowed for messages that spoke to the majority, to 

collective ideals or even to minority but scalable motivating forces. These 

could take the form of ‘nudge’ messaging in the former and appeals to 

collective forms of responsibility in the latter.  

Behavioural science will tell us if you can say that the 
majority of people are doing it, in terms of percentages, then 
you will change behaviour.  (R3, #3). 

All of this shows a strong propensity to surround communications activity with 

frameworks that appeal to legitimising and normalising forces. In the main, 

these tended to represent discourses that promoted conservative or 

traditional rationalisations (Heywood, 2007) for social activity and sanction 

behaviour as appropriate when it is of benefit to such forces.  

Of course, hindsight is a wonderful thing but I wear my face 
mask when I go on the tube, on a tram, because the 
government asked me to - primarily because I believe in law 
and order. (R2, #3). 

They also encouraged forms of control that recognised or sought adherence to 

the rule of law, not necessarily as a means of sanction or punishment but 

certainly as a method of settlement within the dialectic that threatens such 

enforcement. Indeed, communications of this type tended to aggregate as 

inseparable appeals to the law and appeals to normality. Here, it was only 

possible to recognise disagreement if it could be described in terms that 

enabled legal arbitration if necessary. Should this not be possible, it then 

becomes apparent, by default, that the bearer of the contention is acting 

unreasonably and is suitable for social disapprobation. After all, if other 

parties are willing to act within the law, why should others be allowed not to. 

There was also a tendency here to view descriptions of the contention, or how 

it becomes manifest socially, as being either factual or non-factual, as 

empirical forms of knowledge and capable of being understood by either party 

unproblematically.  

So, all of us, all of the population … following these rules, we 
are asking you not to be an outlier on this, play your part! So, 
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[communicating] the factual reasoning behind the decision. 
(R5, #23). 

This would seem to support Habermas’s locutionary principles relating to 

linguistically mediated interaction (Outhwaite, 2009) in the sense that the use 

of constatives here presumes an objective world view and a binary form of 

reality via truth. This supposes two things. The first is that knowledge is not 

limited by differential access to it and can, therefore, be made available to 

all regardless of the restrictions that may, otherwise, be placed on the 

resources needed to do so. The second demands that knowledge be treated as 

objective, as containing information or implication that is evident, 

observable, neutral or without bias.  

Therefore, contentions that challenge such assumptions can only question the 

integrity of the laws that beget them and, by implication, the protective 

wisdoms of originating authors or forebearers. They may also encourage 

claims that the dialectic, as constructed by a contentious party, is flawed 

somehow and is incapable of resolving matters to a mutually agreeable 

conclusion. In such circumstances, this would be understood within the 

dialectic as special pleading and as demanding subjective arrangements or 

considerations that would not be given to other people under comparable 

conditions. Therefore, for example, if the appeal is that ‘black lives matter’ 

(Dhillon, 2016) then a normalising counter refrain of ‘all lives matter too’ 

would be seen as reasonable rather than as self-righteously and circuitously 

validating. 

You know there's a backlash isn't there? Black Lives Matter is quite an 
angry protest and the response to it has … been a reasonably angry 
push back: the whole ‘All Lives Matter’ thing. (R4, #23). 

There was a general caution in the use of legitimation apparent here that was 

consistent with Weber’s views (1948) on the contingent nature of power as 

domination. Here, the forces of legitimation cannot be seen to operate solely 

as structural monoliths or as working to coerce simplistically through this type 

of functionality even if this is attempted. Conversely, neither can they be 

seen as susceptible to highly localised rhetorically practices unless these were 
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formed to support the legitimatising function or its adaptation. Giddens (Ihlen 

and Van Ruler, 2018) would urge a place here for the practice of PR because 

it offers a capacity to transform power as enabling with the dialectic. This 

supports the use of legitimation reflexively, as also rhetoric and as willing to 

reinforce or modify its coercive capacity pragmatically. 

Practitioners did appear willing, generally, to look to sources of social 

responsibility within discourse.  

And, it has some basis in social benefit I think so I think that's 
probably where I'd go. (R4, #11). 

This could be relied upon when alternatives to a contested proposition were 

viewed as less palatable within discourse than doing nothing. In terms of the 

political positions reviewed here, communication would portray such 

extremes as either threats to existence (libertarianism), way of life 

(conservatism) or the social good (communitarianism). It is possible to see 

communications around the CovID-19 pandemic as consistent with the forces 

of legitimation working through political discourse to negotiate the ceding of 

power via all three of these positions and in ways sensitive to the three forms 

of political discourse that formed them.  

An assumption in practice that behavioural change is related to peer group or 

social conditioning, whatever form this takes, was evident. There was a 

relationship assumed between the actions that are taken by an individual and 

what can be portrayed as optimally decent or the most connected to shared 

values. It was also accepted that such claims were capable of inflicting forms 

of shame or control on targeted stakeholders and, therefore, generating 

social judgements purposefully.  

The danger is that it needs to avoid being about shaming 
people and more about peer conformity … because that’s 
what your peer group is doing. And you don’t want to be 
judged as parting from that social norm. (R1, #19). 

Communication was more persuasive, it was claimed, when it avoided 

humiliation, and even perceptions of social judgement, and focused instead 

on peer conformity. In other words, the greater the affinity with what 
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constitutes a majority, the greater the homogenising response. The greater an 

acceptance of what is normal, the more likely individuals and social groups 

would be to move away from previously entrenched positions and towards 

settlements that cede power.  

Behavioural science will tell us that people are sheep. So, if 
you can say that the majority of people are doing it and if 
you could get more explicit about that in terms of 
percentages then you will change behaviour. (R3, #3). 

A relationship, therefore, exists between individual action and what can be 

portrayed as most decent or most aligned to shared values.  Whilst this 

portrays low levels of individualism and high levels of collectivism, this should 

not be assumed, as it does not deny a propensity for rational self-interest. 

Instead, it views collectivised responses as achievable, even in otherwise 

unfavourable circumstances, when such self-interest was not stimulated in 

discourse as granular or non-pluralistic but as modifiable to the extent that it 

reflects social cohesion. 

Okay I think I'd go for [normative values] and the reason I’d 
go for [this] is because it would be … essentially … making an 
appeal to a collective sense of responsibility. It's not putting 
an individual on the spot. It's not bullying anybody. It has 
some basis in social benefit. I think that's probably where I'd 
go. (R4, #11). 

It should be stressed that practitioners did not express ideas around political 

positions within discourse (Heywood, 2007) as standalone or singularly 

coherent forms of communication strategy. Mostly, they were not discussed as 

deeply felt personal convictions either. Instead, they were referred to as 

tactical, capable of modification and of most utility when used in combination 

to achieve a desired effect. This may be an account of pragmatism, seeking 

effectiveness as the first and, perhaps, exclusive purpose of practice. 

So, we need to be sensible. We need to do what we can do. 
There will be conversations which happen at the very edges. 
Somethings will be very straight forward. Somethings will be 
at the edges of ‘what should we do there?’ (R5, #15). 
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However, the principal idea at work here is that establishing conditions as 

normal, and optimally so, will generate, as attractive, behaviours that 

support change in a desired direction. The greater the reach and 

understanding of that norm in terms of how it represents a majority, the 

greater the response.  

This cannot be viewed as a bland or tame expression of professional know-

how. Norms are not objectively derived nor do they emerge unproblematically 

free of bias or implication. They are negotiated and shaped by relations 

driven by the social forces of power, regardless of the genus of such forces or 

how they are understood as coming into being.  

The homogenising tendencies of these forces as forms of structural 

rationalism (Weber, 1948) are clearly recognised by PR practitioners as a lever 

of manipulation and as a type of social magnetism that directs movement to 

whatever location can be described most effectively as normal or of most 

common value.  

So, if you can say that the majority of people are doing it and 
if you could get more explicit about that in terms of 
percentages then you will change behaviour. (R3 #3). 

It should be noted that whilst this type of control may be applied 

deliberately, appeals to specific legal norms can also be presented as non-

negotiable or as a basis for the development of solutions sanctioned only by 

this normalising effect. These may suit or support communication activity 

differentially depending on the nature of the aberrant behaviours being 

challenged.  

Finally, it was implied that normalising strategies, whilst representing 

significant and sometimes ill-tapped sources of communicative logic, are 

available to both sides of the dialectic. However, this is usually on the 

condition that they be presented as protecting pre-existing positions or those 

negotiated settlements that can be deduced from such positions. 

Okay I think I'd go for [normative values] and the reason I’d 
go for [this] is because it would be … essentially … making an 
appeal to a collective sense of responsibility. It's not putting 
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an individual on the spot. It's not bullying anybody. It has 
some basis in social benefit. I think that's probably where I'd 
go. (R4, #11). 

The use of legal legitimation in this way, when deployed to secure only 

positional advantage, works to misdirect Dewey’s view (1927) on the theory of 

publics. It shows the workings of power via attempts to manage and control 

discourse through legitimation rather than as allowing communication to 

thrive rationally within discourse. Habermas (1992) would also recognise the 

use of legitimation within discourse as perlocutionary or as containing and 

revealing strategic intent (Outhwaite, 2009). This casts the purpose of 

legitimation within the communicative function as one concerned with 

establishing an objective world view, one that persists beyond and despite the 

expectations of the opposite party in the dialectic, and where social 

effectiveness can only be protected by the imperatives demanded via a claim 

to legitimation. This allows power to conclude debate and contain any 

criticism of its effect. 

The power of symbolic interactionism, framing and representation in PR. 

Features allied to symbolic interactionism (Goffman, 1959, Johansson, 2007) 

were recognised in practice readily and often. These features were seen as 

corresponding to ‘frame’, ‘footing’ and ‘face’ (Goffman, 1959) and were 

considered observable in those receiving as well as those transmitting any 

given message.   

The first of these ideas, framing, dominated the discussions with regard to 

expertise but other matters were also raised. This reflects the notion of 

frames as comprising three forms: metaphor, normalising assumption 

(Bateson, 2000) and influence (Lakoff, 2004).  

Yeah,  let’s resist it because it is somebody else trying to 
impose their vision on somebody without any strong evidence 
for it. (R1 #59). 
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It was suggested strongly that expertise, framed as authoritative by 

practitioners, should not be viewed as unimpeachable. This may be a long-

standing anxiety (Ofori, 2019) but it was seen by the interviewees as a form of 

framing that had weakened as a power effect over the last decade and, very 

clearly, during the recent pandemic.  

Expertise was not always understood by the interviewees as a simple feature 

of knowledge or as a capacity for reason but its authority here was not seen 

either as deriving solely from footing or face (Johansson, 2007), or from the 

performance or position of the individual framed as expert.   

I think experts are really important in the public's 
understanding of a complex issue and particularly a complex 
issue that they're not going to like. (R5, #23). 

Here, the importance of subjective vantage point and self-interest within 

frames were highlighted often as matters which affect settlement within the 

dialectic and in ways that are susceptible to power. This issue will be 

examined in more detail below. However, it was also apparent that these 

ideas, preferencing individuality, should not be assumed as overwhelming in 

all contested circumstances and can even be reasoned, counter-intuitively, as 

serving the interests not of libertarianism but of normalisation and collective 

hegemony. It is this apparent contradiction that dominated analysis from the 

outputs.  

Firstly, it was acknowledged strongly that expertise framed as objective could 

be weakened by power within discourse when it was compromised 

successfully by exposure to political or social judgements formed subjectively. 

In other words, objectivity generally, even rationalism specifically, was not 

able to hold sway at all times or in all circumstances. To be effective, 

expertise as a form of power expression must overcome such judgements 

whilst defending claims to objectivity and justifying socially the degree to 

which it can resist calls for exception.  

On balance, yes, we perceive experts in a positive light but I 
would say on the whole that we think less of their absolute 
authority than we would have done … say 15 years ago.  For a 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

 284 

chunk of the population who realise that if you put three 
scientists in a room you get 4 answers, it holds less weight. 
(R2, #11). 

Whilst this point may seem to be somewhat prosaic or unremarkable, it is 

important to note that it remained no more than a generalisation and was one 

characterised by complexity, nuance and contingency. There appeared to be 

some consensus on this complexity in relation to recent communications 

activity concerning pandemic messaging. The main argument here rested on 

the presumption of a marked libertarian tendency operating culturally within 

the UK (Hofstede, 2001). This argued that the place of opinion framed as 

expertise had an abiding and influential effect in the negotiation of power 

positions only when it was (a) restricted to matters of rare or accepted 

complexity and (b) perceived, or overtly presented, as informed, impartial 

and capable of being applied authoritatively and without prejudice.   

Rolling out Dr Chris witty to give advice, scientific advice, 
was absolutely the right thing to do and I think, as an 
individual, the nation perceived him to have greater 
credibility because of his experience and his academic 
standing and his calibre as a practitioner. (R2, #7). 

Conversely, the rhetorical strength of the frame was weakened or even 

dissolved completely when it used appeals to power that were perceived as 

demanding forms of control that were not commensurate with the risk 

described within the expert frame. When appeals are traduced in this way, 

they are interpreted as singularly political in nature, the place of expertise 

within the frame becomes questioned and its power effect either resisted or 

rejected. This would result as much from shifting or repeated minor 

modifications to a frame from a primary participant (Goffman, 1959) as it 

would, say, to the challenge of a single or overwhelming external challenge.  

They'll say, I know there is a risk, I accept that risk. Your 
messaging doesn't allow me some discretion to make my own 
adult judgements.  We all want to control those aspects of 
our life that we feel competent to control even if that 
conflicts with expert views. (R1, #39). 
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Secondly, the presence of expert evidence and an acceptance of its validity 

was no guarantee, on its own, that persuasive communication was inevitable 

or likely. Two additional contingencies may also emerge across the dialectic. 

These are closely related to concepts of footing (as in the validity of 

singularly meaningful messaging) and face (as in the presence of desirable 

behaviours regardless of whether or not they were sanctioned by the frame). 

Here, it was suggested that appeals from power to secondary participants 

(Goffman, 1959) have less effect when they disregard or fail to recognise 

forms of self-interest. This, once more, understands libertarian cultural 

conditions as commonplace in the UK (Hofstede, 2001) but it does make the 

point too that motivations for change in contentious circumstances can be 

understood as socially beneficial when they are first seen as consistent with 

individual benefit as opposed to personal sacrifice.  

There was only limited belief shown in practice that facts, by default, should 

be judged to be apolitical and objective and capable of directing reason, 

without prejudice, deductively. Failure within discourse should, therefore, 

not be misunderstood as the failure to establish sufficient understanding of 

the facts across the dialectic. Instead, it represents outcomes from the 

junction point where the motions of power may be shown and where 

subjectivities relative to power effects become more important. The pursuit 

of truth, in such contexts, becomes too often about the management of 

contradiction when this may not be relevant to power. In other words, the 

contrary position in the dialectic, or that held by the other person, can be 

understood or confined in PR practice as comprising the non-rational or as a 

seat of evident counter-interest. The location in the dialectic defended by the 

practitioner is most often understood by them as the location of honest and 

authentic footing. Neither should be seen as the case and their justification 

objectively may be of no interest to the movement of power and its effects. 

I think people do react against something. Most people do from 
the age of naught upwards, most people respond negatively to 
being sort of pushed [and] bullied against what they perceive 
to be their interests. So, somehow, I think the practise of 
public relations is to negotiate really and bring people to an 
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understanding of why there might be a potential for movement 
here. And that it might not be completely against their 
interests. (R3, #31). 

This may be interpreted by the secondary audience as, dramaturgically, no 

more than self-presentation. In this context, the Brexit debate shows, once 

more, the limited persuasive power in political terms of expert frames, 

footing and face when these are understood as partial or as simply delivering 

contradiction. This may imply that the de-politicisation of otherwise political 

positions can help reframe expert opinion as more reliable or as at least 

worthy of renewed consideration.  

I [had] to position [it] in a very different way in order for her 
to understand what I needed to do. But she taught me a lot 
about how to change your arguments and to have that 
conversation of what you mean by value. And I think that's 
the sticking point for PR people when you look at the 
difference between what we're doing and what the business 
wants us to do. There's often quite a big gap. (R3, #15-#19). 

However, care needs to be taken here. Indeed, a negative counter reaction 

can be stimulated in response to discourse that is attempting to reframe itself 

as non-political if a relationship to undesirable behaviours can be successfully 

shown to linger in the footing and face adopted as part of the process. The 

point here can, perhaps, be illustrated as evident when Prime Ministers 

extoling the necessity for harsher and highly localised forms of social 

distancing cycle seven miles across London with a security entourage (BBC 

news website, 11.01.21).  

An important test of expert discourse is that it should be capable of 

demonstrating superior predictive capacity in relation to the consequences of 

change whilst also showing greater effectiveness than its competitors. This 

supports the claim that shifting opinions, even those that are simply 

responding to an improved understanding of the evidence, weaken authority 

and generate cynicism because the discourse was not able to predict the need 

for such change.  

If you're trying to change something for somebody, [and] they 
can't predict what's going to happen, they go into a state of 
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fear and, therefore, they struggle with making sense of 
what's coming. So, if you can do whatever you can to take 
away the fear and help them predict, then you get a better 
result. (R3, #23). 

For example, a liberalist position (Heywood, 2007) encourages the individual, 

within the dialectic, to believe that they alone are capable of holding 

sufficient knowledge and experience to determine if their actions are 

appropriate at any single point in dialogue. Any insistence to the contrary 

framed as expertise is rationalised as false when sufficient numbers of people 

can be seen by the individual to disagree with it. Ironically, this shows 

liberalist independence as validated by the effects of a collective norm. 

However, fundamentally, the expert claim can be rationalised in such 

circumstances, therefore, as having limited or no continued predictive value 

and for this to be understood as such by the individual. Conservative 

positioning (Heywood, 2007), whilst also looking to social norms for 

validation, tests the predictive capacity of a proclaimed change with 

reference to the forces of social certainty. If the claim has not engaged with 

the tests of tradition or convention or shown itself as being inconsistent with 

these, then it is considered as incapable of acting in ways deemed reliable 

and should be rejected.  

Therefore, appeals, regardless of their rationality, that are capable of holding 

a common or collective position in discourse become very valuable.  Here, 

framed expertise, as part of a its predictive capacity, must be capable of 

supporting within PR practice the appropriation and contextualisation of its 

claims within a variety of social positions. The less able it is to do this, the 

less powerful or persuasive it becomes as an expert frame. Conversely, the 

more it can, the more powerful it becomes. 

You know, why would the tobacco industry ever shoot 
themselves in the head? They weren't [going to] but gradually 
there was a creation of such a swell of sort of social impetus 
that they have no option but to change. (R3, #31). 

It is useful here to reflect on Dewey’s position (1927) on the democratic value 

of communicative exchanges. This points, in the context described above, to 
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how PR practice works to establish communities or stakeholder groups via 

broadly based and generally accessible communicative processes. However, in 

responding to demands here for subjective nuance or contextualised 

appropriation, there is a tension to also deploy highly differential messaging. 

As a consequence, this may also work to dissipate the efficiency of 

communicative action as a democratic process (Kaplan, 1956). In illustration, 

Kellner (2018) claims Donald Trump’s Presidential campaign worked to 

undermine the stability of established media whilst redirecting stakeholders 

to atomised and tailored messaging via highly managed social media activity. 

This worked to establish only volatile forms of consensus that damaged the 

value democratically (Dewey, 1927) of any power effect they attempted to 

muster at any particular time. Therefore, whilst singular or all embracive 

forms of messaging, such as expert frames, may be effective PR practice, 

they become problematised in support of power. Conversely, highly nuanced 

claims are challenging to deploy without losing or dissipating the credibility of 

power effects framed as expert.  

It was accepted that, with such footing, highly emotional or unreasoned 

appeals may in such circumstances attract greater resonance than would 

otherwise be the case and further undermine any negotiation of power that 

relies on the expert frame. This suggests that messaging, able to identify and 

rely on appropriate libertarian discourse (Heywood, 2007), may challenge 

even objectively well framed positions successfully via the simple use of 

emotional or otherwise unsubstantiated rhetoric when this is associated with 

subjective benefit. 

There seem to be two real issues which concern people. One is about 
control … and the other general point is about risk. Your messaging 
doesn't allow me some discretion to make my own adult judgments??  
(R1, #39). 

Thirdly, negative reaction to a frame may be apparent when relative access 

to power was considered ill-balanced or when a move away from the status 

quo, that had not been sanctioned mutually, was perceived as likely or 

pending. Once more, this shows symbolic or social interactionism as revealing 
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of power in some types of PR practice in specific circumstances. This was seen 

as most obviously evident via emotionalised forms of resistance, such as 

aggression or fear. This may present commonly as incredulity in or as 

unconditional rejection of change simply because the logic of the expert 

frame is so compelling that it presents as a fait accompli or as concerned only 

with its destination as opposed to its journey.  

If you're trying to change something for somebody, [and] they 
can't predict what's going to happen [to them], they go into a 
state of fear and, therefore, they struggle with making sense 
of what's coming. (R3, #23). 

Two features can be observed here when forms of practice attempt to modify 

the exchange of power in such circumstances. The first supports the view 

above that emotionalised rhetoric is capable of competing with or even 

denying expert frames when forms of self-interest have not otherwise been 

acknowledged or satisfied within the dialectic. This might be shown via the 

counter claim that those with power were not listening to the interests of 

‘real’ people (regardless of who has power or can really be considered a ‘real’ 

person as opposed to a ‘fake’ one). The second feature remarked upon here 

was that moderating influences exist at various points in the dialectic, even 

at the extremes (Giddens, 1984). These may not be registered easily but they 

remain accessible and should not be overlooked. These may be discernible via 

demographic analysis, such as in differences in opinion at the junction points 

of age, income or ethnicity, etc. 

So, I think there is a certain amount of heat and steam 
generated in these sorts of circumstances. But I think there's 
always a moderating element. (R4, #23). 

This point redeems for review Habermas’s position on the worth and effect of 

communicative competence (1987). This preferences a place for 

communicative actions, regardless of timing or sequence, that rationalise 

settlement via equal access to the resources of knowledge and reason. 

Next, the discussions showed that expertise, as a symbolic performance, 

reveals in practice difficult to discern energies capable of directing or 
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deflecting power. This was most clear when the frame was viewed as 

credible, trustworthy or seeking (Hansen, 2006) a shared objectivity 

(exteriority). This latter condition is important as it does not demand that 

expert discourse be coherent in terms of the way it recognises or explains 

matters of common interest to all others. Instead, its coherence is localised 

or a function of the degree to which it can predict or explain contested 

actions reliably to the satisfaction of those exposed to the discourse at any 

one time. For example, the claims of Q-Anon operate as a form of expert 

discourse because they are judged to have meaningful insight and predictive 

capacity. Indeed, they become highly accessible simply because they can be 

examined without recourse to alternative, more complex, time-consuming or 

problematising reasoning. This should not be considered as a defective form 

of engagement within discourse, even if it leads to defective conclusions. It 

shows, instead, that the very basis upon which expertise exists as a credible 

form of framing within communications is that the frame should not demand 

highly critical or complex engagement. This is because the appeal of the 

expert frame is that it attempts to deal in knowledge that may be beyond the 

everyday but which, nevertheless, can be displayed as open to routine or 

generalised reasoning. This means that it commands trust simply by dint of it 

being accepted as expertise only in the context of subjective experience. If it 

cannot secure such trust then it fails to operate as expertise. 

Next, a further series of potential caveats to the use of expert frames can be 

induced in relation to power in PR practice.  For example, experts will only be 

considered credible if they are ‘proper’, not party to the problem and take no 

reward from the solution. The expert’s lines or arenas of expertise were also 

viewed as significant.  

The proper evidence from proper experts I think is a 
massively important part of any messaging in this sort of 
scenario. (R5, #23). 

Experts cannot be, and often are not, considered the ultimate arbiters of the 

truth on all matters relating to a chosen subject. Their position may be 

rejected if it does not describe the reality of the stakeholder experience. As 
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described above, the reach of the expert frame must be sufficient to include 

those circumstances or settings in question or which form the contention from 

the perspective of those receiving the message. If the application of framed 

discourse does not consider or defer to this subjective reality, then the 

content of the discourse can be questioned or ignored.  Therefore, credibility 

as practice may or may not derive from a rational position. Its capacity is a 

function of the degree to which it can be seen to align with subjective 

understanding. For example, non-libertarian (Heywood, 2007) messaging may 

generate a counter response in the form of non-compliance. This might 

manifest as a reaction to what is perceived as an attempt at ‘control’ or 

‘infantilisation’. Therefore, in this sense, expert frames are treated as no 

more than expressives (Habermas, 1987), or forms of self-representation that 

appeal only to trust and which cannot be justified as truth at that point in the 

exchange. 

I think back to the scandal about organ retention in the 
health service when the experts in organ donation retention 
were pathologists, quite senior pathologists … they were 
tarred with that general brush. (R1, #39). 

Expertise should not be seen either as the same as independence. It certainly 

will not be relied upon as such within the dialectic. The former can be 

considered rational but often only when it is representative of the subjective.  

The latter position may be considered more impartial although it was also 

viewed as irregular and as difficult to harness. 

Linguistically mediated interaction, if it is processed as expressive or as 

dramaturgical (Outhwaite, 2009) by at least one party in the dialectic, will 

not be treated as objective and, therefore, will assume no greater 

explanatory power than other expressives operating in the same discourse. 

So, expertise must be tempered by some degree of 
independence from the issue I think. (R1, #39). 

Additional commentary on the failure of ‘expertise’ can also be taken from 

the data. Whilst this may result from the conditions and cautions already 

discussed, as discontinuities in the presentation or consumption of the frame, 
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it is probably also useful to see these additional failures as being a function of 

over generalisation within the frame or as a disinterest in and non-alignment 

with some specifics within the dialectic. The latter may emerge too when 

there is a perceived loss of power at stake or by anxiety related to loss of 

control. 

Finally, whilst deductive reasoning, a priori, is effective when demonstrating 

consequences or alternatives, these need to be constituted pragmatically and 

should not be overly diluted with qualification or stipulation even if this is 

considered objectively balanced or even in the interests of full disclosure.  

Look at any of [the] social media instances where somebody 
has said something stupid, okay, it might have been something 
said in a throw-away moment, and then everybody just piles in 
without stopping to think whether it is right or wrong. (R1, 
#63). 

I think social media discourse has sort of changed the 
landscape in the sense that it is possible to gather sufficient 
enthusiasm, not necessarily from experts, to persuade a group 
of people to do something that they would prefer not to. Or 
they would generally not have thought was what they were 
expecting to do. (R4, #19). 

This is because the expert discourse is in danger of being cast as no more than 

selection, or opinion, when it permits a place for ambiguity or wishes to 

illustrate caution in footing or even, in the interests of full disclosure, point 

to challenge in any consensus it draws. Indeed, this encourages contra-opinion 

to emerge, even that which may ultimately be shown as invalid, and for it to 

claim equal footing at least temporarily.  

In this context, the greater the capacity for the contra-discourse to claim a 

grand or broad commonality in its opinion, the more able it is to be perceived 

as valid or worthwhile. It may even be more attractive in terms of changing 

behaviour. This is because, like the expert frame, it presents as constative, or 

at least to the same degree as the opposing frame, and therefore, should be 

considered of equal value rather than as wholly unreliable polemic incapable 

of prediction.  
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To a degree, this points to the increased use of unreliable rhetoric as a source 

of appeal and one that has been accelerated via social media. 

I do think we’ve seen a huge rise in just the power of rhetoric. 
We've seen it with the American election. We've seen it with 
Brexit. It is possible to gain a huge groundswell just through 
the passionate expression of an opinion now, stating facts as if 
they were facts when they're not aren't necessarily fact. (R5, 
#27). 

Once you get one group of people who claim that something is 
being imposed upon them without any clear rationale then 
everybody else I think locks into that that thing … yeah, let’s 
resist it because it is somebody else trying to impose their 
vision on somebody without any strong evidence for it.  (R1, 
#59). 

Such appeals work with legitimation inside an expert frame to place emphasis 

on normality as sufficient in itself to produce reason. As a consequence, this 

can be considered as a response to deference and expertise or a movement 

away from it. In short, this is because, rather like the previous example, 

power is located in the spurious when it too is assumed to be, or is treated as, 

constative in its appeal to truth. Expert frames materialise most usefully 

when power in the dialectic is capable of showing them as regulative or norm-

confirmative (Outhwaite, 2009). They descend into mistrust when they offer 

no additional value against competing frames or are characterised by power 

as expressives or self-representations that are appealing only to trust rather 

than truth. 

Whilst emotional or polemical appeals may seem commonplace, particularly 

when used to point out significant consequential risk in contentious 

circumstances, they ultimately must have a rational or evidential basis if they 

are to sustain or to acquire the weight or quantity of support needed to 

justify themselves as norm-confirmative. In the absence of this, the status 

quo may be considered an active choice, as opposed to a passive one. In other 

words, it may be viewed as reliable and predictable and must be shown 

evidentially and emotionally to be too risky to endure before alternatives can 

be considered more attractive to pursue. 
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Unless you can convince that the evidence of improvement is 
substantially greater than the evidence of disbenefit, why 
should I brother? (R1, #55). 

A reliance on the rational and logical in practice, to the exclusion of other 

dynamics, assumes an objective world view where the forces of reason, and 

the basis on which they are built, are both evident and accessible to all 

equally. Consequently, the scale of such opinion, its volume and repetition 

rather than its specific coherence or consequence, assumes an increased 

persuasive appeal when rational analysis is accepted as broadly at work.    

You look at the number of likes it's got in, the number of 
shares you've got, that gives it some sort of credence that it 
doesn't really have but it adds to that ‘people like me think 
like this.’ (R5, #35). 

Yet, in PR practice, power may present belief as having a comparable or even 

superior claim to reality regardless of what the facts might say to the 

contrary. This is because arguments only take on shape and meaning when 

their alignment to stakeholder positioning is perceived as tangible or 

sufficiently contextualised around subjective interest. Consequentially, this 

suggests a willingness to accept or adopt norms perceived as helpful to 

subjective circumstances and for these to be considered of equal value or 

more valid than objective opinion. In such contexts, evidence to support an 

unpleasant change has to be more compelling than the argument for doing 

nothing and demonstrate breadth and quantity of potential support. Power, 

therefore, may direct the practitioner towards the ‘norm-confirmative’ or the 

framed and collectivised but in ways that appeal to us as individuals.  

It was claimed too that individual stakeholders relate to constatives in a 

number of ways. Only some defer to expert sources. Often these are those 

who rely on traditional channels, such as medical opinion or the media. Some 

rely on normative opinion, such as those looking to social media. Some seek 

independent review, usually those with the time and capacity to research the 

matter in hand.  

So, I think social media discourse has sort of changed the 
landscape in the sense that it is possible to gather sufficient 
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enthusiasm, not necessarily from experts, to persuade a 
group of people to do something that they would prefer not 
to. (R4, #19) 

This also suggests, once more, that a ‘herd’ instinct or normalisation might be 

more commonplace during moments of confrontation than was expressed or 

described by practitioners and that this masquerades or is rationalised as a 

form of self-interest. This results in more intense critical inspection of ‘herd’ 

boundaries, and an increased will to consider the relative alignment of 

different ideas within a contested discourse and what the implications of that 

alignment might be.  

What can be claimed here is that there is too often a tendency to understand 

contention as an exclusive dichotomy and too often a failure to acknowledge 

important incremental and mutually acceptable positions as sources of useful 

compromise and mutuality. Once more, this evidences a place for 

structuration theory (Giddens, 1976) and communicative competence 

(Habermas, 1992) in discourse and preferences a place for tactics and 

methods which support such ideas in PR practice in contested circumstances. 

Overall, it can be surmised that within practice expert frames assume power 

most effectively in two phases. They must first demonstrate they contain 

independent and reliable opinion that is capable of addressing matters 

experienced subjectively, as worth trusting, before they are presented in 

discourse as constative or as reflections of an objective state of affairs that 

serves trust and which is more likely to constitute truth. 

How PR culture affects and is shaped by discourses of power 

It would be surprising if practice behaviours and cultural norms, adopted or 

rejected, did not have a significant bearing on professional choices and on the 

relative merits of the options they present. However, these are shown here, 

in addition, as influencing and responding to the demands of power. It has 

been claimed for some time that vocational knowledge, ethics and 

certification (CIPR) offer preferred signals of professional competence within 

PR but the nature of the profession’s willingness to engage with the 

compromising effects of the ‘social’ or cultural ‘reality’ that surrounds them 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

 296 

is considered limited (Pieczka and L’Etang, 2001). Hodges (2006) too has 

stressed the importance of identifying within the profession its contribution to 

cultural development, in relation to human need. This may recognise and 

approve specific practice forms, a relative capacity to secure favourable 

access to advantageous networks and the way cultures of practice are shaped 

by personality or behavioural type (Hodges, 2006). The data presented by this 

study contributes to these themes. The effects at work here can be seen via 

the degree to which well-established professional tenets transfer, or not, to 

practice, how social and personal networks are professionalised - and vice 

versa, and with reference to how external conditions are enculturated or 

professionalised. 

It is a principal contention of this thesis that the demands of Excellence 

theory (Grunig and Hunt, 1984; and Laskin, 2009) are espoused regularly but 

adhered to at best only contingently. Therefore, it should be claimed first 

that there was open ambivalence recorded to the declared and formally 

accepted professional principles of Excellence in the context of practice in 

highly contested circumstances.  

I think it depends what you're trying to change and with 
whom and how many. (R4, #27). 

Excellence preferences the attainment of (i) mutuality through the use of (ii) 

symmetry in communicative actions. The former is considered ideal but not 

always as attainable and the latter was thought unnecessary if it prevented 

advantage.  Mutuality and symmetry, and the professional culture they can 

induce, were not considered objectives in themselves. Instead, they were 

viewed more as tactics, forms of professional deployment, that served the 

interests of a predeclared or desired goal.  

It's not about bringing equilibrium. It's about saying this is my 
point of view and then somebody having another point of 
view. And then reaching an agreement to move you forward 
but you're compromising. (R3, #75). 

The demands of the Excellence project, therefore, only seem to have meaning 

in such contexts. This demonstrates a somewhat obvious but often dissonant 
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effect. The principal or architect of the mission, the client or dominant 

coalition, remains the arbiter of what is meant by context within PR practice 

and the degree to which either principle, mutuality or symmetry, has applied, 

abstract, subjective or objective meaning.  

Some limited commentary was offered in relation to how adherence to 

symmetry and mutuality provided reasonable but actually somewhat 

regulating forms of professional capital. It was considered often too difficult 

to differentiate between the two types of enculturation in Excellence. Both 

worked to reinforce the other (symmetry was usually associated with the use 

of bilateral communication methods whilst mutuality was used to describe a 

place of settlement that is acceptable to both parties). It was interesting to 

note, however, that such professional tenets would be considered poor 

practice if they disadvantaged the client to the benefit of a strategic 

stakeholder but not necessarily the other way round. Symmetry remained 

optional and mutuality was no more than an illusion or a reassuring and 

idealised practice narrative. 

My job is to take an activist and take someone else to help 
them talk to each other. It's whatever is the right decision 
strategically for the organisation or the individual. (R3, #75). 

Therefore, the practitioner’s central task is to manage a framework for the 

dialogic using cultural displays that may favour one position in it over the 

other without this being viewed as excessively ill-balanced. There were two 

related reasons implied for this. The first was straight forward and was that 

consensual practice may not achieve the aims of the client even though it 

may establish a pro social outcome. The second was that public relations 

practice should not be restricted to the pro social in contested circumstances.  

It is tempting to view this only as implying a reactionary professional culture 

that serves a conservative discourse on power via practice. However, it also 

reserves a place for public relations practice within discourse that speaks for 

will and intent, regardless of its origin and even when this is designed to 

secure social or communitarian (Heywood, 2007) advantage.  
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Overall, it is suggested, that a capacity for the relative denial of Excellence 

(Grunig and Hunt, 1984) recovers a clarity and focus for the practitioner 

whilst professional cultures of even-handedness or empathy generate paralysis 

or uncertainty in outcome. The preferred cultural form in PR, therefore, 

becomes one of pragmatism, adaptability or of capacity to use different or 

non-professionalised displays of culture in whatever way works most 

effectively for the principal whilst presenting this as stakeholder affinity and 

as strongly as possible. In this sense, power is revealed when professional PR 

cultures are compromised by actual practice to be better aligned to intended 

outcomes as defined by the principal.  

This is not an abrupt or covert process, even if such realignment is viewed 

ultimately as common sense. Instead, it is best viewed as a persistently and 

continuously negotiated advance, compromise or retrenchment, rather than 

as a single event resolved by ultimatum. It can be argued, therefore, that in 

the context of such incremental modification and reflexivity, it is necessary, 

ironically, to show and apply a singular determination, persistence and 

resilience in practice – at least to regulate this consensus consistently and 

within professional parameters.  Such traits, therefore, contribute to 

professional culture and show as marks of response or resistance to power. In 

illustration here, these qualities may help the practitioner to be highly direct 

or blunt with a client about the merit and achievability of an intended 

strategy even if this is presented as ‘the only game in town’.  

To be a successful [PR] person you've got to be really honest 
and if they haven't had success then you've got to say that 
this hasn't worked or this hasn't been successful or we, you 
know, messed it up. (R3, #39). 

However, a number of distinctions and contingencies were drawn here based 

on a difference between what can be considered issues and crisis 

management (Regester and Larkin, 2008). Different types of practitioner are 

suited to these distinct scenarios it can be claimed. There can be no ideal 

form of practice in contested circumstances with issues management 

responding to empathetic approaches and crisis management to more direct 
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intervention. Empathetic practice, therefore, allows for progress within highly 

complex contexts. More resolved or focused forms of practice will offer an 

edge, as in enabling someone to blink last, when the boundaries of the 

contention have seemingly been reached by both parties in the dialectic and 

the risk of impasse is feared. 

There is much here which rationalises a form of professional dissonance 

(Festinger, 1957) in terms of the way PR manages the interface between 

professional cultures declared as ‘preferable’, and the ‘real world’ imperative 

of securing commercial or business advantage. These reveal the presence of 

power when rationalisations are deployed via frame, footing and face 

(Goffman, 1959) to secure such an effect. This is significant as it shows that 

public relations should be seen more clearly as a technology that helps 

achieve coercion, rather than informed consent, when power is settled via 

discourse. Whilst this may be apparent as a form of agenda setting within 

Lukes’ second dimensional description of power (2005), it is more likely to be 

aligned with third dimensional effects and operate within a professionalised 

context ideologically or as reality building. 

Discussion during the interviews considered if the competent practitioner 

needed to rely on non-professionalised attributes to be successful. This looked 

at cultural expressions that are used or have been developed by the 

practitioner in other circumstances as well as those shaped only by practice. 

Two main ideas dominated. These dealt with (i) the professionalisation of 

personal networks, and (ii) the relative merits of predictable or counter-

intuitive behaviours.  

Accessing what can be considered to be professionally advantageous 

networks, regardless of whether or not these are viewed as personally or 

indeed privately initiated, was seen as a routine or commonplace form of 

practice behaviour. It was also noted that access to such networks was 

contingent, relative and sometimes highly differential but that the lure of 

securing advantage via this route made attempts to access it inevitable. 

Several practitioners were clear that a capacity to secure access to such 
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networks was not simply serendipity and happenstance, it was also a sort-

after, preferable and highly prized asset. The delivery, maintenance and 

development of personal networks was viewed as a continuing, almost 

routine, professional task. This was seen too as an asset and a precursor to 

effective practice when friction, disagreement or deadlock would otherwise 

dominate. Access to relevant networks allowed for progress or momentum to 

be maintained in the dialectic even if this was circuitous or contingent. Once 

more, this shows power working openly via the availability of specific forms of 

cultural capital (Bourdieu, 1991). 

I think relational capital is absolutely priceless … and you 
only build it over time and there is something slightly lacking 
in fairness, democracy and merit [about it]. It's a skill we 
learn, getting on with people. (R2, #23). 

Professional support networks were also seen as facilitating the use of 

acceptable and verifiable practices and as a safeguard against corporate 

institutionalisation or lack of criticality – helping to short-cut risk averse 

processes and bringing alternative or continuous professional inspection to 

practice.   

A peer network is particularly valuable … to develop if you can 
a network of people have who have broad expertise in what 
you think your subject areas … are going to be and, therefore, 
people who you can test the limits of … your knowledge and … 
the acceptability of solutions. (R1, #115). 

This argues that a professional culture exists and that it exerts relative power 

in relation to sanctioned practice. Contentious circumstances were considered 

to be emotionally draining for the practitioner and personal networks helped 

manage this effect via recourse to professional opinion and counsel. 

Therefore, power is negotiated via the cultural workings of professionalised 

links and systems to refresh or remodel practice.  

Some caveats were placed on the use of both personal and professional 

networks. Firstly, it was accepted that circumstances exist where differential 

access to power was unlikely by itself to secure advantage. Here, other forms 

of rhetorical appeal were also needed in combination. This reflected the 
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place of those positions of power that must account for themselves in the 

public sphere or work only as one part of a broader scheme of settlement 

(Hall, 1973). No one is capable of deciding all things for everyone.  

This may be accounted for by the workings of symbolic capital (Bourdieu, 

1991) and where any challenge to its inherent value is assessed by the 

practitioner. 

If they've got the contacts, it saves the effort of going out 
and making them … doesn't necessarily mean that it’s going 
to produce a different result. It is simply a shortcut in the 
process. (R1, #123). 

The second acknowledged that access to networks needed to show a loyalty 

to the client or principal, ahead of practitioner gain. In other words, those 

willing to entertain or give ground to appeals made to them via advantageous 

networks usually did so knowing why they had been approached in the first 

place. They were likely to recognise this was because of their position or 

knowledge; a transactional rather than personal matter.  As a consequence, 

they would see the ceding of power as an objectively considered act, at the 

very least as a return investment in social capital that could be used in other 

circumstances. Quid pro quo media relationship strategies are an obvious 

example of this type of transaction, with, for example, a PR willing to 

sanction differential access to a journalist when this was in demand, and not 

necessarily in the PR’s interest to do so, in return for favourable coverage on 

matters that would not normally command it on another occasion. 

Simple access to a potentially advantageous and high-quality relationship did 

not guarantee a satisfactory outcome. A selection of channels and networks 

are always open to the communicator. It is dangerous to presume that a 

discrete or individualised channel must always prevail simply because it exists 

or even when it would otherwise be highly relevant or specific to the problem 

in hand.  

If they've got the contacts, it saves the effort of going out and making 
them. Doesn't necessarily mean that it’s going to produce a different 
result. Yes, it's always easy for somebody else to claim a network. You 
have no real way of judging the efficacy of that. For some audiences, 
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gravitas and experience might count. For another group … current 
knowledge would be more significant. (R1, #123, #131, #163). 

Exploiting these links may work instead, as described above, to regulate more 

vigorously the opportunities they create or miscast any proposed dialogue as 

manipulative or, by definition, questionable and, therefore, subject it to 

forms of control or governance that otherwise would not be necessary. 

It was stressed that PR professionals will act with greater effort and cogency 

if it is with or about personal or known professional acquaintances.  

We all put more effort into people we know. That’s a human 
reaction. (R1, #119). 

A capacity to access advantageous personal or social networks was seen 

clearly as a valuable form of capital but also as one superior, on occasions, 

even to professional competence. This reveals an unambiguous cultural effect 

and one able to deploy structural or pre-existing forms of power to the 

benefit of those capable of accessing them. It also casts subjective forms of 

trust and authenticity as more important than objective forms of technical or 

professional capacity, at least in the eye of the principal or client. Networks, 

and the social and cultural forces they facilitate, work, as result, as capacity, 

and are reasoned unproblematically to demonstrate the value and pertinence 

of a practitioner’s specific advice or direction. In such ways, but perhaps in 

extremis, knowledge becomes personal background, skill appears as 

subjective experience and value becomes the expression of inherited cultural 

contingencies.  

So, building relationships, I think, is massively important. 
Every director of communications would tell their chief 
executive and chair to do that as well, to meet people and 
form the relationships while the going is good to stand you in 
good stead for when the going is rough. (R5, #55). 

Whilst it was argued that relational capital of this type is likely to be 

identified and utilised as required, it was also considered difficult to pre-

judge the efficacy of personal networks. Networks needed to be demonstrably 

appropriate to the challenge being addressed rather than simply convenient 
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before demands could be placed on them. It was accepted that, even though 

such capital can be attained or developed, it was not available equally to all, 

either in an inherited or acquired form.   

If you've got a relationship with people and you're doing 
something contentious, it's way easier to phone that person 
and say ‘Hi! We need to have lunch. I've got some stuff I need 
to discuss with you.’ (R5, #55). 

Therefore, if social capital reflects social conditions differentially, but will be 

used if it brings relative advantage, it brings a power effect to practice 

formed by culture – albeit one that operates problematically. 

Forms of honesty that allowed the practitioner-client relationship to progress 

without prejudice were seen as valuable. This was described as a matter of 

trust and its maintenance, although a significant caveat can be induced here 

in relation to power. Trust, in this context, should not be assumed as 

objectively verifiable. When individuals believe much is at stake, they will 

only act on practitioner advice when this has been generated and conveyed in 

a form that serves advantage, personally or collectively. Using Habermas here 

(Outhwaite, 2009), and when espoused by the practitioner, constatives may 

have limited effect as this type of mediated interaction would not be 

considered as sufficiently or contextually specific and therefore not suggest 

trust. This assumes a complex or subjective lifeworld where power is aligned 

with the practitioner’s capacity to demonstrate context specific reliability or 

trustworthiness through the use, rhetorically, of expressives, subjective views 

and propositions. 

Opinions were offered on the relative advantage, in terms of professional 

capital, of practitioner behaviours deemed either predictable or creative. 

There was some gravitation towards creative practices.  

I do think creativity is quite important. So, you've got a 
persistent line of argument, you want to get to a certain 
point, but you don't necessarily go about it by saying the same 
thing over and over again. (R4, #46). 

These were usually seen as offering advantage in circumstances where routine 

solutions had been tried without sufficient success. In other words, the place 
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of efficiency or the degree of technical competence applied during failed 

communicative attempts was not seen as a matter that should always be 

investigated first for the symptoms of inadequacy. Instead, simply doing 

something different was positioned as an attractive and beguiling strategy, 

acting as a source of inspiration, energising the process of change and guiding 

conclusion or settlement. Once more, this demonstrates how external cultural 

forces shape practice when negotiation is bottlenecked.  

It's worth thinking creatively about who else is interested in 
this argument. Who else might the stakeholders listen to? 
What sort of activity might galvanise a view in a certain 
direction, that would bring influence to bear?  (R4, #46). 

Importantly, it was not argued that these forms of professional capital would 

always be of value. Whilst creative behaviours were often viewed positively, 

they were also seen as risky. This would be the case, say, in situations where 

the routine and predictable would have been just as effective or where the 

potential consequences of the unpredictable were likely to be more severe 

that the cost of failure. Similarly, opting for routine and prosaic approaches 

may, counter intuitively, carry more risk than relying on radical or mould-

breaking ideas. Here, it is possible to see that accepting the status quo as 

inevitable or unmoveable could actually prove to be catastrophic as opposed 

to simply being a continuing hindrance or irritation. 

To me, someone that’s successful is successful long term not 
as a … one hit wonder. (R3, #39). 

These forms of practice behaviour show professionalised cultures do not 

always prevail in contested circumstances. Instead, they can be modified or, 

indeed, rejected completely when they are exposed to cultural forms of 

power. Here, practitioners act as cultural intermediaries (Hodges, 2006), 

transferring between settings the specific experiences of power they have 

encountered that yield benefit in contested circumstances. Individual or 

practitioner enculturation is seen to play a role in this process, enabling and 

facilitating the procedures of intermediation. This can be described as the 

practitioner ‘lifeworld’ (Bardhan, 2003) or the habitus present within the 
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networks accessed that set and regulate access to them and how their capital 

can be formulated and deployed. 

Therefore, whilst creative and inventive behaviours were seen as somewhat 

valuable, equally, they were rationalised as opportunistic or of value 

singularly.  There was a recognition that the reproduction of established 

practice was more likely to generate a predictable result and there was value 

in doing this when control was important. Whilst creativity will stimulate 

disruption in the dialectic, it was felt that this can be designed to focus on 

the task in hand rather than in ways that develop anxiety or misdirection in 

discourse. Effective teams, it was claimed, recognise, therefore, the need for 

both creative and predictable forms of PR practice and for each to have 

greater importance at different times and on different occasions. 

You absolutely need a mix on your team. On the way up the 
ladder your creative great ideas person [has] got to become a 
strategist, and your steady reliable person has got to 
probably start thinking about ideas and become empathetic. 
(R5, #59). 

Power in discourse is exchanged within a complex mechanism of balance and 

counterbalance. However, it can be argued, as a result, that access to skills 

emanating from different cultural constructions is considered important 

within public relations practice and evidences the place of power when such 

constructions are preferred over others. These may favour prevailing cultural 

frameworks and benefit those most able to display power via such social 

capital.  

In summary, it is reasonable to conclude that a relationship exists between 

selected or preferred cultural forms, professional behaviours and a relative 

capacity to secure advantage via power. The use here of networks and social 

capital as potential resources in mediated exchange is a helpful filter through 

which to demonstrate the three dimensions of the Lukes model (2005). For 

example, access to a valuable professional or ‘good practice’ network can be 

seen as providing rational capacity in the practitioner, informing their 

approach to professional reason within an open or accessible framework. This 
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would be considered an act of power in the first dimension. Personal networks 

offering access to specialist insight or framed influence to the practitioner 

also respond to social capital. However, here, such power is seen as improving 

the capacity to secure agenda setting in discourse and as operating in Lukes’ 

second dimension. Finally, networks, may be used to support or regulate in PR 

practice ideological positioning and, therefore, as reality or truth shaping. 

Access to the network is permitted when the social capital offered by the 

practitioner works to normalise or objectivate a given ideology. In Lukes’ 

third dimension, this does not show as a form of overt influence within or 

upon the practitioner. Instead, the network in question assesses and deploys 

the capacity of the social capital available in the practitioner autopoieticly. 

This operates in favour of the ideology, reproducing its form in whatever way 

works best via the capital to hand or rejecting the available capital 

completely if it is not capable of contributing to the project of reproduction. 

How non-professional cultures direct power through PR practice. 

Cultural influences and their reproduction that are not wholly specific to 

professional contexts were also accepted or considered as apparent in 

everyday practice.  This was raised in the discussions with reference to 

general personality types (Lan, Qi and de la Flor, 2015) as well as through the 

consideration of intercultural competences that are useful to the practitioner. 

I've seen some practitioners who are regarded very much in 
the more direct model of communication, many of whom 
were working for central government political parties and 
they can be very successful in the way they do it. (R1, #79). 

In this sense, it was possible to see if the pursuit of Excellence (Grunig and 

Hunt, 1984) in practice was modified by power. A discussion on the relative 

value to PR of different personality types was useful here. This showed which 

were preferred when contested matters were mediated by PR activity, 

revealed if such selections were likely to support either communication 

symmetry or mutuality strategically, and considered if the characteristics 

modelled or generated by cultural forces generally affected practice styles 

(Lan, Wang and de la Flor, 2015). It also showed if the structural forces that 
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created culture worked too to replicate themselves via communicative 

practice. Two broad forms of practitioner type were considered. The first 

would offer empathy, open-mindedness, and flexibility whilst the second 

would be characterised by focus, resolve and self-agency. Interviewees were 

challenged to consider the effects on practice of these different personality 

types (Lan, Wang and de la Flor, 2015). 

In terms of practitioner style, the first of the two character-types was 

preferred more often and in most circumstances. However, some distinctions 

to this general rule were raised. This practitioner style, it was argued, was 

more likely to place the resolution of conflict as a priority, seeing this as a 

means through which further progress could be made. In this case, highly 

contested matters sensitive to trust, credibility and predictability within the 

dialectic were more likely to be tackled successfully via a more cautious and 

conservative form of practice. This type of practice also favoured the 

maintenance of relationships and presumed that conditions existed to foster 

these over the longer term. 

When you're looking at the definition of PR, it's about the 
relationships that you have with people and the relationships 
with your publics … your empathetic person is going to be 
more aligned to that. (R3, #31). 

Alternatively, matters described as urgent, deriving from a crisis or reliant on 

occasional or critical moments of contingency, were more likely, it was 

argued, to be managed effectively by a practitioner able to show some degree 

of desensitisation to relationships. This approach to practice places a focus on 

the energy and determination needed to deliver outputs as well as a spotlight 

on the immediate. It does not presume that ongoing relationships would be 

damaged but it does mean that they would not be given priority in some 

highly pressing circumstances.  

My instinct is to go for the empathetic model to try and build 
consensus but I think this carries enormous risk. I think what 
I've seen on a number of occasions is that by being that way 
you lose sight of the overall objectives … and, unfortunately, 
if your aim is to achieve that objective then being too 
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empathetic and consensual actually just takes you away from 
that. (R1 #79). 

The distinction between the two types was also considered as revealing of 

how different forms of practice lent themselves to the different demands of 

either issues or crisis management.  

So, in contentious circumstances, if your aim is to reach a 
certain outcome, I suspect that the more direct approach is 
probably ultimately more successful in a limited sense. In 
terms of building relationships that might make life easier 
later on in your organisational pursuits, then it probably 
isn’t. (R1, #87). 

It was stressed by interviewees, though, that such dichotomy in practice 

styles is unusual and, in any event, different approaches are often required at 

different times. However, whilst the model as raised could be viewed as 

polarised, it did work to reveal clear distinctions in the discussion and to 

ensure that rationalisations were justified or explained. 

Several observations were made about how intercultural competencies can 

affect adherence to the professional tenets of symmetry and mutuality 

(Grunig and Hunt, 1984). In general, there was common belief, if not 

consensus, that such tenets are neither achievable nor desirable in some 

extreme circumstances. 

Using the same categorisation of practitioner styles, it was argued that the 

first, or more consensual, form of practice was likely to be consistent with 

symmetry and mutuality. Similarly, higher levels of focus and self-agency 

were less likely to be reflect such ideals. These comments were made in full 

recognition of the fact that symmetry and mutuality could be sacrificed as 

desired professional expectations if this meant, for example, that client 

demands could be met more effectively in the short term or during moments 

of crisis. This shows that the delivery of practice is achieved without recourse 

to Excellence per se and is linked to the availability of traits in the 

practitioner formed by cultural forces. 

There was a view too, however, that critical or crisis moments in 

relationships, those that would demand in extremis the foregoing of 
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professional expectations, were unusual. Indeed, during moments when power 

was assessed, deployed and negotiated, it was crucial not to react necessarily 

to singular contingencies, no matter how heated the dialectic may have 

become, and to remember that resolution was unlikely to be delivered via 

force or stridency. 

It was a long haul and …, you know, ‘softly-softly’ could catch 
monkeys. I don't think in the end people do things that are 
totally against their self-interest until there's either 
absolutely no choice or until they can see that there's 
another way through that allows them to make some 
headway. So, in other words, I think the mutuality argument 
is a good one because I do think that in the end people 
change their behaviour because they perceive it to be good 
for them. (R3, #27). 

Whilst competence derived from cultural reproduction can be seen here as 

correlated to specific operational circumstances, it should be acknowledged 

that the illustrative practice forms used by Lan, Wang and de la Flor (2015) 

were concerned with the measurement of intercultural preferences within a 

global context. These may not transfer with sufficient granularity to UK 

practice and may account for the view expressed in the interviews that 

practitioners should be able access seemingly opposing cultural experiences or 

behaviours. 

You absolutely need a mix on your team. You need, what you just 
described as your sort of steady, reliable, person in communications 
[if] you have a plethora of the creatives and a dearth of the steady 
reliables. (R5, #59). 

Meyer (2010) also placed a focus on internationalised and global cultures. 

However, he pointed instead to the place of hybridisation as opposed to 

homogenisation and the degree to which cultural imperatives are borrowed or 

utilised differentially depending on prevailing contingencies. This offers useful 

analysis here. It can be argued, therefore, that culture presents as power in 

practice when such hybridisation is apparent. The swifter and better able 

practice is at such adaptation, the more it is able to secure advantage. 
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Consensual or flexible behaviours may also be valuable when power is 

deployed as a reliable and predictable relationship. This assumes that 

dialogue would not be limited to one campaign or programme and that even 

individualised agreements would, in some way, contribute to a longer-lasting 

understanding across the dialectic. It follows, therefore, that reason and 

rationalism alone are not sufficient as rhetoric to deliver or resist what is in 

contention or that the discourse will resolve itself given sufficient time and 

exposure to the relative merits of the evidence made available. 

I think empathy is a more useful way of building long term 
contacts but sometimes you don’t want them as long term 
contacts. (R1, #87). 

It also supports the idea that a practitioner’s capacity, skill or temperament 

to achieve mutuality in the relationship can be considered as professional 

competence. The acquisition or denial of power, therefore, becomes 

susceptible to such skills or behaviours, reinforcing their production in and as 

practice and rewarding to a higher level those who hold greater skills in this 

area. 

if you look right and sound right you are going to have more 
success because the person who's looking from the other side 
of the table needs to have some things to reach out for, to 
grab onto, to know whether they can trust you! They've 
already worked out that you have decided that dressing 
properly, presenting properly, speaking properly, is important 
for you to gain respect. (R5, #67). 

Similarly, self-agency can also be seen as professional competence, 

influencing how power is negotiated and offering a form of culture that has 

reproductive value. This works by representing professional capacity as 

ethical resolve, as clarity in matters of principle, and as determination and 

consistency when compromise could be considered a concession that permits 

into existence the objectionable matter that had hitherto been resisted.  

Communication that stresses well defined and highly demarcated principles or 

values allows for strict or firm positioning within discourse which, in turn, 

demands a particular form of professional competence (Lan, Wang and de la 
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Flor, 2015). This shows power working via displays of will or intense 

compulsion by either position in the dialectic. In other words, determination 

is needed if no appeal to consensus is likely or possible. Appeals to shared 

expectations or behaviours necessitates more responsive or flexible 

positioning and, conversely, rewards a capacity for negotiation and consensus. 

Change sensitive to negotiation can, by definition, be seen as containing a 

moment or place of agreement. Movement towards this is achieved by 

empathy and flexibility. However, any position or point of disagreement when 

reached can only be shown or defended by a form of continued resolve not 

evident in consensual behaviours. This seems to suggest that PR practice is 

pluralistic in this sense and mutates its form depending on the demands being 

asked of it by power. This also reinforces the view that PR practice in the UK 

can be seen as responding to power when this type of adaptation or flexibility 

is apparent. 

In this respect, it should be noted that mutuality as a professional behaviour, 

although valued as such in the ways described above, was not considered 

sacrosanct. In particular, it was viewed as potentially expendable when it 

brought no value in terms of the settlement of power. Conversely, 

symmetrical practices were seen as sensible forms of professional 

competence, regardless of the practitioner’s behavioural style, because they 

were reliably capable, although certainly not exclusively, of co-existing with 

the pursuit of advantage in the dialectic.  

The practise of public relations is to negotiate and bring 
people to an understanding of why there might be potential 
for movement and that it might not be completely against 
their interests. And, also to gather other opinion which can 
gradually create a social climate in which something has to 
change. (R4, #31). 

Political argumentation generates clear outputs in the context of intercultural 

competence. A conservatism (Heywood, 2007) was apparent in the analysis. 

This relies on the settlement of power through a deliberate and managed 

dependence on mutuality. Here, tests of the settlement can be made over a 

longer period of time and areas of concern that emerge managed via 
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symmetrical discourse. This may rely on structural forms of power or the 

processes of legitimation but it does at least offer processes for the review of 

those matters likely to reside at the heart of any contention. Equally, though, 

contested matters needing urgent resolve, and where advantage was more 

likely to be gained or lost quickly, do not rely on such mutuality. Here, a 

liberalist form of self-agency (Heywood, 2007) emerges as more culturally 

respectable professionally. Whilst a communitarian compromise or social 

intervention may be possible in contested circumstances, this seems likely to 

assume the presence of some form of objective legitimation or, alternatively, 

a solution unlikely to further alienate either of the already entrenched 

positions in the discourse.  

It would also seem reasonable, therefore, when power seeks advantage, for 

public relations practice to display matters of principle or high risk in others 

as highly nuanced, inherently compromised, or as consisting of more shades of 

grey than are apparent initially. This can be seen at work via the processes of 

linguistic mediation (Outhwaite, 2009) which might assert an opposing ‘truth’ 

as non-objective or as more of a claim to ‘rightness’ rather than a singular 

reality. Power here would be displayed by a reliance on the use of messaging 

concerned with regulatives in the counter-dialogue that point contingently to 

the context of complex, perhaps very different, social environments. This 

reconstitutes the contention as something capable of moving, if only 

incrementally, to the favour of power.  

Conversely, if power is attempting to defend a position as described, PR 

practice would resist such deconstruction, appeal to the forces of 

conservatism and decorate itself as highly principled or as a bastion of 

tradition. The aim here would be to show the point of contention as 

incompatible with any alternative form of legitimated consensus. Here, 

rightness (Outhwaite, 2009) would be claimed as norm-confirmative and 

messaging would be concerned with the use of constatives declaring a desired 

or promoted truth as objective. 
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Further issues raised in the interviews were also sensitive to political 

argumentation. The first, and perhaps the most obvious, is that, once more, 

perhaps in the context described above, conservative forces (Heywood, 2007) 

may work to remodel as skill the use of certain cultural artefacts. This 

rewards in practice specific forms of culture and, in so doing, restricts any 

advantage they bring to those who can display the right combination of 

cultural DNA.   

I think a capacity to properly understand the business that's 
under consideration … it's almost like being a policy person in a 
sense. I don't think PR practitioners are very effective if 
they're not fully conversant with the organisation they are 
working for or the political [arena] they're operating in. (R4, 
#66). 

This works to reproduce the value of its own pre-existing cultural form, whilst 

isolating it from competitive cultural systems, and utilises public relations 

practice as a means through which such control is achieved. It looks to the 

protective capacities of tradition and normalises its presence as something 

that ‘was ever thus.’ This cannot be seen via a liberalist construction or one 

that rewards individual merit and endeavour. Indeed, it is possible to see the 

liberalist model of social construction as relishing the competitive challenge 

otherwise offered here by exposure to alternative systems of thought. The 

reproductive force of cultural and social networks can be shown to be 

susceptible to socialised control or communitarian intervention (Heywood, 

2007) in the sense that, for example, nepotism as a business practice is 

largely contested as an expression of legitimation and curtailed by law in the 

UK. The workings of power, therefore, are apparent superficially via the 

presence of this form of communitarian or cultural intervention but they are 

shown too by the limited degree to which this type of response has managed 

to curtail the use and effect of certain cultural artefacts. 

In conclusion on the theme of intercultural competence, it should probably be 

observed that public relations cannot really be marginalised as acting 

exclusively in the ways that borrow or adapt cultural forms professionally nor, 

it should also be observed, are alternative professional practices, unrelated to 
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PR, somehow immune from similar if not identical claims. However, clear and 

obvious links between adopted or inflicted cultural artefacts can be seen as 

useful to the delivery of PR practice in contested circumstances. These 

reflect power as it manifests or is constructed within society as culture.  

Power in practice via the management and exchange of cultural capital 

This, concluding, area of discussion considered the relationship between 

public relations practice and the use or display of cultural or symbolic capital 

(Bourdieu, 1991 and 1992). Social capital is spent and earned via our actions 

and behaviours. These allow us to display our relative social competence 

within specific social fields and reveal our familiarity with the norms of any 

prevailing doxa (Bourdieu, 1991). The range and type of social capital we can 

access at any one time confers upon us the right of entry to otherwise 

proscribed social fields. The more social capital we have in this respect, the 

greater our capacity to operate socially. The place and use of symbolic capital 

can be seen to affect, therefore, the exchange of power by and between 

individual practitioners. Indeed, the habitus (Bourdieu, 1990) can be 

considered constituted by its relationship to power, demanding that any 

cultural capital it can muster be used supportively as a condition of its 

application. The comments made and the data drawn from this portion of the 

enquiry support the views of the Edwards study (2009) in relation to how 

client distinction is secured and networks are maintained. Conversely, as the 

data here reflects a broad range of distinct, if related, operational conditions, 

it should not be seen as adding further to the views on symbolic capital 

otherwise specific to other institutions. 

First and foremost, there was no denial that the structural forces of, for 

example, gender or racial prejudice exist as much in public relations practice 

as they do in any other form of social enterprise, enabling or denying the 

movement or exchange of power. However, it was difficult to identify marked 

forms of exchange that could be considered relevant by the interviewees in 

the context of PR practice. 
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I've always employed both genders, probably more women 
than men as chance would have it and I've never found it to 
be a particular issue in terms of the professional regard in 
which they operate. I think it is irrelevant. (R1, #147). 

Three areas though were commented upon. These covered the way social 

capital was exchanged as client preference, as it was shown by practitioner 

preference and, finally, via the presence or absence of cultural tells in 

practice. A capacity to nurture and develop relationships was seen as an 

essential form of social exchange.  

Age, class and things like that, I think, are only a barrier if 
they stop the relationship building between the two sides. 
We all know people who've been to public schools and yet are 
brilliant at relating to everybody but, equally, we probably 
both know people who are uncomfortable operating outside 
their normal social milieu, whichever end of that spectrum 
you might choose. What you need in a practitioner ideally is 
someone who can operate right across that spectrum but if 
not that then somebody who can operate and be credible 
with new audiences [you’re trying] to reach. If they lack that 
credibility, then you’re doomed. (R1, #147). 

Central to this notion is the belief that the practitioner was the essential 

means through which the client’s will was interpreted. If the relationship, as 

interpretation, was weak, then the communicative outputs would be 

perceived as similarly weak. This exchange or relationship, even though it was 

mediated, was understood as client directed and determined but it was also 

recognised as contingent upon client bias or prejudice. In other words, the 

client was the judge of such matters even when these struggled to remain 

within objectively or professionally understood social norms used or applied 

successfully elsewhere. Indeed, the dynamic here was viewed as operating in 

an overtly unfair way and as revealing of pre-existing partialities within the 

client. Neither did it always respond to mitigating pleas or suggestions, even 

those emanating from what might be deemed higher levels of relative 

competence in the practitioner. This indicated that the client was more 

concerned with relational aspects of cultural capital than relative skill or was 

prepared to elevate ‘the relationship’ between them and the practitioner to a 
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point of distinction above technical proficiency. This relationship was, 

therefore, based upon a capacity to reflect client position, bias and 

interpretation.    

‘I become all things to all men so that by all means I might 
win some’…  and I think that there's something about cultural 
connectivity there which is quite profound and also quite 
simple. So, we calibrate how we approach different people. 
You know whether that's our dress code, formality or 
informality, our approach. (R2, #31). 

This works to reproduce culture or to re-fix dominant cultural conditions via 

the exchange of social capital (Edwards, 2009). This, in turn, reflected and 

reinforced prevailing power positions in practice and cast these as natural or 

fundamental, particularly in seminal or key moments for the practitioner’s 

commercial viability (such as client pitch meetings). Practitioners able to 

identify and deploy the necessary cultural capital needed to achieve a desired 

effect would, therefore, be perceived as displaying a capacity for greater 

value even against those who had more developed professional or technical 

skill or experience. 

Do clients expect a person to look a certain way when they're 
performing a certain function? I think we all have inbuilt 
prejudices and preferences. We need to be sensitive to that. 
Now is that fair? No, probably not? Is it the reality? Yes. 
Should all of us be driving toward meritocracy where we don't 
really care what someone looks like as long as they can do the 
job? Absolutely! (R2, #31). 

Practitioners, it was argued, also displayed cultural preferences in relation to 

their expectations of colleagues or when personal or professional experience 

was being assessed. Two key issues were raised: (i) a capacity to understand 

and / or translate client business imperatives and (ii) a level of empathy that 

promoted listening or reception in the dialectic. It was not made clear if the 

first issue was seen as being in the context of practice only or other cultural 

exchanges generally but it was viewed as a crucial skill set.  

I think it's incumbent upon the practitioner to contextualise not 
dilute or change the message but contextualise the message and 
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means through which they communicate in order for that 
message to be received most warmly. (R2, #31) 

These worked to reproduce pre-desired professional forms and constructed as 

preferable an individual’s capacity to honour commercial or corporate 

reasoning above other professional values. It was seen as important that this 

capacity was both actually the case and shown as being the case in the 

dialectic, even to the point of demonstrating cultural tells to this effect. This 

was shown, for example, through the use of strong eye contact or via the 

alignment of physical gestures that demonstrated active listening. These 

forms of social capital preference specific types of physical confidence and, 

using this example, the use of socialised norms that see continued eye 

contact between individuals as unproblematic.  

So, we calibrate how we approach different people. You 
know whether that's our dress code, formality or informality, 
our approach whether that's one of active conversation or one 
of listening or one of declaring. (R2, #31). 

Conversely, this must preclude as less effective those individuals whose 

physical capacities prevented them from displaying their posture as generally 

open or empathetic or whose cultural conditioning has engrained strong eye 

contact as rude or aggressive (Cruz, 2001). It can certainly be implied from 

the interviews, in term of PR practice, that social capital was calibrated and 

judged as either appropriate or not by those making judgements about how it 

could be perceived or used in practice. There was a clear acknowledgement 

that social capital, and access to it, was likely to have a degree of influence 

over perceptions of competence and experience and the degree of trust that 

could be conferred upon the practitioner as a consequence.  

Do clients expect a person to look a certain way when they're 
performing a certain function?  You send someone who is best 
able to connect with both groups and certainly not to polarise 
or to look like they belong to one camp. That's just life. (R2, 
#31). 

This may show pragmatically as preferred professional experience, such as a 

desire for media and social management skills at the expense of strategic 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

 318 

thinking, but it may also be apparent as an appropriate cultural ‘tell’ in the 

form of accent or patois. Some practitioner behaviours and decisions revealed 

overt power relationships, such as those associated with dominance and 

subservience (Lukes, 2005). The place of gendered differences, in this 

respect, was mostly rejected but other prejudices were seen as having 

rational claims, such as age being indicative of relative capacity. It was clear 

though that cultural ‘tells’ associated with social or cultural positions were 

assumed as having a bearing on competence and would need to be managed if 

the relevant individual wished to progress along a projected professional or 

client pathway.  

What you need in a practitioner ideally is someone who can 
operate right across that spectrum but if not that then 
somebody who can operate and be credible with new 
audiences [you’re trying] to reach. If they lack that 
credibility, then you’re doomed. (R1, #147). 

Certain forms of cultural deviance were seen as acceptable when they 

qualified culturally as tolerable. For example, creative ‘types’ had permission 

to be eccentric in dress or behaviour in ways that would not be tolerated 

when more prosaic forms of practice were being pursued. There was an 

acceptance that the pursuit of business objectives remained the key 

imperative within practice and this meant that common delivery methods to 

support this would be adopted. As a consequence, this would lead, inevitably, 

to a preference for cultural shows that aligned with such imperatives. 

However, without exception and with obvious conviction, the interviewees 

declared that preferential characteristics should not and, in their experience, 

had not generally been defined by the boundaries of age, race, or gender. 

A distinction was drawn though between social capital as it is displayed – 

which is considered important – and social capital as it has been acquired – 

which is considered very or much more important. This argued that, for 

example, inherited cultural ‘tells’ could not be viewed as significant in 

themselves but that the nature of the experience they reflected could be 

useful. The contention here is nuanced but it is that effective practice was 
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not the province of one form of social capital and required instead a 

familiarity with that which helped generate evidence, salience, honesty, 

clarity and consistency in the many and varied circumstances faced by the 

modern practitioner.  

You send someone who is best able to connect with both 
groups and certainly not to polarise or to look like they 
belong to one camp. That's just life. (R2, #31). 

This may be seen too as a capacity for managing mediated exchange. 

Conversation and argumentation are used, according to Habermas (Outhwaite, 

2009, pp.46-47) to construct agreed conclusions or meanings. These work by 

securing strategic intent, asserting rights or wrongs, normalising action or 

setting boundaries around expressive action. Using this approach, it is possible 

to see how such conversations and argumentations are supported by ‘tells’ to 

make appeals to validity and action.  

Client behaviours and expectations, in terms of the cultural preferences of 

stakeholders, may generate a profound or at least a heavily filtered effect on 

preferred social characteristics in the practitioner. This was not drawn simply 

or in ways which constitute explicit forms of social prejudice. Instead, this 

was seen as insight from the client about how to deploy the most effective 

combination of cultural and social characteristics offered by the practitioner. 

If a specific ethnic background or gender was interpreted as advantageous to 

the client, then effort would be made to provide this. An example of this 

might show how a white, middle-aged and male practitioner would be 

considered ill-suited to manage a consultation programme between groups 

where such a profile was associated with privilege, chauvinism or a lack of 

perspective.  

I’m generalising, would I send someone who looked like they 
might belong to one group or the other? No, that's just crazy. 
You send someone who is best able to connect with both groups 
and certainly not to polarise or to look like they belong to one 
camp. That's just life. (R2, #31). 

The power effect at play here is not easy to isolate. Any such response to 

client expectations would work differentially and depend on who is 
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commissioning the programme and what circumstances prevailed. Yet, this 

form of discourse in practice can be seen as essentially conservative 

(Heywood, 2005), honouring traditional, pre-existing or at least inherited 

positions and preferencing these above any benefit that progressive or 

alternative perspectives could induce. It would also be consistent with 

liberalist (Heywood, 2005) thinking to the degree that any potential solution 

would remain viable as long as the stakeholders affected worked to respect 

individual claims and expectations at each end of the dialectic. Reformist and 

communitarian discourse (Heywood, 2005), however, would, at least to some 

degree, point to the structural straight jacket both sides of the dialectic 

found themselves in. Here, discourse can be problematised as inherently 

prejudicial, rewarding repetitive thinking, and seeking the reproduction of 

the same social dynamics that created the problem in the first place. It could 

also hide social forces or power positions that failed to benefit from any 

agreed solution or, indeed, would end up being damaged by it. Therefore, the 

use or acceptance of such tactics reveals the presence of power via appeals to 

social hegemony not considered directly relevant to the communicative 

exchange. 

It was deemed necessary for practitioners to be capable of responding to the 

ego and worldview of clients in ways which, at least generally, did not bring 

about confrontation or conflict.  Practices that adopted behaviours, such as 

tolerance or, indeed, mutuality over otherwise confrontational personal 

background, would prevail in such circumstances. However, it was also 

stressed, as has been emphasised in the previous sections, that ‘mutualising’ 

capacities would be ignored if they brought about disadvantage or even if 

they simply offered no advantage. They would be replaced instead by more 

desirable cultural or socially specific characteristics. The use of symmetrical 

practice would seem, once more, to be consistent with this stance as it helps 

secure or exploit knowledge of the cultural capital of interest to or deployed 

by stakeholders.  

For some audiences, gravitas and experience might count. For 
another group it might be current knowledge would be more 
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significant. If you're going to be [involved in] practice in that 
symmetrical way, you need to have practitioners who 
understand. (R1, #163). 

Overall, the argument here seems to favour the use of social capital when it 

brings specific expertise in practice. The effective practitioner must be able 

to demonstrate relevant and case specific knowledge. This supports the idea 

of ‘face’ as identified via symbolic interactionism (Goffman, 1959) and 

suggests a somewhat liberalist (Heywood, 2007) modus operandi. Whilst 

displaying tolerance of client specific preferences is important, it would 

seem, ironically, that this would mean the practitioner’s own position and 

opinions have to be subdued. Practice in this respect, therefore, seems too 

malleable and pragmatic to be indicative of behaviours in discourse associated 

obviously with specific positions of power. 

There seemed to be a similar pragmatism or ambivalence shown towards the 

place of cultural ‘tells’ as a form of useful social capital. Whilst they were 

considered relevant often and seemed to have an observable effect, the 

degree to which they could be deployed was associated more with the 

availability of an authentic capacity, skill or competence, or that which gave 

rise to the ‘tell’ in the first place. This was linked with knowledge about 

which ‘tells’ would be useful and which would not and in how their use by the 

practitioner would be interpreted by the client or stakeholder. 

So, there's no point in having a public relations officer who is 
so far up the behind of their boss they’re not perceived as 
having any independent view at all. (R4, #62). 

Overall, ‘tells’ where viewed as having an almost singular or atomised value, 

advantageous if deployed successfully but hardly something that could be 

planned for or managed strategically. It was not possible to see inferred 

qualities outside of their subjective interpretation or without the genuine 

presence of the social conditioning that would validate or regularise their use 

in the first place.  

Some experiences, but not necessarily how these can be shown, were 

considered important. In other words, a perceived lack of a preferred 
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experience by either party in the dialectic may work to damage the 

relationship.  

I used to be surprised by quite a lot of the people who were 
in similar jobs to me who never went to mainstream 
conferences or lectures or anything. It was almost as if they 
were sitting outside the door waiting to be told what to do or 
what to say. I don't think your advice is as helpful unless you 
really know the insides of [the business].  I think whatever 
sort of public relations you’re in you need to be able to get 
to know fast what the core issues are. So, I would say that 
sort of experience, being able to do that [is important]! 
Having the opportunity to do that … that's another thing. 
(R4,#66). 

Cultural ‘tells’ were also rationalised as ‘unacceptable’ in certain 

circumstances. This was because they indicated a potential ‘lack of 

judgement’ about their effect on others. This might be shown by the use of 

certain language or patois, choice of clothing and even hair style in the sense 

that these may jar with or irritate the client or stakeholder or associate the 

practitioner with ill-desired behaviours or attitudes.  

Those two things for me were hugely influential in my 
thinking about them. Not because I was making a judgement 
about them. I was making a judgement about their 
judgement. I am going to struggle if the most dominant part 
of you is that you want to express your individuality. A 
communications job is very little of that and very much more 
[about] trying to step into the shoes of someone else. 
(R5,#91). 

What can be drawn from this section? 

There is a clear and observed relationship, pro et contra, between preferred 

or common place practice forms and conditions or cultural practices that 

define, shape or explain how power is negotiated socially. These were 

strongly evident in communicative appeals consistent with legitimation 

(Weber, 1949) although the three dynamics used here as descriptive of this 

often worked in partnership rather than as single or mutually exclusive 

strategy.  
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Activities relating to the use socially of symbolic or representative forms of 

interaction (Johansson, 2007) were recognised too as routine. These could be 

seen via an, admittedly, often challenged form of framing (Goffman, 1959). It 

was also possible to see power negotiated by frameworks, methods or settings 

consistent with the concepts of footing and face (ibid). Forms of practice can 

be described that show how cultural production idealises practitioners and 

even selects preferred forms of professional delivery. This was evident in 

three areas. The first was an expression of preferred behaviour or personality 

(Lan, Wang and de la Flor, 2015), the second by the way culture was able to 

confer differential meaning on the social capital that practitioners can make 

available (Hodges, 2006), and the third by the relative value of a 

practitioner’s capacity to show or suppress evidence of social distinction 

(Edwards, 2006). It is important, however, to acknowledge that such 

relationships, whilst observed routinely, did not operate unproblematically or 

in a manner that showed deliberate authority, coercion or persuasion, or 

which aligned exclusively to any particular account or model of power at all 

times and in all circumstances. 

The use of a Toulmin analysis showed a clear, but sometimes uncertain, 

relationship between public relations and the negotiation of power as it is 

understood culturally and socially. This was reflected in the way practice was 

organised and delivered and in how cultural expectations upon practice were 

realised. There was broad acceptance of the existence of power at play in the 

form of communicative legitimation (Wæraas, 2007) and symbolic 

interactionism (Goffman, 1959). This was the case too in the discussion on the 

presence of cultural controls, either as in practice or as impacting on 

practice. However, it should be noted that power could be seen as working 

within such accounts only when the described caveats and conditions were 

likely. Preferred forms of professionalised culture were not claimed as 

dominant or as displaying an obvious degree of influence in terms of the 

management of power. Yet, this too can be considered a little misdirecting as 

it would tend to openly reject the idea of any pre-planned movement away 
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from symmetry and mutuality in the dialectic whilst, disharmoniously, happily 

declaring an intention of doing so should that prove necessary.  

Political discourse analysis offered a compelling system with which to review 

the data from the interviews. Several lines of enquiry could be considered 

more fruitful than others in terms of the degree to which traditions of thought 

(Heywood, 2007) relating to liberalism, conservatism and social 

reformism/communitarianism could be evidenced. Certainly, normalising 

strategies associated with communicative legitimation (Wæraas, 2007) could 

be seen as being either clearly in support of or a challenge to these political 

traditions and offered a rich vein of discussion in relation to how they could or 

would be used and the power effects they were likely to generate. Useful 

insights too could be taken from the notion of framing although other forms of 

symbolic interactionism (Goffman, 1959) were remarked upon less freely in 

the discussions. There was also clear evidence of a strong relationship 

between culture and practice, in terms of how these shaped and sanctioned 

practitioner behaviour. Together, the PDA demonstrated a robust link 

between the practice of PR in the UK and the formation, negotiation and 

settlement of power effects and the conditions they stimulated in relation to 

cultural production. 

Social capital (Bourdieu, 1990) can be seen as a directing force within 

practice but not one that could be identified as consisting of particular forms 

or common stereotypes. It is clear that such stereotypes may well be seen as 

preferable in certain circumstances, by both the client and the profession, 

and may need to be provided as a consequence. However, these were more 

likely to be because they offered a demonstrable, evidential or contingent 

advantage in specific circumstances rather than one that derived inevitable 

benefit through overt social prejudice. Therefore, whilst it can be seen that 

the exchange of social capital does negotiate power socially via PR practice, 

the nature of this is limited and may, instead, operate largely as diffused or 

intersectional behaviour. 
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There seemed to be some, marginal, evidence from the interviews to suggest 

that social capital in the form of cultural ‘tells’ was understood as 

advantageous in practice but not viewed as something that was manageable 

or useable in a planned sense. This favoured the place of the rational and 

overtly evidential. This may be consistent with liberalist traditions (Heywood, 

2007) that see rhetoric in such circumstances as unproblematic, highly diffuse 

and relative to the experiences and will of the individual. Conversely, the 

place of conservatism in the dialectic may be responsible for viewing non-

regular social cues as ‘ill-judged’ or representative of unwanted or resisted 

practice forms. Here, power can be seen at the line which casts some 

behaviours as acceptable in this respect and others as not and thereby 

enabling this to shape or influence cultural production. 
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Mapping the findings on cultural effects 

In this section, work is done to consider the outputs generated from the 

interviews, in terms of cultural effects, in the context of a standard model of 

Excellence (Grunig and Hunt, 1984). Specifically. it responds to objectives O4 

and K3 (table 1).  

The aim is to understand if and in what way the production of culture may 

affect practitioner behaviour or lead to the use or exclusion of certain 

strategies or tactics. The claim here is that these show the boundaries of 

power at work in practice. They can also be seen as most closely associated 

with power effects in Lukes’ third dimension (2005). The three forms of 

cultural production analysed in this study can be summarised as those that (i) 

work cross culturally (Lan, Wang and de la Flor, 2015), (ii) have specific value 

in practice (Pieczka and L’Etang, 2001, and Hodges, 2006) and (iii) lend 

themselves towards the exchange of symbolic capital (Edwards, 2006).  

It is acknowledged here that cultural effects are not easy to distil in such 

ways and any subsequent framework that attempts this will, by its very 

nature, be problematic. However, effort is made here to do so. This describes 

the three forms of cultural effect in terms of whether or not they bring 

symmetrical advantage or disadvantage, or indeed neither, from the 

perspective of the PR practitioner in the dialectic. The model used in this 

analysis is shown in table 30. It should be used in conjunction with the general 

findings of the study. The number in brackets [#] indicates to which of the 

findings (p.332) this observation relates.  

In the way of example, a number of issues and claims can be highlighted here. 

The first argues that cultural forces support the downgrading by the 

practitioner of key professional tenets of symmetry and mutuality when it is 

pragmatic to do so. It also argues that conservative forces will reinforce the 

value of some cultural artefacts. These may work to generate disadvantage to 

professionalism when the practitioner is able to bring only a cultural 

presentation of competence to practice. However, they may bring advantage 

in the dialectic to the practitioner able to rely on such presentations or 
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access to relevant cultural systems. It can also be seen that a capacity for 

flexibility and adaptability is considered a preferred cultural form in the 

practitioner and that this may generate an asymmetric advantage to them if 

this is not shown similarly at the opposing point in the dialectic. 

 
Table 30: How the cultural practices of PR support power negotiation 

 

Power is 
exercised in 
Public 
relations as:  

 Asymmetrical - 
disadvantage 

Symmetrical Asymmetrical - advantage 

 Observation on practices likely 
to foster asymmetrical 

disadvantage in the dialectic to 
the non-PR professional.  

Observations on practices likely to 
foster symmetrical behaviours 

within the dialectic. 

Observations on practices likely 
to foster asymmetrical 

advantage in the dialectic to 
the PR professional.  

… inter or 
cross-cultural 
practices  

 • Declared and well-
established 
professional tenets 
cannot be expected in 
practice [51, 52] 

• Mutuality and 
symmetry are 
considered tactical 
and optional rather 
than inevitable in 
practice [53, 57] 

• Openness, empathy and 
flexibility were preferred 
more often and in more 
circumstances than 
focus, resolve and self-
agency [48] 

• The former behaviours 
tend to be favoured for 
the delivery of medium 
or long terms goals [56] 

• Moments of crisis were 
more likely to be 
managed effectively 
when practitioners 
deprioritised 
relationships [49] 

• Symmetry and 
mutuality would be 
sacrificed as 
professional 
expectations if this 
meant more effective 
outputs [50] 

• The preferred cultural 
form in practice is 
capacity for 
adaptability [54] 

… a contained 
model of 
culture 

 • Conservative forces 
may work to remodel 
as skill otherwise 
meaningless inherited 
cultural artefacts [64] 

• A capacity for innovation 
or the pursuit of 
difference was seen as 
valuable but only 
opportunistically [59, 62] 

• The maintenance of 
professional networks 
is seen as a required 
task. These validated 
practices likely to be 
advantageous [61, 62] 

• Such networks are 
valued above 
professional 
competence [63] 

… cultural 
capital 

 • Social capital shown 
by or accessible to the 
practitioner was likely 
to increase a 
perception of 
competence and 
increase levels of trust 
[69]  

• An individual’s 
capacity to honour 
commercial or 
corporate reasoning is 
placed above other 
professional values 
[68] 
 

• A capacity to nurture and 
develop relationships was 
seen as an essential form 
of social exchange [66] 

• No single expression of 
social capital was seen as 
markedly more effective 
than any other [70] 

• Social capital as cultural 
‘tells’ was understood as 
advantageous only 
serendipitously [74] 

• Practitioners able to 
use cultural capital are 
perceived as more 
valuable than those 
with greater 
professional capacity 
[67] 

• The use of social 
capital was acceptable 
when it brought 
specific expertise in 
practice [73] 

Table 30: This table shows how specific forms of culture in practice are associated with 
different forms of power settlement and reveal the relative presence of symmetrical 
channels and methods. The number in brackets [#] indicates which of the findings this 
observation relates to. 
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Mapping the findings against the Lukes model  

Introduction 

This section will examine the utility and use of a three-dimensional account of 

power as defined by Lukes (2005). In doing so, it responds to objectives O5, 

P6 and K4 (table 1). These are specified in the Terms of Reference. In 

illustration, objective O5 states: 

• To determine … if Lukes (2005) can provide a coherent account of power 
in relation to public relations practice in the UK and reveal the hidden 
arenas of power negotiation as well as a means to understand and 
examine them. In particular, in terms of a contested area of public 
policy, the aim will be to see if PR practice can be seen as operating 
within Lukes’ third dimensional account. (O5) 

The section has done this in two main ways. First, it sets out how the 

implications and features of selected accounts of power can be aligned with 

Lukes’ model (2005). Table 31 shows the principal and conceptual positions 

that have been relied upon in reaching the modelling solution used here and 

offers relevant sources of academic argument in support of these 

assumptions. The second table (table 32) shows how the evidence secured 

from this study has been allocated to the framework generated by table 31. In 

addition, it shows the location in the findings of the claim or observation 

made. It should be stressed at this point that the approach taken to analysis 

here is consistent with that specified in the Methodology. Broadly, this 

assumes a level of commensurability in data that has been secured from two 

different instruments in so far as this represents empirical evidence or 

observable matters, presenting contingently, and which have been 

rationalised as reasonable forms of conjecture in relation to the research 

question. 

What do the tables show? 

From the tables, it can be argued that the Lukes’ model (2005) demonstrates 

a high level of universality and applicability in terms of understanding power 

as a feature of PR practice. It is also possible to make a number of specific if 
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broad claims from the data as deployed against the framework about the 

nature of this practice. 

The first set of claims, including perhaps the most significant, begins by 

observing practices associated with communicative competence (Habermas, 

1992). These are more likely to support declared professional tenets in 

relation to PR practice and are similarly more likely to enable and direct 

within the dialectic methods and decisions that lead to the settlement of 

power in Lukes’ first dimension (2005). This dimension assumes that power is 

an open and non-partisan entity, equally accessible to both parties, at least 

potentially, and capable of being negotiated in mutually permissive ways that 

lead to rational judgements about who should cede and who should prevail in 

any given contested situation. This form of assumption, this appeal to 

rationality, is a common and well observed PR practice in the UK (pp.248-

267). 

In addition, the framework also shows that appeals to intelligibility 

(Habermas, 1992) are used less often in practice but, when they are, they are 

more likely to generate power effects in Lukes’ second dimension (2005), 

where access to power is more contingent, conditional and regulated, and 

where settlements may be reached non-permissively. 

However, no clear observations were made in the study that showed 

communicative competence as operating from within Lukes’ third dimension 

(2005), or where power is constructed as reality or aligned tightly to the 

normative requirements of prevailing ideologies. As a result, it should be 

noted that this study makes no consequent claims in this final respect. This is 

because the absence of data was not treated as definitive and, in any event, 

third dimensional effects are characterised as abstract or broadly 

imperceptible unless it is possible to show how rational claims may be made 

to the contrary.  

The second set of observations that can be made from the Lukes’ modelling 

completed here begins with the view that, from the evidence gathered on UK 

practice, communicative legitimation (Weber,1948 and Wæraas, 2007) leads 
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to practices indicative of or leading to second and third dimensional outcomes 

(Lukes, 2005). Here, power is contingent upon position, knowledge or access 

and serves the normalising effects of prevailing social structures and cultural 

behaviours.  

An important caveat should be noted in this respect. Appeals to the law are 

favoured comprehensively by PR practitioners in the UK above other forms of 

legitimation, such as tradition or charisma. It is also presumed by 

practitioners that successful legal positioning in contested circumstances will 

generate predictable and stabilising conclusions and are an outcome in their 

own right rather than a stepping-stone to ongoing settlement. 

Appeals to charismatic behaviours, presumed here as operating potentially in 

Lukes’ third dimension, were viewed as risky, perhaps because their 

conditions did less to permit control or to work to predictable outcomes. It 

can be supposed here that such approaches are evident in practice but that 

their use is limited and highly managed. This demonstrates that power may be 

apparent as operating in Lukes’ third dimension (2005) via legitimation but 

only in indistinct or ambiguous ways. 

A final set of claims using Lukes (2005) are associated with symbolic 

interactionism (Goffman, 1959, and Johansson, 2007). This was commonly 

observed in practice via the elite interviews but to a lesser extent via the 

content analysis. Observations tended to be associated with power in the 

second Lukes dimension (2005). Here, framed communications and the use of 

footing (Goffman, 1959) tended to dominate as both observed instances from 

the content analysis and as interview topics. In the content analysis, instances 

of footing were more apparent than those of framing (Goffman, 1959). This 

may be due to the understanding of footing used here as indicative of a single 

or consistent voice or channel. During the elite interviews, framing was 

discussed more readily and it is here that specific commentary was offered 

and recorded. 

Using Lukes (2005), it is possible to claim that framed content (Johansson, 

2007) operates to manage and control power via appeals to expertise and 
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legitimisation. Framed expertise is used commonly but it is also viewed as 

potentially problematic and never unimpeachable. It was also observed that 

authority framed as expertise is still susceptible to emotional appeals and 

may fail if it disregards perceived self-interest. Instances of face, or appeals 

framed as knowing, non-rational or independent, were viewed by the model 

as operating in Lukes’ third dimension (2005) and aligned with normalisation 

or the workings of ideology. Few instances of face (Johansson, 2007) here 

were observed or commented upon. The reasons for this are not clear but it is 

the case that the data secured from the interviews has not generated reliable 

observations or tangible effects consistent with the methodology in this 

respect. 

Criticisms of the Lukes model reprised in context 

A number of criticisms of Lukes’ description of power (2005), its conditions 

and effects should be reviewed here so that the limitations or falsifiability of 

the models used here (tables 31 and 32) can be understood more clearly. 

These are addressed in detail earlier in this thesis.  The first concerns the 

degree to which the Lukes framework (2005) offers any level of practicability. 

The second criticism is associated with this and questions the consistency and 

applicability of the model. Bradshaw (1976) framed these concerns as failing 

to address ‘real interests.’ He felt Lukes ignored the problems of relative 

autonomy in the model, where it becomes impossible to distinguish the 

relative nature in this respect of affecting or affected sources of power or to 

isolate affecting mechanisms or consequences. This also speaks to the 

fallibility of the model as a whole in the sense that it aggregates differential 

accounts of power where the effects described in one dimension can be 

immediately falsified, as in also accounted for, by the very presence of the 

two other dimensions. Polsby (1963) offers the view that such paradigmatic 

models (Kuhn, 1970) rely on the rejection by power of matters that cannot be 

observed or understood as ever existing.  

Two other related concerns are directed at the Lukes model, both of which 

point to its lack of reliability or capacity for useful prediction. Morriss (2006 
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and 2012) considered these to be matters of intentionality and disposition in 

that the model. As it deals with coercion, it does not make sufficient 

distinction about whether or not it is concerned with ‘power over’ or the 

‘power to’.  It also makes unhelpful assumptions about the constitutive 

effects of power and the degree to which these can be known, ignored or, for 

that matter, accepted by parties engaged in the negotiation of power.  

Dowding (2006) labelled this as the ‘black box’ of the model and felt they 

were matters it largely failed to address. 

Addressing these concerns 

An analysis and defence of the Lukes model (2005) was given more fully 

earlier and will not be further repeated here. However, it is probably useful, 

given the issues highlighted above, to offer further context to the aims and 

contents of and assumptions made in tables 31 and 32. Broadly, this assumes 

a level of commensurability in data that has been secured from two different 

instruments. This represents empirical evidence or observable matters, 

presenting contingently, and which have been rationalised as reasonable 

forms of conjecture in relation to the research question. 

Firstly, the tables should be seen as applying the dimensional structure of the 

Lukes framework to the study of power only as it is described here. In other 

words, it is concerned with specific issues and contingencies in relation to PR 

practice in the UK and not with providing a vehicle for defending the reach of 

Lukes (2005) as a macro framework.  

Secondly, Lukes has addressed the criticisms listed above, at least in part. 

This defends the model methodologically but does stress the importance of 

declaring what Robinson (2006) calls the (i) counterfactual and the (ii) power 

mechanism.  The declaration of the counterfactual can be seen at work when 

themes and assertions described in the thesis deal with the absence of 

declared effects or the denial of quantifiable options and choices by those 

subjugated by power. This is an important observation as it shows that the 

claims being made about power work to deny or restrict opportunities or 

potentiality otherwise available to the practitioner or stakeholder. 
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The power mechanism is shown in the tables (table 31 and 32) with reference, 

in the main, to three accounts of power, the academic and theoretical 

assumptions they make and how these have been deployed within the Lukes 

three-dimensional structure. These are carefully described and carefully 

deployed to work only with the criteria and characteristics presumed. Details 

of these matters can be found in the Methodology. 

What can be taken from this? 

It can be argued that Lukes’ model (2005) provides a sensible and practical 

framework with which to review and assess PR practice and its relationship to 

power. It should be noted that this claim is tentative and is based on the use 

of a small number of contributing accounts and by the partial, but robustly 

defended, selection of constituent conditions and effects.  

Firstly, as described earlier, power as manifest culturally can be seen to 

affect UK PR practice. This may present as both strategic and tactical 

decision-making and is more obviously associated with power as described in 

Lukes’ third dimensional account (2005). 

Secondly, using the accounts and characteristics selected here, it can also be 

seen that PR practices which adopt the principles of communicative 

competence (Habermas, 1992) will be more likely to lead to the application of 

Excellence (Grunig and Hunt, 1984) and to forms of dialogue that respond to 

consensus, mutuality and co-production. These practices are associated 

strongly with power operating from and within Lukes’ first dimensional 

account (2005).  

Thirdly, forms of practice that rely on communicative legitimation (Weber, 

1948) or which display the conditions of symbolic interactionism (Goffman, 

1959) are more likely to operate coercively or attempt to seek and secure 

short-term advantage. These practices look to forms of legitimation 

associated strongly with power as described in Lukes’ second dimensional 

account.  

Finally, there is some evidence of practice generating effects most likely to 

be associated with Luke’s third dimensional account, particularly with respect 
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to legitimation. This is associated with power operating ideologically, as 

normalisation or reality-building, but further work may be needed here before 

this could be considered overwhelming or commonly apparent.  



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

 

 335 

 

Table 31: How accounts of power can be modelled within the Lukes framework 
  Communicative competence Communicative legitimation Symbolic interactionism 

 Theoretical perspective  Theories of communicative competence, 
action, reason and rationality. Critical theory. 
Post structuralism.  

Weberian structural rationalism. Stratification. 
Legitimacy. 

Dramaturgical analysis. Symbolic 
interactionism. Comparative or qualitative 
sociology working cross-structurally.  

 As described in academic 
literature 

Habermas, J. (1992) The Structural 
Transformation of the Public Sphere. 
Cambridge: Polity. 
Habermas, J. (2003) The future of Human 
Nature. Cambridge: Polity. 
Burkart, R. (2007). On Jurgen Habermas and 
public relations. Public Relations Review 249–
254. Elsevier. 

Weber, M. (1948). From Max Weber: essays in 
sociology. London: Routledge & Kegan Paul. 
Wæraas. A., (2007), The re-enchantment of 
social institutions: Max Weber and public 
relations, Public Relations Review 33 (2007) 
281–286, Elsevier. 
 

Goffman, E. (1959) The Presentation of Self in 
Everyday Life. Harmondsworth: Penguin.  
Johansson, C. Truth (2007). Goffman’s 
sociology: An inspiring resource for developing 
public relations theory. Public Relations Review 
33 (2007) 275–280. Elsevier. 

Dimension Power characterised as:  Evidence assumptions 

First Visible, negotiated, 
declared, openly 
accessible, transparent, 
independent of players, 
ceded knowingly. 

 Truth: evidence of agreement on ‘actuality’ or 
mutual reality by parties within dialectic. 
Trust: evidence that agents within discourse 
rely on or defer to other parties within 
dialectic. 

  

Second Opaque, conditionally 
negotiated, partly 
accessible, regulated, 
source or knowledge 
dependent, ceded 
knowingly or 
unknowingly. 

 Intelligibility: use of textual or complex 
constructs to control or direct debate.  
Legitimacy: evidence of mutually acceptable 
but ‘external’ forms of verification or 
resolution. 

Legal: use of legal frameworks to shape or 
direct discourse. 
 

Framing: use of preferred sources of data and 
intelligence to shape or direct discourse. 
Footing: Instanced here as a product of 
singular postures or channels of 
communication. 

Third Invisible, ideological, 
elusive or not freely 
accessible, normative 
forming, ceded 
unknowingly. 

  Traditional: use of appeals to expert, 
normality, ‘common sense’, or majority 
position. 
Charismatic: sub-conscious appeals to 
compelling or captivating behaviours or beliefs 
as shown by individuals or small groups. 

Face: use of or appeal to desirable behaviours 
unsupported by ‘framed’ data. 

 

Table 31: This table shows how data from the study has been understood as representative of three main accounts of power used in this study and how this has 
then been deployed to illustrate effects within Lukes’ three-dimensional framework (2005). 
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Table 32: Aligning evidence and claims with the Lukes framework 

  Communicative competence Communicative legitimation Symbolic interactionism 

Dimension Power as:  Claims [and data sources] 
First Visible, negotiated, 

declared, openly 
accessible, 
transparent, 
independent of 
players, ceded 
knowingly. 

 • Appeals to trust and truth are more common in 
practice than those to intelligibility and legitimacy 
[8] 

• Communicative competence is most often 
associated with mutuality and symmetry [14] 

• Evaluation of practice is more commonly 
associated with instances of communicative 
competence [17] 

  

Second Opaque, conditionally 
negotiated, partly 
accessible, regulated, 
source or knowledge 
dependent, ceded 
knowingly or 
unknowingly. 

 • Appeals to intelligibility and legitimacy are less 
common in practice than those to truth and trust 
[8] 

• Legal appeals are a favoured form of legitimation 
[13] 

• Communicative legitimation is less often 
associated with mutuality [15] 

• Communicative legitimation is less often 
associated with symmetrical practice [16] 

• Evaluation measures were less often associated 
with this account [18] 

• Appeals to the law anticipate a stabilising or 
normative response [25] 

• Legal legitimation is commonly used as a fait 
accompli and as non-negotiable [27] 

• The status quo is considered reliable and 
predictable in ways that other options cannot 
claim [45] 

• Instances of footing are common in practice whilst those of 
framing are only moderately so. [10] 

• Symbolic interactionism is less often associated with mutuality 
[15] 

• Symbolic interactionism is less often associated with symmetrical 
practice [16] 

• Evaluation measures were less evident when symbolic 
interactionism was observed [18] 

• Expertise, framed as authoritative, was not viewed as 
unimpeachable [30] 

• When framed appeals were made, highly emotional or unreasoned 
appeals still had resonance [33] 

• Such appeals further strengthen the negotiation of power 
positions if they favoured self-interest [34] 

• Framed appeals, even those supported by footing and face, might 
be resisted if they did not recognise the importance of permission 
or mutual acceptance within the dialectic [35] 

• Framed expertise is considered credible if it is not party to the 
problem and takes no reward from any solution [38] 

• Footing is portrayed as a seat of honesty or authenticity [43] 

Third Invisible, ideological, 
elusive or not freely 
accessible, normative 
forming, ceded 
unknowingly. 

  • Tradition and charisma are less favoured forms of 
legitimation [13] 

• Appeals to tradition or normality were seen as 
effective in circumstances that permitted the 
promotion of pre-existing or routine behaviours 
[21] 

• Charismatic appeals must be stakeholder specific 
[22] 

• Appeals to the tradition anticipate a stabilising or 
normative response [25] 

• Instances associated with face were not overly observed in 
practice [10] 

Table 32: This table shows how specific data and claims from the study have been aligned to the Lukes’ framework. The number in brackets [#] indicates which of the 
principal findings this observation relates to (see final section in this chapter). 
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Principal findings in summary 

It should be stressed that the findings presented here assume a level of 

commensurability in data secured from two different instruments and in both 

quantitative and qualitative forms. This has been defended as appropriate 

methodologically in so far as the data represents empirical or observable 

evidence, presenting contingently, and which may be rationalised as or used 

to form reasonable conjecture in relation to the research question being 

addressed by this thesis. This means also that the observations and findings 

presented make no claims to absolutism or to predictability in terms of their 

consequences for all practitioners, in all circumstances. Instead, they 

represent as reasonable discussion and analysis, derived from expert or 

reliable sources and methods, that may have both meaning and application in 

PR practice in contested circumstances when power is being negotiated. They 

speak too to highly contingent settings and use well described but highly 

specific dynamics and variables in their analysis. 

The observations and findings listed here are sometimes illustrated with 

reference to the data secured from the content analysis. These use two short 

forms: (i) instances and (f) case study files. Where two instances (i) are 

separated by a (/), the first number indicates the instances of a specific 

effect, such as a positive position, whilst the second number refers to the 

total number of instances from which the first number is drawn, such as a 

total number of positive, negative and neutral positions of the issue 

measured. The page numbers of relevant tables are provided when necessary. 

Finally, the numbers applied in this list are those used to support claims made 

in tables 30 and 32. 

 

On Excellence as directing accounts of power 

1. Activities that fostered symmetrical communication (Laskin, 2009), as 

understood by Excellence (table 23) (Grunig and Hunt, 1984), were 

strongly in evidence within PR practice in the UK (80i/198i) when highly 

contested matters were being addressed.  
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2. Yet, asymmetrical practices (53i) and practices that showed no apparent 

concern for symmetry (65i) (Laskin, 2009) jointly accounted for the 

majority of instances.  

3. Activities designed to stimulate mutuality (Laskin, 2009) in the dialectic 

(table 24) were strongly in evidence (48i/77i).  

4. They were also more commonplace than activities considered unlikely to 

achieve mutuality (Laskin, 2009) or incapable of bringing it about. 

5. The evaluation (Laskin, 2009) of communication activity (tables 25 and 

26) is a regular feature of PR practice in the UK when programmes are 

concerned with contentious issues (47i/36f). 

6. However, evaluation activity focuses more on the acquisition of output 

and outtake measures (28i) (AMEC) as opposed to outcome measures (19i) 

and, therefore, shows a relative disinterest in evaluating medium or long-

term objectives. 

7. Some 123 instances of communicative competence (Habermas, 1987; and 

Burkart, 2007) were evidenced in practice when programmes addressed 

contentious matters (table 27).  

8. Of these appeals to trust (49i) and truth (36i) were more strongly shown 

than those to intelligibility (21i) and legitimacy (17i) (Habermas, 1987; 

and Burkart, 2007). 

9. Instances (120i/36f) of symbolic interactionism (Goffman, 1959; 

Johansson, 2007) were also recorded regularly (table 29). 

10. The presence of footing (69i) was more evident than framing (37i) or face 

(14i) (Goffman, 1959; Johansson, 2007). 

11. Instances of communicative competence (Habermas, 1987; and Burkart, 

2007) and symbolic interactionism (Goffman, 1959; Johansson, 2007) were 

observed more often than practices associated with communicative 

legitimation (79i/36f), (table 28) (Weber, 1949, Wæraas, 2007). 

12. Within the analysis of symbolic interactionism (table 29) (Goffman, 1959; 

Johansson, 2007), instances of footing in practice (in terms of a single 
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dominant or controlling voice) were more evident (69i) than framing (37i) 

or footing (14i). 

13. When communicative legitimation (Weber, 1949, Wæraas, 2007) was 

present (table 28), legal appeals (32i) were more evident, if slightly, over 

those to tradition (29i) or charisma (18i) when dealing with contentious 

issues. 

14. Instances of communicative competence (table 24) (Habermas, 1987; and 

Burkart, 2007) were more commonly associated with activities that 

showed either positive mutuality (34i/48i) or (table 23) symmetrical 

practice (40i/80i). 

15. Conversely, instances (table 24) of communicative legitimation (Weber, 

1949, Wæraas, 2007) and (8i/48i) and symbolic interactionism (6i/48i) 

(Goffman, 1959; Johansson, 2007) were less often associated with positive 

mutuality. 

16. Similarly, (table 23) communicative legitimation (Weber, 1949, Wæraas, 

2007) was less often associated with symmetrical practice (14i/80i) as was 

symbolic interactionism (26i/80i) (Goffman, 1959; Johansson, 2007). 

17. Measures of either outcomes (table 25) or outtakes (table 26) were most 

commonly shown as taken when instances of communicative competence 

(Habermas, 1987; and Burkart, 2007) were present (17i/33i). 

18. A reliance on outcome and outtake measures was clearly less evident 

when instances of communicative legitimation (8i/33i) (Weber, 1949, 

Wæraas, 2007) or symbolic interactionism (8i/33i) were shown (Goffman, 

1959; Johansson, 2007). 

 

On PR as a power expression of communicative legitimation 

19. Using a pro et contra analysis (Boreus and Bergstrom, 2017), 

communicative legitimation (Weber, 1949, Wæraas, 2007) was recognised 

as a reasonable or accessible model with which to associate practice. 
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20. Yet, no single appeal to legitimation seemed to act more forcibly in 

isolation than any other with the three under review tending to work in 

combination or in mutually reinforcing ways. 

21. Appeals to tradition or normality (Weber, 1949, Wæraas, 2007) were seen 

as effective in circumstances that permitted the promotion of pre-existing 

or routine behaviours. 

22. Charismatic exemplars (Weber, 1949, Wæraas, 2007), regardless of their 

form, must be stakeholder specific in practice or sufficiently beguiling to 

initiate imitation unproblematically. 

23. Toulmin analysis (Toulmin, 2003) also recognised normative (Weber, 1949, 

Wæraas, 2007) claims and postures as effective communication 

strategies.  

24. They were seen too as enabling incremental or escalating forms of action 

depending on the severity of the circumstances. 

25. Using PDA (Boreus and Bergstrom, 2017), appeals, such as those to the law 

or to tradition (Weber, 1949, Wæraas, 2007), anticipated in practice a 

predictable stabilising response. 

26. However, legitimation (Weber, 1949, Wæraas, 2007) was understood 

differentially in practice and as having different components or leading to 

different potential outcomes. 

27. Legal legitimation (Weber, 1949, Wæraas, 2007) was considered 

foundationally or as non-negotiable whilst charismatic appeals were 

viewed as risky. 

28. A capacity to align desired actions to social responsibility within discourse 

was viewed as valuable by practitioners. 

 

On PR as a power expression of symbolic interactionism 

29. The presence of features allied evidentially to descriptions of symbolic 

interactionism (Goffman, 1959; Johansson, 2007) were discussed readily 

as apparent in practice. 
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30. Expertise, framed (Goffman, 1959; Johansson, 2007) as authoritative, was 

not viewed as unimpeachable. 

31. Expertise as a form of power expression was seen as dependent on 

objectivity and, therefore, justified socially by the degree to which it 

could resist calls for exception. 

32. Appeals to power have less effect when they disregard or fail to recognise 

forms of self-interest. 

33. When framed appeals (Goffman, 1959; Johansson, 2007) were made, 

highly emotional or unreasoned appeals still had resonance. 

34. In addition, they further strengthened the negotiation of power positions 

if they favoured self-interest. 

35. Framed appeals to authority (Goffman, 1959; Johansson, 2007), even 

those supported by footing and face, might be resisted if they did not 

recognise the importance of permission or mutual acceptance within the 

dialectic.  

36. Via Toulmin analysis (2003), the use of expertise was established as a 

commonplace form of framing (Goffman, 1959; Johansson, 2007).  

37. However, its dominion was justified only when the frame (Goffman, 1959; 

Johansson, 2007) was viewed as credible, objective or trustworthy. 

38. Experts would only be considered credible if they were not party to the 

problem and took no reward from any solution. 

39. Appeals that showed they served purpose, deductively, a priori, were 

more likely to succeed but this may have limitations. 

40. As a form of rhetoric (Heath, 2001), objective evidence, based on reason, 

was insufficient in itself to secure change. 

41. This was because the status quo is considered reliable and predictable in 

ways that any form of change cannot claim. 

42. PDA (Boreus and Bergstrom, 2017) suggested that when clear political 

positions were in contention, communication was seen simply as the 

capacity to deliver contradiction effectively. 
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43. Footing (Goffman, 1959; Johansson, 2007) was portrayed as the location 

where honesty or authenticity should reside. 

44. The volume and repetition of supporting subjective opinion took on an 

increased persuasive appeal when rationalism (Habermas, 1987; and 

Burkart, 2007) had been established as extant in the dialectic.   

45. Evidence to support an unpleasant change had to be more compelling than 

the argument for doing nothing. 

46. Rhetoric (Heath, 2001) which is perceived to have superior predictive 

capacity was more likely to be effective. 

 

On PR as a power expression of intercultural competence 

47. Behaviours indicative of cultural conditioning or cultural production were 

also readily accepted or considered as apparent in everyday practice. 

48. Openness, empathy and flexibility, in terms of practitioner style (Lan, 

Wang and de la Flor, 2015), were preferred more often and in more 

circumstances than focus, resolve and self-agency. 

49. However, different approaches were viewed as necessary at different 

times. Matters described as urgent, deriving from a crisis or reliant on key 

or occasional moments of contingency, were more likely to be managed 

effectively by practitioners when they deprioritised relationships. 

50. Symmetry and mutuality (Laskin, 2009), and the cultural practices they 

point to (Lan, Wang and de la Flor, 2015), would be sacrificed as desired 

professional expectations if this led to client demands being met more 

effectively.  

51. Toulmin (2003) analysis also suggested some ambivalence in the value of 

declared and well-established professional tenets (Grunig and Hunt, 

1984).  

52. Mutuality (Laskin, 2009), although ideal, was not always seen as 

attainable. Symmetry (Laskin, 2009) was not necessary if it did not bring 

or even prevented advantage. 
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53. Mutuality and symmetry (Laskin, 2009), and the cultural responses they 

can induce (Pieczka, and L’Etang, 2001; and Hodges, 2006), were 

considered to be potential tactics for selection rather than objectives in 

themselves. 

54. The preferred cultural form (Edwards, 2006), therefore, was adaptability 

or a capacity to use different or even non-professionalised displays of 

culture in whatever way worked most effectively. 

55. This suggested that public relations was a technology that worked 

pragmatically but, ultimately, coercively in the way power was settled via 

the dialogic. 

56. Within PDA analysis (Boreus and Bergstrom, 2017), consensus seeking 

professional behaviours were considered more effective than the 

alternative for the delivery of medium or long terms goals. 

57. Yet, the place of mutuality as intercultural competence (Lan, Wang and 

de la Flor, 2015) was not considered to be inevitable or even necessary in 

practice. This may be due to libertarian, conservative and reformist 

strategies (Heywood, 2007) understanding social relations within the 

dialectic idealistically. 

 

On whether or not power is shown by PR practice as a model of culture 

58. A relationship existed between selected or preferred professional 

behaviours (Pieczka, and L’Etang, 2001; and Hodges, 2006) and a capacity 

to secure advantage via social models of power. 

59. When routine practices failed, doing something different was positioned 

as an attractive and beguiling strategy, acting as a source of inspiration, 

energising the process of change and guiding conclusion or settlement. 

60. The Toulmin (2003) analysis saw the maintenance of professional networks 

as an ongoing task. 

61. Professional networks were also seen as facilitating the monitoring of 

acceptable and verifiable practices. 
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62. Creative and inventive behaviours were seen as valuable but, equally, as 

opportunistic or of value singularly rather than generally.   

63. PDA (Boreus and Bergstrom, 2017) confirmed that a capacity to access 

advantageous networks was a valuable form of capital and one superior 

even to professional competence. 

64. Conservative forces (Heywood, 2007) may work to remodel as skill the use 

of certain inherited cultural artefacts. 

 

The management and exchange of cultural capital as revealing of power. 

65. There was good recognition of the relationship between public relations 

practice and the use or display of cultural capital in a form that was 

managed socially or outside of professional norms (Edwards, 2006). 

66. A capacity to nurture and develop relationships was seen as an essential 

form of social exchange (Edwards, 2006). 

67. Practitioners able to identify and deploy the necessary cultural capital 

(Edwards, 2006) needed to achieve a desired effect would be perceived as 

more valuable than those who had more professional or technical skill or 

experience. 

68. This worked to reproduce desired professional forms and constructs as 

preferable (Pieczka, and L’Etang, 2001; and Hodges, 2006) and placed an 

individual’s capacity to work to commercial or corporate reasoning above 

other professional values. 

69. A Toulmin (2003) analysis showed that social capital, and access to it, was 

likely to have a degree of influence over perceptions of competence and 

experience and the degree of trust that would be conferred upon the 

practitioner. 

70. However, no single expression of social capital (Edwards, 2006) was seen 

as more effective than any other. 

71. PDA analysis (Boreus and Bergstrom, 2017) suggested that the cultural 

inclinations of stakeholders may generate an effect that directed which 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

___________________________________________________________________ 

345 

     

characteristics would be preferred in the practitioner (Lan, Wang and de 

la Flor, 2015). 

72. The use or acceptance of such characteristics in practice revealed the 

presence of power via appeals to social hegemony. 

73. Overall, the argument here favoured the use of social capital (Edwards, 

2006) when it brought specific expertise in practice. 

74. There was some evidence that social capital in the form of cultural ‘tells’ 

(Goffman, 1959; and Johansson, 2007) was understood as advantageous in 

practice but only serendipitously. 
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Introduction 

This study has attempted to address a number of key issues concerning the 

relationship between public relations practice in the UK and the settlement of 

power socially. It is vital to understand the place of power in PR practice at 

any time as it produces real world and life changing consequences for those 

who feature in or who are affected by the workings of professional 

communications activity in this way. However, the topic is currently of 

unprecedented significance as the profession grapples existentially with the 

demands of fake news, unmediated discourse and the social demotion and 

even dismissal of the earned media agenda.  

Yet, as important as these highly developed and well-established 

contingencies may be, they have been somewhat ignored in the UK as 

phenomena in practice. This inquiry has aimed to help redress this imbalance, 

or at least make some progress towards doing so. The conclusion here brings 

together some of the key messages, moments and observations from the 

inquiry and its construction.  

This section reflects on the notions of PR and power and looks at how these 

have been considered in academic literature. It then summarises how a 

methodology for studying their relationship was devised and defended. 

The next section highlights the broad conclusions of the primary research 

conducted into the matter. This is followed by an important section advising 

the reader on how and to what degree the aims and intentions of the study 

have been discharged. The penultimate section sets out a series of 

recommendations for further research that have been developed following the 

conclusion of this study. A reflective account of the researcher experience is 

offered and, finally, the conclusion reviews and comments on the contribution 

to knowledge made by the study. 

PR as a function of power is ill understood conceptually  

The opening chapter of this thesis considered what was meant by public 

relations and, similarly, whether or not complex and competing accounts of 
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power were capable of informing practice. It examined the dominant 

paradigms in PR, testing these for power effects and considering generally the 

place and development of public relations as a technology of business and 

organisational advantage (table 4). Vocational definitions of practice (CIPR), 

and of good practice in particular, favour, it was argued, the place of 

mutuality and symmetry, as described by Excellence theory (Grunig and Hunt, 

1984). In particular, this shows power relations as evident in the UK in the 

construction of practice models, situational analysis and the identification of 

strategic communities (Figure 1). Power as a defining feature of practice can 

be seen here as of fundamental importance. Yet managerialist and functional 

accounts of practice that have adopted Excellence were rejected in the 

chapter as ambiguous, incomplete or misleading and, in any event, as being 

incapable of accounting for practice conceptually. The chapter asserted too 

that, academically, public relations knows little about how it prompts or 

answers to social structures and impulses. This provided the foundations for 

the study, arguing that in respect of practice in the UK and in relation to the 

negotiation of contested matters the study of power was capable of providing 

unique insights and observations. 

The chapter also tests common accounts of power (tables 5 and 6), 

considering how PR was understood by such ideas and identifying conceptual 

forms of analysis of most value to the practitioner. It contended that no single 

form or expression of power could be assumed as wholly paradigmatic in 

relation to public relations. Whilst power was often understood similarly, 

certainly in respect to coercion and capacity, differing accounts offered up 

different arguments for the purpose, place and internal reasoning of power 

structures. It was argued, therefore, that power and its effects within the 

practice of PR should be viewed as positional, in that any observations or 

insights drawn from this study would have singular or particular meaning with 

respect to specific circumstances and vantage points. However, it also 

concluded that each account of power could be understood dimensionally, or 
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in ways that provided measurement relationally to selected or significant 

attributes. 

How the literature supported this inquiry 

The secondary review argued that two main concerns could be identified in 

the literature that confirm the assertions made in the opening chapter. The 

first talked about the absence or ‘lateness’ of engagement with conceptual 

matters and with social theory generally.  The second focused on the gap in 

reflective practice connected to this. The work of seminal thinkers in relation 

to power was reviewed, covering in broad terms the writings of Habermas 

(1970,1974,1987,1992,2000,2003), Luhmann (1990,1995), Foucault 

(1972,1977,1980,1988), Giddens (1976,1984,1991), Bourdieu 

(1977,1987,1990,1991,1992) and Goffman (1959). Positions on power varied 

here, with each displaying highly differentiated ontologies and 

epistemologies. Yet, all shared a common interest in the topic and its effects 

and with how coercion may subsequently align with PR practice. The ideas of 

more contemporary thinkers were also reviewed. It was argued that Hindmoor 

(2018) and Kraus (2014) underscored the significance of symmetry and 

mutuality whilst Morriss (2006,2012) stressed the importance of care in 

definition and restraint in any claims made. 

The relationship between practice and power considered specifically by public 

relations scholarship was reviewed at length. This observed that defining 

accounts of PR are numerous (Harlow, 1997). It acknowledged that no singular 

role for PR can be claimed convincingly and that definitions remain both 

contested and persistently negotiated. However, it confirmed the restrained 

scope of PR pedagogy available to the practitioner, pointed to the settlement 

around mutuality as defining (Hoffman, 2019) and discussed how the practice 

of PR adopted meaning via the mantle of business and organisational theory 

(Ehling et al, 1992). The value of different rationalisations of practice in 

relation to this study was reviewed (Ihlen and van Ruler, 2007). In particular, 

this focused on the contribution of rhetoric (Heath, 2004), the workings of 

culture (Leichty and Warner, 2001), and the place of Marxism (Horkheimer, 
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1972), democratic representation (Dewey, 1927; Rakow, 2018), feminism 

(Rakow and Nastasia, 2018) and postcolonial theory (Kadlec, 2007; Pratt, 

2002; Basu and Dutta, 2008). Whilst the poor conceptual foundations of 

Excellence were observed (McKie and Munshi, 2009), it was argued that it 

remained a valid paradigm through which to study power in practice. 

It was also argued that the effects of the microsocial and culture could not be 

ignored in favour of structural, large scale or macro effects. Here, a number 

of relevant cultural models, and particularly those shaped by research into PR 

practice, were considered (Pieczka and L’Etang, 2001; and Hodges, 2006). 

The breadth of the highly developed accounts of power and culture available 

to the practitioner was considered and it was argued that these were well 

placed to examine the reach and effects of PR practice in the UK. These dealt 

with preferred forms of competence (Habermas, 1987), the place and use of 

structural legitimation (Wæraas, 2007) and the role of the micro-social and 

cultural (Johansson, 2007). The chapter contended that it was possible to 

examine differing accounts of power for useful expressions of its existence 

that helped analyse PR practice and that, in this respect, Habermas (1987), 

Bourdieu (1991) and Goffman (1956) provided highly accessible and functional 

models. It also confirmed that adherence to symmetry and mutuality were 

sensible means through which to measure the relative effect of vocationally 

preferred definitions of practice as a way of understanding the place of power 

(Sallot, 2003). Finally, social models that framed culture as power relations 

were identified and defended. These drew on robust ideas already tested in 

practice relating to the place and value of general social competence to the 

profession (Ni, Wang and De la Flor, 2015) the cultural practices generated by 

PR practice itself (Pieczka and L’Etang, 2001; and Hodges, 2006) and how 

cultural attributes were traded as social capital (Edwards, 2006). 

The use of Excellence as a comparative model in research was concluded as 

reasonable (Moloney and McGrath, 2020). It is dominant in practice, is 

recognised as being so, and is capable of generating accessible data 
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coherently and in forms consistent within the aims and ambitions of this 

study. 

Building a pragmatic analytical strategy 

The methodology explained the theoretical, ontological and epistemological 

perspectives relevant to the study and set out a broad research strategy. A 

mixed-methods approach was defended as this helped build a flexible and 

pragmatic structure that provided a focus on relevant outcomes and 

professional utility.  

A central feature of the chapter was a discussion on Lukes’ three-dimensional 

framework for power (2005) and how data derived using the agreed 

methodology could be deployed against this. This maintained the view that 

both PR practice and power effects could be understood by reference to the 

attributes chosen for analysis by the methodology used here as well as by the 

ideas set out by the Lukes model. 

The methodology argued that it was possible to build analytical constructs for 

the enquiry that were robust, justified and transparent (tables 9 and 13). 

These allowed the attributes selected for measurement by the study to be 

justified conceptually and for them to be set against the Lukes model (2005) 

readily or at least without undue complication. It was argued that this was 

achievable practically through use of a content analysis (Krippendorf, 2013) 

and via various forms of linguistic and argumentation analysis of expert 

opinion (Boreus and Bergstrom, 2017). 
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Reconciling outcomes with ambitions 

The first chapter in the thesis provided a detailed description of the purpose 

of this enquiry, setting out a precise research question that was broken down 

into constituent components (table 1). It also offered a series of aims and 

objectives.  In summary, both the question and the objectives concern 

themselves with PR practice in the UK and the degree to which it could be 

explained convincingly by sociological accounts of power?  It also identified 

the Lukes (2005) dimensional framework as a suitable model through which to 

assess practice and behaviours associated with practice. The chapter set out 

the research question in three forms so that it could be understood 

objectively and, therefore, measurably. The aims and objectives take similar 

care, expressing themselves as outcomes, processes and forms of knowledge. 

Whilst this may seem somewhat repetitive, or over-engineered, the section 

should avoid, as a result, claims of ambiguity and resist criticisms common to 

projects such as this that they have somehow eluded precision or conceptual 

obligations. The following table (table 33) represents the summary previously 

offered (table 1) but adds where and how claims and commentary related to 

the terms of reference can be found within this thesis.  

Firstly, this enables commentary to be made on the degree to which the study 

has responded to the research question and its broad aims and objectives in 

terms of inputs. It can be claimed, as a result, that content and research 

outcomes are aligned successfully to the research questions and the study’s 

intentions, both in terms of objectives and the specific aim to correlate data 

against the Lukes framework (2005).  

In particular, there is substantial commentary and analysis directed towards 

whether or not decisions affecting the understanding, choice and delivery of 

PR practice in the UK are more convincingly explained by conceptual accounts 

of power than via functional explanations of effectiveness or ineffectiveness? 

The principal accounts of good PR practice in the UK, are reviewed with 

specific reference to normative functional or professional behaviours and 

theoretical positions on the workings of power (pp.251-271). Similarly, elite 
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opinion is secured on whether or not the behaviours and actions required 

under functional accounts of good practice are observed or preferred in 

actual practice (pp.272-325). 

The alignment of research outputs with reference to Lukes (2005) is also 

solidly addressed. This is considered in both the Methodology and Primary 

Research chapters. However, much content here is located in two tables 

(table 31 and table 32). These show how the accounts of power under review 

here can be modelled generally within the Lukes framework and specifically 

how outputs relating to communicative competence (Habermas, 1987), 

communicative legitimation (Wæraas, 2007) and symbolic interactionism 

(Johansson, 2007) can be understood via Lukes (2005). 

Secondly, and perhaps more importantly, Table 33 is able to validate that the 

purpose, intent and intended outputs from the study can be substantiated. 

Here, the place of normative functional behaviours in PR, understood with 

reference to Excellence (Grunig et al, 1984; and Laskin, 2009), have been 

shown to be limited and compromised by a range of matters indicative of and 

contingent upon, selected accounts of power (Habermas, 1987; Burkart, 2007; 

Weber, 1949; Wæraas, 2007; Goffman, 1959; and Johansson, 2007) or the 

consequent workings of professional culture (Lan, Wang and de la Flor, 2015; 

Pieczka, and L’Etang, 2001; and Hodges, 2006; and Edwards, 2006).  

Significantly, this then reveals, with important caveats and limitations (see 

Conclusions), that accounts of power offer a sometimes more convincing 

rationale for practice decisions in contested circumstances in the UK than 

even lauded professionalised expectations and behaviours but remain hidden 

or ignored as they do so. If this is accepted, it enables questions to be asked 

by the PR professional as to why and in what circumstances this is the case, if 

the consequences are understood and acceptable to all parties involved and 

what actions relating to practice must be taken as a result. 
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Table 33: How the study’s findings have addressed its research intentions 
 

Terms of reference 

Re
se

ar
ch

 
qu

es
ti

on
 

O
ut

co
m

es
 

Pr
oc

es
se

s 

Kn
ow

le
dg

e 

Evidence of where relevant 
research outputs can be found. 

Excellence theory 
 
What are the principal accounts of 
good PR practice in the UK, with 
specific reference to (i) normative 
functional or professional behaviours 
and (ii) theoretical positions on the 
workings of power? 

 

RQ1 
 

O1 
 

P1 
 

K1 
 

 
Pages: 13-18, 19-22, 23-28, 29-50. 
Tables: 2, 3, 4, and 21. 

Are the behaviours and actions 
required under functional accounts of 
good practice preferred in actual 
practice, with reference to 
professionally acknowledged examples 
of excellence in the UK? 
 

RQ2 O2 P2 K2 

 
Pages:  70-88, 89-94, 118-134, 234-

244, 245-250. 
Tables: 9, 10, 11, 12, 13, 14, 18, 

19, 20 and 21. 

Relations to power   
 
Are decisions affecting the 
understanding, choice and delivery of 
PR practice in the UK more 
convincingly explained by conceptual 
accounts of power than via functional 
explanations of effectiveness or 
ineffectiveness? 

 

RQ3 
O3 
O4 

P1 
P3 
P4 
P5 

K2 
K3 

 
Pages:   70-88, 95-117, 231-241, 

242-247, 272-325. 
Tables: 5, 6, 7, 8, 9, 10, 11, 12, 13, 

14, 16, 17, 18, 19, 20, 21, 
22, 23, 24, 25, 26, 27, 28, 
29 and 30 

The utility of Lukes  
 
To determine if Lukes (2005) can 
provide a coherent account of power 
in relation to public relations practice 
in the UK and reveal the hidden arenas 
of power negotiation as well as a 
means to understand and examine 
them.  
 

N/A O5 P6 K4 

 
Pages:  135-144, 328-336,  
Tables: 31, and 32. 

In particular, in terms of a contested 
area of public policy, the aim will be 
to see if PR practice can be seen as 
operating within Lukes’ third 
dimensional account. 
 

 
O4 
O5 

P6 
K2 
K3 
K4 

 
Pages:  328-334. 
Tables: 8, 31, and 32. 

Table 33: this table updates table 1 and indicates where illustrative evidence to 
demonstrate completion of the research aims can be found. 
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The conclusions of the study 

This section provides conclusions for the study. It does not attempt to be 

comprehensive or complete and, if detail or explanation is required, it should 

be read in conjunction with the relevant sections in the Primary Research 

chapter and, in particular, the Principal findings in summary. 

Contribution to knowledge 

In terms of the academic lacuna or unresolved research space, it has been 

argued here that whilst there is general understanding conceptually about 

public relations as a societal phenomenon (Ihlen and van Ruler, 2007), there 

remains a general absence in practice subsequently of discussion about this 

and the professional consequences or problems that, therefore, arise. The 

study responds to this research challenge and to calls for this gap to be 

addressed (Bütschi & Steyn, 2006; Coombs and Holladay, 2013; McKie, 2001; 

van Ruler and Verčič, 2005; Watts, 2006). 

A contribution to knowledge in the field of public relations is claimed as a 

consequence, therefore, when these two elements (the conceptual and its 

practical implications) are combined and, uniquely in terms of knowledge, 

when they place a focus on the concept of power as related to the practice of 

public relations in contested circumstances in the UK. The study has 

established, explored and helped address this gap as well as described, in part 

and in the context of the themes given above, its existence and workings. For 

this first time, this shows empirically, within a UK context, the place and 

effects of power on PR practice, placing discussion and analysis within 

operational circumstances rather than abstract contexts. It also demonstrates 

the range of practical considerations that can emerge when power is explored 

in practice and, using a dimensional model of power (Lukes, 2005), how these 

may be addressed, exploited or mitigated. The outputs from the primary 

research have also been delineated against the Lukes model (2005) in a 

unique manner to provide novel insight into the effects of power in practice in 

the UK in relation to contested matters. 
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Finally, in terms of contribution, the study has argued that because power 

remains a poorly understood and potentially misdirected matter within the 

profession, improved knowledge about its effects would have a significant 

impact on contemporary practice. In particular, this would contribute to 

programmes associated with transparency and accountability, co-production, 

and values driven marketing and brand communication that demand high 

levels of trust and authenticity in the relationships between organisations and 

their stakeholders. 

Suppositions and approach 

The terms of reference for this study are set out earlier and will not be 

repeated here. In general, they consider what current PR practice in the UK 

looks like and if it can be aligned to accounts of power more readily than it 

can to professional paradigms or everyday professional expectations.  

It argues that the principles of mutuality and symmetry (Grunig and Hunt, 

1984; and Laskin, 2009) are essential features of practice required by the de 

facto professional body for public relations in the UK (CIPR). These features 

should, therefore, be strongly evident in celebrated practice or that used to 

demonstrate laudable professional behaviours. If mutuality and symmetry are 

not evident in practice identified as exemplary by the CIPR, then reasons 

other than relative professional competence must be at work to account for 

their absence. The central question asked by this study is, therefore, does 

power in society and its effects account for this discrepancy and the 

professional dissonance that accompanies it. 

An analytical framework to understand power as socialised, cultural and 

professional phenomena was devised by the study. This draws on different 

accounts of power as it has been studied – both within the PR profession and 

more generally - and is set out on tables 9 and 13.  The analytical framework 

then deploys these accounts within Lukes’ (2005) dimensional model of power 

which understands power as operating in three distinct ways. The analytical 

model and its application to the Lukes framework represent novel iterations 

of study into the effects of power in PR. 
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Evidence of UK PR practice and associated professional behaviours was 

gathered by two principal methods and compared against the analytical 

model. The first provided a content analysis of the case studies developed for 

the CIPR annual awards. This identified and examined evidence for the place 

of Excellence (Grunig and Hunt, 1984) in celebrated practice and, specifically, 

reliance on the use of mutualising, symmetrical and evaluated practice 

(Laskin, 2009). The second gathered evidence and opinion from elite sources 

about the effects of power and culture in practice, with a specific interest in 

contested matters. The data gathered was deployed against the analytical 

framework to consider the relative place of power in the context of 

Excellence (Grunig and Hunt, 1984) and the degree to which the former can 

better account for professional behaviour and decisions. Detailed information 

on the study’s findings was provided earlier. However, broad conclusions are 

provided here. 

A summary of the findings 

The data shows that functional or managerialist accounts of public relations 

cannot be seen to hold a complete or even a commanding influence on 

practice decisions. The degree to which this can be claimed or is evident is 

contingent upon a range of factors but, in general, this demotes such 

professionalised behaviour as malleable or optional when necessary. 

Subsequent to this, strategic and tactical decisions in PR practice are 

accounted for robustly and evidently by the workings of power as defined by 

the analytical model and by the negotiation of power socially or within 

dialogue. Professionalised behaviours are subservient to this when power 

dictates this to be necessary. 

There is also some relationship shown between individual or organisational PR 

practice and broad cultural and social influences. These influences also share 

a relationship to the workings of power although the means of negotiation 

may be cross-cultural or unrelated to the specific practice of public relations 

itself. 
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Excellence (Grunig and Hunt, 1984) is observed often in practice but its 

expectations may be limited or even abandoned if they generate no 

advantage to the practitioner in the dialectic. This casts professional 

aspirations towards mutuality and symmetry (Laskin, 2009), and the 

managerial behaviours that operate coherently with these principles, as 

unnecessary in practice or as professional representations or idealisations. 

Practices that support communicative competence, such as a regard for trust 

and truth, support balance in the negotiation of power within the dialectic. 

This reserves a place in practice for these competences (Habermas, 1987; 

Burkart, 2007) and as overtly capable of supporting mutuality and symmetry 

or requiring the open admission of their rejection if PR practice somehow 

demands this. However, some communicative competences, such as 

intelligibility (ibid), may work to redirect power back towards pre-existing 

social relations and structures. This is because they rely on the production of 

frames (Johansson, 2007) within discourse that are predisposed, but not 

exclusively, towards the structural status quo or sources of expertise that 

maintain it. In general, the content analysis showed that practices consistent 

with communicative competence were more likely to reflect the requirements 

of Excellence (Grunig and Hunt, 1984) than other accounts of power when 

contested matters were negotiated.  

Conversely, practices that reflected evidence of communicative legitimation 

(Weber, 1948; Wæraas, 2007) and symbolic interactionism (Goffman, 1969; 

Johansson, 2007) showed little relative interest in either symmetry or 

mutuality in the dialectic. The use of legitimation in practice tended to 

conceal the presence of power as it was associated with second dimensional 

(Lukes, 2005) or agenda setting and discourse restricting tactics. Legitimation 

is a commonplace communications strategy when matters are highly 

contested. Such strategies are founded often on legal petition but they rely 

heavily too on appeals to tradition. Such appeals work most effectively within 

the dialectic when power is settled in favour of the status quo. 
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Framing (Goffman, 1969; Johansson, 2007) is a common but unpredictable 

communicative mechanism whilst symbolic interactions and representations 

as a whole tend to further hide the workings of power. Framing was revealed 

as a highly problematic communicative strategy but one used often in practice 

when dealing with contested matters. Expert frames were considered helpful 

when constructed effectively but needed to be supported often by less 

transparent forms of representative rhetoric (Heath, 2001). These may work 

to hide the place and purpose of power in contested circumstances. These 

supporting forms of rhetoric rely on footing and face in ways that recognise 

and then accommodate the importance of self-interest whilst representing 

forms of mutual control or collective engagement.  

Consensus building qualities in the practitioner are sought after in practice 

and relationship building skills are also highly prized. This may be rationalised 

as evidence of mutualising and symmetrical effects (Laskin, 2009). However, 

the claim is made here that this represents instead the importance of 

adaptability and pragmatism in practice and that this reflects the needs of 

power and not professional aspirations associated with Excellence (Grunig and 

Hunt, 1984) or other paradigmatic models. Other pre-formed or inherited 

cultural attributes are readily deployed in practice. Whilst these may, by 

definition, replicate social relations, it is not apparent from the study which 

specifically are being remodelled or produced. A capacity to develop 

relationships was considered fundamental to practice. Cultural capital which 

allows this is, therefore, considered highly valuable, regardless of whether or 

not it is inherited or acquired. This capacity may supersede any other 

professional skill in certain circumstances and may reward cultural capital 

that demonstrates subsequent alignment with corporate, organisational or 

business values. Indeed, a capacity to construct relationships in contested 

circumstances is evidenced here as more important than any other form of 

professional skill or experience. 
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Informing future research directions 

The study has responded to a significant area of weakness in the profession’s 

research canon (Bütschi & Steyn, 2006; Coombs and Holladay, 2013; McKie, 

2001; van Ruler and Verčič, 2005; Watts, 2006) by seeking to understand how 

conceptual concerns relating to the negotiation of power are addressed 

functionally or via professional practices. It has established, explored, and 

contributed to understanding about this, helped address this gap and 

defended claims about its existence.  

A unique contribution to knowledge in the field of public relations is claimed 

when these two elements (the conceptual and its practical implications) are 

combined and when they place a focus on the concept of power as related to 

the practice of PR in areas of contested public policy in the UK. It has made 

too a singular but limited contribution to theory in relation to PR practices in 

the UK that are deployed in contested circumstances and concerned with the 

exchange and negotiation of specific interpretations of power.  

The study has used in a novel manner Lukes’ three-dimensional model of 

power (2005) to review and characterise power effects in public relations 

practice. The methodology and analytical frameworks adopted by this study 

have worked successfully to generate data that can be deployed subsequently 

against the Lukes model. This provides an effective but sometimes limited 

framework with which to analyse the relative nature of power effects in PR 

practice.  

However, the model also has the potential for development and in ways that 

inform PR strategy and tactics concerned with the effects of power in 

contested circumstances. This suggests unique utility to the practitioner in 

understanding practice against the effects of both the workings of power and 

the requirements of Excellence theory (Grunig and Hunt, 1984). The study has 

provided a series of insights into public relations effectiveness in the context 

of power that are not collectively apparent within the profession. It sets out a 

series of areas for potential review that are capable of developing further 

insights on matters of significant concern to the PR profession in the UK. 
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These are set out below and, in summary, propose further work on specific 

areas of the relationship between power and PR practice, the development of 

professional behaviours and the progression of models and frameworks to 

guide decision making in contested circumstances. 
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Research recommendations 

This section of the thesis considers the research findings and outputs with 

reference to the main questions it has raised and the issues which remain 

outstanding. It expresses these as a series of high-level criticisms of the study 

or as recommendations for further review and enquiry. 

 
• This enquiry cannot be considered as a stand-alone or comprehensive 

analysis of power in public relations, nor as satisfying discussion of 

related conceptual matters on power in practice. 

• The outcomes of the study should not be seen either as addressing all 

aspects of power in practice in relation to contested policy in the UK 

and, at best, only as doing so partly. 

• The accounts and characteristics of power used in this study are 

specific (Habermas, 1987; Burkart, 2007; Weber, 1948; Wæraas, 2007; 

Goffman, 1959; Johansson, 2007; Lan, Wang and de la Flor, 2015; 

Pieczka, and L’Etang, 2001; Hodges, 2006; and Edwards, 2006). Other 

accounts and attributes are possible and may be used to confirm, 

challenge or extend the conclusions and insights drawn here. 

• It is not possible to claim that the study considered as fully as intended 

the place of power in relation to stakeholders (O3), although some 

aspects of relationships were reviewed. 

• Therefore, to address the issues raised in the points above, further 

research is required in this area. 

• The effect on situational theory (Grunig, L.A, Grunig, J.E. and Dozier, 

2002; and Heath, 2001) of different communicative strategies 

concerned with power has not been fully assessed by this study and 

should be investigated further. 

• The outputs from the research in relation to public policy (Cochran, et 

al, in Birkland, 2005) can be considered too diffuse and unable to 

address pragmatically the nature of specific policy areas in relation to 
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communications. Specific work here would guide the development of 

PR practice, particularly in relation to consultation and engagement.  

• The outputs from the research in relation to practitioner 

rationalisations for variance from good practice can be considered 

rudimentary or introductory and require further work and development 

(K3). 

• The reasons for the continued resistance by the profession to research 

into the conceptual and theoretical underpinning of practice (Butschi & 

Steyn, 2006; Coombs, 2013; McKie, 2001; van Ruler, 2005; Watts, 2006) 

remains unanswered by this study and further work, relating dissonance 

to power effects, is advised. 

• Truth and trust as forms of communicative competence (Habermas, 

1987) have the potential to guide the development of PR strategies in 

respect of contested policy but more work on their suitability and 

application is needed. 

• In particularly, further work is needed to establish the relative merits 

of communicative competence (Habermas, 1987) in practice, in both 

the short and longer term, with regard to symmetry and mutuality 

(Laskin, 2009). 

• The use within practice of approaches, models and tactics consistent 

with Lukes’ first dimensional effect (2005) should be considered and 

developed further. These foster reliance on symmetry and mutuality 

(Laskin, 2009) in terms of adherence to the professional tenets of 

Excellence (Grunig and Hunt, 1984). 

• The attributes of power in practice consistent with Lukes’ third 

dimensional effect (2005) remain relatively opaque and should be 

considered further. 

• The current definition of public relations used by the Chartered 

Institute of Public Relations is contradictory (CIPR) and should be 

reworded to reflect a clearer and less ambiguous purpose. The CIPR 

must decide whether or not PR is concerned with mutuality or 
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advantage. There is no shame in either (Heath, 2001) but PR cannot do 

both at the same time in relation to contested matters.  

• The dissonance (Thummes, 2013; Edgett, 2002; Taylor and Kent, 2014; 

and Hippel and von Trivers, 2011) inherent in professional definitions of 

practice should be considered internationally and a more coherent and 

global common statement of purpose adopted. 

• The proforma and competition entry expectations of the CIPR’s awards 

(CIPR) process should be reviewed to ensure entries demonstrate 

adherence to the standards expected under Excellence (Grunig and 

Hunt, 1984) or alternative professional settlements. 
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Reflection 

This section will provide a reflective review on how observations and insights 

about the development and delivery of this study have been secured. It offers 

a statement on the importance of such reflection, reviews pertinent issues 

and ideas associated with a critical perspective on reflection in the context of 

this thesis, proposes a model for the delivery of this reflection and sets out 

the conclusions and outputs of the review itself. 

The importance of reflexivity 

Reflexivity has assumed a fundamental place within the research process, 

verifying and corroborating positions, methodologies and outputs. Indeed, its 

benefits are claimed to extend to the cognitive and developmental, elevating 

researcher responsibilities beyond the technical, whilst, at the same time, 

enabling the pursuit of more informed, guided and subtle forms of 

falsifiability (Mortari, 2015). Reflection, therefore, must be concerned with 

the decisions taken during the construction of the research project so that 

matters of efficiency and effect may become more apparent to the 

researcher. However, it should also be concerned with how this affects what 

can and should be taken from the outputs generated so that the general 

nature and veracity of the claims themselves can be better understood. 

A critical perspective and focus 

Whilst a number of critical perspectives can be deployed to shape themes 

within a reflective model, feminist theory is particularly helpful in the 

context of studies dealing with power relations. This is because feminist 

research assumes as a central principle that social forces are used to manage 

dominance and that judgements in the way research has been employed or 

pursued must, therefore, be understood critically if distortion is to be 

exposed, understood and analysed (Sarantakos, 2013).  

This can be described as a feminist research ethic, or the conditions that 

dominate, drive or restrain, within the researcher, research activity and 

delivery (Ackerly and True, 2008). This also recognises, or reflects, the 
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central or potentially dominating effects of subjective orientation and the 

contingent and consequent experience that prevails through power dynamics. 

Morgaine (2014) suggests a focus here on what she calls ‘positionality’ and 

‘privilege’. Positionality may be concerned with how understanding is derived 

from the position of the researcher as a highly subjective mediating force 

within research relationships. Privilege is contextualised primarily as 

intersectional but, in so doing, places focus on the nature, duties, 

assumptions and expectations associated with the construction and 

maintenance of identities and relationships within the engagement. 

Building a thematic reflective model 

Reflective models are designed to develop perspective in the form of a 

shareable or, to a degree, objective currency rather than as matter which has 

meaning exclusively to the researcher. This demands that experiences and 

decisions from the research journey be prioritised transparently on the basis 

of a declared salience or pertinence and in ways that are concerned with 

beneficial effect. Most models place emphasis here on three broad 

components: description, analysis and evaluation (Watson, Burrows, & Player, 

2002). All three can be accommodated within Gibbs (1998) and a model 

dealing the description of and emotions associated with, as well as the 

rationalisation and evaluation of selected matters, has been adopted here 

(appendix I). In addition, and consistent with Gibbs, it also offers a conclusion 

and suggested actions. 

A series of issues, as identified by the researcher using Gibbs (1998), are 

included in the analysis. These cover matters affecting the capacity, 

motivation, methodology, completion of primary research and delivery 

outputs and next steps. However, given the declared focus on critical review 

in the context of power, three themes have been selected for analysis here. 

These deal with motivation and agency, the identification of the research 

lacuna and the management of data subject relationships during the primary 

research phase. In addition, there is consideration of what action or 

developments may take place following this project. 
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Motivation and agency 

The researcher has identified that two emotional forces dominated the 

research process in terms of motivation and agency. These can both be 

deemed to be matters of positionality (Morgaine, 2014) or as displaying 

reaction as a consequence of position rather than privilege.  

The first is shown by the consideration of power by the researcher as a lack of 

social and professional equity and opportunity, rather than coercion, although 

the two are linked (Bourdieu, 1990; Foucault, 1980). This preferences social 

reformist positions and bias within the researcher and reacts against market-

led solutions or those concerned openly with market advantage. It also 

presupposes a view on purpose in public relations. This has the potential to 

open as well as close areas of enquiry, shape outcomes erroneously as well as 

more clearly and pre-suppose or second-guess data subjects and methods. 

The second area of motivation within the researcher was concerned with the 

pursuit of complex enquiry as a way of demonstrating intellectual capacity. 

Whilst this may be considered laudable, as self-development, it also presents 

a danger of preferencing completion above output quality.  It also tends to 

confuse the essence of purpose, failing to present post-graduate research as 

an intellectual pursuit, worthy in itself, and allowing it instead to become 

personal redemption. 

In terms of action, these issues demonstrate the importance of early as well 

as continuing engagement with reflective process. Consequently, the place of 

motivation has become a more important consideration to the researcher at 

the project application stage in order to achieve clarity on prejudice and 

persistence.  

Identification of lacuna 

Two issues were viewed as significant by the researcher in terms of the 

identification of the research lacuna. Both of these can be considered 

questions of privilege (Morgaine, 2014) in how research choices were made.  
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The first relates to the very construction of the lacuna. Here, on reflection 

and with retrospective insight into power as a central theme within the 

thesis, the researcher had some anxiety that whilst the lacuna was developed 

robustly, it reflected an assumed position rather than one justified or 

emergent from the literature.  This position may not have considered 

intersectional matters sufficiently as insight (Ackerly and True, 2008). The 

consideration of personal position and prejudice is not unusual within 

research design (Easterby-Smith et al, 2015), and a considered, thorough and 

tested literature search was completed.  However, further iterative review of 

secondary sources during the development of thesis was possible. This was 

addressed somewhat by the modifications at corrections stage but the 

researcher believes it will be necessary to secure greater understanding from 

secondary research, and to consider this more as an iterative process, before 

work to conclude research projects is started in the future. 

The second matter here should also be seen as one of privilege (Morgaine, 

2014) although it relates to a preferred position on social intervention within 

liberal markets. Assumption about the value of intervention may work to 

remove from consideration forms of power that otherwise exist within liberal 

or traditional paradigms and which close down discussion on the reach of 

intersectionality as a result. This may be evident in both the methodology and 

data collection. Whilst the researcher position has been declared, more could 

have been done to do so in context and in ways which reveal potential favour 

or bias. However, the importance of caution in the use of outcomes has been 

stressed within the project and the outcomes have been identified as 

conjecture rather than certainty. Nevertheless, discussion on the principles 

and values of the researcher should be considered for all future projects 

earlier and more persistently. 

Use of potential ‘elite’ interviewees 

The final area for review identified by the reflection concerns the 

management of the instruments and specifically the expert interviews. Once 

more this concerned matters of privilege and position (Morgaine, 2014) and 
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can be characterised as anxiety around relationship issues and if these where 

likely to generate researcher effect (Easterby-Smith et al, 2015) in terms of 

confrontation.  

The interview recordings were reviewed to identify overly cautious and 

defensive positions in the researcher or the interviewee or the presence of  

unnecessary or confusing counter opinion. This was not apparent and the 

researcher was not able to identify such confrontation in terms of the subject 

matter, the interface between professional and academic judgement or in 

terms of researcher restraint on any particular theme. Full transcripts and 

recordings are available to the examiners as part of this thesis. 

Nevertheless, the researcher feels such relationship issues were not 

considered fully at the start of the project. In addition, a review of the use of 

terminology in relation to elite v expert opinion was completed at the 

correction stage and any consequent implications for data collection were 

considered in the light of this. 

Outcomes and next steps 

In terms of further development of both the researcher and the themes of the 

thesis, a number of issues emerged. The subject matter within the thesis is 

highly complex and problematic and challenges the dissonance apparent in 

contemporary practice. Discussion on the thesis, therefore, may alienate its 

content and insights from the research community and cast them as 

inconsistent with modern practice. 

Nevertheless, the thesis contributes to discussion on the place of practice in 

the context of open, consensual and non-privileged circumstances and in ways 

that represent persistent and evolving challenges to the profession. The 

context may not be unique but it is not often available and has potential for 

broader professional and academic appeal. Work to secure publication within 

the literature of the ideas developed by the thesis could be pursued.  

It is also possible to consider, in the context of publication, the development 

of practical and professionally focused insights on the management of power 
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effects. Lukes (2015) offers a professional model when managing the effects 

of power in both strategy design and tactics and one worthy of greater 

consideration in PR practice. 

This potential poses development challenges for the researcher in terms of 

understanding the needs of publication as an academic skill. Should the 

potential outlined above be realised, so too will it be necessary for the 

researcher to access sources of advice, direction and support in this respect. 
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Final commentary on contribution to knowledge 

In conclusion, this thesis is presented in the belief that it has brought a set of 

pertinent and practical insights on the PR profession in the UK in relation to 

matters of increasing concern and to how power is constructed and deployed 

via communications activity. In the interests of falsifiability, it claims these as 

follows: 

1. The study has responded to a significant area of weakness in the 

profession’s research canon by seeking to understand how conceptual 

concerns relating to the negotiation of power are addressed 

functionally or via professional practices. 

2. The study has established, explored, and contributed to understanding 

about this, helped address this gap and defended claims about its 

existence.  

3. Further, a unique contribution to knowledge in the field of public 

relations is claimed when these two elements (the conceptual and its 

practical implications) are combined and when they place a focus on 

the concept of power as related to the practice of PR in areas of 

contested public policy in the UK.  

4. It has made a singular but limited contribution to theory in relation PR 

practices in the UK that are deployed in contested circumstances and 

concerned with the exchange and negotiation of specific 

interpretations of power.  

5. It has used in a novel manner Lukes’ three-dimensional model of power 

(2005) to review and characterise power effects in public relations 

practice.  

6. It offers unique utility to the practitioner in understanding against 

Lukes the effects of practice in relation to both the workings of 

selected accounts of power and the requirements of Excellence theory. 

7. The study has provided a series of insights into public relations 

effectiveness in the context of power that are not collectively apparent 

within the profession. 
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8. It sets out a series of areas for potential review that are capable of 

developing further insights on matters of significant concern for the PR 

profession in the UK. 

The thesis is, therefore, presented for examination in partial fulfilment of the 

requirements of Solent University for the degree of Doctor of Philosophy. 

 

 

 
  



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

___________________________________________________________________ 

373 

     

References: 

ABERBACH, J. and ROCKMAN, B. 2002. ‘Conducting and Coding Elite Interviews’, PS: Political Science and Politics 
35(4), pp. 673-676. 

ACADEMIA.edu. Power. [viewed: May 17, 2019]. Available from: 
https://www.academia.edu/5970627/POWER_THE_KEY_CONCEPT_IN_POLITICAL_SOCIOLOGY. 

ACKERLY, B. and TRUE, J. 2008. Reflexivity in Practice: Power and Ethics in Feminist Research on International 
Relations. International Studies Review: Volume 10, Issue 4. pp. 693-707.  
ADAMS, R., 1975, “Where Do Our Ideas Come From? Descartes vs Locke”, reprinted in Stitch S. (ed.) Innate Ideas, 
Berkeley, CA: California University Press. 

ADORNO, T. and HORKHEIMER, M. 1944. Dialectic of the Enlightenment. Editorial Sudamericana. Argentina.  

AGUINIS, H. and SOLARINO, A, M. 2019. Transparency and replicability in qualitative research: The case of interviews 
with elite informants. Strategic Management Journal, 2019;40:1291–1315. 

ALCOFF, L. and POTTER, E. 1993. Feminist Epistemologies. New York, NY: Routledge. 

ALDOORY, L. 2006. A (Re)Conceived Feminist Paradigm for Public Relations: A Case for Substantial Improvement. 
Journal of Communication. Volume 55, Issue 4. December 2005. Pages 668-684 

AMEC. International Association for the measurement and evaluation of communication. AMEC’s Integrated 
Evaluation Framework. Viewed: February 22, 2021. Available from: https://amecorg.com/amecframework/  

AMIS, J. and SILK, M.J. 2008. ‘The philosophy and politics of quality and qualitative organisational research.’ 
Organisational research methods, 11:456-80. 

ARASARATNAM, L.A. and DOERFEL, M.L. 2005. Intercultural communication competence: Identifying key components 
from multicultural perspectives, International Journal of Intercultural Relations, Vol. 29 No. 2, pp. 137-163. 

BACHRACH, P. and BARATZ, M. 1962. ‘The Two Faces of Power’, American Political Science Review 56(4), pp. 947–
952. 

BACHRACH, P., and BARATZ, M. 1970. Power and Poverty. New York, NY: Oxford University Press. 

BAKER, S. E. and EDWARDS, R. (eds.) 2012. How many qualitative interviews is enough? Expert voices and early 
career reflections on sampling and cases in qualitative research. National Centre for Research Methods 
Reviews. Southampton, GB. National Centre for Research Methods 43pp. 

BANKS, A. 2017. The Bad Boys of Brexit: tales of mischief, mayhem and guerrilla warfare in the EU referendum 
campaign. London: Biteback publishing. 

BARDHAN, N. 2003. “Rupturing public relations metanarratives: the example of India”, Journal ofPublic Relations 
Research, Vol. 15 No. 3, pp. 225-48. 

BASU, A. and DUTTA, M.J. 2008. Participatory change in a campaign led by sex workers: connecting resistance to 
action-oriented agency. Qualitative Health Research. 18(1), 106-119. 

BATESON, G. 2000. Steps to an ecology of mind. Chicago: University of Chicago Press. (Original work published 1972.)  

BAUMGARTNER, F.R., BERRY, J.M., HOJANCKI, M., KIMBALL, D. and LEECH, B. 2009. Lobby and Policy Change: Who 
Wins, Whose Loses and Why. Chicago: University of Chicago Press. 

BAYM, N.K. (Ed.) 1995. The emergence of community in computer-mediated communication, CyberSociety, Sage, 
Newbury Park, CA, pp. 138-63.  

BBC news website. January 11, 2021. Coronavirus: Boris Johnson criticised over bike ride seven miles from home. 
[Accessed: 16.11.21: https://www.bbc.co.uk/news/uk-politics-55620138] 

BENTELE, G. and S. WEHMEIER, 2007. Applying sociology to public relations: A commentary. Public Relations 
Review, 33(3), 294-300 

BERELSON, B. 1952. Content Analysis in Communication Research. Glencoe, Ι11: Free Press. 

BERGER, B. K. 1999. The halicon (sic) affair: Public relations and the construction of ideological world view. Journal 
of Public Relations Research, 11(3), 187–203. 

BERGER, B.K., 2005. Power Over, Power With, and Power to Relations: Critical Reflections on Public Relations, the 
Dominant Coalition, and Activism. Journal of Public Relations Research, 17(1), 5-28. 

BERNAYS, E.L. 2013. Public Relations. University of Oklahoma Press. p. 23. 

BEVERLAND, M.B. 2005. Crafting brand authenticity: the case of luxury wines, Journal of Management Studies, Vol. 
42 No. 5, pp. 1003-29. 

BHASKAR, R. 1978. A realist theory of science. New York: Harvester Press. 

BIRKLAND, T. 2005. An Introduction to the Policy Process: Theories, Concepts and Models of Public Policy Making, 2nd 
edn. London: M.E. Sharpe. 

BLACK, S. 1980. Introduction. In S. Black (Ed), Public Relations in the 1980s.: Proceedings of the eighth annual Public 
Relations World Congress (p.xi). Oxford, UK: Pergamon. 

BLACK, S. and SHARPE, M.L. 1983. Practical Public Relations. Englewood Cliffs, NJ: Prentice-Hall, pp. 5–6. 

BLAU, P. 1964. Exchange and Power in Social Life. New York: Wiley. 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

___________________________________________________________________ 

374 

     

BOGNER, A. and MENZ, W. 2005. The theory-generating expert interview. Interest in knowledge, forms of knowledge, 
interaction. In Alexander Bogner, Beate, Littig & Wolfgang Menz (ed.), The Expert Interview - Theory, Method, 
Application (2nd Edition, p.33-70). Wiesbaden: VS publishing house for social sciences. 

BOJE, D.M. 2008. ‘Storytelling in management research,’ in R. Thorpe and R. Holt (eds) The Sage Dictionary of 
Qualitative Management Research. London: Sage, pp. 213-215. 

BOREUS, K. & BERGSTROM, G. 2017. Analysing Text and Discourse: Eight Approaches for the Social Sciences. London: 
Sage. 

BOTAN, C. H. and HAZELTON, Jr, V. (eds). 1989. Public Relations Theory. Hillsdale. NJ: Lawrence Erlbaum. 

BOTAN, C.H. and HAZLETON V. (eds.), Public relations theory II, Lawrence Erlbaum Associates, Inc., Mahwah, 
NJ (2006), pp. 485-497. 

BOULDING, K. 1989. Three Faces of Power. California: Sage Publications. 

BOURDIEU, P. 1977. Outline of a Theory of Practice. Cambridge University Press. 

BOURDIEU, P. 1987. Distinction: A Social Critique of the Judgement of Taste. Harvard University Press. 

BOURDIEU, P. 1990. The logic of practice. Cambridge, UK: Polity Press. 

BOURDIEU, P. 1991. Language and symbolic power (G. Raymond & M. Adamson, Trans.). Cambridge, UK: Polity Press. 

BOURDIEU, P. 1992. The field of cultural production: Essays in art and literature. Cambridge: Polity Press. 

BRADSHAW, A. 1976. A critique of Seven Lukes’ ‘Power: a radical view’. Sociology, 10 (1976) pp.121-127. 

BROOKS, K. J., WAKEFIELD, R. I. and PLOWMAN K. D. 2018. Activism, prosocial public relations and negotiation: the 
case of St Vincent de Paul, Corporate Communications: An International Journal. Vol. 23 Issue: 1, pp.139-150. 

BRYMAN, A. 2004. (2nd ed). Social Research Methods. Oxford: Oxford University Press.  

BURKART, R. 2007. On Jurgen Habermas and public relations. Public Relations Review 249–254. Elsevier. 

BÜTSCHI, G. and STEYN, B. 2006. Theory on strategic communication management is the key to unlocking the 
boardroom. Journal of Communication Management. 10. 106-109. 

CAIRNEY, P. 2012. Understanding Public Policy: Theories and Issues. Basingstoke: Palgrave Macmillan. 

CAMERON, G. T., PANG, A., & JIN, Y. 2007. Contingency theory: Strategic management of conflict in public relations. 
In T. Hansen-Horn & B. Neff (Eds.), Public relations: From theory to practice (pp. 134–157). Boston, MA: Pearson Allyn 
& Bacon. 

CAMERON, G. T., PANG, A., & JIN, Y. 2008. Contingency theory. In T. L. Hansen-Horn & B. D. Neff (Eds.), Public 
relations: From theory to practice (pp. 134–157). Boston, MA: Allyn & Bacon. 

CHARMAZ, K. 2009. “Shifting the Grounds: Constructivist Grounded Theory Methods for the Twenty-first Century.” In 
Janice Morse, Phyllis Stern, Juliet Corbin, Barbara Bowers, Kathy Charmaz, and Adele Clarke, Developing Grounded 
Theory: The Second Generation (pp. 127-154). Walnut Creek, CA: Left Coast Press. 

CIPR. Chartered Institute of Public Relations. 2021. About PR. [Viewed February 19, 2021] Available from:     
https://www.cipr.co.uk/CIPR/About_Us/About_PR.aspx?WebsiteKey=0379ffac-bc76-433c-9a94-56a04331bf64 

CIPR. 2017. Essex Police and Essex County Partners: “Reflect – Domestic Abuse campaign. London: Chartered 
Institute of Public Relations [viewed August 16, 2018] Available from: http://ciprawards.co.uk/excellence/hall-of-
fame/2017-2/public-sector-campaign/ 

CLARKE, A. E. 2005. Situational analysis: Grounded theory after the postmodern turn. Thousand Oaks, CA: Sage. 

CLARKE, A. E. 2006. Feminisms, grounded theory, and situational analysis. Pp. 345-370 in S. Hess-Biber and D. 
Leckenby (eds.) Handbook of feminist research methods. Thousand Oaks, CA: Sage. 

CLARKE, A. E. 2007. “Grounded theory: Conflicts, debates and situational analysis. In W. Outhwaite and S P. Turner 
(eds.) Handbook of Social Science Methodology (pp. 838-885). Thousand Oaks, CA: Sage. 

CLARKE, D., 1982. Descartes’ Philosophy of Science, Manchester: Manchester University Press. 

COHEN, W.M. and LEVINTHAL, D.A. 1990. Absorptive Capacity: A New Perspective on Learning and Innovation. 
Administrative Science Quarterly 35(1): 128-152. 

COOK, S.D.N. and BROWN, J.S. 1999. Bridging Epistemologies: The Generative Dance Between Organizational 
Knowledge and Organizational Knowing. Organization Science 10(4):381-400. 

COOMBS, W.T. and HOLLADAY, S.J. 2012. Fringe Public Relations: How Activism Moves Critical PR Towards the 
Mainstream. Public Relations Review 38(5): 880-887. 

COOMBS, W.T. and HOLLADAY, S.J. 2013. It's Not Just PR: Public Relations in Society. New York: John Wiley & Sons.  

COOMBS, W.T. and HOLLADAY, S.J. 2013b. The pseudo-panopticon: the illusion created by CSR related transparency 
and the internet. Corporate Communications: An International Journal, 18(2), 212-227. 

CORBETTA, P. 2003. Social Research: Theory Methods and Techniques. SAGE Publications Ltd., London. 

CORNELISSEN, J. 2012. Corporate communication: a guide to theory and practice. London: Sage. 

COTTLE, S. 2006. News, Public Relations and Power. London: Sage 

CRENSON, M. 1971. The Un-politics of Air Pollution: A Study of Non-decision-making in the Cities. London: Johns 
Hopkins Press. 

CPRS. Canadian Public Relations Society. Who we are. [Viewed February 19, 2021] Available from: 
https://www.cprs.ca/About.aspx 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

___________________________________________________________________ 

375 

     

CROPP, F. and PINCUS, J.D. 2004. The Mystery of Public Relations: Unraveling (sic) Its Past, Unmasking its Future. In 
Heath, R.L. 2004. (eds) The Handbook of Public Relations. London: Sage. 

CRUZ, W., 2001. Differences in nonverbal communication styles between cultures: The latino-anglo perspective. 
Leadership and Management in Engineering 1, 51–53. doi:10.1061/(ASCE)1532-6748(2001)1:4(51) 
CURTIN, P.A. and GAITHER, T.K. 2005. Privileging Identity, Difference, and Power: The Circuit of Culture As a Basis 
for Public Relations Theory. Routledge: Journal of Public Relations Research. 

CUTLIP, S. 1995. Public Relations History: From the 17th to the 20th Century. The antecedents. Lawrence Erlbaum. 

CYERT, R.M. and MARCH, J.G. 1963. A Behavioral (sic) Theory of the Firm, Prentice Hall, Englewood Cliffs, NJ.  

DAHL, R. 1957. ‘The Concept of Power’, Behavioral (sic) Science, 2, 3: 201–15. 

DAVIS, A. 2007. The mediation of power. London: Routledge. 

DERRIDA, J. 1978. Cogito and the History of Madness from Writing and Difference trans. Alan Bass. London & New 
York: Routledge. pp. 36–76.  

DEWEY, J. 1916. Democracy and Education. London: Collier Macmillan. 

DHILLON, A. 2016. Woman Who Coined the Phrase “Black Lives Matter” Talks Organizing, Police Abolition. The 
Chicago Maroon. [available from: https://chicagomaroon.com/article/2016/9/30/woman-coined-phrase-black-lives-
matter-talks-organ/: October 25, 2021] 

DIETZ, S. 2002. The virtue of lying. On the relation between speech and morality. Paderborn: Mentis. 

DIETRICH, G. 2014. Spin Sucks: Communication and Reputation Management in the Digital Age. Pearson Education. 

DODD, M.D., 2016. Intangible resource management. Journal of communication management, 20(4), 289-311. 

DONALD, J and HALL, S. 1986. Politics and ideology: a reader. Milton Keynes: Oxford House Books. 

DOUGLAS, M. 1996. Thought styles. London: Sage. 

DOWDING, K. 1996. Power. Minneapolis, Minnesota: University of Minnesota Press. 

DOWDING, K. 2006. Three-Dimensional Power: A Discussion of Steven Lukes’ Power: A Radical View. Political Studies 
Review. Vol: 4, Issue 2, pp. 136-145. 

DOZIER, D. M. and LAUZEN, M. M. 2000. Liberating the intellectual domain from the practice: Public relations, 
activism, and the role of the scholar. Journal of Public Relations Research, 12, 3–22.  

DUBOIS, A. and GADDE, L-E. 2002. Systematic combining: an abductive approach to case research. Journal of Business 
Research, Volume 55, Issue 7, 2002, Pages 553-560. 

DUFFY, M. E. 2000. There’s no two-way symmetrical about it: A postmodern examination of public relations 
textbooks. Critical Studies in Mass Communication, 17(3), 294–315. 

du GAY, P., Hall, S., Janes, L., Mackay, H. and Negus, K. 1997. Doing Cultural Studies: The Story of the Sony 
Walkman, Sage Publications, London.  

DURKHEIM, E. 2007. "The rules of sociological method (1895)". In Appelrouth, Scott; Edles, Laura Desfor 
(eds.). Classical and Contemporary Sociological Theory: Text and Readings. Thousand Oaks, CA: Pine Forge Press. 
pp. 95–102. ISBN 978-0-7619-2793-8. 

DUTTA, M.J. 2009. On Spivak: theorising resistance in Public Relations. In Øyvind Ihlen, Magnus Fredriksson (eds.) 
Public Relations and Social Theory:  Key Figures, Concepts and Developments. New York: Routledge. 

DUTTA-BERGMAN, M. 2005. Civil society and public relations: not so civil after all Journal of Public Relations 
Research 17(3), 267-289. 

EASTERBY-SMITH, M. R. THORPE and P.R. JACKSON. 2015. Management and Business Research. London: Sage 

EDGETT, R. 2002. Toward an ethical framework for advocacy? Journal of Public Relations Research, 14(1), 1–26. 

EDWARDS, L. 2006. Rethinking power in public relations. Public Relations Review 32, 229-231. Elsevier. 

EDWARDS, L. 2009. Symbolic Power and Public Relations Practice: Locating Individual Practitioners in Their Social 
Context. Journal of Public Relations Research, 21(3), 251-272. 

EDWARDS, L. 2012. Defining the ‘object’ of public relations research: A new starting point. Public Relations 
Inquiry, 1(1), 7-30. 

EDWARDS, L. 2015. Power, Diversity and Public Relations. Abingdon: Routledge.  

EDWARDS, L. 2018. Understanding Public Relations: theory, culture and society. London: Sage. 

EHLING, W. P., WHITE, J. and GRUNIG, J. E. 1992. ‘Public relations and marketing practices’, in J. E. Grunig (ed.) 
Excellence in Public Relations and Communications Management, Hillsdale NJ: Lawrence Erlbaum. 

ELDER-VASS, D. 2007. Luhmann and Emergentism: Competing Paradigms for Social Systems Theory? Philosophy of the 
Social Sciences, 37(4), 408-432 

ERNST, P. 1996. The nature of mathematics and teaching.  Philosophy of Mathematics Education Journal 9. 

ETZIONI, A. 1968. The Active Society. New York: Free Press. 

EWAN, S. (eds). 1996. A History of Spin. New York: Basic Books. 

FALBE, C.M. and YUKL, G. 1992. Consequences for managers of using single influence tactics and combinations of 
tactics. Academy of Management Journal, Vol. 35, pp. 638-52. 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

___________________________________________________________________ 

376 

     

FALKHEIMER, J. On Giddens: Interpreting Public Relations through Anthony Gidden’s Structuration and Late Modernity 
Theories, pp.177-192, in (eds) IHLEN, Ø. and van RULER, B. (eds). 2018. Public Relations and Social Theory: Key 
Figures, Concepts and Developments, Routledge: Abingdon.  

FERGUSON, M.A. 2018. Building theory in public relations: Interorganizational relationships as a public relations 
paradigm. Journal of public relations research, 30(4), 164–178. 

FESTINGER, L. 1957. A theory of cognitive dissonance. Evanston, Ill: Row, Peterson. 

FEYERABEND, P.K. 1975. Against Method. Outline of an anarchistic theory of knowledge. London (Verso) 1975. 

FINE, G. A. and MANNING, P. 2003. Erving Goffman, in Ritzer, G., The Blackwell companion to major contemporary 
social theorists, Malden, Massachusetts Oxford: Blackwell. 

FISKE, A.P. 1991.Structures of Social Life: the four elementary forms of human relations. New York: Free Press. 

FIUR, M. 1988. Public Relations Faces the 21st Century. In R.E. Hiebert (Ed.) Precision public relations, pp. 337-356. 
New York: Longman. 

FOSTER, J. 2004. The Divine Lawmaker: Lectures on Induction, Laws of Nature and the Existence of God, Oxford: 
Clarendon Press. doi:10.1093/0199250596.001.0001 

FOUCAULT, M. 1972. The Archaeology of Knowledge. London: Tavistock Publications.  

FOUCAULT, M. 1977. Discipline and Punish: The Birth of the Prison. New York: Pantheon Books. 

FOUCAULT, M. 1980. Power-Knowledge, selected interviews and other writings, 1972-1977. Pantheon Books. 

FOUCAULT, M. 1988. Technologies of the Self: A seminar with Michel Foucault. In Gutman, M. and Hutton, P. (eds) 
Technologies of the Self. Amherst: University of Massachusetts press. 

FRENCH, J. R. P. and RAVEN, B. 1959. The bases of social power. In D. Cartwright, D. and. Zander, A. Group 
dynamics. New York: Harper & Row, 1959. 

GARROW, E.E. and HASENFELD, Y. 2015. The Epistemological Challenges of Social Work Intervention Research. 
Research on Social Work Practice 1-9. Sage. 

GAVENTA, J. 2006. ‘Finding the Spaces for Change: A Power Analysis’, IDS Bulletin 37, pp. 6–23. 

GEE, T. 2011. Counterpower: Making Change Happen. New Internationalist: Oxford. 

GIBBS, G. 1998. Learning by Doing: A Guide to Teaching and Learning Methods. Oxford: Further Education Unit, 
Oxford Polytechnic. 

GIDDENS, A. 1976. New Rules of Sociological Method: A Positive Critique of Interpretive Sociologies. New York: Basic 
Books. 

GIDDENS, A. 1984. The Constitution of Society: Outline of the theory of Structuration. Cambridge: Polity Press. 

GIDDENS, A. 1991. The consequences of modernity. Cambridge: Polity Press 

GILLESPIE, A. and Cornish, F. 2010. Intersubjectivity: towards a dialogical analysis. Journal for the theory of social 
behaviour, 40 (1). pp. 19-46.  

GILPIN, D.R., PALAZZOLO, E.T. and Brody, N. 2010. Socially mediated authenticity, Journal of Communication 
Management, Vol. 14 Issue: 3, pp.258-278. 

GINGRICH, L. G. 2002. Constructing identity and drawing lines. The textual work of Ontario’s Safe Streets Act. 
Journal of Canadian Studies, 37(4) 151-170. 

GOFFMAN, E. 1959. The presentation of self in everyday life. New York: Doubleday. 

GOGGIN, G. 2006. Cell Phone Culture: Mobile technology in everyday life. Routledge, New York. 

GOLDEN-BICKLE, K. and LOCK, K. 1993. Composing qualitative research. 2nd edn. London: Sage. 

GOLDSTEIN, K. 2002. Getting in the Door: Sampling and Completing Elite Interviews. PS: Political Science & 
Politics, 35(4), 669-672. doi:10.1017/S1049096502001130 

GORHAM, G. 2002, “Descartes on the Innateness of All Ideas,” Canadian Journal of Philosophy, 32(3): 355–388. 

GOWER, K. 2006. Public Relations Research at the Crossroads, Journal of Public Relations Research, 18:2, 177-190.  

GRUNIG, J. E. and HUNT, T. 1984. Managing Public Relations. New York: Holt, Rinehart and Winston.  

GRUNIG, J.E. (eds). 1992. Excellence in public relations and communication management. London: Lawrence Erlbaum 
Associates.  

GRUNIG, J.E. and GRUNIG, L.A. 2008. Public Relations Research: European and International Perspectives and 
Innovations.  In: Zerfass A., van Ruler B., Sriramesh K. (eds) Public Relations Research. VS Verlag für 
Sozialwissenschaften. 

GRUNIG, L.A., GRUNIG, J.E. and DOZIER, D.M. 2002. Excellent Public Relations and Effective Organizations, Erlbaum, 
Mahwah, NJ. 

GUBA, E. and LINCOLN, Y. 1994. Competing paradigms in qualitative research. In N. Denzin and Lincoln (ed), 
Handbook of Qualitative (p.105-177). Thousand Oaks, CA: Sage.  

GUNNING, E.  2007. Public Relations: A Practical Approach. Second Edition. Dublin: Gill and McMillan. 

HABERMAS, J. 1970. ‘Knowledge and interest’ in D. Emmett and A. Macintyre (eds), Sociological Theory and 
Philosophical Analysis. London: Macmillan, pp.36-54. 

HABERMAS, J. 1974. Theory and Practice. London: Heinemann.  



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

___________________________________________________________________ 

377 

     

HABERMAS, J. 1987. The Theory of Communicative Action, Vol 2. Lifeworld and system: A critique of functionalist 
reason. Boston: Beacon Press. 

HABERMAS, J. 1992. The Structural Transformation of the Public Sphere. Cambridge: Polity. 

HABERMAS, J. 2000. On the Pragmatics of Social Interaction: Preliminary Studies in the Theory of Communicative 
Action, MIT Press, Cambridge, MA. 

HABERMAS, J. 2003. The future of Human Nature. Cambridge: Polity. 

HACKING, I. 1983. Representing and Intervening: Introductory Topics in the Philosophy of Natural Science. 
Cambridge: Cambridge University Press. 

HALL, S. 1973. Encoding and Decoding in the Television Discourse. Birmingham: Centre for Contemporary Cultural 
Studies.  

HALLAHAN, K. 1999. Seven Models of Framing: Implications for Public Relations. Journal of Public Relations 
Research, 11(3), 205-242. 

HANSEN, M. 2006. Media Theory. Theory Culture Society No. 23: 297-306. 

HARLOW, R. 1997. Building a Public Relations Definition. Public Relations Review (4): 34-42. 

HATHAWAY, T. 2016. Lukes Reloaded: An Actor- Centred Three-Dimensional Power Framework. Politics: 2016, Vol. 
36(2) 118–130. 

HAY, C. 1997 ‘Divided by a Common Language: Political Theory and the Concept of Power’, Politics, 17 (1), 45–52. 

HEATH, R. 1994. Management of Corporate Communication. London: Sage. 

HEATH, R. 1997. Legitimate Perspectives in Public Relations Practice: a rhetorical solution. Australian Journal of 
Communication, 24(2): 55-64. 

HEATH, R. L. 2001. A rhetorical enactment rationale for public relations: The good organization communicating well. 
In R. L. Heath (Ed.). Handbook of public relations (pp. 31–50). Thousand Oaks, CA: Sage. 

HEATH, R.L. 2004. (eds) The Handbook of Public Relations. London: Sage. 

HEATH, R.L. 2006. Onward into more fog: Thoughts on public relations’ research directions. Journal of Public 
Relations Research, 18, 93–114. 

HELD, D. 1980. Introduction to Critical Theory: Horkheimer to Habermas. University of California Press. 

HENNINK, M., HUTTER, I. and BAILEY, A. 2020. Qualitative Research Methods. London: Sage. 

HEYWOOD, A. 2007. Political Ideologies: An Introduction (fourth edition). Basingstoke and New York. Paulgrave 
Macmillan. 

HILDRETH, R.W. 2009. Reconstructing Dewey and Power. Political Theory. 37(6), 780-807. 

HINDMOOR, A. 2018. What's Left Now?: The History and Future of Social Democracy. Oxford University Press. 

HIPPEL, W. and von TRIVERS, R. 2011. The evolution and psychology of self-deception. The Behavioral (sic) and Brain 
Sciences, 34(1), 1–16. 

HODGES, C.E.M. 2006. ‘PRP culture’: a framework for exploring public relations practitioners as cultural 
intermediaries, Journal of Communication Management, Vol. 10 No. 1, pp. 80-93.  

HOFFMAN, J. 2019. Harmonious public relations: a deconstruction of U.S.-based public relations textbooks. Critical 
Studies in Media Communication, 36:3, 289-303. 

HOFSTEDE, G. 2001. Culture's Consequences: comparing values, behaviors (sic), institutions, and organizations across 
nations (2nd ed.). Thousand Oaks, CA: SAGE Publications.  

HOGWOOD, B. and GUNN, L. 1984. Policy Analysis for the Real World. Oxford: Oxford University Press. 

HOLMSTROM, S. 2004. Intermezzo: The reflective paradigm of public relations. In B. van Ruler & D. Verčič (Eds.), 
Public relations and communication management in Europe (pp. 121–133). New York, NY: Mouton de Gruyter. 

HOLMSTRÖM, S. 2007. Niklas Luhmann: Contingency, risk, trust and reflection. Public Relations Review 33 (2007) 255–
262. 

HOLMSTROM, S. 2009. On Luhmann: Contingency, risk, trust, and reflection. In O. Ihlen, B. van Ruler & M. 
Fredriksson (Eds.), Public relations and social theory: Key figures and concepts (pp. 187–211). New York, NY: 
Routledge 

HOLSTI, O. 1969. Content Analysis for Social Sciences and Humanities .London: Addison- Wesley.  

HOLTZHAUSEN, D. R. 2000. Postmodern Values in Public Relations, Journal of Public Relations Research. Lawrence 
Erlbaum Associates. 

HONDERICH, T. 1995. The Oxford Companion to Philosophy. Oxford University Press. P.392. 

HORKHEIMER, M. 1972. Critical theory: selected essays. New York, NY: Continuum. 

HUANG, Y.-H.C., F. WU and Q. HUANG, 2017. Does research on digital public relations indicate a paradigm shift? An 
analysis and critique of recent trends. Telematics and informatics, 34(7), 1364–1376 

HUME, D. 1977. A treatise of human nature. Everyman’s Library. Dutton: New York. 

HUMPHREYS, M and BROWN, A.D. 2008. ‘An analysis of corporate social responsibility and narrative approach’ Journal 
of Business Ethics. 80(3):403-18. 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

___________________________________________________________________ 

378 

     

HUTTON, J.G. 1999. The definition, dimensions, and domain of public relations. Public Relations Review. 25 (2) 199-
214 

IHLEN, Ø. 2005. The power of social capital: Adapting Bourdieu to the study of public relations. Public Relations 
Review 31 (2005) 492–496. 

IHLEN, Ø. 2007. Building on Bourdieu: A sociological grasp of public relations. Public Relations Review 33 (2007) 269-
274. Elsevier.  

IHLEN, Ø. On Bourdieu: Public Relations, Positions and Resources in (eds) Ihlen, Ø. and van Ruler, B. (eds). 2018. 
Public Relations and Social Theory: Key Figures, Concepts and Developments, Routledge: Abingdon 

IHLEN, Ø. and RAKNES, K. 2020. Appeals to ‘the public interest’: How public relations and lobbying create a social 
license to operate. Public Relations Review 46 (2020) 101976. 

IHLEN, Ø, and van RULER, B. 2007. How public relations works: Theoretical roots and public relations perspectives. 
Elsevier: Public Relations Review 33 (2007) 243–248. 

IHLEN, Ø. and van RULER, B. 2009. Introduction: applying social theory to public relations, in Ihlen, O., van Ruler, B. 
and Fredriksson, M. (Eds), Public Relations and Social Theory: Key Figures and Concepts, Taylor & Francis, New York, 
NY, pp. 1-20.  

IHLEN, Ø. and van RULER, B. (eds). 2018. Public Relations and Social Theory: Key Figures, Concepts and 
Developments, Routledge: Abingdon.  

JACKSON, K., and BAZELEY, P. 2019. Qualitative Data Analysis with Nvivo. Sage: London. 

JANKOWSKI, N.W. 2002, Creating community with media: history, theories and scientific investigations, in Lievrouw, 
L.A. and Livingstone, S. (Eds), Handbook of New Media, 277 Sage, London, pp. 34-49.  

JENKINS, J. S. 1995. Atlanta in the Age of Pericles. Chimney Hill. pp. 68–70. 

JENSEN, K.B. 2011. (eds) A Handbook of Media and Communication Research: Qualitative and Quantitative 
Methodologies, edited by Klaus Bruhn Jensen, Taylor & Francis Group. 

JOHANSSON, C. 2007. Goffman's sociology: An inspiring resource for developing public relations theory. Public 
Relations Review, 33(3), 275-280. 

JOHANSSON, C. Researching Relations with Erving Goffman as Pathfinder in (eds) IHLEN, Ø. and van RULER, B. (eds). 
2018. Public Relations and Social Theory: Key Figures, Concepts and Developments, Routledge: Abingdon 

JOHN, P. 1998. Analysing Public Policy. London: Continuum. 

JONASSON, C. and LAURING, J. 2012. Cultural differences in use: the power to essentialize communication 
styles. Journal of Communication Management, 16(4), 405-419. 

KADLEC, A. 2007.  Dewey’s critical pragmatism. Lanham MD: Lexington books. 

KANG, L.H.Y. 2005. Epistemologies. In P. Essed, D.T. Goldberg. & A. Kobayashi (eds.) A companion for gender 
studies. (pp.73-86). New York, NY: Blackwell. 

KANIHAN, S.F., HANSEN, K.A., BLAIR, S., SHORE, M., and MYERS, J. 2013. Communication managers in the dominant 
coalition.  Journal of Communication Management, 17(2), 140-156. 

KANTER, R.M. 1977. Men and Women of the Corporation, Basic Books, New York, NY. 

KAPLAN, S. 1956. Social engineers and saviours: effects of World War I on some American liberals. Journal of the 
History of Ideas, 17(3), 347-369. 

KAPLAN, R.S. and NORTON, D.P. 2004. Measuring the strategic readiness of intangible assets, Harvard Business 
Review, February, pp. 52-63.  

KAZIN, M. 1995. The Populist Persuasion. New York: Cornell University Press. p. 69. 

KELLNER, D.  2018. Trump’s war against the media, fake news, and (a) social media in Trump's Media War, (pp.47-
68), edited by Catherine Happer, et al., Springer International Publishing AG, 2018.  

KELLY, M. ed. 1994. Critique and Power: Recasting the Foucault/Habermas Debate. Cambridge: MIT Press. 

KENNEDY, G. A. (trans./ed.). 1991. Aristotle 'On Rhetoric': A Theory of Civic Discourse. New York/Oxford: Oxford 
University Press 

KENNY, A., 1986. Rationalism, Empiricism and Idealism, Oxford: Oxford University Press. 

KI, E.-J. and SHIN, J.-H. 2015. The status of organization-public relationship research through an analysis of 
published articles between 1985 and 2013: An appeal for further research. In E.-J. Ki, J.-N. Kim, & J. Ledingham 
(Eds.), Public relations as relationship management: Relational approach to the study and  practice of public 
relations (2nd ed., pp. 28–47). New York, NY: Routledge. 

KI, E. and YE, L. 2017. An assessment of progress in research on global public relations from 2001 to 2014. Public 
Relations Review, 43(1), 235-245. 

KNOKE, D. 1990. Political Networks: The Structural Perspective. New York: Cambridge University Press. 

KRAUS, B. 2014. Introducing a Model for Analyzing [sic] the Possibilities of Power, Help and Control. Social Work and 
Society. Vol 12: No 1. [retrieved: April 26, 2019] 

KRIPPENDORFF, K. 2013. Content Analysis: an introduction to its Methodology. London: Sage. 

KRIPPENDORFF, K. 2004. (2nd ed). Content Analysis : An Introduction to its Methodology. London: Sage. 

KRUCKEBERG, D. and STARCK, K. 1988. Public relations and community: A reconstructed theory. New York, NY: 
Praeger. 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

___________________________________________________________________ 

379 

     

KRUCKEBERG, D., STARCK, K., and VUJNOVIC, M. 2006. The role and ethics of community-building for consumer 
products and services: With some recommendations for new-marketplace economies in emerging democracies. In 
Botan,  C.H. and Hazleton V.  (Eds.), Public relations theory II, Lawrence Erlbaum Associates, Inc., Mahwah, 
NJ (2006), pp. 485-497. 

KUCKELHAUS, A. 1998. [Public Relations: The Construction of Reality. Communication Scientific Perspectives into a 
current phenomenon]. Opladen: Westdeutscher Verlag. 

KUHN, T. 1970. The structure of scientific revolutions. Chicago: University of Chicago Press. 

KVALE, S. and BRINKMANN, S. 2009. Interviews: Learning the Craft of Qualitative Research Interviewing. (2nd ed.) 
London: Sage. 

LAN Ni, WANG Qi and De la FLOR, M. 2015. Intercultural communication competence and preferred public relations 
practices, Journal of Communication Management, Vol. 19 Issue: 2, pp.167-183. 

LAKOFF, G. 2004. Don't think of an elephant. White River Junction, VT: Chelsea Green. 
LARGAN, C. and MORRIS, T. 2019. Qualitative Secondary Research: A Step-By-Step Guide. London: Sage. 

LASKIN, A.V., 2009. The evolution of models of public relations: an outsider's perspective. Journal of Communication 
Management, 13(1), 37-54. 

LASKIN, A.V. 2012. Public relations scales: advancing the excellence theory. Journal of communication management 
(London, England), 16(4), 355–370. 

LATOUR, B. 1987. Science in Action. Milton Keynes: Open University Press. 

LEDINGHAM, J. A. 2003. Explicating relationships management as a general theory of public relations. Journal of 
Public Relations Research, 15(2), 181–198. 

LEDINGHAM, J.A. 2006. Relationship management: a general theory of public relations in Botan, C.H, and Hazleton, 
V. (eds), Public Relations Theory II, Mahwah, NJ: Lawrence Eribaum Associates. 

LEICHTY, G. 1997. The limits of collaboration. Public Relations Review, 23(1), 47–55. 

LEICHTY, G. 2003. The Cultural Tribes of Public Relations. Journal of Public Relations Research, 15(4), 277-304. 

LEITCH, S. and NEILSON, D. 2001, Bringing public into public relations: new theoretical frameworks for practice, in 
Heath, R.L. (Ed.), Handbook of Public Relations, Sage, Thousand Oaks, CA, pp. 127-38.  

LEICHTY, G. and WARNER, E. 2001. Cultural topoi: Implications for public relations. In Heath, R.L. 2004.(eds) The 
Handbook of Public Relations. London: Sage. 

L’ETANG, J. 1996. Public relations as diplomacy. In J. L’Etang & M. Pieczka (Eds.), Critical perspectives in public 
relations (pp. 14–34). London: International Thomson Business Press.  

L’ETANG, J. 2005. Critical public relations: Some reflections. Public relations review, 31(4), 521–526 

L’ETANG, J. 2010. Public Relations: concepts, practice and critique. London: Sage. 

L'ETANG, J. 2015. “It’s always been a sexless trade”; “It’s clean work”; “There’s very little velvet curtain”: Gender 
and public relations in post-Second World War Britain", Journal of Communication Management, Vol. 19 Issue: 4, 
pp.354-370. 

LÉVI-STRAUSS, C. 1963. Structural Anthropology, vol. 1. Translated by C. Jacobson and B. Schoepf. New York: Basic 
Books. 

LILLEKER, D. 2003. Interviewing the political elite: Navigating a potential minefield. Politics 2003, 23 (3), 207-214. 

LITTIG, B. 2008. Interviews with the elite and with experts. Are there any differences? Forum qualitative social 
research, 9(3). 

LITTIG, B. 2009. ‘Interviewing the Elite - Interviewing Experts: Is there a Difference?’, in Bogner, A., Littig, B. and 
Menz, W. (eds.) Interviewing Experts. New York: Palgrave Macmillan, pp. 98-116.  

LOW, J. 2000, The value creation index, Journal of Intellectual Capital, Vol. 1 No. 3, pp. 252-262.  

LOWI, T. 1964. ‘An American Business, Public Policy, Case-Studies, and Political Theory’, World Politics, 16, 4: 677–
715. 

LUHMANN, N. 1990. Essays on Self-Reference. Columbia University Press.  

LUHMANN, N. 1995. Social systems. Stanford, CA: Stanford University Press. 

LUKES, S. 2005. Power: a radical view. London: Palgrave Macmillan.  

LUOMA-AHO, V., Vos, M., LAPPALAINEN, R., LAMSA, A.M., UUSITALO, O., MAARANEN, P. and KOSKI, A. 2012. Added 
value of intangibles for organizational innovation, Human Technology, Vol. 8 No. 1, pp. 7-23.  

MACNAMARA, J.R. 2010. Media Democracy and Change: Refereed Proceedings of the Australian and New Zealand 
Communications Association Annual Conference, 2010, pp. 1 - 18 

MACNAMARA, J.R. 2012. Public Relations Theories, Practices, Critiques. Sydney: Pearson. 

McKIE, D. 2001. Updating public relations: “New science,” research paradigms, and uneven developments. In R. 
Heath (Ed.), Handbook of public relations (pp. 75–91). Thousand Oaks, CA: Sage. 

McKIE, D. and MUNSHI, D. 2009. Theoretical Black Holes: A Partial A to Z of Missing Critical Thought in Public 
Relations. In Health, R.L., Toth, E.L. and Waymer, D. (eds.) Rhetorical and Critical Approaches to Public Relations II. 
New York: Routledge; 61-75. 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

___________________________________________________________________ 

380 

     

MAGRETTA, J. 2011. Understanding Michael Porter: The Essential Guide to Competition and Strategy. Harvard 
Business Review Press 

MARGER, M. 1987. Elites and Masses. Belmont, CA: Wadsworth. 

MARSH, C. 2013. Social Harmony Paradigms and Natural Selection: Darwin, Kropotkin, and the Metatheory of Mutual 
Aid. Journal of public relations research, 25(5), 426–441. 

MERKELSEN, H. 2011. The double-edged sword of legitimacy in public relations. Journal of Communication 
Management, 15(2), 125-143. 

MEUSER, M. and NAGEL, U. 1991. Expert interviews - tried and tested many times, little considered. A contribution to 
the qualitative method discussion. In Detlef Garz & Klaus Kraimer (ed.), Qualitative Empirical Social Research: 
Concepts, Methods, Analyses (p.441-471) Opladen: Westdeutscher Verlag. 

MEYER, J. 2010. World society, institutional theories and the actor. Annual Review of Sociology, 36, 1-20. 

MILES, M. B., and HUBERMAN, A. M. 1994. Qualitative Data Analysis: An Expanded Sourcebook. Thousand Oaks, CA: 
Sage Publications. 

MILLS, C. W. 1959. The Power Elite. New York: Oxford University Press.  

MILLER, D. 1985. Popper Selections. Princeton, New Jersey: Princeton University Press. 

MOLONEY, K. and McGRATH, C. 2020. Rethinking Public Relations: Persuasion, Democracy and Society, Taylor & 
Francis Group, Milton. 

MORGAINE, K. Positionality and Privilege in Qualitative Research: Feminist Critical Praxis, in Wahab, S., Anderson-
Nathe, B., and Gringeri, C. (Eds.). 2014. Feminisms in social work research: Promise and possibilities for justice-
based knowledge. [Available from: http://ebookcentral.proquest.com. Created from solent-ebooks on 2021-10-02 
11:24:12]. 

MORRISS. P. 2006. Steven Lukes on the Concept of Power. Political Studies Review: 2006 VOL 4, 1124–135. 

MORRISS, P. 2012. Power: A Philosophical Analysis. Manchester: Manchester University Press (first edition 1987). 

MORTARI, L. 2015. Reflectivity in Research Practice: An Overview of Different Perspectives. International Journal of 
Qualitative Methods. 2015: 1–9. 

MOSS, D., VERČIČ, D., and WARNABY, G. 1999. Introduction: Public relations research: interdisciplinary perspectives. 
In Moss, D, Verčič, D, and Warnaby, G 1999, Perspectives on Public Relations Research, Taylor & Francis Group, 
London. 

MOTION, J. and LEITCH, S. 2007. A toolbox for public relations: The oeuvre of Michel Foucault. Public Relations 
Review 33 (2007) 263–268. 

MOTION, J. and WEAVER, C.K. 2005. ‘A Discourse Perspective for Critical Public Relations Research: Life Sciences 
Network and the Battle for Truth’, Journal of Public Relations Research 17(1): 49–67. 

MOTION, J. and WEAVER, C.K. 2018. On Foucault: Engaging with Foucault’s Critical Theory and Methods. In Øyvind 
Ihlen, Magnus Fredriksson (eds.) Public Relations and Social Theory:  Key Figures, Concepts and Developments. New 
York: Routledge. 

MUNSHI, D. and KURIAN, P. 2021. Public Relations and Sustainable Citizenship  
Representing the Unrepresented. Routledge. 

MURPHY, P. 1991. The limits of symmetry: A game theory approach to symmetrical and asymmetrical public relations 
In L. A. Grunig & J. E. Grunig (Eds.), Public relations research annual (Vol. 3, pp. 115–131). Hillsdale, NJ: Lawrence 
Erlbaum Associates, Inc. 

NAESS, A. 2005. Communication and Argument: Elements of Applied Semantics (vol. VII in the selected works of Arne 
Naess) A. Drenson (ed.) Dortrecht: Springer. 

NESLER, M S., AQUINIS, H; QUIGLEY, B M., and TEDESCHI, J. T. 1993. The Effect of Credibility on Perceived Power. 
Journal of Applied Social Psychology 23 (17): 1407–1425. 

NEUENDORF, K. 2002. The Content Analysis Guidebook. London : Sage. 

NI, L., WANG, Q., De la FLOR, M. 2015. Intercultural communication competence and preferred public relations 
practices", Journal of Communication Management, Vol. 19 Issue: 2, pp.167-183. 

NOTHHAFT, H. 2010. Communication management as a second-order management function: roles and functions of 
the communication executive – results from a shadowing study, Journal of Communication Management, Vol. 14 No. 
2, pp. 127-140.  

O’BOYLE, B. 2013. Reproducing the social structure: A Marxist critique of Anthony Gidden’s structuration 
methodology. Cambridge Journal of Economics, 37(5), 1019-1033. 

O'NEIL, J. 2003. An analysis of the relationships among structure, influence, and gender: helping to build a feminist 
theory of public relations. Journal of Public Relations,15(2), p.151. 

OFFER, J. 2010. Herbert Spencer and Social Theory. Palgrave Macmillan. 

OFORI, D.M.  2019. Grounding Twenty-first-Century Public Relations Praxis in Aristotelian Ethos, Journal of Public 
Relations Research, 31:1-2, 50-69. 

OLASKY, M.N. 1984. Retrospective: Bernays Doctrine of Public Opinion. Public Relations Review 10 (1984), pp. 3–11. 

OLSEN, M. 1978. The Process of Social Organization: Power in Social Systems. New York: Holt, Rinehart and Winston. 

OLSEN, M. and MARGER, M. (eds). 1993. Power in Modern Societies. Boulder, Colorado: Westview Press. 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

___________________________________________________________________ 

381 

     

ORUM, A. 1989. Introduction to Political Sociology. 3rd Edition. New Jersey: Prentice Hall, Inc. 

OUTHWAITE, W. 2009. Habermas: A Critical Introduction. Cambridge: Polity Press. 

PANKE, D. 2018. Research design and method selection. Sage: London. 

PARSONS, T. 1967. Sociological Theory and Modern Society. New York: Free Press. 

PASADEOS, Y., LAMME, M.O., GOWER, and TIAN, S. 2011. A methodological evaluation of public relations research. 
Public Relations Review 37 (2011) 163–165. Elsevier. 

PATHHAUER, M. 2005. The expert interview - a conversation between expert and quasi-expert. In Alexander Bogner, 
Beate Littig & Wolfgang Menz (ed.), The Expert Interview - Theory, Method, Application (2nd Edition, p.113-130). 
Wiesbaden: VS publishing house for social sciences. 

PEARSON, R. 1990. Ethical values or strategic values? The two faces of systems theory in public relations. In J. E. 
Grunig and L.A. Grunig (Eds.), Public relations research annual (Vol. 2, pp. 219–234). Hillsdale, NJ: Lawrence Erlbaum 
Associates, Inc. 

PEARSON, R.  Business Ethics as Communication Ethics: Public Relations Practice and the Idea of Dialogue, in Sharpe, 
M.L., 2000. Developing a behavioral (sic) paradigm for the performance of public relations. Public relations review, 
26(3), 345–361. 

PEIRCE, C.S. 1998. "Lectures on Pragmatism." In Peirce Edition Project (eds.), The Essential Peirce, Selected 
Philosophical Writings, Volume 2 (1893–1913), Indiana University Press, Bloomington, IN.POOL, I. 1959. Trends in 
Content Analysis. Urbana: University if Illinois Press. 

PIECZKA, M. 2011. Public relations as dialogic expertise? Journal of Communication Management, 15(2), 108-124 

PIECZKA, M. and L’ETANG, J. 2001. Public relations and the question of professionalism, in Heath, R. (Ed.), Handbook 
of Public Relations, Sage, London, pp. 223-35. 

PILE, S. 1991. Practising interpretative geography. Transactions of the Institute of British Geographers 16, 458–469. 

PLACE, K.R., 2012. Power-Control or Empowerment? How Women Public Relations Practitioners Make Meaning of 
Power. Journal of Public Relations Research, 24(5), 435-450. 

PODNAR, K. and U. GOLOB, 2009. Reconstruction of public relations history through publications in Public Opinion 
Quarterly. Journal of Communication Management, 13(1), 55-76. 

POOL, I. 1959. Trends in Content Analysis. Urbana: University if Illinois Press. 

POLSBY, N. 1963. Community Power and Political Theory. New Haven: Yale University Press. 

POPPER, K. R. 2002. The logic of scientific discovery. Routledge: London. 

POTTER, S. 2006. Doing Postgraduate Research. London: Sage. 

PRATT, S. L. 2002. Native Pragmatism: Rethinking the Roots of American philosophy Bloomington, IN: Indiana 
University Press. 

PRSA. Public Relations Association of America. 2012. About Public Relations. [Viewed: February 19, 2021]. Available 
from: https://www.prsa.org/about/all-about-pr 

PRIA. Public Relations Association of Australia. 2021. What is PR? [Viewed: February 19, 2021]. Available from: 
https://www.pria.com.au/public-relations/what-is-it 

PRCA. Public Relations and Communications Association, 2016. PR Census. London: PRCA. Available 
from: www.prca.org.uk 

QUINN, R. E. and ROHRBAUGH, J. 1983. A Spatial Model of Effectiveness Criteria: Towards a Competing Values 
Approach to Organizational Analysis. Management Science, 29(3), 363-377.  

RAKOW, L.F. 2018. On Dewey: Public Relations and its Eclipse of the Public. In Øyvind Ihlen, Magnus Fredriksson 
(eds.) Public Relations and Social Theory:  Key Figures, Concepts and Developments. New York: Routledge. 

RAKOW, L.F. and NASTASIA, D.J. 2018. On Dorothy E. Smith: Public Relations and Feminist Theory at the Crossroads. 
In Øyvind Ihlen, Magnus Fredriksson (eds.) Public Relations and Social Theory:  Key Figures, Concepts and 
Developments. New York: Routledge. 

RAVAZZANI, S, & MAIER, C. D. 2017. Framing of Issues Across Actors: Exploring Competing Discourses in Digital 
Arenas.  Journal of Communication Management, 21(2), 186- 200. 

RAVEN, B. H. 1992. A power interaction model on interpersonal influence: French and Raven thirty years later. 
Journal of Social Behavior (sic) and Personality. Vol. 7, No. 2, 217-244. 

REBER, B.H. and B.K. BERGER, 2006. Finding influence: examining the role of influence in public relations 
practice. Journal of Communication Management, 10(3), 235-249. 

REGESTER, M. and LARKIN, J. 2008. Risk Issues and Crisis Management in Public Relations: a Casebook of Best 
Practice. London: Kogan Page. 

RIFFE, D, LACY, S. and FICO, F.G. 1998. Analyzing media messages: Using quantitative content analysis in research. 
Mahwah, NJ: Lawrence Erlbaum, 1998. 

ROBINSON, N. 2006.  Learning from Lukes?: The Three Faces of Power and the European Union.  [viewed: 9th 
May.2021]. Available from: https://ecpr.eu/Events/Event/PaperDetails/12725 

RUGG, G. and PETRE, M. 2004. The Unwritten Rules of PhD Research. Maidenhead: Open University Press. 

RULER, B. van, and VERČIČ, D. 2005. Reflective communication management: Future ways for public relations 
research. In P. J. Kalbfleisch (Ed.), Communication yearbook (pp. 239–274). Erlbaum: Mahwah, NJ. 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

___________________________________________________________________ 

382 

     

RUSSELL, B. 1938. Power: A New Social Analysis. London: George Allen and Unwin. 

SALLOT, L.M. et al., 2003. From Aardvark to Zebra: A New Millennium Analysis of Theory Development in Public 
Relations Academic Journals. Journal of Public Relations Research, 15(1), 27-90 

SANKEY, H. 1997.  Incommensurability: the Current State of Play. Theoria 12: 425 – 445. 

SARANTAKOS, S. 2013. Social Research. Macmillan Education UK. pp.65-87. 

SAUNDERS, M., LEWIS, P. and THORNHILL, A. 2017. Doing Research in Business and Management. Pearson Education. 

SHARP, G. and GONZALEZ, J. 2013. How non-violent struggle works. East Boston: MA. 

SHARPE, M.L. 2000. Developing a behavioral paradigm for the performance of public relations. Public relations 
review, 26(3), 345–361. 

SIGGELKOW, N. 2007. ‘Persuasion with case studies’, Academy of Management Journal, 50(1): 20-4. 

SILVERMAN, D. 2000. Doing Qualitative Research: A Practical Handbook. London: Sage. 

SIMOES, R., in BLACK, S and SHARPE, M.L. 1983. Practical Public Relations. Englewood Cliffs, NJ: Prentice-Hall, pp. 5–
6. 

SMITH, D.E. 1987. The everyday world as problematic: Feminist Sociology. Boston, MA: Northeastern University Press. 

SMITH, D.E. 1990. The conceptual practices of power: A feminist sociology of knowledge. Boston, MA: Northeastern 
University Press. 

SMITH, G. (ed). 1999. Goffman and social organisation: Studies in a sociological legacy. London: Routledge. 

SMITH, K.E., 2006. Problematising power relations in ‘elite’ interviews. Geoforum, 37(4), 643-653 

SPENCER, H. 2018. The Principles of Sociology. Hardpress. 

SPIVAK, G.C. 1999. A critique of postcolonial reason: Toward the history of the vanishing present. Cambridge, MA: 
Harvard University Press. 

SRIRAMESH, K. 1992. Societal culture and public relations: Ethnographic evidence from India. Public Relations 
Review, 18(2), 201–211. 

ST. JOHN III, B., LAMME, M.O. and L'ETANG, J. (eds) 2018. Pathways to Public Relations: Histories of Practice and 
Profession. Routledge, London. 

STEVENSON, W.B., PEARCE, J.L. and PORTER, L.W. 1985. The concept of ‘coalition’ in organization theory and 
research, Academy of Management Review, Vol. 10 No. 2, pp. 256-268. 

STONE, J. and COOPER, J. 2001. A self-standards model of cognitive dissonance. Journal of Experimental Social 
Psychology, 37(3), 228–243. 

STONES, R., 2005. Structuration theory. Basingstoke: Palgrave Macmillan 

TASHAKKORI, A, and TEDDLE, C. 2010. (eds.)(2003) Handbook of Mixed Methods in Social and Behavioural Research. 
Thousand Oaks. CA: Sage. 

TAYLOR, M. 2001. International public relations. In R. L. Heath (Ed.), Handbook of public relations (pp. 629–637). 
Thousand Oaks, CA: Sage. 

TAYLOR, M. and KENT, M. 2006. Public Relations Theory II, edited by Carl H. Botan, and Vincent Hazleton, Taylor & 
Francis Group. 

TAYLOR, M., and KENT, M. L. 2014. Dialogic engagement: Clarifying foundational concepts? Journal of Public 
Relations Research, 26(4), 384–398.  

THOMPSON, M., ELLIS, R., & WILDAVSKY, A. 1990. Cultural theory. Boulder, CO: Westview. 

THUMMES, K. 2013. Deception in strategic communication.  An analysis in communication science. Wiesbaden: 
Springer VS. 

TOULMIN, S.E. 2003. The uses of argument. Cambridge: Cambridge University Press. 

TOTH, E.L. 1992. ‘The Case for Pluralistic Studies of Public Relations’. In: Toth, E.L. and Heath, R.L. (eds.) 
Rhetorical and Critical Approaches to Public Relations. Hillsdale: Lawrence Erlbaum Associates; 3–15. 

TOTH, E. & ALDOORY, L. 2001. The Gender Challenge to Media. Cresshill, NJ: Hampton Press. 

TROMPENAARS, A. 2012. Riding the waves of culture: understanding diversity in global business. London: Nicholas 
Brealey. 

VAN DER MEIDEN, A. 1993. Public relations and "other" modalities of professional communication: Asymmetric 
presuppositions for a new theoretical discussion. International Public Relations Review, 16(3), 8–11.  

VALENTINI, C., D. KRUCKEBERG and K. STARCK, 2012. Public relations and community: A persistent covenant. Public 
relations review, 38(5), 873–879. 

van FRAASSEN, B., 1980. The Scientific Image. Oxford: Oxford University Press. 

van LEEUWEN, T. 2007. Legitimation in discourse and communication, Discourse & Communication, Vol. 1 No. 1, pp. 
91-112. 

VAN ZOONEN, L. 1994. Feminist media studies. Thousand Oaks, CA: Sage.  

VARDEMAN-WINTER, J. and K.R. PLACE, 2017. Still a lily-white field of women: The state of workforce diversity in 
public relations practice and research. Public Relations Review, 43(2), 326. 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

___________________________________________________________________ 

383 

     

VESSELIN, P. 2011. Chapter VI: Process ontology in the context of applied philosophy. In Petrov, V., P. 
(ed.). Ontological Landscapes: Recent Thought on Conceptual Interfaces Between Science and Philosophy. Ontos 
Verlag. pp. 137. 

VON BERTALANFFY, L. 1950. An Outline of General System Theory, British Journal for the Philosophy of Science 1, 
p. 114-129. 

VOLK, S.C. 2016. A systematic review of 40 years of public relations evaluation and measurement research: Looking 
into the past, the present, and future. Public Relations Review, 42(5), 962-977. 

VOS, T.P., 2011. Explaining the Origins of Public Relations: Logics of Historical Explanation. Journal of Public 
Relations Research, 23(2), 119-140. 

WÆRAAS. A. 2007. The re-enchantment of social institutions: Max Weber and public relations, Public Relations 
Review 33 (2007) 281–286, Elsevier. 

WATSON, F., BURROWS, H. and PLAYER, C. 2002. Integrating theory and practice in social work education. Jessica 
Kingsley Publishers. 
WATTS, R. 2006. What is the role of public relation theory? Journal of Communication Management, 10(1), 103-105 

WEAVER, C.K. 2018. On Marx: Capitalism and Public Relations. In Øyvind Ihlen, Magnus Fredriksson (eds.) Public 
Relations and Social Theory:  Key Figures, Concepts and Developments. New York: Routledge. 

WEAVER. C.K. 2001. Dressing for Battle in the New Global Economy: Putting Power, Identity and Discourse into Public 
Relations Theory. Management Communication Quarterly 15(20): 279-288. 

WEBER, M. 1948. From Max Weber: essays in sociology. London: Routledge & Kegan Paul. 

WEBER, R. 1990. (2nd, ed). Basic Content Analysis. London: Sage. 

WHITE, M. and MARSH, E. 2006. Content Analysis: A flexible methodology, Library Trends, 55(1) 22-45.  

WHITE, C. and PARK, J. 2010. Public perceptions of public relations. Public Relations Review, 36(4), 319-324. 

WITTE, K. and ALLEN, M. 2000. A Meta-Analysis of Fear Appeals: Implications for Effective Public Health Campaigns. 
Health EDUCATION and Behaviour. Sage Journals. 

WOLF, K. 2018.  Power struggles: A sociological approach to activist communication. Public Relations Review 44 
(2018) 308–316. 

WRONG, D. 1979. Power: Its Forms, Bases, and Uses. New York, NY: Harper.   

YANG, A. and SAFFER, A.J. 2019. Embracing a network perspective on the network: The dawn of a new paradigm in 
strategic public relations. Public Relations Review 45 101843. 

YIN, R. K. 2013.Case Study Research: Design and Methods, 5th edn. Thousand Oaks, CA: Sage. 

 

  



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

___________________________________________________________________ 

384 

     

Bibliography 

BAYNES, K. 2015. Habermas. First edition ed. London: Routledge Ltd. 

BENTELE, G. and S. WEHMEIER, 2007. Applying sociology to public relations: A commentary. Public Relations 
Review, 33(3), 294-300 

BOURDIEU, P. (1979/1984), Distinction: A Social Critique of the Judgment of Taste (Trans by R. Nice), Harvard 
University Press, Cambridge, MA.  

CLOW, E. and BAACK, D. 2002. Integrated Advertising, Promotion, and Marketing Communications. New Jersey: 
Prentice Hall. 

DOWDING, K. 2006. Three-Dimensional Power: A Discussion of Steven Lukes’ Power: A Radical View. Political Studies 
Review: 2006 VOL 4, 136–145. 

DOZIER, D.M., GRUNIG, L.A and GRUNIG, J.E. 1995. Manager’s guide to excellence in public relations and 
communication management. London: Lawrence Erlbaum Associates. 

EDWARDS, L. 2012. Exploring the Role of Public Relations as a Cultural Intermediary Occupation. Cultural 
Sociology, 6(4), 438-454. 

EDWARDS, L. and HODGES, C.E.M. 2011. Public Relations, Society & Culture: Theoretical and Empirical Explorations, 
Routledge, London.  

FALKHEIMER, J., 2007. Anthony Giddens and public relations: A third way perspective. Public Relations 
Review, 33(3), 287-293. 

FAWKES, J., 2015. Performance and Persona: Goffman and Jung's approaches to professional identity applied to 
public relations. Public Relations Review, 41(5), 675. 

GERMAN, K. 1995. Critical theory in public relations enquiry, in Elwood, W.N. (ed.), Public Relations Inquiry as 
Rhetorical Criticism, Westport, CT: Praegar. 

GIRONA, R. and XIFRA, J. 2009. The Office of Facts and Figures: Archibald MacLeish and the “strategy of 
truth”. Public Relations Review, 35(3), 287-290. 

GREGORY, A. 2012. Reviewing public relations research and scholarship in the 21st century. Elsevier. Public Relations 
Review 38 (2012) 1– 4 

GRUNIG, J.E. (eds). 1992. Excellence in public relations and communication management. London: Lawrence Erlbaum 
Associates. 

GRUNIG, J. E. and HUNT, T. 1984. Managing Public Relations. New York: Holt, Rinehart and Winston. 

HOU, Z., 2016. The emerging “field” of public relations in China: Multiple interplaying logics and evolving actors’ 
inter-relations. Public Relations Review, 42(4), 627-640. 

IHLEN, Ø. 2005. The power of social capital: Adapting Bourdieu to the study of public relations. Public Relations 
Review, 31(4), 492-496. 

IHLEN, Ø. and FREDRIKSSON, M. (eds). 2018. Public Relations and social theory: key figures and concepts. London: 
Routledge. 

JIBRIN, R. and SALEM, S. 2015. Revisiting intersectionality: reflections on theory and praxis. Trans-Scripts: An 
Interdisciplinary Online Journal in the Humanities and Social Sciences. 

KERNSTOCK, J. and BREXENDORF, T.O. 2009. Implications of Habermas's "theory of communicative action" for 
corporate brand management. Corporate Communications: An International Journal, 14(4), 389-403. 

LASKIN, A.V., 2012. Public relations scales: advancing the excellence theory. Journal of Communication 
Management, 16(4), 355-370. 

LEDINGHAM, J. A. 2003. Explicating relationships management as a general theory of public relations. Journal of 
Public Relations Research, 15(2), 181–198. 

LEE, S.T. and CHENG, I. 2010. Characteristics and Dimensions of Ethical Leadership in Public Relations. Journal of 
Public Relations Research, 23(1), 46-74. 

LEDINGHAM, J. A. 2003. Explicating relationships management as a general theory of public relations. Journal of 
Public Relations Research, 15(2), 181–198. 

L’ETANG, J. 2004. Public Relations in Britain: a history of professional practice in the twentieth century. Mahwah, 
NJ: Erlbaum. 

L'ETANG, J. 2014. Public relations and historical sociology: Historiography as reflexive critique. Public Relations 
Review, 40(4), 654. 

L'ETANG, J. 2017. Gender and public relations in post-Second World War Britain. Journal of Communication 
Management, 21(2), 170-185. 

L’ETANG, J. and PIECZKA, M. (eds). 1996. Critical perspectives in public relations. London: International Thompson 
Business Press. 

LO, K.D., WATERS, R.D. and CHRISTENSEN, N. 2017. Assessing the applicability of Hofstede’s cultural dimensions for 
Global 500 corporations’ Facebook profiles and content. Journal of Communication Management, 21(1), 51-67. 

LUHMANN, N. 2012. Trust and Power. Cambridge: Polity Press. 



C 
DIMENSIONS OF ADVANTAGE. Robert Dalton: Q12168424 
 
 

___________________________________________________________________ 

385 

     

LUOMA-AHO, V., VOS, M., LAPPALAINEN, R., LAMSA, A.M., UUSITALO, O., MAARANEN, P. and KOSKI, A. 2012. Added 
value of intangibles for organizational innovation, Human Technology, Vol. 8 No. 1, pp. 7-23.  

MACNAMARA, J.R., 2005. Media content analysis: its uses, benefits and best practice methodology. Asia Pacific Public 
Relations Journal, 6(1), 1-34. 

MILLER, K.S., 1999. Public Relations in Film and Fiction: 1930 to 1995. Journal of Public Relations Research, 11(1), 3-
28. 

MOLONEY, K., 1999. Public relations: does the industry need regulating? Corporate Communications: An International 
Journal, 4(1), 24-29. 

MOORE, S., 2014. Public relations and the history of ideas. 1. publ. ed. London [u.a.]: Routledge. 

O’NEIL, J. 2003. An Analysis of the Relationships Among Structure, Influence and Gender: Helping to Build a Feminist 
Theory of Public Relations. Journal of Public Relations Research, 15:2, 151-179. Lawrence Erlbaum Associates. 

PASADEOS, Y., RENFRO R.B. and HANILY, M.L. 1999. Influential Authors and Works of the Public Relations Scholarly 
Literature: A Network of Recent Research. Journal of Public Relations Research, 11(1), 29-52. 

SALLOT, L.M., LYON, L.J., ACOSTA-ALZURU, C. and JONES, K.O. (2003), “From aardvark to zebra: a new millennium 
analysis of theory development in public relations academic journals”, Journal of Public Relations Research, Vol. 15 
No. 1, pp. 27-90. 

SCHWARZ, M. and THOMPSON, M. 1990. Divided We Stand: Redefining Politics, Technology and Social Choice. New 
York: Harvester Wheatsheaf. 

SEIFFERT-BROCKMANN, J. and THUMMES, K. 2017. Self-deception in public relations. A psychological and sociological 
approach to the challenge of conflicting expectations. Public Relations Review, 43(1), 133-144. 

SMITH, B.G. and PLACE, K.R. 2013. Integrating Power? Evaluating Public Relations Influence in an Integrated 
Communication Structure. Journal of Public Relations Research, 25(2), 168-187. 

ST. JOHN, B. and LAMME, M. 2011. The evolution of an idea. Journal of Communication Management, 15(3), 223-235. 

THURLOW, A., et al. 2017. Evaluating excellence: A model of evaluation for public relations practice in 
organizational culture and context. Public Relations Review, 43(1), 71-79. 

VARDEMAN-WINTER, J. and PLACE, K. 2015. Public relations culture, social media, and regulation. Journal of 
Communication Management, 19(4), 335-353. 

von BERTALANFFY, L. 1950, An Outline of General System Theory, British Journal for the Philosophy of Science 1, 
p. 114-129. 

WATSON, T. 2012. The evolution of public relations measurement and evaluation. Elsevier. Public Relations Review 
38 (2012) 390– 398. 

XIFRA, J., 2017. Recognition, symbolic capital and reputation in the seventeenth century: Thomas Hobbes and the 
origins of critical public relations historiography. Public Relations Review, 43(3), 579. 

XIFRA, J. and COLLELL, M. 2014. Medieval propaganda, longue durée and New History: Towards a nonlinear approach 
to the history of public relations. Public Relations Review, 40(4), 715. 

XIFRA, J. and HEATH, R.L. 2015. Reputation, Propaganda, and Hegemony in Assyriology Studies: A Gramscian View of 
Public Relations Historiography. Journal of Public Relations Research, 27(3), 196-211. 

XIFRA, J. 2017. Recognition, symbolic capital and reputation in the seventeenth century: Thomas Hobbes and the 
origins of critical public relations historiography. Public Relations Review, 43(3), 579. 





___________________________________________________________________ 

270 

Appendices 



A 

A  1 



 A 
 

 A  
 

2 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 



 B 
 

 B 
 

1 

 

CATEGORIES

REGISTER YOUR INTEREST

SPONSORS

HALL OF FAME

WINNER - Withpr and Cardtronics: Britain At Risk Of Cash Deserts

Corporate and Business
Communications Campaign

Facing a serious threat to Cardtronic’s operating model, Withpr developed an innovative and

unrelenting media strategy to protect both consumer interests as well as their client’s business

model. The small team used a smart combination of data and independent spokespeople with

clearly defined audiences to both drive media coverage and political engagement, with clear and

substantial evidenced results. In a sector of loud and dissenting voices, the campaign has left a

lasting legacy with key consumer influencers now fighting the cause. The judges were also

impressed with the coherence and range of skills within the agency team who demonstrated

excellent value for money.

Finalists:

3 Monkeys Zeno and Hitwise

Using Clean Living to sell data expertise

Cohn & Wolfe and Barclaycard

Celebrating 10 years of Contactless Payments

Headland Consultancy

McColl’s Retail Group

Red Consultancy and Rackspace

The Cost of Cloud Expertise

Vodafone Group

•

•

•

•
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Winner entry:

Brief and objectives:

There is an organisation that holds your cash in its hands. LINK is the glue that holds the nation’s

ATM system together. In January ’17 they made an out-of-the-blue announcement that they would

cut the interchange fee that helps fund access to cash at any ATM. Our objectives were to

Rationale behind campaign, including research and planning:

An analysis of the media landscape showed that 90+% of coverage around ATMs in the last year

had been negative. Crimes, surcharges and outages had all been covered at length. We used this

insight to identify the fact that in order to shift public opinion, we would need a clear central call to

action which would reveal the impact of changes to a complex payment ecosystem on people’s

everyday lives.

We also quickly gathered intelligence from the appropriate industry trade bodies and wider

stakeholders to understand the context to the decision and opportunities for engagement. Analysis

of the information confirmed that to exert pressure on LINK we also needed the regulator and

Government to be engaged with the issue. We identified that these decisions would not be made

overnight and one fast firestorm of coverage would not suffice.

Strategy and tactics, including creativity and innovation:

Creating ‘Cash Deserts’

ReConnect: World’s biggest recruitment programme for career-break women•

get the public behind the issue

halt the decision

ensure Cardtronics had an influential role in any future decision on interchange

•
•
•

Ripple Effect: We used a ripple effect strategy, creating a central meme that acted as our

starting force to initiate a series of stories that grew in ever increasing influence across the

year. This central meme and lynchpin of our strategy was the idea of ‘cash deserts’.

Strength In Numbers: We recognised that we could not fight LINK – and the banks – alone.

We rallied competitors, trade associations and even another client with relevant expertise

to ensure that our arsenal was fully loaded. We drew on data from all of these sources to

tell the story of cash deserts and irrefutably prove our points.

•

•
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From the get-go this campaign was a mile-a-minute. With the timing of LINK’s announcements

being firmly out of our hands, we had to respond on a hairpin. Following the initial shock

announcement by LINK, we were very clear in our recommendation that only data would do. Over

the course of 12 months we used our creative approach to generate a suite of six different ‘cash

desert’ angles to drive influence.

Implementation of tactics:

January: On the morning of the first vote on the issue, the members of LINK wake up to coverage

across the most influential media (from the Today programme to the Telegraph) with our

spokesperson systematically unpicking their proposal. The vote is postponed! But we hijack LINK’s

announcement on this and immediately eclipse it with our next story.  Having readied a

demographics data expert, our sucker punch is a digital heatmap and news release on the

quantified impact of messing with ATM economics. We highlight the heightened impact on

vulnerable demographics to show the human story. 200+ pieces of positive coverage later, our

client is offered a place on LINK’s newly formed working group and tells us “the banks have

changed their tune”.

April: We create a rich feature pitch, lifting the lid on the impact of ‘cash deserts’ on communities

around the country and land a week-long series on Radio 4 PM. 5 days and 60 minutes of airtime

literally secured our spokesperson a seat at the table with an on-air roundtable alongside the Bank

of England and Payments UK.

November: LINK offers new proposals to reduce interchange 5% each year for 4 years. With a

rapid-fire response, we pull our data on the potential for ‘cash deserts’ focusing on rural

communities. With pressure mounting we deliver a further 168+ pieces of coverage, reaching

political influencers through the Debate section of CityAM and harnessing the consumer champion

narratives of the Daily Mail and Which?. The call for intervention by Government was now

unavoidable and Nicky Morgan MP – who leads the Treasury Select Committee  – writes a public

letter to the regulator expressing her concern around ‘ATM deserts’. Withpr then secured a meeting

with the TSC directly.

December: With an increasing number of voices we couldn’t take our foot off the pedal, and issued

the first information about machines actually closing, making the first cash deserts a reality. The

regulator issued a public warning to LINK who offered a knee-jerk concession to protect rural

machines without another within 1km against. Our Daily Mail exclusive summarily dismissed the

plan, revealing it would save only 1 in 25 rural machines. The TSC writes another letter to LINK and

a summit to discuss the way forward includes our client.

A powerful voice: Our chosen public voice for the cash deserts campaign (the ATM Industry

Association) was designed to unite organisations behind the campaign.
•
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Information

! "

0207 631 6900 (option 4)

Awards Timetable-
What to include-

Fees and payment options-
Rules of entry-
How judging works-
FAQs-
Become a sponsor-

Measurement and evaluation:

Get the public behind the issue:

Halt the decision:

Secure an influential role:

617+ pieces of coverage across 2017: 29% national and 31% broadcast

90% with positive sentiment towards leaving the ATM system as it is

353+ articles (67%) mentioning ‘cash deserts’ as a cause for concern

8m reach on Twitter

•
•
•
•

Reduction on interchange has been stalled for 18 months

The new interchange proposal is staggered over 4 years, leaving space for further

intervention

The stay of execution has saved our client significant funds

•
•

•

Cardtronics invited to LINK working group, LINK summit and a large number of background

meetings with LINK to discuss possible solutions

Share of voice: 84% of coverage mentions ATM Industry Association –voicebox of the

campaign

Influential business media including FT, City AM, Radio 4 and key trades.

•

•

•
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Become a sponsor-
Awards & events terms and conditions-
Contact Us-

CIPR | 4th Floor, 85 Tottenham Court Road, Fitzrovia, London W1T 4TQ | T: +44 (0)20 7631 6900

Web design by Pedalo
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CATEGORIES

REGISTER YOUR INTEREST

SPONSORS

HALL OF FAME

WINNER - Driver & Vehicle Standards Agency: Changes to the driving test

Public Sector Campaign

This was a multi-faceted campaign aimed at clearly identified target audiences with good creative

tactics focussed on delivering the business benefits. It achieved exceptional reach and proved what

can be delivered with enthusiasm on a minimal budget. The team adapted tactics in response to

monitored feedback from the target audience, ensuring the campaign had clear resonance

throughout, and used excellent insight into the target audiences to differentiate their activity, whilst

ensuring they didn’t neglect the internal audience. This campaign had robust evaluation measures

and DVSA continue to adapt and develop materials and tactics as new challenges arise.

Mark of Excellence:

Finalists:

Medicines and Healthcare Products Regulatory Agency

#FakeMeds
•

Surrey Police

Policing Matters – Tackling non-policing, contact-centre demand

Tin Man and The Institution of Engineering and Technology

#ISeeMore

Umpf, The Right Agency and NHS Health Education England

•

•

•
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Winner entry:

Brief and objectives:

In 2017, the Driver and Vehicle Standards Agency (DVSA) prepared Great Britain for the most

significant changes to the driving test since the 1970s.

Objectives:

Rationale behind campaign, including research and planning:

Road collisions are the biggest killer of young people, accounting for over a quarter of all deaths

amongst 15 – 19 year olds. One in 5 people killed or seriously injured on the roads is in a collision

where a car driver is aged between 17 and 24. Most fatal collisions happen on high-speed roads.

Changing the format of the test will allow more of these types of roads to be used on test.

Driving examiners

#NHyeS

University of Cambridge

Breaking the Silence
•

Driving examiners have the information they need to deliver the new test 6 months before

launch on 4 December 2017. They understand why, what and how the changes will happen.

Learner drivers have the information they need to prepare for their test 3 months before

the new test launches. They understand what’s changing; when and why.

Driving instructors have the information they need to prepare their pupils for the driving

test 6 months before 4 December 2017. They understand what’s changing; when, why and

how to prepare pupils.

Avoid complaints about changes.

•

•

•

•

Think: understand the planned changes to the driving test and what they mean for me.

Feel: able and ready to examine learner drivers using the new test.

Do: support the test changes and examine candidates using the new test from 4 December.

Influencers: DVSA operational leaders, Peers

Channels: Internal DVSA channels including direct email, DVSA News, management

communications and intranet. Trainers at test centres

•
•
•
•
•
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Driving instructors

Learner drivers

Learners’ parents / carers

Think: understand the planned changes to the driving test and how I can prepare pupils.

Feel: able to prepare my pupils.

Do: support the test changes and make sure my pupils know about, practice and are ready

for the new test.

Influencers: National Associations Strategic Partnership, DVSA, PACTS (Parliamentary

Advisory Council for Transport Safety)

Channels: Trade Media (Intelligent Instructor, MSA Newslink, Driving Instructor etc),

Despatch blog (70,000 subscribers), in test centres

•
•
•

•

•

Think: the driving test is changing and I’ll be tested differently from 4 December. The new

test will help me be safer on Britain’s roads.

Feel: prepared to take the new test.

Do: practised and prepared for the new test, I’m ready to take it, and I’m not surprised by

changes.

Influencers: parents, driving instructors, friends, teachers, online lives and vloggers

Channels: Word of mouth, government, social media (eg Twitter, Facebook, Buzzfeed,

YouTube), GOV.UK, First Car magazine, in test centres

•

•
•

•
•

Think: know the driving test is changing for the better. My child / dependent will be tested

differently from 4 December 2017. The new test will help new drivers be safer on Britain’s

roads.

Feel: government has given adequate notice of the changes so my child / dependent has

had sufficient time to prepare for the new test.

Do: make sure my child / dependent knows the test is changing and any private practice

they have will prepare them.

Influencers: trusted organisations eg ROSPA, Government, schools, AA, RAC

Channels: National online, print and broadcast media, GOV.UK

•

•

•

•
•
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Strategy and tactics, including creativity and innovation:

To change audience behaviours, we identified four interventions:

Tactics

Direct:

Influencers:

Media relations:

Social and digital:

Clarify the 4 December launch date, the reasons changes will help to improve safety.

Reassure that the changes have been properly developed – from a large-scale trial through

to public consultation with high support

Demonstrate the test is safe

Explain the test will help you through a lifetime of safe driving, keeping up with changes in

technology and driving risks

•
•

•
•

Handbook for driving instructors

GOV.UK Notify

Posters in test centres

Emails to driving examiners

•
•
•
•

Early engagement

Supporting quotes (AA president, RAC Foundation, Road Safety GB, Driving Instructor

Association)

•
•

Milestone releases: April, September, 4 November, 22 November, 4 December

Interviews with media and mock driving tests

•
•

Shareable infographics: stakeholder statements; summary of changes.•
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Internal:

Implementation of tactics:

Announce: April 2017 – Early preparation for driving instructors so they have time to prepare their

pupils

How: Announcement release; Despatch blog; Posters in theory and practical test centres

Prepare: September – November 2017 – Advance notice for all audiences so they are ready for the

changes.

How: Internal and external blog post – Interview with trial candidate; Handbook issued to 40k

approved driving instructors; First Car (Theory) magazine article; Videos launched and promoted;

three month, one month and one week to go news releases; regional media exclusives; direct

message to all driving examiners; Buzzfeed article.

Change: 4 December – Test goes live, all audiences need to be aware and prepared.

How: National news release; media relations; social media (Facebook, Twitter, DVSA blogs etc); new

GOV.UK pages and YouTube videos live

Measurement and evaluation:

Outputs:

BuzzFeed article

Videos to demonstrate the changes

GOV.UK News story

Nine blog posts (April to December) on Despatch blog (read by driving instructors)

•
•
•
•

News stories and blogs

Training

Policy colleagues visiting test centres

•
•
•

DVSA Chief Driving Examiner interviews: BBC Breakfast, Good Morning Britain, Sky News,

BBC You and Yours; 6 BBC local radio programmes, reaching 7,302,286 people.

39 national, 195 regional and trade stories, including DVSA statement.

748 new subscribers to email alerts and blog posts.

GOV.UK news story had 118,848 views in December and 1,536,690 since April – the most-

•

•
•
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Information

! "

0207 631 6900 (option 4)

Awards Timetable-
What to include-
Fees and payment options-
Rules of entry-
How judging works-
FAQs-
Become a sponsor-
Awards & events terms and conditions-
Contact Us-

CIPR | 4th Floor, 85 Tottenham Court Road, Fitzrovia, London W1T 4TQ | T: +44 (0)20 7631 6900

Outcomes:

Budget and cost effectiveness:

This was a statutory communication of a significant change to a public service.

Most activity was no-cost, using existing communications channels and relationships.

The only cost was to print and mail a handbook to instructors: £22,840.98 inc VAT

read news story on GOV.UK in 2017.

Direct Gov.uk alert 220,000 learner drivers.

DVSA tweets reached 1,066,064 accounts.

#drivingtestchanges reached 1,823,955 accounts

Facebook: 68,000 post reach, 805 engagements.

YouTube: Driving test 2017: official DVSA guide: 17,222 views

Email alert sent to 115,788 subscribers with 36% open rate

•
•
•
•
•
•
•

Over half of instructors said the handbook helped their understanding of the changes. 71%

felt they had adequate time to prepare.

DVSA’s customer service centre didn’t take extra calls or complaints.

•

•
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CATEGORIES

REGISTER YOUR INTEREST

SPONSORS

HALL OF FAME

WINNER - Iceland Foods: #TooCoolForPlastic

Corporate Social Responsibility
Campaign

The judges were impressed by this exceptionally strong and integrated campaign, which was well-

researched and addressed an issue of great public and political salience. It was clear that Iceland

Foods feel passionately about promoting sustainability and is leading from the front, ahead of

broader national debates on the environment. They were clearly a disruptor in this space, and the

mix of great third-party engagement, effective digital content, strong consumer PR and employee

advocacy is one that others in the industry can learn from.

Mark of Excellence:

Finalists:

Loughborough University

Spit Happens
•

BT

Fighting Cancer Together SU2C 2017

Direct Line

Shotgun

•

•
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Winner entry:

Brief and objectives:

Plastic pollution is killing the oceans and entering the food chain. In the UK, only a third of plastics

are recycled, with the rest illegally dumped, going to landfill or incinerated. Black plastic trays from

ready meals cannot be recycled. Richard Walker, MD of Iceland, surfer and passionate

environmentalist, led the decision to eliminate plastics a year before David Attenborough mobilised

public interest in the issue through Blue Planet II.

The campaign set out to maximise the impact of the announcement and generate a tidal wave of

support. Four days after Theresa May announced the Government’s commitment to reduce plastics

by 2042, Iceland pledged to be plastic-free in just five years. The story cut through an intense news

period, dominated by the collapse of construction giant Carillion, achieving massive media

coverage. The editor of The Grocer called it “a PR masterstroke”.

Reaction included support from the Prime Minister and Michael Gove. Since the announcement,

200 MPs have lobbied for all other supermarkets to join Iceland’s pledge, Iceland has been asked to

sit on the DEFRA Plastics Steering Committee and there have been follow-up announcements from

Waitrose, Asda, the BBC and even Buckingham Palace.

Campaign objectives were to:

Rationale behind campaign, including research and planning:

The PR team was led by Keith Hann (Director of Corporate Affairs), Hil Berg (Sustainability Lead)

and Heather Blundell (MD, Weber Shandwick). The team reported directly to MD Richard Walker.

We developed an integrated communications strategy that recognised key stakeholder support

was critical to delivering this enormous change. Suppliers were consulted before the launch and

Rolls-Royce Motor Cars

The Biggest Unveil for the Smallest Rolls-Royce

Santander and Cow PR

Phish & Chips

•

•

Do the right thing by making a pledge to ban plastics in all own label products

Communicate this announcement to a broad audience, not just Iceland shoppers

Build reputation and profile for the brand around its ethical credentials/leadership

Encourage competitors to take action – not competing, but collaborating

•
•
•
•
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two dedicated conferences took place immediately afterwards. As a private, family-owned

business, Iceland can make major decisions relatively quickly. This radical pledge by a smaller,

independent supermarket had the power to encourage major players to take similar action. We

involved Greenpeace as a critical friend, having supported their 2017 campaign for a bottle deposit

return scheme. They concluded that the plan was considered and authentic, and acted as

independent advisers throughout.

We gauged public opinion before the announcement, and a survey of 5,000 consumers found that

81% would support it.

We prepared a media kit including video and B-roll footage, photography and packaging samples.

We hired a studio at Media City in Salford to allow for syndicated radio interviews, and media

trained two directors and two senior experts from our packaging team.

Strategy and tactics, including creativity and innovation:

Implementation of tactics:

Measurement and evaluation:

Engagement with DEFRA prior to the campaign launch ensured that the Government was

alerted to, and supportive of, Iceland’s commitments. Briefings were also sent in advance to

environment ministers in the Scottish and Welsh governments.

Greenpeace provided credibility to the pledge. Its team shared the campaign with

influencers beforehand, including high profile celebrities.

An internal communications plan saw 23,000 colleagues briefed through a letter and video

from Richard Walker: 900 head office staff also received a gift of a reusable

#toocoolforplastic metal drinks bottle.

Over 300 personalised briefings were sent out from individual board members to suppliers,

industry bodies and other stakeholders.

Pre-prepared content allowed us to optimise Iceland’s social channels as well as reacting

throughout the day to breaking news and customer interaction.

With the highest print and online readership in the UK, the Daily Mail was key. The

newspaper had run its own anti-plastics campaign, and their team was eager to be

involved. The result was a front-page story and in-depth feature.

•

•

•

•

•

•

Implemented a thorough media relations plan

Maximised the use of social media channels including influencer engagement

•
•
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The impact of this campaign was game-changing:

524 pieces of coverage:

The following day, Greenpeace launched a petition to its database of one million, calling on

the top four supermarkets to follow Iceland’s lead. Two further emails followed during

January.

Iceland was invited to be part of the Plastics DEFRA Steering Committee.

Secretary of State Michael Gove sent a personal letter of support.

Prime Minister Theresa May tweeted and supported the campaign during Prime Minister’s

Questions.

Inspired by Iceland, 200 MPs signed a petition, urging all UK supermarkets to take more

action on plastic pollution.

Announcements on single use plastic followed within days and weeks from Waitrose, Asda,

the BBC, Buckingham Palace and the Church of England.

Within a week of the announcement, research showed the number of people who viewed

Iceland as the most environmentally friendly retailer rose from 3% to 15.2%.

YouGov consumer research showed the highest brand buzz in a decade achieved by the

Iceland brand.

This campaign, along with Blue Planet II and the Government’s 25-year environmental plan,

has completely transformed the plastics agenda, positioning the issue front-of-mind for

consumers and the business sector.

•

•
•
•

•

•

•

•

•

Front page of the Daily Mail with 1.5 million reach.

Prime time interviews on: The Today Programme (11.2M listeners); BBC Breakfast (2.2M

viewers); Good Morning Britain with Piers Morgan (2.5M viewers).

55 broadcast shows aired the announcement (ITV lunchtime and evening news; Channel 4

news; BBC One evening news 6 and 10pm; Channel 5 evening news).

87 pieces of press coverage – including coverage in every single national newspaper.

230 radio shows aired the announcement across national and regional stations.

27 radio shows aired interviews with Iceland’s leadership including BBC Radio 4 Today

Programme, BBC Radio 5 Live, LBC Radio and BBC Radio 4 You & Yours.

Support from Friends of the Earth spokesperson on Channel 5 news.

Follow up coverage has included bespoke filming for BBC’s The One Show; Food

Unwrapped and BBC News at 10. Richard Walker appeared on BBC Question Time.

•
•

•

•
•
•

•
•
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Social reach:

Budget and cost effectiveness:

The campaign budget was £60,000 including agency fees, third party costs and expenses.

Media interest continues from as far afield as Europe, North America and Russia.

Total 1.04bn opportunities to see.
•
•

The total social reach of the plastic campaign so far is 3,313,539, with an engagement rate

of 21.65% compared with the industry benchmark of 2.5%.
•
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CATEGORIES

REGISTER YOUR INTEREST

SPONSORS

HALL OF FAME

WINNER - Battersea Dogs & Cats Home: Five Year Sentences For Animal

Cruelty

Public Affairs Campaign

Battersea created a genuinely strategic campaign and the judges were impressed by their

evidenced-based approach. They demonstrated that they were responsive to the changing political

climate by making adjustments to the campaign as circumstances dictated. However, they never

lost sight of the campaign’s overriding objective and the roles and responsibilities of individual

members of the team. The judges were also struck by the way in which they were constantly

learning and evaluating to inform their next steps, as well as the degree of integration they

managed to achieve across stakeholder engagement which ultimately led to important policy

commitments from governments across the UK.

Finalists:

Interel UK and Dogs Trust

Stop Puppy Smuggling

Nexus

Winning funding for an essential new Metro fleet

Royal College of Nursing

Nursing Pay: #ScraptheCap

Third City and The ABI

#IPTsUnfair

Vision Express

•

•

•

•

•
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Winner entry:

Brief and objectives:

The focus of our campaign was to persuade all UK Governments to legislate for five-year sentences

on animal cruelty. With one simple campaign ask, to raise sentences from six months to five years,

we called on the public to start talking to their MPs on the issue and pushing for change, accessing

them through conventional and social media as well as using celebrity  endorsement to promote

our goals.

Our original objectives included:

Rationale behind campaign, including research and planning:

Our objective was to take a heart-breaking issue that we see at our centres, animal cruelty, and

look to tackle one of its main drivers, namely the weak prison sentences given to perpetrators. The

campaign has been rooted in evidence, which we compiled into a report, entitled “Sentencing for

Animal Cruelty in England and Wales”. This centred on refuting the previous Government reasons

for inaction, and our arguments are now regularly being repeated by politicians and other animal

welfare organisations.

We highlighted the following:

Eye Tests Save Lives

100 MPs pledging their support for Battersea’s campaign

25,000 members of the public emailing their local politician.

At least 5 pieces of national, broadcast and online coverage mentioning Battersea in

relation to animal cruelty sentencing upon launch

•
•
•

England and Wales have the lowest animal cruelty sentence across any of 100 jurisdictions

we surveyed

Many non-violent crimes such as fly tipping carry a five-year sentence, so the sentence for

animal cruelty is disproportionately low

The maximum sentence is being used; yet is neither a punishment not a deterrent. In

August we published a Scottish report on similar lines, which put the campaign ask firmly

on the radar of Scottish politicians and Government.

•

•

•
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Strategy and tactics, including creativity and innovation:

We used political, press and public pressure to persuade Governments to act.#

The campaign has had 3 main phases, each targeted new audiences.

Feb – Mar 2017:

Parliamentary phase – The first phase was where we concentrated the major media and

parliamentary activity, based around a launch in Westminster and our own research. We timed our

launch to coincide with a Private Members Bill calling for five year cruelty sentences, and we

worked alongside its sponsor Anna Turley MP on media opportunities.

Mar – June 2017:

Public phase – We wanted to show both the “real world” impact of the issue, and yet create a non-

exploitative campaign concept that resonated with the public. This is why we adopted the stand-up

comedy, “animal cruelty sentences are a joke – they’re not funny” concept, reflected in imagery and

the hashtag #NotFunny. The website blends the two – a mixture of real animal case studies with

the colours and themes of the creative concept.

June 2017:

Celebrity phase – The next phase, launched in June, harnessed our celebrity supporters. In keeping

with the campaign theme of “#NotFunny” and stand-up comedy, the 5 celebrities used were

household-name comedians, each of which provided quotes and a consistent image that replaced

the initial creative on posters, online ads and the website. This required flexibility and sensitivity, as

the original launch date for this phase had to be postponed to work around the election, and it

brought a sharp uptake in the public and media interest, leading to more MPs and tentative

support from Government.

Implementation of tactics:

Each different phase of the campaign has required different tools and materials:

Pre-campaign:

Parl Phase:

Oct 16 – Party conference event introducing issue and evidence gathering begins

Nov 17 – Campaign plan shared internally, working group formed

•
•

20/2/17 – Parliamentary launch – research released•
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Public Phase:

Celebrity Phase:

Scottish Phase:

Measurement and evaluation:

These have far exceeded our expectation, and this has been by far the biggest campaign Battersea

has ever run in terms of impact.

20/2/17 – Media launch – front page of Metro, all major news outlets incl Sky, BBC and ITV

News carried campaign

20/2/17 – First supporters email MPs using template emails on website

•

•

27/3/17 – Campaign website and “#NotFunny” concept released

27/3/17 – Campaign video and first outdoor media at transport intersections

Easter 17 – Online paid advertising rolled out across UK

17/5/17 – General Election Manifesto published and sent to candidates UK-wide

•
•
•
•

26/6/17 – Celebrity launch with 5 comedians

26/6/17 – Online ads changed to celebrities, Twibbons, website etc changed to reflect

celebrity involvement

•
•

28/8/17 – “Animal Cruelty Sentencing in Scotland” report released

7/9/17 – Scottish Government announced support for five-year sentences

30/9/17 – UK Government commits to five-year sentences, using Battersea quote in press

release

11/12/17 – Environment Secretary launches “Draft Animal Welfare Bill” at Battersea, using

Battersea quotes and spokesperson.

•
•
•

•

Over 61,000 people emailing their MP with every MP receiving at least 1 email about the

campaign from a constituent (more than double our last campaign)

Over 7 million digital impressions of the campaign

•

•
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Various methods of measurement have been used to ensure effectiveness – from web-mounted

tickers showing emails sent to politicians and MP / MSP supporters, to dashboard measuring online

effectiveness of different media.

Budget and cost effectiveness:

Given all content, photography, design and celebrity engagement were done in-house, this was

very cost-effective; achieving striking creative alongside messaging that resonated with all 3

principal audiences – political, public and media – and delivered significant policy wins.

The campaign has cost around £90,000, mainly on outdoor advertising (£60,000). Our media

partner was so keen to work with us that they gave us an almost 60% cost reduction for using their

boards.

Other spend: £15,000 – online advertising, £9,000 – campaign video, £4,000 – Parliamentary launch

Manifesto endorsement at 2017 General Election from Labour, UKIP and Lib Dem parties.

In their Animal Welfare Plan, released in February 2018, the Labour Party reiterated their

commitment to supporting tougher sentencing for animal cruelty.

Government endorsed the campaign ask October 2017, and published a Draft Bill at

Battersea in December 2017 covering England and Wales

Scottish Government pledging to legislate for five-year maximum sentence in 2017/18

Programme for Government

245 pieces of media coverage for the campaign launch – 114 broadcast pieces, 11 national

print articles and 84 features online.

2 front pages (Metro, Daily Express), as well as the issue featuring on the front page of the

Daily Mail.

We achieved interviews with key spokespeople on at least five separate occasions, including

BBC Breakfast, STV and Sky News.

•
•

•

•

•

•

•
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CATEGORIES

REGISTER YOUR INTEREST

SPONSORS

HALL OF FAME

WINNER - Medicines and Healthcare Products Regulatory Agency:

#FakeMeds

Healthcare Campaign

This campaign used innovative content and communications to improve public health, by

increasing the number of times 18-30 years olds would check if they were buying medical products

from legitimate suppliers. It was an imaginative campaign which turned a potentially dry topic into

something engaging and impactful. The judges were impressed by the reach, engagement and

clear shift in behaviour the campaign achieved. This is a great example of best-practice which

incorporated great stakeholder relations and clearly demonstrates what can be achieved in a short

period of time, on a small budget and with a very small team.

Finalists:

British Lung Foundation

Listen to your lungs

Cohn & Wolfe

Tabatha: The Think.Act.Breathe Chatbot

Ketchum and Samsung

Go Beyond Fitness

Red Consultancy

@DangerousSnail25 has a secret…

Slimming World and RSPH

The impact of upselling on weight gain #justthisthanks

•

•

•

•

•
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Winner entry:

Brief and objectives:

If you take a medicine, use a medical device or get vaccinated in the UK, the Medicines and

Healthcare products Regulatory Agency (MHRA) will have helped ensure it’s safe and effective. In

2016, MHRA seized over 4.6 million fake medical products and closed 4,700 websites. The

#FakeMeds campaign is an ongoing behaviour change campaign helping 18-30-year-olds avoid

dangerous fake:

To do this, we increase the target audience’s use of online verification methods that confirm if a

seller they are considering buying from is legitimate. We exceeded our objectives and saw the

target audience check if they were buying from legitimate sellers.

Our objectives (September 2017 – April 2018) are:

Rationale behind campaign, including research and planning:

Independent research shows:

slimming pills

erectile dysfunction (ED) medication

testing kits for sexually transmitted infections (STI)

•
•
•

Behaviour change: 15% increase in searches (32,444 a month) of the MHRA register of

legitimate online sellers.

Communications: reach 25% of 18-30-year-olds (2,568,990)

•

•

50% of campaign media coverage includes key messages

65% of media coverage is favourable

engagement with campaign content, use of our key messages and hashtag rated

within the top 5 of the social media topic area

•
•
•

more than half of medicines bought online are fake – side effects can include strokes.

shoppers believe themselves to be “internet-savvy”, however 79% are unaware of the issue.

interrupting a purchasing journey could reduce the likelihood of the audience buying fake

•
•
•
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This campaign phase focuses on a group of medical products and their segmented audiences:

Research to support the chosen topics and audience segmentation includes:

We worked with relevant stakeholders including Slimming World (SW) to create content and

signpost the audience to the campaign.

Strategy and tactics, including creativity and innovation:

Strategy:

Content and channel selection should reflect that the buying of fake medical products was

happening online. Engage the target audience and create a clear campaign identity by:

Tactics:

medical products. Therefore, encouraging the audience to check the register of legitimate

sellers could reduce the public health impact of fake medical products.

STI kits (18-30-year-olds)

ED medication (18-30 year-old-men)

Slimming pills (18-30-year-old women) audience contain two sub-groups:

•
•
•

women who weren’t aware of the potential negative impacts and would reconsider

buying when informed

women that were aware of some of the risks and continue to purchase, but may re-

consider if fully informed of the potential personal impacts

•

•

the number of fakes seized and their associated medical impacts

quantitative surveys to identify users of the products and their buying behaviour

qualitative research to identify the audience’s motivations and buying journey

•
•
•

using integrated, targeted communications

making side effects seem more immediate

establishing a clear brand and consistent messaging.

•
•
•
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Innovation:

Implementation of tactics:

We linked dodgy slimming pills and real-life side-effects to communication channels that reflected

our target audience and their older influencers:

Measurement and evaluation:

Create partnerships with relevant stakeholders to identify case-studies describing real-life

side effects and the scale of the issue.

Introduce a branding agreement with partners to ensure consistent visual identity and

messaging.

Create content to be used across a range of audience relevant channels and by relevant

influencers.

•

•

•

Humorous animations created in-house to encourage audience identification with content.

Use video and animations in information packs, resulting in increased interview requests

and use of content across media channels.

Introduce Instagram and targeted social media marketing to improve access to target

audience, enabling engagement and information for evaluation.

•
•

•

Main storyline in a prime-time TV show (BBC One’s Casualty – 4.09 million overnight

viewers), radio coverage across 10+ stations (BBC Radio 1 etc.)

Magazine coverage (Reveal etc.), 60+ articles in print and online news (Mail Online,

Guardian, BBC etc.)

Website coverage (Debrief), vloggers and social media marketing of animations. We linked

STI kits activity to social trends including Valentine’s Day. In-house animations were created

and supported by social media marketing. To engage older influencers of the target

audience, we featured in ITV Tonight (January 2018), discussing the dangers of fakes. For ED

users, we featured in a TV news-story and 1-2-1 interview via Facebook live with Sky News

on the dangers of fakes (November 2017). Our expert showed the audience seized medical

products and the unhygienic conditions in which they were found. Approaching Christmas

2017, we created 10 animations covering all campaign medical products and messaging.

They featured favourite Christmas songs with a twist: “It’s beginning to look a lot like

Syphilis” was supported by social media marketing.

•

•

•
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Objective 1:

Searches of the register of legitimate online sellers increased by 33,706 (16% increase), exceeding

objectives by 1% or 1,262 searches a month.

Objective 2:

We reached 55% of our target audience (5,651,778 18-30-year-olds), exceeding objectives by an

additional 30% (3,082,788)

Objective 2a:

61% of media coverage featured key messages, exceeding objectives by an additional 11%.

Objective 2b:

80% of content was favourable, 7% strongly so, exceeding the objectives by an additional 15%

Objective 2c:

Our social media stories on Twitter generated the most engagement, our hashtag and campaign

key messages were the most used within the discussion of Fake Meds online. This exceeded the

objectives by 5 places.

Online traffic identified checks of the online registry came from the campaign webpage, coverage

or communications – demonstrating the campaign achieved behaviour change. Interest in

the campaign has snowballed – developing organic engagement and relationships with new

relevant media sources, including BBC 3.

Budget and cost effectiveness:

Analytics shows the campaign effectively contacted its target audience and changed behaviours.

The total cost of the campaign (September 17 – February 18) was within budget at £30,611.80:

This equates to:

The societal cost of care for a stroke, one of the side effects of dodgy slimming pills, is £45,409 in

£6,850 – social media marketing (30 November 2017 – 30 January 2018)

£23,761.80 – in-house hours for various grades based on hourly wage

•
•

0.005p per target audience member reached

0.45 per extra search of sellers’ registry

•
•
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the first 12 months plus £24,778 in subsequent years. When considering the £6,850 campaign costs

we would need to prevent 1 person from buying dodgy diet pills and having a stroke to have saved

£38,559 in the first year and £24,778 in subsequent years.



 B 
 

 B 
 

29 

 

 

CATEGORIES

REGISTER YOUR INTEREST

SPONSORS

HALL OF FAME

WINNER - Metropolitan Police Service: Crisis response to terror attacks

Issues, Crisis or Reputational
Management

The Metropolitan Police’s communications team went above and beyond the extremely high

expectations of police responses to major incidents, using a highly professional approach to

planning and exercising their crisis response. This included putting media in exercises to create

mutual understanding and re-positioning the comms team as essential to delivering operational

excellence, rather than being a bolt-on. The judges were impressed with the team’s commitment to

sharing lessons and to help develop best practice, both within and beyond the Met, and their

innovative approach in marrying internal and external public relations.

Mark of Excellence:

Finalists:

Borough Market

Response to London Bridge terror attack
•

Greater Manchester Police

Managing Manchester’s darkest hour

Hill+Knowlton Strategies

Big Battery Hunt

•

•
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Winner entry:

Explanation of issue/crisis and objectives:

During 2017 two terror attacks happened in London and shook the world – at Westminster Bridge

on March 22nd and London Bridge and Borough Market on June 3rd. The response of the

Metropolitan Police Service’s external and internal communication reassured the public, police

officers and our staff, provided content for police officers to handle the situation and save lives,

offered a space for staff to grieve the loss of one of the police family – PC Keith Palmer who was

killed on duty – and improved the reputation of the Met among Londoners and the rest of the

world.

Research, planning and strategy:

The Met’s crisis communications response was the culmination of three years of preparation and

rehearsal. At the heart of our strategy is the principle that communication must seek to save lives.

Our strategic planning included:

This produced a strategy based on experiences from other terror attacks in Europe, full buy-in and

a series of exercises so everyone knew what to do. Following the rehearsals, we held debriefs to

understand lessons learned and tweaked the crisis communications plan.

Tactics and their implementation, including creativity and innovation:

NHS North of England Commissioning Support and North East and North Cumbria Urgent

and Emergency Care Network

A regional NHS response to the international cyber-attack

Stripe Communications and A.G. Barr

Managing the Sugar Tax

•

•

Gaining the buy-in internally of senior police officers to our strategy by working together on

live ‘mock’ scenarios with journalists and members of the Met’s communications team

Engaging with the media directly before an attack so they understood our response and we

understood their needs. We held the UK’s first ever police/media major incident exercise

Social messaging directly to the public

Internal communication being integrated with external communication

Gaining insight about how we could use communications to aid the subsequent

investigation.

•

•

•
•
•
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Within seven minutes of the Westminster attack we communicated directly to the public and media

that we were dealing with an incident. It was the single most important communication. It

signposted that we would be the voice of authority and prepared to speak about it from the start.

Within the first hour we had provided more information on what had happened, appealed to the

public for images providing a website to send their material, told the public to avoid the area, asked

social media users to show restraint and common sense with what they post and mobilised

partners in government and other agencies to repeat our messaging. Internally, officers and staff

knew what was happening with a constantly updated news feed, hosted on the intranet, based on

external messaging. Within the next hour we had put an officer up to camera confirming it was a

terrorist incident and providing a calm and reassuring voice. We followed that up with more on

camera interviews that night and continued messaging to the public. We did not wait for difficult

questions to come. In our first statement to camera we proactively released that the Acting

Commissioner had been at the scene of the attack rather than waiting to be asked.

The fact that the attack on Borough Market happened after 10pm on a Saturday did not stop quick

communications. The pattern of communication to the public within minutes was followed by our

24 hour communications team. We mobilised other members of the team to come in to central

London and keep the constant messaging to the public – making us the authority of the incident.

For the first time ever we enacted well-rehearsed plans to send out key messages for those in

danger to Run, Hide and Tell. Graphics and messaging was ready to go with the strategic intention

to save life.

Internal Communications:

The Met’s intranet featured rolling detail of the attack as it unfolded and conference calls were

hosted for the Met’s top 150 senior leaders so they were well informed. Morale was boosted with a

constant flow of thank yous on screens and on the intranet homepage taken from the Met’s Twitter

feed. Immediate information about trauma and how to seek counselling and support via

occupational health service was signposted on the intranet homepage.

Demonstrate how negative impacts were avoided, positives achieved and improvements

made:

We had to treat the death of PC Keith Palmer sensitively and immediately worked with his family to

get a picture and tribute on the night so we could manage the media on their behalf. A poignant

video of the Scotland Yard flag coming down to half-mast caught the mood and was one of the

posts that reached 6 million impressions on the Met’s Facebook page.

We led on communications from the families of both attacks including arranging with two hours’

notice a press conference for the American relatives of one victim. We also challenged and

communicated to the media. We sent not for publication direction on approaching victims and

when a newspaper printed a picture of PC Palmer after the attack made it clear that although we

did not agree that was an appropriate image to use.
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Measurement and evaluation:

During the first few hours of the Westminster attack our Twitter messages were seen by over 21.6

million people. According to an evaluation report following the incident in Westminster, we were

seen as the most valuable source of information. Twitter, Facebook and online news were the key

platforms used by the public to gather information on the incident. The Met’s Twitter account

generated more retweets than any other media.

During the London Bridge attack our reach doubled in the first hour. By midnight, our tweets were

seen by over 42 million and by the next day, 78 million people.

Following the Westminster attack, we took the unusual step of inviting the media in to a debrief

which provided excellent insight. Social media evaluation doesn’t tell the whole story. The media

debrief showed us that in general the media found our strategy and plan effective. Internally staff

commented on our internal social media forums that they were reassured to receive

communication in real time so that they didn’t have to wait to get updates from the media first.

Budget and cost effectiveness:

There was no budget for the crisis communications response and it was managed by the 70-strong

communication team.
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WINNER - Engage - Bell Pottinger and Ripple: "Making waves in Europe"

Corporate and Business
Communications Campaign

Bell Pottinger took a little-known, complex Silicon Valley technology firm to market in Europe –

using insight, research and a considered strategy to raise awareness, educate key stakeholders and

build advocacy. Thanks to their efforts and a focused campaign, Ripple is now seen not just as a

blockchain tech start-up, but as a thought leader in fintech with a higher profile in the UK and

Europe. Particularly impressive was the link between Ripple’s core business objectives and what

Bell Pottinger delivered – including winning the attention of key decision-makers in banks across

Europe, high-quality media coverage, interest from potential employees and qualified leads across

Ripple’s target market.

Finalists:

Brands2Life

#Accountsdone

Grant Thornton UK

Shaping A Vibrant Economy

Recruitment & Employment Confederation

Transforming our industry’s reputation from the inside

Rostrum

The Bank of Mum and Dad for L&G

Working Word

•

•

•

•
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Entry:

Brief and objectives:

Ripple, a Silicon Valley blockchain start-up, provides global financial settlement solutions to enable

the world to exchange value like it exchanges information. It appointed Engage by Bell Pottinger in

July 2016 to support its entry into the European market.

Rationale behind campaign, including research and planning:

Engage conducted audience research using digital tools including Pulsar, Global Web Index and

Factiva to determine Ripple’s challenge in Europe. The agency analysed its reach, brand perception

and relationships across all channels and decision making audiences. The research established that

despite financial institutions recognising the need to embrace new technologies, the

communications challenge facing Ripple was that the European market had an inherent lack of

understanding of blockchain technology and its proven commercial applications.

Strategy and tactics, including creativity and innovation:

The strategy resulted in multiple qualified bank leads and was based on key insight developed

through in-depth market analysis. The research indicated that, despite banks recognising the need

to embrace new technologies, the European market had an inherent lack of understanding of

blockchain and its applications.

To solve this challenge, we needed to transform Ripple’s highly complex narrative into a story that

brought to life and articulated the commercial blockchain opportunity.

Then, we would tell this story to influencers who could catapult Ripple into the consideration cycle

for the big banks.

Our work focused on three key areas:

Liberty ‘steels’ the show•

Business objective: Winning the attention of, and getting in front of, key decision makers at

European banks

Short-term communications objective: Introduce Ripple to the market and increase

awareness of its technology amongst target audiences – specifically the banks

Long-term communications objective: Enable Ripple to shape and lead industry

conversation and be seen as the ‘distributed financial technology king’ in Europe.

•

•

•
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Awareness:

Education:

Advocacy:

Implementation of tactics:

The three-phased strategic communications plan increased awareness (76 articles secured),

educated key stakeholders (introduced Ripple to over 30 new media) and built advocacy (50 job

applications in 24 hours and multiple qualified bank leads).

Simplified messaging and compelling content:

Messaging: Simplify and humanise Ripple’s complex technology story

Narrative: Use simplified messaging to build Ripple’s narrative and change the way the rand

and its spokespeople communicate

Launch: Communicate narrative through a sustained programme of news and thought-

leadership.

•
•

•

Stakeholders: Regularly drive industry stakeholder engagement

Engagement: Strategically schedule news announcements to create steady media coverage

and influencer engagement.

•
•

Partnerships: Partner with tier one global banks trailing Ripple technology and share

through curated news announcements and events

Relationships: Collaborate with event organisers to secure high-profile speaker slots and

awards.

•

•

Simplified Ripple’s complex technology story helping the brand appeal to specialised and

non-specialised audiences

Identified key spokespeople including banking veterans and tech experts who would

resonate best with Ripple’s different audiences

Ensured messaging was adopted and used in conversations through media training and

messaging sessions for spokespeople

•

•

•
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Regular and sustained media and influencer engagement:

Leveraging partnerships:

Produced compelling content that simplified complex issues such as the Internet of Value,

digital currencies and the benefits of blockchain. This positioned Ripple as a thought leader

understood by all audiences.

•

Introduced Ripple to influential top-tier national and trade journalists to establish its

presence in the UK market through a launch event

Over six months, Ripple met for the first time with 30 journalists from 27 publications and

wires including; Financial Times, Wall Street Journal, The Economist, Bloomberg, CNBC, The

Telegraph, City AM and the Press Association

Using its simplified messaging to build relationships, Ripple positioned itself as a blockchain

front-runner and a company that could educate the market on its commercial applications

Regularly briefed European media through strategically planned news announcements,

reactive industry commentary, feature contributions and proactive meetings

Ripple’s funding and customer announcement in September, 2016 resulted in over 50

pieces of tier one media coverage globally, multiple qualified leads, 2,000 views and 110

new subscribers to the Ripple Insights blog (typically achieved in a month), 17,000 organic

website visits (vs. average 2,500) and 50 job applications in just 24 hours.

•

•

•

•

•

To further establish Ripple’s presence in the European market, we devised an events

schedule that detailed the events Ripple spokespeople should attend, speak at and sponsor

Developed a proprietary events scoring system where the team at Ripple and its agencies

could make consistently qualified recommendations about involvement in events

Secured valuable speaking slots at events such as Money 20/20 Europe and Innovate

Finance Global Summit. These strategically selected events positioned Ripple as an industry

thought leader and put the company centre stage in front of attendees comprising key

decision makers from its target audience

To further build market credibility, we leveraged Ripple’s partnerships with tier one global

banks for media announcements and opportunities. This helped Ripple engage with

prospective customers and build a platform to successfully take its news to the media and

top industry influencers.

•

•

•

•
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Measurement and evaluation:

Bell approaches measurement as a fundamental part of Ripple’s communications programme.

Budget and cost effectiveness:

The budget for this campaign was £52,000 from July to December, 2016 (including £48,000 agency

fees and £4,000 third-party costs). The Bell Pottinger team consisted of four, reporting directly into

David Patterson, Ripple’s Director of Corporate Communications, in San Francisco.

The PR retainer consisted of the following activities:

Generated 76 pieces of media coverage in just six months

Activity resulted in multiple qualified leads generated and 2 conversions

When Ripple added 7 new banks to its network and secured $55 million of funding, we

secured 27 pieces of tier one media coverage in the UK, driving multiple qualified leads

from banks, 2,000 views and 110 new subscribers to the Ripple Insights blog (more than it

usually gets in one month), 17,000 organic website visits and 50 job applications in 24 hours

Ripple works with over 90 banks globally, and its global network now includes 15 of the top

50 global banks, 10 in commercial deal phases and more than 30 bank pilots completed.

•
•
•

•

Campaign planning and on-going counsel

Media relations activity

Content development

Event support

Awards development

Account management.

•
•
•
•
•
•
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WINNER - Essex Police and Essex County Partners: "Reflect - Domestic Abuse

campaign"

Public Sector Campaign

Essex Police used a modest budget and took a brave approach to addressing a long-standing,

sensitive issue. Making the best use of research, they actively worked with partners, building trust

and developing relationships along the way. Their innovative approach in switching the issue, and

the focus, towards potential perpetrators and encouraging self-reflection on behaviour broke down

barriers with a hard to reach audience. With already impressive results, the true benefits will be felt

for many years to come, and beyond Essex, with the sharing of the Reflect campaign to other

forces, for no cost. Encouraging front line officers to spread the message themselves via social

media was not only a savvy use of channels, but will ensure this campaign lives on.

Finalists:

Devon and Cornwall Police

ClickB4UCall – 101 call reduction and channel shift

Equinox and Cadw

Historic Adventures

Food Standards Agency and Kindred

Food Safety Week 2016

Housing Executive (NIHE)

Changing Lives, Building Communities

Syndicate Communications

•

•

•

•

•
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Entry:

Brief and objectives:

‘Reflect’ was aimed at encouraging perpetrators of domestic abuse to reflect on and then change

their physical, emotional or/and psychological abusive behaviours by getting help at Essex charity

‘The Change Project’.

The objectives of the campaign were to increase awareness of The Change Project and the services

they provide to perpetrators of domestic abuse, and increase self-referrals from abusers, which in

turn would have an impact on the amount of domestic abuse incidents reported on New Year’s Day

and festive period.

 

Rationale behind campaign, including research and planning:

Every year Essex Police see a rise in the number of incidents of domestic abuse over the festive

period. In each of the last two years the force has recorded its highest daily number of reported

domestic abuse incidents on New Year’s Day, with 168 incidents reported on January 1st 2016 and

130 the previous year.

The force has launched 2,984 investigations into allegations of domestic abuse between December

1st 2015 and January 1st 2016. During the same period the previous year – December 1st 2014 to

January 1st 2015 – Essex Police began 2,510 domestic abuse investigations.

This Christmas, a campaign was needed to help reduce domestic abuse incidents and the serious

harm caused to victims. Its aim would be to target perpetrators to reflect on their behaviour and

seek help at Essex charity The Change Project, which proactively works to change the behaviours

and attitudes of men and women who want to stop abusing partners or ex-partners.

Essex Police worked with The Change Project alongside Essex council partners and women’s

refuges to design the concept, which had to be subtle in its messaging yet powerful enough to

resonate with the target audience.

Perpetrator workshops showed that abusers don’t often see themselves as ‘abusers’ until they

have a ‘penny-drops’ moment and realise the issue lies with them. It is at this point when they

‘reflect’ on their behaviour that they are able to accept they need to change. The campaign content

aimed to encourage the ‘penny-drops’ moment and intercept at this point.

Research from women’s refuges showed that emotional abuse can be just as harmful as physical

abuse and can also escalate into violence further down the line. Therefore the campaign would

Celebrating Shakespeare
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need to reach those engaging in both emotional and physical abuse.

 

Strategy and tactics, including creativity and innovation, and stakeholder engagement:

The campaign targeted perpetrators asking them to reflect on their abusive behaviour and seek the

help available to enable them to change. To highlight this, the concept of reflection was developed.

We worked closely with domestic abuse groups, The Change project, Galop (LGBT National

domestic abuse helpline) and Essex women’s refuge groups to help shape messages and the tone

of campaign.

A short film for social media was created to portray different forms of abuse reflected in the mirror

showing 5 couples of different gender, age, ethnicity and sexuality. The film used the famous

Motown song, Reflections. To accompany the film a series of downloadable posters and social

media posts showing different forms of abuse reflected in the mirror were used online. Social

media posts used the hashtag #Reflect, and each image targeted a different form of abuse.

To reach members of the public not engaged on social media, mirror stickers were designed to be

displayed in restroom mirrors and were distributed to GP surgeries, hospitals, universities, colleges

and pubs across Essex. The word #Reflect was innovatively transparent and reflective so those

looking at the sticker would see their reflection within the word. As an alternative, partners were

sent adhesive wall stickers with a back-to-front ‘REFLECT’, to be displayed on restroom walls to read

correctly in a mirror view.

To further engage with and encourage perpetrators to seek help two interview-style web films with

the charity and a former perpetrator and participant of The Change Project were promoted online.

To accompany these, a range of real life quotes and case studies were used.

To encourage an Essex approach to the campaign, Essex partners got involved alongside Essex

Police officers and staff by taking selfies of their reflections in the mirror alongside a message to

those engaging in abusive behaviour.

On the last day of the campaign a 24 hour ‘Tweetathon’ from the 999/101 control room took place

and The Change Project was further promoted alongside domestic abuse incident calls.

 

Implementation of tactics:

The campaign launched on December 12th and was promoted until Friday the 16th.

However, as the awareness of the campaign was important over the festive period the campaign

film was pinned to the top of the force social media pages, and campaign imagery and a news

article remained on the front page of the website. Reflect imagery was also used for the headers of
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Facebook and Twitter for the whole festive duration. Facebook, Twitter, Instagram, Snapchat,

YouTube and the force website were the main channels of communication and messages were

altered and boosted to reach our target audiences. Local media picked up on the campaign

including radio and TV.

 

Measurement and evaluation:

In the first week of the campaign The Change Project had 17 abusers, 2 victims and 4 professionals

contact them for help as a direct result of seeing our campaign, and a further 12 abusers in the

following month. Since the campaign launched more people are visiting the charity as a direct

result of seeing the campaign than those who find out about it via other means. The project has

seen more people view its website in the first two days of the campaign (5441 visits) than would

normally visit in 5 weeks. Their Facebook page saw a 5350% increase in views and their

engagement went up by 2444%. The campaign film reached more than 700,000 people and was

viewed over 300,000 times, and alongside our other campaign activity we reached more than 1.2

million people and engaged with more than 420,000 people. This doesn’t include the potential

reach from celebrity endorsements, which combined total a following of over 1.8m.

This year the force saw the lowest amount of incidents reported on New Year’s Day for the last 5

years with a total of 120 incidents. There was also a drop in incidents over the whole festive period.

Last year there was a 19% increase from the previous year and an 8% increase the year before.

This year saw a 9% drop.

 

Budget and cost effectiveness:

Total cost: £12,933.

There is already evidence of the value, impact and effectiveness of the campaign with people

coming forward to seek help to change abusive behaviour. The messages will continue to be

promoted and evaluated throughout the year to see the wider impact on perpetrators, victims and

overall domestic abuse incident figures.

Photos/location – £6,845

Film – £2,400

Social media – £1,700

Music – £1,000

Stickers – £988.

•
•
•
•
•
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WINNER - The Playbook: "Seeing Is Believing for Standard Chartered"

Corporate Social Responsibility
Campaign

Built around the noble aim of ending avoidable blindness, this was an inspiring campaign that

aligned with the values of the company in a way that was thoughtfully relevant. Building on what

was already being done, they listened to staff and successfully brought together different

stakeholders with competing agendas. The strapline was embedded in what the company does and

the campaign was truly global, creatively executed, with credible and impactful measurement

carefully tailored to the different markets.

Finalists:

Conscious Communications and Jagex

FXP – Game Changer

Macmillan Cancer Support

Keep Warm Without the Worry: npower’s Macmillan Fund

Mischief

Ella’s Kitchen: Veg for Victory

St. Modwen Properties

Making Places

Vodafone Group and Golden Goose PR

Vodafone’s Anti-Bullying Emojis

•

•

•

•

•
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Entry:

Brief and objectives:

Over 285 million people around the world suffer from visual impairment issues, but 80% of cases

can be prevented or cured with the right treatment. Standard Chartered Bank takes a leading role

in combating avoidable blindness via its charity, Seeing Is Believing, with a corporate goal in place

to raise $100million in bank-matched funding by 2020.

The Playbook was briefed to use Standard Chartered’s sponsorship of Liverpool FC to create an

integrated campaign to raise awareness, engagement and support for Seeing is Believing.

Specific campaign objectives:

 

Rationale behind campaign, including research and planning:

Research demonstrated that if people don’t have personal empathy with a charitable cause, they

are far less likely to engage with it and support it. With very few people in the developed world

being directly affected by visual impairment, this was a potential stumbling block for the campaign.

We needed a campaign that would create that personal connection and sense of empathy, as well

as generating awareness.

With the platform of Standard Chartered’s sponsorship of Liverpool FC available to work with, it

made sense to target football fans, both in the UK and the other key markets.

 

Strategy and tactics, including creativity and innovation:

The strategy was to give Liverpool fans a sense of what life would be like without perfect sight,

increasing their empathy with the Seeing is Believing cause.

Our creative interpretation of this strategy was to disrupt the everyday experience of fans by

applying a ‘blurred vision’ filter to Liverpool FC content that they would usually be able to see 100%

clearly.

Deliver earned media coverage in key markets (UK, Asia, Africa) with a total reach of

3million

Use digital channels to reach 10million people in key markets

Raise a minimum of $100,000 for Seeing is Believing.

1.

2.

3.
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We brought this theme to life through earned, owned and social media channels. A big focus on

digital channels allowed the campaign to reach a global audience and meant that more information

on Seeing is Believing (and the option to donate money) was just a click away.

The campaign centred on the Liverpool vs. Manchester United Premier League fixture, which took

place just days after World Sight Day, providing a natural news hook and relevance for the media.

 

Implementation of tactics:

Launch Film:

We launched the campaign with a short film, which gave a first person perspective from Liverpool

manager, Jurgen Klopp, on the importance of having clear vision, along with a clear call to action to

find out more about Seeing is Believing. The film was placed in multiple online media outlets,

Liverpool FC’s digital channels and shared widely across social media.

Creative Imagery:

Our core campaign image featured three Liverpool FC players split into half. One half was perfectly

clear, while the other used the blurred vision filter to demonstrate the impact of avoidable

blindness. This was used in media alongside player interviews and across club channels including

magazine and programme ads, email communications, Liverpoolfc.com web banners and across

earned media.

Media Engagement – Experiential:

Key journalists were invited to take part in a specially created blindfolded football training session,

overseen by Jurgen Klopp. This gave them a taste of life without perfect sight, and created rich

content directly linked to the campaign. This resulted in coverage in Mirror.co.uk, MailOnline,

Liverpool Echo, Daily Telegraph and SkySports.com. We also partnered with Premier League

Productions, who syndicate content to more than 160 countries.

Player Interviews:

Maximising our access to three leading Liverpool players, interviews were negotiated with key

global media, including five UK national newspapers and titles from markets of Kenya, Botswana

and Singapore.

Match Day:

From the shirts worn by the players, to perimeter LED boards and match day programmes, we

used all the assets at our disposal to further support the campaign, signposting fans in the stadium

and around the world, towards Seeing is Believing.

Social Media:
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As part of a collaborative social media plan with Liverpool FC, we worked with influential former

players and celebrities to support the campaign by sharing content and expressing their support

for the cause.

 

Demonstrate tangible benefits to the target audiences, including any sustainability:

The strategy delivered a campaign that significantly outperformed previous comparison years.

There was a 487% increase in social mentions of Seeing is Believing, whilst charity donations were

increased by 16%, providing more funds for the treatment of avoidable blindness in the developing

world.

The strategy has laid a strong foundation that can be built on over the coming seasons.

Now the ‘blurred vision’ creative concept has been established, this will be developed further over

future campaigns to create fresh impact but a recognisable look and feel.

 

Measurement and evaluation:

Earned Media:

Digital Channels:

Fundraising:

 

83 pieces of media coverage across seven different markets including Africa, Asia and

Europe, with a total reach of 4.3million.
•

50,000+ views of the Jurgen Klopp video

18,000 social shares of campaign content

5million total social audience reach

487% uplift in ‘Seeing is Believing’ references on social media vs. previous year

Over 3,500 referrals to the website in the first 14 days of the campaign.

•
•
•
•
•

$110,000 raised during the campaign period, the most successful to date.•
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Budget and cost effectiveness:

Total budget £32,000 including agency fees and production.

3:1 ROI based on fundraising total.
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WINNER - Connect: "#ForAccessibleHomes"

Public Affairs Campaign

Finalists:

Entry:

#ForAccessibleHomes had a clear objective – to increase the number of accessible homes

using a whole-system approach across government, local government and stakeholders.

Creating innovative research, Connect provided the first dataset showing accessible

housing disparities across the country. They used a range of creative PR techniques,

including engaging residents to amplify their campaign. Importantly, the campaign has a

legacy, both with the client and the implementation of change for people locally.

•

London Borough of Camden

HS2: Camden’s campaign for a fair deal

Mischief

Ella’s Kitchen: Veg for Victory

Pennon

Launch of South West Growth: the #BackTheSouthWest campaign

Vision Express

Eye Tests Save Lives

•

•

•

•
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Brief and objectives:

There are 11.6 million disabled people in Britain and our society is ageing rapidly, yet only 6% of

our homes provide even basic accessibility features. Habinteg gave Connect a brief to raise

awareness of and achieve policy and legislative change to increase the number of lifetime homes

and wheelchair standard homes that are built in the UK.

 

Rationale behind campaign, including research and planning:

The success of the campaign was dependent on a multi-audience approach – government,

parliament, local government, tenants, the media and members of the public. We recognised that

we needed to win hearts and minds by persuading people of the need and urgency. Our core

argument was that accessible housing is not someone else’s issue or problem, it is an issue for all

of us.

We undertook an audit of government guidance on accessible homes and researched

parliamentary interest. We then identified the opportunities for legislative change that would have

the maximum impact and scoped who we would need to target to achieve this.

We researched and shaped key messages to win hearts, using case studies telling positive stories

about the impact of accessible housing, and win minds by highlighting the economic advantages

and social care savings of increasing the supply of accessible homes.

 

Strategy and tactics, including creativity and innovation:

The campaign was multi-layered, engaging with a wide range of audiences at the same time.

At a high level, in terms of government, early on in the campaign we secured a meeting with Justin

Tomlinson MP, then Minister for Disabled People. He agreed to raise the issue with ministerial

colleagues and, crucially, he committed to raising accessible housing as an agenda item at his next

bilateral ministerial meeting with Gavin Barwell MP, the Minister for Housing and Planning.

As well as direct engagement with Ministers and officials, we worked with a wide range of other

parliamentarians to build pressure for change. At meetings with the Chairs of the Women and

Equalities Select Committee and the Communities and Local Government Select Committee, we

positioned Habinteg to successfully lobby for parliamentary inquiries. Together, these inquiries

raised the profile of accessible housing, engaged a wide range of organisations and led to

government Ministers being put on the spot. Habinteg themselves gave both written and oral

evidence, powerfully making the arguments.

In Parliament, we identified the passage of the Neighbourhood Planning Bill as the best

opportunity to change the law in the short term. We worked with MPs, particularly at Committee
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Stage, to help draft amendments and the government were persuaded to introduce

Neighbourhood Planning Bill Amendment 18, which stipulated that the Secretary of State must

issue guidance for local planning authorities on how their local development documents should

address housing needs that result from old age or disability. This amendment was passed by peers.

 

Implementation of tactics:

Alongside government and parliamentary engagement, we identified local government as

important stakeholders in affecting change, particularly as local plans and planning policies are

finalised across the country. Through a major survey of councils, using Freedom of Information

requests, we revealed that only 3% of councils outside of London have plans in place to deliver and

monitor the number of accessible homes built in their area. As a call to action, we created an

interactive map to clearly show the best and worst councils, and we sent all local authorities a local

scrutiny toolkit to help them review and improve their policies.

We organised a national day of action for Habinteg tenants and members of the public to get

engaged in the campaign. We made highly effective use of social media to capture activity and

increase the impact of the day. We launched a thunderclap, got the hashtag #ForAccessibleHomes

trending, used Instagram to tell the story of the day, and delivered our message 311,874 times. We

also gained national, sector and local media coverage, including using a letter co-signed by 15

highly influential organisations.

On the day, the Cabinet Minister for Equalities, Rt Hon Justine Greening MP, visited Habinteg

tenants in their own homes and learned first-hand what accessible housing meant to a range of

disabled people. Across the country other MPs were engaged in the lobby day and shared their

own messages of support.

 

Outline the distinct role and results of public affairs and lobbying:

We worked on a cross party basis, with constructive lobbying that all led towards action. We used

our knowledge and experience of how parliament works to achieve a high impact in a short space

of time.

Working with Select Committees raised the issue high on the agenda. It also helped Habinteg to

engage Ministers and officials across Whitehall. This was crucial as our initial research revealed a

problem of accessible housing cutting across different departments and not being ‘owned’ by a

specific Minister.

The Freedom of Information exercise we undertook gave us the first national dataset looking at

availability of accessible housing in the country and was key in enabling us to persuade the

government of the need for change. Our local scrutiny toolkit is a significant tool to enable change
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at a local level, creating on going pressure for change.

Most crucially, the amendment to the Neighbourhood Planning Bill was a hugely significant win for

the campaign and Habinteg are now working closely with the government to help develop the

guidance for local planning authorities.

 

Measurement and evaluation:

In six short months the campaign achieved a huge amount. We engaged directly with more than 50

target parliamentarians to raise awareness of the need for change and to build pressure on the

government for action. We successfully engaged with key Government Ministers and officials and

helped to create ongoing relationships and long term commitment. We mobilised tenants and the

public, helping them to engage with the political process and make their voices heard. We achieved

significant media and social media coverage. All of this combined to achieve a change in the law

and new guidance from the government which will have a major and long term impact on the

availability of accessible housing.

We were able to record and demonstrate impact by showing the level of media and social media

coverage and the level of parliamentary interest, both in qualitative and quantitative terms, such as

capturing mentions in Hansard, references in reports, and the use of our key arguments and

research in debates. We also captured contact information for stakeholders using a shared

database with the client, so that Habinteg can build and maintain relationships in the long term.

 

Budget and cost effectiveness:

Our campaign strategy was specifically designed to achieve legislative change and a step-change in

political awareness of accessible housing on a relatively small budget. Using Habinteg tenants and

partner organisations to help promote the message enabled us to achieve significant reach without

large costs.
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WINNER - Red Consultancy: "Zookeeper Zoe Eye Check Storybook"

Healthcare Campaign

Finalists:

The book containing the eye test was a triumph of creative delivery, based on a carefully

thought out plan on an issue of great significance. Red Consultancy identified a moment in

time when they could access parents in the right frame of mind, based on in-depth

audience research. Their evaluation demonstrated strong correlation between the

campaign flow and the results, and their 11% increase in eye tests provided real value for

money. The campaign is now set to go international and we all want to know what Zoe will

do next!

•

Institution of Occupational Safety and Health (IOSH)

No Time to Lose

Knightstone Housing

Stopping the cycle of abuse in Somerset

Medicines & Healthcare products Regulatory Agency

Increasing reporting of adverse drug reactions across Europe

Shout! Communications, Sourced PR and MSD Animal Health, Bravecto

The Big Tick Project

St John Ambulance and Tesco

CPR Babygrow

•

•

•

•

•
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Entry:

Brief and objectives:

53% of UK children have never had an eye check and an estimated one million have undiagnosed

eye conditions.  Boots Opticians briefed Red Consultancy to address this issue by:

 

Rationale behind campaign, including research and planning:

Target Audience:  Parents of young children (core age: 2 – 4 years)

Monitoring eye health in children is challenging for parents as young children often don’t realise

they’re not seeing properly so it’s hard for parents to spot there’s a problem.  Based on this

consumer insight, we sought to give parents the tools for identifying potential eye issues but in a

way that children would engage with.

However, the right tone was important. Family life is hectic so it’s no wonder eye checks slip off the

radar.  Finger-wagging could see parents switch off from our message rather than embrace it.  We

needed to nudge parents into action by creating something that positively entertained and fitted

into their daily routine.

Our solution was a storybook with built in eye checks, delivering an ‘eye check by stealth’ that

would be interactive, engaging and fun for parent and child.

 

Strategy and tactics, including creativity and innovation:

Strategy:

DEMONSTRATE Boots eye health specialism in a ‘feel good’ way:

Positively DISRUPT our audience:

Driving awareness of the importance of early years children’s eye checks

Creating talkability and inspiring engagement in the campaign at and beyond launch

Encouraging more parents to book children’s eye checks.

•
•
•

Create a fun and interactive storybook to engage parents in their children’s eye health,

encouraging them to book an eye check.
•
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HARNESS influencers to endorse and spread our message:

Tactics:

Create our engaging central asset:

Harness celebrity parent ambassadors/celebrators:

Develop a storybook incorporating eye checks to get parents thinking about booking a full,

free, eye check at Boots

Fit into parents’ daily routine by turning up during a regular moment parents share with

their children – story time

Using the insight that smart phones are already part of many parent/child relationships,

make the storybook available as a fully responsive mobile-optimised microsite plus a

published book

Create content that provides opportunities to land our message in mainstream, rather than

only health media, for mass awareness.

•

•

•

•

Secure the support of children’s literature experts to endorse the book’s quality

Secure the support of popular culture parent-influencers to grab our target audience’s

attention.

•
•

Worked with a children’s author and illustrator to create a story about a girl who became a

zookeeper incorporating eye checks on focus, colour, detail distinction and astigmatism.

The National Literary Trust reviewed the story to ensure it met necessary quality standards

Book available via microsite (with a link to the booking page for a Boots Eye Check) plus

450,000 free print copies available in selected Boots stores.

•

•

Collaborated with celebrity dad Peter Andre to ensure popular mainstream media

coverage. Peter chosen as his children wear glasses so has a personal interest in children’s

eye health. Secured exclusive media interviews plus short film with Peter to promote the

book via social

Created zoo-themed launch party attended by media, parenting bloggers and celebrity

parents. Celebrities invited for their appeal to different types of Boots customer and to

provide a route into mainstream media.

•

•
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Earned PR & Social:

Campaign EXTENSION:

 

Implementation of tactics:

Advanced sell ins (w/c 22 Feb – w/c 7 March):

Objective: Line up editorial under embargo to hit during launch week to reach target audience

multiple times during a single week.

Book launch party (Sunday 13th March):

Objective: Drive mass top line awareness by placing entertaining content to appear on Sunday

afternoon/evening when parents are more likely to have the time and inclination to peruse.

Launch week (w/c 14th March):

Objective: Deliver on-going quality editorial with detailed educational messaging to continuously re-

hit audience, increasing memorability to encourage action.

Hardworking media relations targeted news, health ad showbiz whilst celebrities, bloggers

and media celebrated the launch on Instagram, Twitter and Facebook.
•

Extended campaign through other Boots marketing channels including in-store, digital and

advertising.
•

Embargoed media outreach including news, parenting, health, literary and lifestyle

Embargoed Peter Andre media interviews.

•
•

Media, celebrities and children invited to launch party

Images distributed to showbiz and picture desks for immediate use.

•
•

Hardworking media relations across all media segments

Peter Andre social posts

•
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Measurement and evaluation:

Encourage more parents to book eye checks for their children:

Drive awareness of the importance of early years children’s eye checks:

Create talkability and inspired engagement in the campaign at and beyond launch:

Content distributed across Boots owned social channels.••

Measurable uplift in children’s eye appointments year-on-year at Boots Opticians since

book launch

39% of those who read the story online continued to read about the test results

Of those, 15% carried out an action i.e. clicking appointment page/store locator.

•

•
•

559,093 people engaged with the book:

109,093 visits to digital book (peaked at 9,000 daily visits in launch week) with 55% reading

entire story

450,000 books picked up in-store, making it 2nd most popular UK children’s book.

7 million OTS from earned editorial and social including four Mail Online articles in first 24

hrs

23% target audience penetration for online editorial; 12.6% for print

86% of editorial appeared outside of traditional health pages

66% of coverage delivered Boots eye health expertise and 66% Boots ‘feel good’ brand

positioning

100% positive message for Boots Opticians

61% traffic from mobile devices – confirming mobile-first was correct approach to design

and development.

•
•

•
•

•
•
•

•
•

Influencer earned social reached 17.4million with engagement rate of 5% for bloggers and

<3.63% for celebrities

Owned social reached 1.4 million with 3.5% engagement rate

Peter Andre Facebook video received 32,000 views and 1,900 likes in first 24 hrs with

•

•
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figures rising at 100 views per second when first posted

Continued traffic (average 187 visits per day for last two months of 2016) to digital book

even when paid and editorial support had ceased indicates campaign continued to inspire

parents to talk about Zookeeper Zoe.

•
•
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WINNER - Exeter City Council: "Cathedral Green Fire, Exeter"

Issues, Crisis or Reputational
Management

Exeter City Council provided an exemplary public service with limited resources during the

Cathedral Green fire. There was an obvious investment in preparation and training which was

evidenced by the fact they were on site within an hour of a night-time crisis. In an extremely

pressured environment, Exeter City Council displayed an innovative use of new technology,

including live images and heat maps, to aid the communication efforts. They used their insight and

understanding of the community’s concerns and requirements to maintain resilience and went

above and beyond to assist local businesses with their recovery efforts. This was a highly emotive

situation which incorporated expert handling of the community, local businesses, councillors and

the media to drive the recovery of a historic city.

Finalists:

Cadent

No pressure: Race to restore 6,000 gas supplies

Cohn & Wolfe and Warburtons

Warburtons

Devon and Cornwall Police

Operation Jestbook, counter-terrorism incident, Devon

Edelman London

Combating fake news; The ‘worm’ that turned

•

•

•

•
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Entry:

Explanation of issue/crisis and objectives:

At 5am on Friday, 28 October 2016, a fire started above an art gallery at Exeter’s Cathedral Green.

In a very short space of time it had spread to a pub, a cafe, and the Royal Clarence Hotel, believed

to be the oldest hotel in England. Shops and businesses in the adjoining streets and High Street

were also severely affected directly or indirectly.

The fire was not brought under control until Sunday, 30 October and remaining hotspots,

dangerous structures and an extended cordon brought major disruption to the city, businesses,

residents and visitors for months to come.

Objectives:

 

Research, planning and strategy:

Our overarching communications strategy and action cards are included in our Emergency Plan.

Our experience of another, recent, city centre fire highlighted the importance of using our own

communication channels, multi-media content and face-to-face meetings to engage directly with

the public and other stakeholders, in addition to using traditional press and media channels.

Whilst the immediate response phase of communication was led by the emergency services, it

soon became clear that the scale and dynamic nature of this fire, the level of public interest and the

broad range of objectives would require early, dedicated leadership and resources from the

National Ambulance Communications Group (NACOM)

BBC Ambulance Day – 30th November 2016
•

Warn, inform and reassure the public about the event and its aftermath

Maintain business as usual where possible, emphasise that the city is open for business

and minimise impact on the economy

Support and inform affected businesses and employees and help them return to normal

Recognise and respond to public interest in the loss of a historic building of architectural

importance

Facilitate fundraising and coordinate offers of support

Brief and prepare local councillors, MPs and senior managers.

1.

2.

3.

4.

5.

6.
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council’s Communications and Economy teams. When responsibility for communication passed to

the council in the recovery phase, a communications sub group played a critical role in steering the

recovery as part our coordinated approach.

 

Tactics and their implementation, including creativity and innovation:

Friday 28th October:

Sunday 30 October:

Emergency response team, including a communications lead, in place from 6am.

Communication priorities set. Council officers on scene to co-ordinate messages with

emergency services

Regular, comprehensive updates start on exeter.gov.uk, @ExeterCouncil, Facebook and e-

mail alerts

Housing officers contacted and on scene to help evacuees with welfare needs e.g. clothes

and mobile phone chargers

Council broadcasts Facebook Live video of the fire – (a new initiative that increased our

Facebook following by more than 2,000)

Leader of the council and chief executive briefed and talking to the media

Contact details collated for affected shops and businesses to populate e-mail list Saturday

29th October

Posted frequent updates on changes in the cordon, including a live map, and updates on

which businesses were open or due to open

Councillors and members of staff helped support cordons to relieve emergency services

and provide local knowledge

Facilitated couple getting married at our historic Guildhall inside the cordon.

•

•

•

•

•
•

•

•

•

Launched the start of daily conference calls with the emergency services, hotel owners,

transport operators

Set up a closed Facebook group for businesses

Arranged drop in sessions and weekly meetings for businesses

Free office space provided for a firm of solicitors

Started working with over 200 businesses, along with a host of partners, to get them open

again

•

•
•
•
•
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Monday 31 October onwards:

 

Demonstrate how negative impacts were avoided, positives achieved and improvements

made:

Businesses were understandably concerned about loss of business and the council could have

potentially been seen as slow to react. Our close liaison with the emergency services and use of the

closed Facebook Group, social media updates and face-to-face contact ensured that they had

dynamic information which was much appreciated.

The live cordon map was critical for letting people know where they could and couldn’t go and any

adverse criticism was avoided by updating this in real time via feedback from those on the cordon.

Ensuring that the popular Christmas Market could continue on Cathedral Green avoided a negative

reaction and emphasized how the city centre was open to visitors.

There was significant public concern about preserving heritage and reinstating architecture, and

Video and pictures obtained from turntable ladders, and shared on social media.•

Set up and ran the telephone advice line for businesses

Regular meetings with the business community and agencies providing support

Set up the Historic Exeter Fire Appeal

Set up on-site information desks to advise and support businesses

Launched a survey for loss of earnings and the impact

Ensured the popular Christmas Market could go ahead

Arranged with partners for fire-fighters to switch on Christmas lights

Exeter Guildhall provided a venue for opera when Devon & Exeter Institution closed due to

the cordon

Organised a public meeting on the importance of the hotel and its future with leading local

historian Todd Gray. More than 300 attended. It was filmed professionally and covered on

Facebook Live. It was so successful a second event was set up

Held a daily comms conference call with the emergency services, hotel owners, transport

operators

Launched a book of memories of the hotel at Exeter Guildhall

Broadcast a video of the entire event which had 31,000 views.

•
•
•
•
•
•
•
•

•

•

•
•
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fears that a modern structure would replace the historic hotel. This was dismissed at an early stage

with reassuring statements from the council leader and chief executive.

 

Measurement and evaluation:

Facebook:

Twitter between 28 Oct and 5 Nov 2016:

General:

People reached: 1,058,841

Live reactions: 25,655

Live comments: 11,414

Live shares: 6404

Live video views: 550,151

Total mins viewed: 381,749 (6362 Hours, 265 Days)

10 videos posted between 28 Oct and 2 Nov.

•
•
•
•
•
•
•

Retweets: 2051

Replies to tweets: 102

Likes on our tweets: 1545

URL Clicks: 3720

Media Views: 25162

Media Engagement: 17987

Total reach was 577,400 (64,000 tweet impressions per day).

•
•
•
•
•
•
•

Positive feedback from businesses, councillors, press and the public

7 broadcast interviews

Historic Exeter Fire Appeal raised more than £1

600 people attended two history talks

The fire cordon live map was viewed more than 48,000 times

•
•
•
•
•
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Budget and cost effectiveness:

£400k (based on those involved working 10 days each) is a rough estimate. This is considered

minimal in an incident of this scale to protect the public interest.

More than 200 businesses helped to return to their premises

Exeter ranked No.1 on Gov Rank’s digital performance tool for October 2016.
•
•
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WINNER - CYBG: "Introducing the UK's largest Challenger Bank"

Corporate and Business
Communications Campaign

When National Australia Bank (NAB) announced plans to exit its UK banking division via a demerger

and IPO, the strategy was to be open and honest to accept subsidiary CYBG’s heritage. The

communications team used a strategically well-planned and phased implementation to deliver

phenomenal results both in Australia and the UK. Having previously battled against negativity in

the Australian media, the team used an extensive stakeholder engagement and media relations

programme to deliver a robust campaign in the latter half of 2015. This led to a four times

oversubscribed IPO and over 95% media positivity achieved, proving this campaign to be great

value for money.

Finalists:

Aviva

Road to Reform Campaign: Making Motor Insurance Cheaper

Dixons Carphone and Brunswick

From ‘two drunks propping up the bar’ to ‘the merger that actually worked’

Financial Times

The FT-Nikkei Sale and Partnership

Lansons

The Co-operative Bank – “The most improved brand of 2015”

O2 and Blue Rubicon

•

•

•

•
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Entry:

Brief and objectives:

In May 2015, National Australia Bank (NAB) announced plans to exit its UK Banking division,

incorporating Clydesdale Bank and Yorkshire Bank, via a demerger and IPO. A new UK holding

company, CYBG, was created for the highly complex global transaction. This included 75% of CYBG

shares being distributed to NAB shareholders and the remaining 25% of CYBG shares sold to

institutional investors via an IPO.

After decades of under-investment and frequently negative Australian rhetoric, the demerger was

highly significant, seeing the 177 year old company regain its independence for the first time since

1920.

CYBG’s Media Relations Director was tasked with building a communications programme to:

 

Research, planning and strategy:

The CYBG communications strategy had to dovetail with NAB’s while remaining within strict

international lobbying rules. Regular pulse checks were taken to assess campaign and message

effectiveness among key UK and Australian stakeholder groups. The campaign addressed strategic

objectives across multiple audiences – existing NAB investors (retail and institutional); UK and

Australian media; UK and Australian regulators; potential new institutional investors; political

audiences; employees and customers – to:

Inspiring Digital Communities to help Britain thrive•

Develop diverse global audiences’ understanding of the compelling investment narrative,

underline CYBG’s progress and set out the standalone opportunities as the UK’s largest

challenger bank

Move the narrative on from the negative legacy perceptions based on poor performance,

lack of clear strategic direction and historic conduct issues such as PPI

Build global media and key stakeholder relationships, introduce the new senior

management team and sell its credibility and strategic vision to ensure all stakeholders,

irrespective of geography, were positively engaged throughout the process

Maintain a global ‘voice’ to best represent the interests of CYBG and to help control

message flow in a 24-hour global news environment.

•

•

•

•
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Rationale behind campaign, including tactics, creativity and innovation:

CYBG, with support from FTI Consulting’s London and Sydney offices, executed a detailed global

multi-stakeholder, multi-channel communications campaign built around key demerger and IPO

milestones, financial results, senior hires and key business developments.

Educating – Intensive UK and Australian media relationship-building programme, built around

personal senior management engagement, developed and raised awareness of the CYBG story

amongst international investors through direct engagement; educated media audiences on the

fundamental strengths of CYBG and the complex process; and transparent communication of the

demerger process to internal audiences through a demerger intranet portal.

Building Momentum – detailed preparation of communications strategies and materials for each

stage of a six-month process to ensure Australian, US and UK regulations were not breached. Each

stage was explained to internal and external audiences through direct regular engagement in

Australia and the UK.

Tactics:

Underline the importance to NAB investors of voting for the demerger to enable the

transaction to proceed

Develop a compelling equity story, differentiating CYBG from other UK challengers,

addressing legacy issues and looking to an independent future

Convince existing NAB shareholders of the case for share retention rather than sell a

previously unloved asset

Convince UK, US and Australian institutional investors to participate in the IPO

Generate excitement about CYBG becoming a standalone bank amongst key internal and

external stakeholders

Drive supportive media coverage in Australia and the UK.

•

•

•

•
•

•

Media: Developing releases, messaging and Q&A around transactional milestones,

supported by one-on-one education calls and personal meetings with key journalists;

tactical use of specific media titles in the UK and Australia to support education and

campaign momentum building

Investors: Targeting top-tier publications for investor audiences for CEO and CFO profile

interviews outlining the strategic vision, progress made and supporting a forward-looking

narrative

Employees: Comprehensive internal communications at each transactional milestone: CEO

•

•
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Implementation of tactics:

“Education” phase included:

“Building Momentum” phase included:

 

messages, videos, all-staff calls and internal Q&As; intranet and marketing output.•

Media Director and CEO (who started in June 2015) personally met 24 key journalists in the

first three months for background coffee briefings

September 2015: CEO profile with the Times marked the CEO’s first 100 days in office and

set out his vision to educate stakeholders

December: CEO profile with The Sunday Times ahead of publication of the Scheme Booklet

for shareholders outlining the terms of the demerger

December: six CEO / CFO media interviews in Sydney around the Scheme Booklet and

educating shareholders and potential investors. Media Director met 17 key Australian

journalists for background briefings.

•

•

•

•

December: CEO / CFO interviews with 10 newswires and national/regional press; 21

journalist background briefings

January: Leveraged positive messages from Q1 Trading Update to supplement wider equity

story

January: Managed media speculation around lower price range in background

January/February: Key trade media interviews with CEO / CFO to build investor

understanding including Economia, Investors Chronicle and Global Capital

3 February: With share pricing delayed 24 hours due to a ratings agency query, the team

worked through the night to rebuild and deliver a comprehensive media programme to

support the delayed first day of trading; organised LSE market opening ceremony; held 16

CEO / CFO UK media interviews including broadcast (BBC TV and Radio, CNBC TV), national

and regional press; provided background support to 34 UK journalists; 4 key Australian

media interviews conducted and 6 provided with background support to mark trading in

CYBG CDIs in Australia.

•

•

•
•

•
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Measurement and evaluation:

 

Budget and cost effectiveness:

The 3.8FTE in-house team was crucially supplemented over seven of the nine month campaign by

retained support from FTI Consulting at a cost of £25k/month. Additional support was provided by

FTI’s Sydney team at a total cost of £21k. Without this spend, it would not have been possible to

have mounted such a successful global campaign.

99% support from NAB participating shareholders in EGM/voting process

Many Australian investors – retail and institutional – remarkably increased their stakes in

CYBG

IPO four times oversubscribed despite significant market turmoil

Shares increased by 6.7% on first day of trading despite market and sector falls

Excitement registered amongst employees who were positively engaged throughout

Significant turnaround in tone from Australian media – previously critical journalists

questioned why NAB was not retaining a stake; one suggested Clydesdale was “bonzer”

Accurate and well-informed media coverage with key messages featured in 90% of

coverage; at least 30 pieces of coverage at each milestone

CYBG positioned as the largest of the UK mid-sized banks, with differentiators and strategy

for growth clearly outlined; most pieces focused on progress/outlook rather than historic

issues

Almost 2000 Demerger/IPO media articles delivered

Over 95% net media positivity achieved throughout process, rising to 99.5% in January.

•
•

•
•
•
•

•

•

•
•
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WINNER - The NHS Sussex and Spirit: "#notQUITEanemergency"

Public Sector Campaign

This campaign showed a strong use of research to give insight into the target audience. The PR

objectives were clearly linked to overall business objectives, with clear outcome-focused objectives

which were more than met. A degree of risk was taken in the choice of tactics, demonstrating

creativity whilst maintaining the reputation of the brand. This campaign set out to create content

which could be used by other NHS organisations and there was an effective partnership working

across public agencies and media partners. The judges were impressed with the strong evaluation,

including good digital engagement and return on investment.

Finalists:

Dacorum Borough Council

Hemel Evolution

Equinox and Cadw

Pack Your Imagination

London Councils

Freedom Pass Renewal 2015

MHP Communications/Engine for NHS Blood and Transplant

Missing Type

Third City

Launching the Consumer Ombudsman

•

•

•

•

•
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Entry:

Brief and objectives:

NHS 111 is a free, non-emergency medical helpline that launched in England in 2014, replacing NHS

Direct. After launch, national NHS research showed that just 12% of UK adults had a spontaneous

awareness of the new helpline number, with millennials (18-30 year olds) being the group least

likely to be aware of 111. This age group are also most likely to visit Brighton and Sussex University

Hospitals NHS Trust’s busy A&E department. Brighton has an above average millennial population

due to a large number of students, who make up 54% of the local 20-24-year-old age population.

The local NHS’s brief to London based media company Spirit was to create a small budget

campaign to educate the public on when to use the NHS 111 helpline to ease pressure on 999 and

A&E services at a critical time of year – Christmas and New Year.

The campaign objectives were to:

 

Research, planning and strategy:

Research informed the whole campaign. Insight told us that 83% of millennials use social media as

their source of news more than once a day. Social shareability was therefore key to driving a

serious message to this audience. Research also told us that the most watched form of social

content for millennials is comedy ‘pranking’. Data informed us that millennials are switched off

from traditional forms of NHS messaging. Planning was dictated by a small budget of £18k so we

wanted to create an earned media campaign that punched well above its weight. The campaign

had to have topical relevance and be able to drive influence at scale. The strategy that Spirit

created was to develop a hero piece of insight-led, comedy content that would drive a behaviour

shift by being influential, memorable and newsworthy whilst driving huge social media shares. We

needed to focus on millennials in Sussex but be overheard by the whole nation. We put a

Create public behaviour change – from visiting A&E for help with non-emergency

illnesses and injuries to calling NHS 111

Drive awareness and understanding of the 111 number among a mainly millennial

audience

Create campaign collateral that has national relevance and appeal to drive use by NHS

Clinical Commissioning Groups (CCGs), ambulance services, universities and colleges across

the country

Spark a national conversation around misuse of the emergency number 999 and when to

use the 111 helpline.

1.

2.

3.

4.
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partnership with a current celebrity comedian at the core of the strategy as the way to deliver this

genuinely and authentically.

 

Rationale behind campaign, including tactics, creativity and innovation:

We turned the societal ‘it’s an emergency, call 999’ message on its head and created the

‘#notanemergency’ campaign. We secured the nation’s ‘big phone man’ and ‘godfather of pranking’

Dom Joly, not only to front the campaign but to co-write the content. Dom had relevance with a

millennial audience due to his ‘Fool Britannia’ ITV series and ‘I’m a Celebrity’. Confidentially, Spirit

knew the comeback of Trigger Happy TV was set to launch during the campaign period, giving us a

shadow campaign with relevance and media currency (the series launch has since been

rescheduled for later in 2016). No previous NHS campaign had ever used ‘pranking’ so we also had

a newsworthy NHS ‘first’.

Our tactic was to reveal just how unaware the public were of NHS 111 by pranking unsuspecting

people on the street in the style of Dom’s iconic Trigger Happy TV. Shot on location in Sussex with

hidden cameras, a heavily disguised Dom – blighted by various minor ailments such as a hangover

– refuses to accept his conditions aren’t a medical emergency. Dom seeks support from the public,

asking if he should call 999. While clearly bemused, not one onlooker suggests Dom should call

NHS 111 instead. When actors posing as paramedics arrive on the scene, Dom is forced to concede

that ‘it’s not QUITE an emergency’. Adult-sized number 1s then turn up to drive the campaign

message.

 

Implementation of tactics:

We created a social media plan with a strong ‘call to watch and share’ message. A

#notanemergency Thunderclap campaign marked the public launch of Dom’s video via Facebook

and Twitter on 30 November 2015. We got influencers and non-paid celebrities to sign up. We

created two versions of the video for Sussex CCG websites, YouTube and Facebook, and developed

research-led, search-optimised media releases, with different angles for regional, national and

marketing media. We briefed journalists, pursuing exclusives to guarantee coverage. Dermot

O’Leary and Jamie Laing were persuaded to share the campaign video with their respective 2.78

million and 952,474 Twitter followers. Dom Joly also tweeted his 207k followers.

 

Measurement and evaluation:

This was the first ever ‘positive’ NHS campaign for 111 and the first creative NHS film using

pranking to capture the public’s attention.
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Budget and cost effectiveness:

This idea proved you don’t need to spend big to get big results. The £18,000 was made up of £1.5k

talent fee, £2k social, £12.5k production and £2k PR.

Behaviour change: The total number of calls made to the NHS 111 helpline in Sussex rose

to 22,047 in December 2015, from 16,111 in November – a 37% increase during the

campaign’s launch month

Awareness:

1.

2.

Media coverage generated an audience reach of 32.5m. Highlights included coverage on ITV

and BBC TV, radio and websites and social channels and the Metro

100k views of the campaign video on Facebook and YouTube

Thunderclap campaign had an audience reach of 206,411

5 million impressions generated by the campaign’s #notanemergency hashtag – with 100%

positive sentiment.

•

•
•
•

Campaign collateral: Over 25 NHS CCGs across the country have used the video for public

messaging, as well as hospital trusts and ambulance services

Spark a public debate: The campaign generated more than 50,000 views, over 1,000

shares and over 100 ‘positive’ comments and shares from 111 call handlers, health

influencers and the public on the BBC Sussex Facebook site.

1.

2.
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CIPR | 4th Floor, 85 Tottenham Court Road, Fitzrovia, London W1T 4TQ | T: +44 (0)20 7631 6900

Web design by Pedalo
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HALL OF FAME

WINNER - Ketchum and P&G: "Actions speak louder than words"

Corporate Social Responsibility
Campaign

Ketchum and P&G took on a big challenge to shift P&G’s approach from passive communications to

being pro-active. They did this by taking the unlikely route of a dramatic stunt and developed it into

a very impressive campaign which ran deeply through the organisation. The collaborative approach

between agency and client fostered a great framework for this project to succeed and the

campaign’s success is planned to form the foundation of future communications.

Finalists:

Aldermore

SKILL! Supporting the entrepreneurs of tomorrow

Headland and Virgin Active

Rethinking PE for primary schools

Macmillan Cancer Support

Nationwide’s Specialist Support Service

Red Consultancy and Leo Burnett London

McDonald’s Better Play grassroots community football programme

Vision Express

Vision Express & The Stroke Association

•

•

•

•

•
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Entry:

Brief and objectives:

Challenge: How to make a real difference in sustainability.

The truth is, most corporate sustainability communications are hot air. Big companies are proud to

announce bold environmental goals – reducing waste by some future date – without explaining

how they intend to get there. Promises made at the highest corporate levels often feel

disconnected from the daily realities of the company’s employees, partners and consumers.

Our client, Proctor & Gamble (P&G), has a different story. A huge company with diverse product

divisions from an immense global supply chain, P&G is taking concrete and innovative action to

reduce its environmental footprint – moves that resonate with consumers and investors alike. But

how can P&G share its progress in a sea of hollow corporate sustainability pronouncements? How

can you be a thought leader if no one is following?

 

Research, planning and strategy:

Insight: Actions speak louder than words.

When done right, corporate sustainability can be a powerful demonstration of leadership,

establishing companies that people want to work for, and brands that consumers like to buy.

Ketchum has been working with P&G Fabric Care on sustainability for two years, including sitting

on its Fabric Care Internal Sustainability Board, consulting with its S-Council of external

sustainability experts, and constantly testing and researching where the conversation is going.

Tasked with communicating P&G Fabric Care’s role as a sustainability leader, the Ketchum team

recognised the major disconnect between corporate communications and consumer credibility:

Seeing is believing. And actions speak louder than words.

 

Rationale behind campaign, including tactics, creativity and innovation:

Strategy: Make news that matters.

In order to maximise the credibility of P&G’s sustainability efforts, we recommended

uncharacteristic PR restraint. Less talk. More action. Limit P&G’s media exposure to powerful,

relatable stories of real world success. If P&G was in the news, it meant something big was

happening. The Ketchum team crafted a communications strategy that embedded the slogan

“actions speak louder than words” across multiple projects and platforms. It was a source of pride

for P&G employees, and a point of differentiation for global consumers.



 B 
 

 B 
 

79 

 

 

Because P&G Fabric Care had legitimate sustainability stories to tell, we would roll them out in a

steady drumbeat of announcements, each one building on the other. Our goal was to establish

P&G as the thought leader in corporate sustainability, and P&G Fabric Care as the visible example

of innovation in action.

The agency and client team announced a series of sustainable breakthroughs that went above and

beyond standard green solutions:

Feedback and coverage was excellent. But our fifth announcement had the makings of something

even more significant. It offered the brand its highest level of credibility yet, and the opportunity for

the team to take dramatic action.

 

Implementation of tactics:

Execution: White House credentials and a work of art.

In 2015, P&G announced a ground-breaking partnership with EDF Renewable Energy to run all of

P&G’s North America Fabric and Home Care plants using renewable wind power, starting in

December 2016.

The size and scale of the initiative was sweeping. The total commitment to wind power would

reduce enormous amounts of CO2 emissions. It was also the proof point that allowed P&G to sign

the American Business Act on Climate Change Pledge.

That put P&G in the White House and gave our sustainability message a valuable platform. We

used the opportunity to launch P&G Corporate’s first ever media stunt. With P&G Global Fabric

Care President Shailesh Jerjurikar on-site in Washington, and U.S. Vice-President Joe Biden citing

P&G’s wind power commitment to the press, we created a colourful art installation of 4,000

pinwheels on the Capitol Mall, a dynamic visual demonstration of “actions speaking louder than

words” and the perfect backdrop for media to run with the Climate Change Pledge story. P&G

stood out from the 80 other organisations who signed the Climate Pledge by simultaneously

announcing their exact actions to fulfil the pledge.

Teams on the ground in Washington DC and in the London office worked together seamlessly

The elimination of phosphates in P&G Fabric Care products globally

The launch of a sustainable community wash centre in Africa

A partnership with Dupont to bring cellulosic ethanol into Tide

An increase in the amount of recycled plastic used in detergent packaging to near “closed

loop” efficiency.

•
•
•
•
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across skills and time zones. Stunt images, time-lapse video and spokespeople and stakeholder

comments were quickly turned into assets for social and multi-media release. We targeted tier 1,

sustainability and business media, as well as key influencers, and reached millions on social media

through a dynamic social toolkit.

 

Demonstrate tangible benefits to the audiences where the campaign was targeted,

including any sustainability:

The White House announcement marked the first time P&G’s new sustainability strategy was

compared against other corporate entities. On a significant world stage, our action-focused

strategy and the EDF Wind partnership announcement propelled P&G into a sustainability

leadership position.

 

Measurement and evaluation:

P&G’s sustainability message was communicated across print, online, social and broadcast media,

surpassing all previous announcement benchmarks with 900m impressions, including 161 pieces

of exclusively positive coverage across 16 global markets including the NY Times, Le Figaro, The

Guardian, USA Today, CNN Quest for Business and Fox News.

Social media content engaged NGOs, opinion leaders, and journalists across Twitter, LinkedIn,

YouTube and Facebook, with the conversation reaching over 12.3 million. P&G employee feedback

cited the campaign as a source of pride. The strong support and presence of P&G Corporate

helped provide a clear link between parent company, business units, brands and SMOs (local

markets/ regions). Actions do speak louder than words, and for stakeholders around the world,

P&G’s action-led approach to corporate sustainability communications was a breath of fresh air.
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CIPR | 4th Floor, 85 Tottenham Court Road, Fitzrovia, London W1T 4TQ | T: +44 (0)20 7631 6900
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WINNER - MHP Communications: "Drop the Duty: a campaign to cut alcohol

tax"

Public Affairs Campaign

Every aspect of this campaign to cut alcohol duty in the Budget was strong. MHP Communications

worked with their client – WSTA – to develop a clear set of objectives, informed by a strong

evidence base and used high level lobbying alongside grassroots activation. This combination

meant they were able to deliver the best Budget result for the wine and spirit industry for 20 years.

Finalists:

Battersea Dogs & Cats Home

End Backstreet Breeding

Cheshire Fire and Rescue Service

Campaign to introduce legislation requiring the installation of smoke alarms in private

rented properties

Perceptive Communicators

BioCity Scotland – Enterprise Area

PHA Media

‘No Need. No Safeguards’ for Living and Dying Well

Westminster Advisers

Strengthening the Enegy Ombudsman

•

•

•

•

•
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Entry:

Brief and objectives:

Our objective was to make the case for a 2% cut to wine and spirits duty ahead of the 2015 March

Budget. Alcohol duty in the UK is amongst the highest in Europe, which is why the Wine and Spirit

Trade Association (WSTA) partnered with the Scotch Whisky Association (SWA) to run the campaign.

Between them, the WSTA and SWA – who represent over 400 companies producing, importing,

transporting and selling wines and spirits – called for this ambitious change against a tough

regulatory environment and at a time of high political uncertainty.

The campaign aimed to build on the success of the previous year’s ‘Call Time on Duty’ campaign,

which resulted in the duty escalator on wine and spirits being scrapped in the 2014 Budget – by

engaging with MPs, policy makers, advisers, Ministers and the Chancellor himself – in order to raise

awareness of the unequal levels of alcohol tax in the UK.

 

Research, planning and strategy:

The success of the campaign was dependent on high levels of awareness among politicians,

policymakers and consumers. We recognised that in order to influence the Treasury, we would

need to build a groundswell of support among the public and parliamentarians. Given the

consumer-centric nature of the subject matter, we devised a creative strategy that would reach

decision-makers through the media, direct lobbying and public pressure.

We commissioned an EY report into the contribution of the drinks sector to the wider UK economy,

providing us with the evidence base to inform our audience segmentation, and to convince

policymakers of the importance of the industry.

Recognising that duty rates impact on wide range of issues from exports, to jobs, to consumers, we

advised a campaign of broad but targeted engagement with officials from BIS, DEFRA and DWP as

well as HMT.

 

Rationale behind campaign, including tactics, creativity and innovation:

The months leading up to a Budget are crowded, so we needed a launch to ensure our campaign

stood out. We held a launch event designed to generate an explosion of media activity, notifying

politicians, journalists and the general public of what the campaign was calling for. Turning a

London pub into ‘George’s World’, we created a visual ‘alternative world’ where George Osborne

was the landlord and controlled what the drinks prices looked like. This creative idea caught the

attention of key political stakeholders and set the scene for an exciting, engaging and publicly-

focused political campaign.
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The political campaign combined high-level direct lobbying with relevant Ministers and Treasury

officials, with a grass roots activation that inspired the public to write to their local MPs.

With the factual base provided by the EY report, we used a variety of hooks to maintain a regular

and impactful presence in national broadsheets, as well as developing factsheets for political

stakeholders. This evidence base allowed us to effectively lobby Treasury officials and make the

persuasive economic case for the 2% cut in duty. A vital element of this lobbying campaign was the

breadth of engagement.

 

Implementation of tactics:

Our launch was successful in generating awareness and support for the campaign from its

inception. After that, we used appropriate phasing to ensure that each audience segmentation was

reached in order to secure buy-in for a cut from all.

The campaign website played a crucial role in driving support for the campaign. Having a

consistent hub for consumers to visit allowed us to signpost members of the public from seeing

coverage of the campaign towards emailing their MP within seconds. Support for the campaign

was swiftly converted into messages to parliamentarians, who were then able to lobby the

Treasury.

Through media coverage, direct lobbying and public pressure we presented the arguments for a

cut consistently over three months. Our tactic of galvanising public support gave credence and

credibility to these messages and ultimately delivered a great result.

 

Provide evidence of the distinct role and results of public affairs and lobbying:

The combined effect of parliamentary support, the mobilisation of consumers, and a robust

economic argument presented to Government delivered a hugely successful result for the wine

and spirit industry.

The campaign achieved the best Budget result for the wine and spirit industry in almost 20 years.

For only the fourth time in a century, spirit duty was cut – by 2%. Although wine duty was frozen,

the Chancellor’s reference to ‘support[ing] the UK’s growing wine industry’ and his revision down of

the expected growth in wine receipts signified considerable progress for wine as well.

 

Measurement and evaluation:

To an unprecedented extent, the campaign’s dedicated Drop the Duty website empowered the

industry to do exactly that, and to great effect. Quick and easy to use, it enabled members from
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across the wine and spirit industry to send almost 4000 emails to approaching 90% of MPs (93%

Conservative; 91% Lib Dem) with a simple ask: please write to the Chancellor and urge him to cut

duty by a modest 2%.

Understanding the importance that the media would play in such a consumer-centric campaign, we

secured 150 pieces of print and media coverage in the four months leading up to the Budget. Of

the coverage secured, 28% were in national print and online media, 13% in regional press and 59%

in the trade media. We also recognised that engaging with broadcast media represented an

opportunity to speak to the wider, overarching audience, and therefore targeted such

opportunities, with a total of 155 pieces of broadcast coverage including a profile on Daily Politics

and an interview on Nick Ferrari’s show on LBC.

Having achieved such an excellent result at the Budget, it is estimated that the industry stands to

benefit by £100m from the latest changes. Following years of above inflation hikes, this is a

significant boost for the industry and its best result in 18 years.

 

Budget and cost effectiveness:

Our campaign strategy enabled us to reach a wide audience and achieve significant policy

outcomes with a relatively small budget. The budget for the campaign was £50,000 (excluding costs

and design). Using the campaign website as a hub enabled us to deliver a great deal of support at

little expense. We were able to drive the public efficiently from seeing the campaign, to

understanding the call to action and emailing their local MP.
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HALL OF FAME

WINNER - Alder Hey Children's NHS Foundation Trust: "Alder Hey in the Park:

The Future of Children's Healthcare"

Healthcare Campaign

The judges were impressed with the phased narrative, planning and seamless integration of media

relations and social media to deliver this project that exceeded the initial objectives. Using children

as narrators enabled them to make this more than a story of a move. The team managed the

logistical challenges of the move, both with the community and staff, as well as addressing the

needs of the media without affecting patient care. The team learned and challenged themselves

throughout the campaign and continue to have high ambitions.

Finalists:

Ketchum and EULAR

High 5 for World Arthritis Day

Ketchum, the World Hepatitis Alliance and its partner, the World Health Organization

4,000 Voices, 1 Message

McCann

Breaking the taboo around women’s vaginal health for Balance Activ

Ogilvy Healthworld with Boehringer Ingelheim and Eli Lilly and Company Diabetes Alliance

Getting to the heart of the problem: first diabetes drug to offer CV protection

Pegasus

LloydsPharmacy Online Doctor: Sex Degrees of Separation

•

•

•

•

•



 B 
 

 B 
 

87 

 

Entry:

Brief and objectives:

After 101 years, Alder Hey relocated to a purpose-built, innovatively designed new home; Europe’s

only children’s hospital in a park in October 2015.

Our campaign aimed to celebrate the move and settling-in period and firmly establish Alder Hey as

the future of children’s healthcare.

Objectives:

 

Research, planning and strategy:

Stakeholders:

Build reputation of Alder Hey as a world leader in paediatric healthcare and research

Celebrate Alder Hey’s history; showcase the new hospital’s features and surroundings

Creatively communicate information around move, providing reassurance to patients and

families

Champion the ubiquitous influence of young people in the new hospital’s design

Increase awareness/support for Alder Hey Children’s Charity’s associated fundraising

appeal.

•
•
•

•
•

Agreed engaging linear social media concept; analysis of content themes, project

milestones, daily schedule

Sought consent with patients involved in design and fundraising of the hospital for media

activity. This included a strong duty of care to each child and their family

Media lists created; tailored for children involved

Digital assets/press packs produced

Key spokespeople identified; media training provided

Exclusive national broadcasting partner identified.

•

•

•
•
•
•

Patients/families•
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Strategy:

 

Rationale behind campaign, including tactics, creativity and innovation:

We were acutely aware the opening of a new children’s hospital was a huge story for the NHS, and

interest from the media and public during the build had swelled the sense of anticipation.

A carefully executed campaign was needed to maximise media interest, control messaging,

generate coverage and minimise disruption during an extremely busy time for the hospital.

With a unique design and build process, innovative patient services and charitably funded

enhancements, we had so many positive stories to share. To avoid diluting key messages and to

sustain longevity of the campaign, we established four distinct, consecutive campaign phases:

Inclusion of clear messages around the impact of the move was vital. Media activity was planned to

minimise disruption to staff during this extremely intense period.

With a team of just five managing the entire campaign alongside normal business, we used

external resource to enhance our broadcast reach.

Staff

Healthcare professionals

Potential donors

Media.

•
•
•
•

Celebrate the role of children in creating a world class hospital

Build excitement/anticipation across traditional/social media

Produce/disseminate organic media-rich content, supplemented with tactical paid activity

Maximise coverage and minimise disruption throughout move period

Maintain stakeholder interest during the run-up to first Christmas at the new Alder Hey.

•
•
•
•
•

Themed teaser to build excitement

‘Big Reveal’ media event

Supporting the hospital move

Celebrating Alder Hey’s new home.

1.

2.

3.

4.
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Implementation of tactics:

Teaser (8 September – 1 October 2015):

The Big Reveal (1 October 2015):

Supporting the hospital move (2 – 6 October 2015):

Campaign launched with timelapse film announcing hospital move dates

Four themed weeks built up to the Big Reveal: The Story So Far, Saying Goodbye to the Old

Alder Hey, Charitable Impact, Practical Support for Families

Content included: teaser photos, fast facts, vox-pops with staff, clinicians, patients and

parents, timelapse footage, live Twitter Q&A, move FAQs and charity impact pieces

Content disseminated across our websites, Facebook, Twitter, LinkedIn, Google+ and Storify

Regional media features (BBC Radio Merseyside, Liverpool Echo, BBC Radio Lancashire)

‘Saying Goodbye to Alder Hey’ event (18/9) promoted through regional media/digital

channels

Secured coverage in long-lead specialist titles (Nursing Standard, Architects Journal, Health

Executive Journal, Public Sector Procurement).

•
•

•

•
•
•

•

Exclusive secured with BBC Breakfast to reveal new Alder Hey on 1 October. The BBC

interviewed patient fundraisers, parents, staff and shared footage of the new building

Flythrough of new hospital published on social media immediately following BBC

broadcast; amplified with paid Facebook promotion

Digital media pack published on hospital website immediately following BBC Broadcast

Media invited to join patients and families for exclusive tour of new Alder Hey. Individual

releases tailored to each child to widen reach across North West, Isle of Man, Cumbria and

North Wales

Images from Big Reveal shared across social media/internal channels

Key spokespeople (clinicians, patients, families) participated in live/pre-recorded interviews

throughout the day.

•

•

•
•

•
•

Information about accessing hospital services during the move shared through social•
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Celebrating new Alder Hey (October–December 2015):

 

Measurement and evaluation:

communities

In-house imagery of move including a patient transfer and children in their new hospital

rooms shared across social media/internal channels

Media provided with majority of content prior to the move. 24 hour on-call press office

function in place – 2 – 7 October. Prepared lines enabled us to respond to enquiries quickly

and effectively. Key spokespeople available throughout.

•

•

Regional media invited back to new hospital (14/10) to find out what patients, families and

staff thought of their new home

Campaign objectives integrated into all PR activity including a national Charity campaign

with Matalan (November-December) and VIP visits to the hospital (December)

Relationships built with media partners during move heightened PR opportunities including

BBCNW live 30 minute broadcast celebrating Alder Hey’s first Christmas.

•

•

•

Campaign reached potential audience over 653,801,568

288 print, 212 online, 255 broadcast – 100% positive and on message

BBC Breakfast exclusive: 4 live spots, 4 hourly headlines; 5,001,000 reach

Big Reveal attended by key regional; BBCNW, Granada, Liverpool Echo, S4C, BBC Radio

Merseyside, 96.7 Radio City, Capital FM

410 pieces of coverage across regional media including BBCNW, Granada Reports, BBC

Radio Merseyside, Radio City and Liverpool Echo, Warrington Guardian, Chester Chronicle

(Reach: 216,791,012)

74 pieces across national media (Reach: 434,946,796)

Coverage in specialist media (Nursing Standard/Health Estate Journal/Architects Journal)

Twitter campaign delivered 2,387,000 impressions with 22,259 active engagements.

Following organically grew by 10%

Facebook campaign reached 5,280,127 people with 551,051 engagements including

302,918 video views. Fanbase organically grew by 26%

Unique daily content; 100+ pieces including 42 films

•
•
•
•

•

•
•
•

•

•
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Web design by Pedalo

 

Budget and cost effectiveness:

The majority of content was produced in-house at no cost. Our success at the 2015 CIPR Excellence

Awards directly increased our influence at board level and with Charity colleagues and we secured

a small budget to amplify the campaign on a national stage.

18,000+ views of content across YouTube, Storify, Google+ and LinkedIn

Website traffic during Big Reveal; 433% increase

New hospital messages included in corporate campaigns e.g. Matalan (Reach: 2,063,760)

and VIP visits to the new hospital

‘Alder Hey’s 1st Christmas’: 144 pieces of coverage (Reach: 70,099,488) including live 30

minute BBCNW broadcast (Reach: 916,001).

•
•
•

•
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WINNER - Battersea Dogs & Cats Home: "Dangerous dogs"

Issues or Crisis Management

On 30 December 2015, Battersea Dogs & Cats Home faced a wholly unprecedented and potentially

catastrophic crisis that could have manifestly affected their reputation, as a result of an employee

whistleblower accusing the Home of needlessly putting down healthy dogs. Within 48 hours, they

developed a clear strategy, content and material, with buy in from all relevant stakeholders, in

readiness for the crisis. Their approach was flexible, creative and turned this crisis into quantifiable

benefits for the Home, in terms of positive national awareness and engagement – short, mid and

long term – not just for the Home but for the wider issues surrounding dangerous dogs.

Finalists:

Amey and Transport Scotland

Closure of the Forth Road Bridge; an event of national significance

Calderdale Council

#CalderValleyRising – helping flooded communities recover from Storm Eva

National Trust

Response to the Clandon Park fire

Recruitment and Employment Confederation

Fighting on multiple fronts: managing a crisis situation on behalf of our members

Sussex Police

Shoreham Air Crash

•

•

•

•

•
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Entry:

Brief and objectives:

It’s very rare that Battersea faces a negative story in the media that has the potential to damage its

much loved and respected brand but as 2015 drew to a close, we faced our biggest reputational

threat in generations. On 30 December, the Home was contacted by the Mail on Sunday who

claimed to have received serious allegations from a Battersea worker about how the charity deals

with aggressive dogs in its care. They accused the Home of needlessly putting hundreds of healthy

dogs to sleep, and earmarking anxious dogs to be euthanased without exploring alternatives. As a

charity that has prided itself on the care it gives its dogs and cats for 156 years, and one that seeks

the very best outcome for every animal that comes through its gates, this was a devastating and

unfair allegation that could have huge repercussions. The next few days would be crucial to take

control, steer the media, and reassure our internal and extensive external audiences. As this would

include a Bank Holiday – New Year’s Day – and much of the issues management would take place

out of the office, it was vital to maintain a solid crisis communications team that could work

effectively together. The Home was open to the public on the day the article would publish and it’s

one of the busiest days of the year for our centres. It would also be a hugely busy day for social

media activity. It was vital that we offered the newspaper a compelling response and reassured our

supporters, key stakeholders and internal teams, providing swift and informed communications.

 

Research, planning and strategy:

Our strategy was:

 

Rationale behind campaign, including tactics, creativity and innovation:

Our priority was to alert all our key stakeholders, reassure them, paint the compelling picture of

To manage the story and communicate the true picture of one of the UK’s most loved

animal rescue charities. We offered clear statistics about euthanasia

To ensure internal communications and external communications were proactive,

consistent in content and well-timed

To change the media angle away from Battersea euthanasia decisions to the wider and

important dog issues facing society

To minimise the damage to the Home and to protect the animal welfare sector who all face

the same daily challenges.

•

•

•

•
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the real story facing Battersea and outline the extensive care we provide to all our animals. Our

response detailed all the many steps Battersea takes to help every dog in our care, and also

acknowledged the responsible reasons for putting any dog to sleep.

Our statement would be given to any follow up media, shared with our staff and volunteers, our

supporters, and also our major donors, Royal Households, corporate partners, celebrity

Ambassadors, political contacts and other dog rescues.

 

Implementation of tactics:

 

Demonstrate how negative impacts were avoided and positives achieved:

As a trusted brand, we came out and told the real story. We maintained our supporters trust.

Euthanasia is emotive and easily the most sensitive issue we face. It’s something the public often

choose not to understand but we were overwhelmed with messages of support. They responded

positively on our social media accounts – 75% of all comments were positive – and many, including

journalists, praised our statement.

By briefing our key stakeholders immediately, we prepared them. Paul O’Grady was contacted

independently by the Daily Mirror and strongly defended the Home – comments that were

subsequently picked up by other media.

A crisis communications team was formed to include the Home’s CEO, Director of

Communications, Director of Operations and Head of Media & PR

Between 30 December and 3 January, a response to the Mail on Sunday allegations was

agreed and the Home’s digital team was briefed

In the early hours of Sunday 3 January, a personal message and statement was sent to

hundreds of key stakeholders

Paul O’Grady is the most high profile face of Battersea. Our CEO called him personally on

Sunday to alert him to the story breaking

Our statement was put online early on Sunday and we began responding on social media

All staff were given our statement and our public facing staff were given Q&A key messages

to help them respond to queries and complaints

Further media requests began to come in on Monday 4 January and we responded to all

Our CEO led from the front and an email was sent out to all staff, offering support and

reassurance. The CEO met with senior Operations managers to talk through any concerns.

•

•

•

•

•
•

•
•
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Our warm relationships with journalists drew dividends when outlets like BBC London Radio and

LBC came out in support. The Times journalist who covered the story had recently visited the Home

and seen first-hand our care standards.

We used interest from the BBC to turn the national media focus away from Battersea and influence

the national agenda on the underlying societal issues of dangerous dogs on our streets. Our CEO

had key statistics to hand on the number of stray dogs, hospital admissions due to dog bites and

deaths due to dog attacks.

We took control of the story, working on a hard-hitting BBC London report. Allowing the

cameraman access to new arrivals including aggressive dogs, showing viewers what Battersea

deals with every day.

 

Measurement and evaluation:

Our crisis communications showed it was possible to work as an effective team when staff were

working remotely. Early fundraising results show we received 34 complaints – 14 of them regular

gift cancellations – but we also received cards of support and even cash donations, and 75% of the

547 social media comments were positive. Our stakeholders backed us and media praised our

handling of the story. BBC Radio 5 Live said our interview had gained such a huge response that it

plans to run a balanced feature on the issues that we face every day.

A key demonstration of success was our invitation to present how we had handled this crisis to the

Government’s Animal Health and Welfare Board for England. The Chairman commented that it was

“an amazing insight into “real” disaster management”.

 

Budget and cost effectiveness:

All was delivered by the Battersea Communications team at no cost to the Home.
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W JUDGES’ COMMENT

Lansons were part of the team that helped save 
the Co-operative Bank. They helped defend 
and enhance their reputation in one of the 
biggest corporate stories of 2014. They focused 
on a turnaround story to help regain trust and 
defended the business against high levels 
of media and public scrutiny. The judges felt 
this presented a comprehensive case study in 
corporate reputation management.

BRIEF AND OBJECTIVES 

In December 2013, Lansons was appointed to manage 
all external reputation issues for the Co-operative 
Bank, extending its work with the Bank’s turnaround 
leadership team that began ten months earlier. Our 
brief is to manage the reputational impact of the 
Bank’s well-documented crises. Our objective was to 
help save the Bank, and is now to secure its future. 

RESEARCH AND PLANNING 

The Bank’s reputation management in 2014 took 
place in the shadow of the discovery of the financial 
‘black hole’, followed by the Paul Flowers debacle. 
2014 was driven by external events; an additional 
capital raise, a record annual loss, ongoing scrutiny 
from parliamentary select committees, several 
investigations into the Bank, restructuring & 
redundancy programmes as well as public scrutiny of 
CEO remuneration and private life. The year ended 
with the Bank ‘failing’ Bank of England initiated 
“stress tests”.

Communication and reputation management was a 
priority Executive and Board issue. Lansons Joint MD 
Laura Hastings led the Bank’s communications team 
working with the Executive; CEO Tony Langham led 
the Bank’s media relations programme. Responses to 
all set-piece issues were planned in advance at this 
level. The 15 person Lansons team was experienced 
in dealing with all stakeholder groups, with in-house 
secondments undertaken in the Bank’s London and 
Manchester offices. On all issues, we offered, literally, 
24/7 communications support.

The integrated programme addressed all key 
stakeholders including (crucially) customers, 
employees and shareholders; and also regulators, 
politicians, the media and other influencers (including 
the network of co-operative and ‘ethical’ opinion 
formers, analysts and commentators)

STRATEGY AND TACTICS  

As confidence in the capability of the Bank and 
its senior management was at an all-time low, the 
strategy was to communicate to, and reassure, all key 
stakeholders that positive steps were being taken to 
address the Bank’s issues.

The central narrative explained: 

• The Bank’s new turnaround business plan and 
strategy 

• The experience and track record of its new 
management team 

• The practical steps being taken to divest bad 
assets 

• The business’ core values and ethical approach to 
finance. 

This core story was communicated consistently 
across all key audiences throughout the year. 
Crucially, we worked to ensure there was virtually no 
“irresponsible” media coverage suggesting the Bank 
may not survive, as a “run” on the Bank was identified 
as the major reputational risk.

The Bank’s “fightback” centres on its Ethical Policy; in 
2014, it consulted customers on this, and revised and 
extended it for re-launch in January 2015.

IMPLEMENTATION 

For all major stories, briefing papers, messages 
and Q&As (including social media responses) were 
produced for employees - specifically customer-facing 
- to increase trust and credibility and show that, no 
matter how bad the news, the Bank was dealing with 
it calmly and confidently.

The BBC was identified as the organisation that could 
break the Bank and was prioritised. CEO Niall Booker 
met Kamal Ahmed shortly before joining BBC. A close 
and open relationship has been maintained; when 
the Bank’s hard-hitting “values & ethics” advertising 
campaign was launched, we secured interviews for 
Values & Ethics Chair, Laura Carstensen, with Wake 
up to Money, Today and BBC Breakfast.

CATEGORY  CORPORATE AND BUSINESS 
COMMUNICATIONS 
CAMPAIGN

COMPANY LANSONS

TITLE  LANSONS FOR THE 
CO-OPERATIVE BANK: 
“STABILISATION AND 
FIGHTBACK”
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The Guardian (key for ethical customers) and FT 
(Government/shareholders) were also prioritised - and for 
all financial results we have offered managed calls open to 
all key journalists.

Laura Hastings has worked with the Bank Chairman 
and CEO on crafting their statements and narrative for 
all key financial announcements, to ensure all external 
communication was seen through the prism of the Bank’s 
new strategic direction.

It was decided that Niall Booker should not front ‘bad news’ 
stories until the tide had conclusively turned; to balance 
this, all public announcements have included long quotes 
from him to get his messages across.

Key public policy influencers were communicated with on 
all key occasions.

Co-operatives UK, MPs, NGOs and ethical groups have 
been engaged throughout as the Bank has defended its 
commitment to values and ethics and the right to keep its 
name. 

To deliver the new Ethical Policy, agency Blue Rubicon was 
used to draft the poll and work on stakeholder consultation. 

Between 50-100 media corrections were achieved, primarily 
the use of Bank images against Co-operative Group stories 
or inaccurate figures that undermined the Bank. 

 

MEASUREMENT AND EVALUATION  

Against the odds, the Bank has survived and the reputation 
management programme is credited with having played a 
key part. 

OUTCOMEST 

• In over 1,000 pieces of national media coverage, less 
than 10 suggested the Bank could fail and there was no 
customer panic.

• Less than 2% of current account customers switched 
away from the Bank in H1 2014.

• 74,000 customers and employees responded to the 
Ethical Poll, demonstrating a high level of engagement 
with the future.

• The brand value of the Bank increased 4% in 2014, while 
RBS Group brands fell (Brand Finance).

• The new Ethical Policy was downloaded nearly 10,500 
times in the first two weeks from launch, and 8,460 
people visited the site on launch day following the media 
coverage.

• Post-Ethical Policy launch, positive sentiment on Twitter 
towards the Bank rocketed to 79% positive (8% neutral), 
up from 35-45% last October. 

• Amnesty International said it “welcomes this significant 
step and challenges other banks to extend the scope 
of their ethical policies to reflect human rights impacts 
across all their products, processes and business 
relationships.”

The Lansons team spent nearly 7,000 hours working with the 
Bank in 2014, averaging 140 a week.

ABOUT US
We are the professional body for public relations 
practitioners in the UK. With over 11,000 members, we’re 
the largest body of our type in Europe. We set standards 
through CPD; accreditation; training; qualifications; 
awards and the production of research, best practice and 
skills guidance. We advance professionalism in public 
relations by making our members accountable to their 
employers and the public through our Code of Conduct 
and searchable PR register. 
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W JUDGES’ COMMENT

Kirklees Council shone due to their brave and 
bold approach, excellent delivery and, ultimately, 
achieving the impressive outcome of changing 
lives. This is a really difficult issue but the team 
handled it sensitively, intelligently, and with 
a strong, well-researched focus on their local 
communities.

BRIEF AND OBJECTIVES

This campaign aimed to encourage victims and 
witnesses to report domestic abuse – to give those 
affected a voice and the courage to take action. 
Targeted at 16-25 year olds living in Kirklees, the 
objectives were to: 

• Educate the target audience, including black 
minority ethnic communities and same sex couples, 
about domestic abuse

• Highlight unacceptable behaviour towards men 
and women to help prevent abuse

• Signpost to organisations offering confidential 
support.

RESEARCH AND IMPLEMENTATION

In Kirklees, there are 56,769 15-24 year olds (26,000 
male, 24,000 female), of which 88% are active 
Facebook users. Clearly, no other channel offered a 
greater level of reach and engagement with the target 
group. Targeting by gender, messages were delivered 
to 50,000 members of the target audience. 

Four videos focusing on different abuse were produced: 

• Forced marriage

• Emotional threat

• Controlling behaviour

• Domestic violence.

The films portrayed a natural ‘feel’. They ran in two 
week segments over four months. Each film was 
viewed by 15,000 people, with an impressive total 
reach of 120,000.

Call-to-action posters supporting the campaign 
were displayed in high street shop changing rooms, 
noticeboards, washrooms, pubs, nightclubs and cafes 
around Kirklees. Posters were also displayed in council 
buildings, youth settings, children centres, student 
accommodation, Calderdale & Kirklees Careers, 
Kirklees Neighbourhood Housing, Youth Offending 
Teams, housing associations, Muslim community 
centres, GP surgeries, hospitals and high schools.

The natural ‘feel’ was carried through on outdoor 

media, such as posters, displays used on buses and 
kiosks. Bus panels were displayed on buses with busy 
routes to schools, colleges and the town centre. Street 
talk posters were displayed on phone kiosks close to 
and around meeting places for young people.

Information was shared and promoted by various 
groups of professionals including midwives, social 
workers, children centres, parenting support groups 
and homeless forums.

Targeted press included: Inside Out (BBC) Leeds, 
Huddersfield Examiner, Dewsbury Reporter and 
Yorkshire Evening Standard. An interview was given to 
the BBC with a follow-up documentary being planned. 
Awareness within the Kirklees community was also 
achieved through the council’s magazine Kirklees 
Together - printed and delivered to every household 
in the district (+185,000).

STRATEGY AND TACTICS 

Just after Christmas 2014, Kirklees saw a 25% increase 
in calls made to domestic incident helplines so this time 
is well recognised for an increase in domestic incidents. 
This important fact informed a focused campaign that 
ran before Christmas into early New Year.

Kirklees Council led the initiative and worked with 
a range of partners to ensure wider reach and 
dissemination: Kirklees Neighbourhood Housing; 
health services; Huddersfield University; Kirklees 
College; police, probation services; Lifeline and 
Pennine Domestic Violence Group etc.

Focus groups were held with the Kirklees Young 
Peoples Network and Integrated Youth Support 
Service to test campaign elements and gather vital 
insight. We also worked closely with community 
engagement officers and the lesbian, gay and 
transsexual network.

To reach the primary target audience of young 
people aged 16- 25, a mix of broadcast and two-way 
communications channels linked to their lifestyle 
preferences were used: social media, pre-roll film, 
video on demand, call-to-action posters, bus interior 
panels and young people’s focus groups.

CATEGORY PUBLIC SECTOR CAMPAIGN

COMPANY KIRKLEES COUNCIL

 TITLE  DOMESTIC ABUSE 
AWARENESS: IT’S NEVER OK
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Pre-roll film helped capture attention and encourage click-
through to website video content. Geotagging was used to 
reach relevant audience segments and locations in Kirklees.

INNOVATION AND CREATIVITY 

A multiagency, multi-channel approach which focused 
exclusively on raising awareness and reducing the peak in 
instances post-Christmas was a key driver.

A fully integrated offline-online communications campaign 
with links to partner organisations, aimed at driving traffic to 
the Kirklees website to measure and evaluate success, reach 
and viral capabilities was planned, developed and executed.

All graphical elements, including photography, art direction 
and website pages, were designed and created by Kirklees 
Council’s internal graphics and website teams.

The use of pre-roll film was innovative as the film segment 
worked through a full lifecycle, utilising a snapshot approach 
which meant the video was short enough for pre-roll but 
sharp and punchy to provoke recognition and discussions.

CREATIVE OUTPUT INCLUDED

Posters 

• 250 A3 posters

• 500 A4 posters

• 60 A5 posters

• 2 x A1 posters for Kingsgate Shopping Centre, 
Huddersfield

• Dewsbury Adshells

• 20 phone kiosks

• Bus panel advertising

• Train station poster rolls

Other channels

• Council/partner intranet sites and newsletters

• Colleges/University:

 - Huddersfield New College: 30 posters, email to 
students and social media

 - University: posters, student app and screens

 - Kirklees College: screen savers and posters

• All high schools

• Press articles: Huddersfield Examiner, Dewsbury 
Reporter, Yorkshire Evening Standard, Inside Out (BBC)

• Radio interviews

MEASUREMENT AND EVALUATION 

24/7 helpline number 

Initial evaluation and statistics for the period 15 December 
2014 - 30 January 2015 are extremely encouraging.

We received referrals from councillors, staff and the 
Pennine Domestic Violence Unit - our voluntary community 
organisation lead who fronted the 24/7 helpline number. 

During office hours in January 2015, 373 professional calls, 71 
calls from the public and 84 out of office calls were received. 

Comparing referrals for refuge accommodation and 
outreach support services, we received approximately 
a 4-5% increase for December 2014 and January 2015 
compared to the previous year. The helpline 0800 number 
received 104 more calls for the same period compared to 
the previous year. 

Digital campaign

• 3,527 unique visits to the page

• 5,578 total page visits

• 49 seconds spent on page 

Facebook - paid

• 49,289 video clicks from 878,101 impressions – click-
through rate of 5.61%. Average cost per click reduced 
from 47p to 11p

• 221 likes

• 323 shares

• 202 comments

Kirklees Facebook posts

• Forced marriage: 24,760 reach, 34 likes, 51 shares

• Emotional threats: 5,490 reach, 16 shares, 39 likes

• Controlling behaviour: 5,386 reach, 15 shares, 25 likes

• Domestic violence: 2,901 reach, 1 share, 10 likes

Video on demand

• 734 clicks from 60,799 impressions – click-through rate of 1.21%

Other digital channels:

• Kirklees Council: website/intranet home page

• Partner websites/intranets/social media

• Library screen savers

• Customer Service Centres plasma screens (Batley, 
Dewsbury, Mirfield)

Feedback from young people

Kirklees Integrated Youth Service team held workshops with 
40 young people: 

• they felt the posters created a platform for discussion

• they were clear about violence being abuse but far less 
clear about what constituted emotional abuse

• all agreed domestic abuse was wrong - a number had 
experienced abuse and kept quiet because they thought 
it was the norm

• videos an excellent resource - insight into examples of 
domestic abuse and support available

BUDGET

Total budget for the campaign was £20,000: 

• Actors and filming - £6,000

• Facebook - £3,500

• Pre-roll video with behavioural targeting - £3,500

• Posters installed by young people - £2,000

• Bus panels - £2,350

• Strategic kiosk displays - £2,650
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W JUDGES’ COMMENT

Cow and MORE TH>N’s campaign combined 
creative thinking with audience insight and 
excellent planning to achieve tangible results, as 
part of a long-term commitment to road safety. 
They built upon an established relationship with 
BRAKE, the organisers of Road Safety Week, 
and generated insight which led them to identify 
pedestrians as a target for communications. This 
turned the traditional approach taken by motor 
insurers on its head. They generated a strong 
news angle for media and developed a creative 
approach based on nostalgia, which directly 
engaged a key demographic of adults over 40 in 
a compelling and clever way. Working alongside 
the original Green Cross Code Man was a flash 
of brilliance.

BRIEF AND OBJECTIVES

Every November, MORE TH>N’s Corporate Social 
Responsibility department supports Road Safety 
Week through its owned media channels and internal 
communications. It also provides monetary support to 
the charity that organises the week.

However, MORE TH>N had never received any 
widespread attention for its Road Safety Week CSR 
efforts. In a congested week, MORE TH>N’s voice was 
invariably drowned out.

This year, MORE TH>N wanted that to change. They 
wanted a creative PR and social media idea that would 
really cut through and make them the brand most 
associated with road safety, while also motivating 
British pedestrians to completely reappraise their 
roadside behaviours.

As such, success wasn’t being evaluated on only 
media coverage and social media engagement, but if 
we actually changed behaviours across a nation and 
made Britain’s roads a safer place.

Budget: £30,000 

RESEARCH, PLANNING AND STRATEGY

Our strategy came about by hitting the streets of 
London and spending time watching pedestrians. Not 
a moment passed where we didn’t see pedestrians 
glued to their smartphones or wearing headphones as 
they crossed the road. 

And that was just one street in London. What about 
the rest of the country? There must be millions of 
pedestrians putting themselves and others at risk 
every day.

To validate our observations, we conducted research 
with 3,000 Britons. 30% said they regularly cross the 
road while using their phones or wearing headphones. 
10% have even been hit by a car or cyclist as a result. 

This problem didn’t exist a few years ago. It’s a 
product of the digital generation but it’s a behaviour 
that’s now become ingrained in everyday life. 

To even begin to solve the problem, we needed an 

idea strong enough to earn coverage and word of 
mouth everywhere; one so unmissable that every road 
user would be aware of – and pay attention to – it. 

Equally, given we were talking to an audience so easily 
distracted, we’d need something brutally simple to 
capture their attention and land the messages in what 
could be the shortest window of time. 

CREATIVE TACTICS AND IMPLEMENTATION 

While the problem we identified was a new one, born 
of the digital age, we thought it would take an iconic 
blast from the past, born of the analogue age, to best 
tackle the problem. 

And so we arrived at the creative idea: we’ll bring back 
the Green Cross Code Man. 

The Green Cross Code Man is arguably the most 
famous safety-conscious superhero of all time and 
star of the most effective public road safety films ever, 
which originally hit British TV screens in the 1970s.

In those films, the Green Cross Code Man, played by 
Star Wars actor David Prowse, is seen saving children 
from roadside accidents and teaching them the Green 
Cross Code.

So successful were the films that they reduced national 
pedestrian road accident rates by 57%.

However, in the 1990s, the Green Cross Code Man was 
replaced by a series of animated characters – to mixed 
success. Then, in 2010, the Government scrapped the 
department that had funded these public information 
films. The consequence: there was now nobody urging 
pedestrians to stay safe on the roads.

But that loss presented an opportunity for MORE 
TH>N to step in and be seen as a real road safety 
champion - by releasing a brand new series of Green 
Cross Code Man films.

We shot two new films featuring the original Green 
Cross Code Man himself, David Prowse, once again 
donning the green suit after 40 years and at the age 
of 79.

Although the new films were clear nostalgic 

CATEGORY  CORPORATE SOCIAL 
RESPONSIBILITY CAMPAIGN

COMPANY  COW 

TITLE  MORE TH>N RETURN OF THE 
GREEN CROSS CODE MAN 

throwbacks, this time it was adults, not children, on the 
receiving end of a road-safety warning from the Green Cross 
Code Man. 

The scripts for the film were directly influenced by an 
updated set of Green Cross Code rules, specifically for 
adults, which we crowdsourced with the MORE TH>N 
Facebook community. 

Filming took place in London before being edited into a 
short piece of video content, uploaded to the MORE TH>N 
Facebook and YouTube pages. 

We then proceeded to distribute the story and assets 
through comprehensive media relations. 

MEASUREMENT, EVALUATION AND AUDIENCE 
BENEFITS 

This was arguably one of the most viewed, written about and 
shared stories of 2014 and the biggest story during Road 
Safety Week. 

• 102 pieces of coverage.

• 27 pieces of national news coverage, including every 
national UK newspaper (both print and online editions). 
All coverage was fully messaged and included links to the 
films.

• 33 pieces of broadcast coverage including Sky News, The 
One Show, Chris Evans Breakfast Show, BBC Radio 4, 5 
Live and ITN News at Six.

• 22 pieces of regional coverage.

• 20 items of lifestyle coverage including The Lady, BT and 
AOL.

• The video was viewed over 370,000 times on the 
Facebook page and 12,407 times on YouTube. These were 
entirely unpaid views.

• The Facebook post was shared 2,000 times and received 
4,752 likes. As a result, over 500 new fans were generated.

• Social media engagement was 38%, compared with the 
normal rate of 1.5%.

• Tangible benefit: Post-campaign awareness analysis shows 
one in every three adult Britons saw the films, with 66% 
of those saying they have now changed their roadside 
behaviours, directly as a result of seeing the campaign.

CONCLUSION

Bringing back the Green Cross Code Man was a simple idea 
that was outstandingly effective. It exceeded every objective 
and established MORE TH>N as the most forward-thinking 
company when it comes to promoting road safety.

For a certain generation, the very generation that MORE 
TH>N classes as its target audience, the Green Cross Code 
Man struck a nostalgic chord – resulting in the levels of 
coverage and social engagement we secured. But more than 
this, the idea genuinely changed people’s behaviours.

For MORE TH>N, it is the most successful consumer PR and 
social campaign they have run and has provided them with a 
springboard to truly own the subject of road safety this year 
and beyond.
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W JUDGES’ COMMENT

Cancer Research UK was successful in its 
campaign for plain packaging of tobacco 
products, to be introduced in May 2016. 
This integrated campaign – underpinned 
by international research - involved ‘Cancer 
Campaign Ambassadors’, Cancer Research UK’s 
most successful-ever video content, mock-
up packs adorned with children’s names, and 
constituency briefings/visits. Cancer Research 
UK worked closely with Action on Smoking & 
Health (ASH) and within the Smokefree Action 
Coalition (SFAC) to produce a highly effective 
campaign.

BRIEF AND OBJECTIVES 

Cancer Research UK (CRUK) has been campaigning for 
the introduction of plain, standardised packaging since 
April 2012. Working closely with Action on Smoking 
& Health (ASH) and within the Smokefree Action 
Coalition (SFAC), we have moved through ‘phases’ of 
the campaign, always toward a consistent goal, to see 
standard packs agreed in this Parliament and motivated 
by the same stark facts: two-thirds of smokers start by 
the age of 18 – the beginning of an addiction that kills 
half of all long-term users. Evidence consistently shows 
that by reducing the appeal of cigarettes, standardised 
packaging of tobacco products will protect children 
from a deadly addiction and save lives. 

RESEARCH AND PLANNING 

The evidence base, as the foundation of the 
campaign, has continually grown with the additional 
real-world impact from Australia – where standard 
packs were implemented in December 2012. 
Significant developments, such as the release of data 
showing a record drop in smoking rates in Australia 
and the report of a UK government commissioned 
Independent Review (The Chantler Review), were 
used as part of the strategy to engage at major touch-
points with parliamentarians. 

Parliamentary intelligence gathered since 2011 
allowed us to build an assessment of support and 
opposition to the measure. In addition, dedicated 
monitoring of international developments and 
adaptation of our communications to capitalise on the 
global context was a key part of campaign research 
and planning, including engagements with Australian 
and Irish governments and partners at international 
conferences and meetings. 

STRATEGY AND TACTICS 

We utilised our USP as an evidence-based research 
organisation by engaging with parliamentarians in 
a variety of settings: including our research centres 
and high-street charity shops. These engagements 
were coupled with an extensive meeting programme 
between our volunteer CRUK Ambassadors and their 
local MPs to discuss the issue in constituency. 

We identified supportive MPs – who could be 
parliamentary advocates for the campaign - and 
‘ultra-persuadable’ MPs, who may have had concerns 
about a particular issue and could be brought 
onboard by providing tailored, bespoke information. 
These groupings enabled us to best use our limited 
resources, by comparison to a vociferous and well-
funded tobacco lobby whose reach was multiplied 
through a network of funded front groups. 

IMPLEMENTATION  

Key examples of implementation of the strategy are 
outlined below, reflecting a breadth of activity and 
innovative engagement: 

• Visits for MPs, including a number of Ministers, to 
their local Cancer Research UK shop to meet staff and 
volunteers.

• 28 constituency meetings between CRUK ‘Cancer 
Campaigns Ambassadors’ and their MP. 

• We partnered with other organisations in hosting 
a joint All Party Group briefing on standardised 
packaging in Stormont, to proactively sure-up support 
for the measure with MPs and MLAs alike. 

• Using our original campaign videos – which have 
been the most successful CRUK video content 
ever with 949,000 views - including reproduction in 
Ireland and New Zealand to support their respective 
campaigns and presenting the campaign at the World 
Cancer Conference in Australia in December 2014.

• Rebutting tobacco industry activity targeted at 
“government and business decision makers”. One 
company alone committed £2m to anti-standard 
packs’ advertising and another reportedly 

CATEGORY PUBLIC AFFAIRS CAMPAIGN

COMPANY  CANCER RESEARCH UK

TITLE  CAMPAIGN FOR PLAIN, 
STANDARD PACKAGING OF 
TOBACCO PRODUCTS 

allocated £500,000 to a ‘Roadshow’ aimed at collecting 
signatures opposed to the measure.

 - Following complaints made to the Advertising 
Standards Authority, four variants of a JTI advert were 
adjudicated to have been “misleading”.

• A range of press stories on research around the impact of 
smoking on preventable cancers and the evidence base 
supporting the case for standard packs of cigarettes. 
Over 565 pieces of media coverage were generated in 
the period, including children’s polling which helped 
to generate 128 pieces of coverage in March 2014. Our 
chief executive, Harpal Kumar, and other spokespeople 
were seen to take a public lead on this issue.

• One full page ad in a national newspaper (paid for by 
a one-off, specific donation) and two campaign videos 
were used online and with supporters. These were ‘The 
Answer is Plain’ and ‘The World Back Home’.

• Nearly 5,500 action emails from supporters were sent 
to Jeremy Hunt, with an additional 4,300 emails from 
supporters to their MPs following the report of the 
Chantler Review.

 - Innovative ‘Mock-Up’ packs adorned with the most 
popular children’s names in 2013 (“Harry” and 
“Amelia”) were sent to MPs as a bold illustration of 
the message that cigarette packaging appeals to 
children creating a sense of ‘a pack with their name 
on it’ (akin to the axiom of a bullet).

 - Engagement with 120 MPs on the issue directly, 
providing local tobacco and related cancer statistics 
to all 650 MPs. 

 - Advertising on targeted political sites coupled with 
advertising in Westminster Underground station 
through March 2015. 

EVIDENCE OF THE DISTINCT ROLE AND RESULTS OF 
PUBLIC AFFAIRS AND LOBBYING 

In May 2013, it was widely reported that the government 
had decided to drop any plans for the introduction of 
standardised packaging and in July 2013, Jeremy Hunt said 
the government had decided to wait before making any 
decision on the measure. Not accepting the measure being 

‘kicked into the long-grass’, we persistently engaged with 
government before they then commissioned the Chantler 
Review in November 2013. With momentum re-invigorated, 
in February 2014, the House of Commons passed the 
Government’s standard packs amendment to the Children 
and Families Bill, after a cross-party amendment (driven 
forward by CRUK and ASH) was accepted in the Lords. The 
amendments were voted on with a majority of 429 MPs. 
This was followed by a consultation on draft regulations 
and a commitment to lay regulations in January 2015 for a 
vote in March 2015. 

MEASUREMENT AND EVALUATION 

YouGov polling in January 2015 showed that 72% of voters 
across the political spectrum support the measure and, 
consistent with the organisation’s political neutrality, we 
successfully built cross-party parliamentary support for 
the measure. Similarly, we cultivated a common ground 
between Jeremy Hunt and his opposition counterpart, 
Andy Burnham, who even shared in a moment of cross-
party support for standardised packaging over social 
media in January 2015. 

Subject to an affirmative vote in both Houses of 
Parliament, standardised tobacco packaging will be 
introduced across the UK on 20th May 2016. We are 
confident, but not complacent, of a successful result for 
this campaign. Agreement of LCMs in Scotland, Wales 
and Northern Ireland mean that the regulations will apply 
across the UK. 

BUDGET AND COST EFFECTIVENESS

We had a very limited budget for the public affairs and 
campaigning activities on this. The activities outlined above 
were developed and implemented by a small in-house 
team. We relied on pro bono support from the ad agency 
AMV for developing the videos, with only approximately 
£10k to promote them each online. We also spent £2k 
on YouGov polling, and some travel costs for staff and 
volunteers for meetings. 
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W JUDGES’ COMMENT

The judges were particularly impressed with the 
level of research and planning which went into 
‘The Chokeables’ campaign. St John Ambulance 
recognised that children under five choking 
was a major solvable problem and created a 
campaign across multiple channels targeted at 
training parents to save their baby from choking. 
The short online video with a simple educational 
message to demonstrate the lifesaving 
technique and a strong call to action to share 
with others lead to a very high engagement 
level and an outstanding real world impact. The 
campaign was also strongly aligned with St John 
Ambulance’s business objectives and has left a 
lasting legacy.

BRIEF AND OBJECTIVES    

St John Ambulance (SJA) teaches first aid so more 
people can be the difference between life and death.  

The brief was to develop an integrated digital 
healthcare campaign, with a strong reliance on PR, 
which would teach first aid directly to parents. It 
needed to be something that would engage people 
and get them sharing the campaign so more people 
could know how to help a choking baby and be 
inspired to learn more first aid. 

Specific measurable targets were set using previous 
campaigns as a benchmark. 

 

RESEARCH AND PLANNING 

Research informed the whole campaign. It showed 
that parents were our most engaged audience (76%* 
of parents very much wanted to learn first aid).  

Additionally**: 

• 40% of parents have witnessed their baby choking 

• 73% of parents think they know how to save a 
choking baby but, in reality, only 21% do 

• 58% of parents said that their baby choking was a 
major fear. 

Our most successful Facebook post of all time (in 
terms of reach) detailed how to help a choking baby. 

 

STRATEGY, TACTICS AND IMPLEMENTATION  

Our strategy was to develop a short, memorable, 
highly shareable video that teaches first aid at the 
point of delivery. We needed to focus on channels 
aimed at parents but be overheard by the general 
public. We needed to move away from our harder 
hitting campaigns. To do this we: 

• Developed ‘The Chokeables’ video with our 
advertising agency, choosing an engaging 
story, characters that would capture the public’s 
imagination, and talent – David Walliams, David 
Mitchell, Johnny Vegas, and Sir John Hurt – to 
provide the voices and add excitement

• Used strong ‘watch and share’ call to action 

• Developed research-led, search-optimised 
media releases, with different angles for tabloid, 
broadsheet, parenting, regional, and long-lead 
media 

• Briefed journalists, pursuing an exclusive to 
guarantee coverage. Taught bloggers first aid at a 
dedicated event

• Developed a social media plan to engage 
people and encourage sharing, including sneak 
previews, real-time engagement, a competition, 
infographics, videos of life savers and exclusive 
content, such as character casting cards and 
animations 

• Pursued external partnerships, such as Mumsnet, 
to further the reach of the campaign and 
developed a ‘partners pack’ to enable support 

• Created new online first aid resources including 24 
new first aid videos 

• TV, social, and digital advertising coincided with 
the PR launch, with the first high-profile TV slot 
during Monday’s Coronation Street  

• Briefed SJA staff and volunteers to become 
ambassadors and sent direct email to supporters 

• Media follow up with campaign success, including 
lives saved, to encourage further coverage. 

SJA’s in-house team worked with advertising agency 
BBH, digital agency Reprise, and media buyers JAA. 

CATEGORY HEALTHCARE CAMPAIGN

COMPANY ST JOHN AMBULANCE 

TITLE THE CHOKEABLES

MEASUREMENT AND EVALUATION 

‘I gave another 5 back blows and he coughed out a second 
piece of pear and started to cry, and so did we. This was 
such a frightening experience but I was so thankful to the 
advert for teaching me what to do.’ 

Malgorzata Bednarska, who saved her son after he choked 
on a piece of pear.

This is our most successful campaign to date. Educating 
millions and helping save 26 lives (that we know of) in the 
first six weeks.

TARGETS, OUTPUTS AND OUTCOMES (11 JANUARY 
TO 23 FEBRUARY)

Target 
St John Ambulance teaches first aid so more people can be 
the difference between life and death. 

Outcome
Within 6 weeks, 26 parents/guardians contacted us to say 
that, as a result of The Chokeables, they saved a child’s life.

Target
100 pieces of coverage across national and regional 
broadcast, print, and online media.

Outcome
• 326 pieces of coverage signposting to the video: 9 

national print, 7 national broadcast, 133 regional print, 
154 online, 6 trade, and 17 regional broadcast.  

• 84 pieces of coverage containing additional direct first 
aid advice in the editorial. Highlights include Good 
Morning Britain, ITV News, This Morning, Radio 5Live, 
The Express, Metro, The Mirror, Netmums, Mumsnet, 
Parentdish, and Upworthy.  

• 19 blog posts thanks to blogger event.

• Good Morning Britain’s coverage led to Hannah 
Gilmartin saving her daughter Orlaith’s life, which led 
to follow up coverage on the show two weeks after the 
campaign launch.

• Coverage on Netmums led to their most successful 
Facebook post ever and accounted for 21% of views on 

YouTube from our key target audience. 

• Social media highlights include The Chokeables 
Facebook posts being shared 179,000 times with a 
reach of 4m and over 15,000 uses of #TheChokeables 
on Twitter. Acquired 25k new fans across Facebook and 
Twitter.  

• Tweets by: David Mitchell, David Walliams, Johnny 
Vegas, Gemma Styles, Coleen Rooney, Samia Ghadie 
and Chris Addison. 

• Organisations who promoted the campaign for 
free include: Kelloggs, CBeebies, Lass Bible, Boots, 
NHSChoices, Mothercare, and numerous nurseries and 
schools.

Target 
1.8m views of the video online

Outcome
• Our most viewed video ever with 6.3m views online, 

including 2.8m on YouTube and 2m on Facebook’s native 
player.  

• Hit original target in 4 days, three-quarters organic. 2.2m 
(75%) of YouTube views were from embedded videos, a 
direct result from PR coverage. 

Target 
Increase knowledge of choking baby technique among 
public surveyed by 5%

Outcome
Knowledge of technique up by 9%, and 6% increase in 
confidence in giving first aid to a choking baby (pre/post 
research).

Target
3,000 views of new first aid technique videos

Outcome
Increase in people learning first aid in other ways: compared 
to same period last year, 730 extra first aid courses booked 
and a 23% increase in unique visits to first aid advice pages 
(152k total). Over 222k views of new first aid videos.

Target 
Increase SJA relevance to audience by 5%

Outcome
Relevance of SJA to audience increased by 17% - from 44% 
to 61%. Third most recalled ad of the week and second most 
liked ad – Marketing (despite second lowest spend).

Target 
Reach 59% of all adults (29.4m) with the TV campaign at 
least once (with an optimum of 3.0 opportunities to see).

Outcome
Reached 59% of all adults (29.4m) with the TV campaign at 
least once (with an optimum of 3.0 opportunities to see).

Target 
14m impressions of paid digital/social advertising.

Outcome
14.5m impressions of paid digital/social advertising.

A knock-on effect on income – training course revenue hit 
£72k in two days in launch week (previous highest ever day 
was £55k). Two new invites to bid for ‘charity of the year’, 
potentially increasing fundraising income.

 * 2,000 people surveyed, Feb 2014. 

** 4,000 parents surveyed nationwide, Nov 2014, enabling national/
regional PR statistics 
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W JUDGES’ COMMENT

This entry was selected as the defining health 
story of 2014 which demonstrated partnership 
and collaboration on a significant scale. It 
reflected the coordination and management 
of a broad, multi stakeholder community in 
dealing with a complex and very dynamic issue. 
As a result of the issues management, the 
public sentiment towards Ebola in the UK was 
significantly shifted, with clearly measurable 
outcomes supported statistically. The team 
demonstrated a clear strategy with well selected 
tactics in developing the approach, well 
prepared and trained/exercised teams which 
resulted in an excellent example of how to 
manage such an issue.

BRIEF AND OBJECTIVES

Background
From small beginnings in rural Guinea, Ebola swiftly 
became the defining health story of 2014, claiming 
over 9,000 lives, crippling the health systems of 
Guinea, Sierra Leone and Liberia, and triggering a 
global public health response of a scale not seen 
since the HIV/Aids epidemic. 

The UK experienced its first case of Ebola in August, 
when the nurse Will Pooley was repatriated and 
successfully treated. A greater test of public opinion 
would come, however, when an Ebola case was 
diagnosed on UK soil, raising the spectre of onward 
transmission and difficult decisions about how to 
publicise and trace at risk groups. 

This risk increased with the return of the first NHS 
volunteers: this led to the first imported case when 
Nurse Pauline Cafferkey was officially diagnosed with 
Ebola on 29 December 2014. 

Other countries such as Spain and the US showed the 
danger this could pose to Government. Indeed, US 
polling showed significant reputational harm to key 
institutions and a marked rise in public concern after 
the first case. 

The challenge was to ensure the public, NHS staff and 
other public servants who may have contact with a 
suspected case, felt reassured and informed. 

This would involve partnership and collaboration on 
a significant scale, allied with speed and agility, to 
ensure every professional and institution involved in 
the response understood their roles and felt confident 
in dealing with a first case safely and decisively. 

RESEARCH AND PLANNING 

Insight and evidence shaped every aspect of 
the Government communications response. 
Regular public and NHS staff focus groups tested 
communications materials, leading to revisions in line 
with feedback. 

Detailed evaluation monitored the uptake and 
impact of communications, including weekly analysis 

of media/digital/stakeholder activity, and a public 
tracker poll gauged people’s confidence in the 
Government’s response and overall levels of concern.

STRATEGY AND TACTICS 

The strategy had three elements:

• An integrated public information campaign 
explaining the facts about Ebola, how it spreads, 
and how difficult it is to catch;

• A workforce communications plan giving NHS 
staff and other public officials key operational 
information, and reassuring them about the 
robustness of local plans;

• A major digital and media PR push to explain the 
scale and range of measures in place to protect 
the UK and minimise public concern.

Key tactics included: 

• An effective ‘white coat’ media strategy 
targeting influential clinical voices to use as key 
spokespeople before, during and after the first 
case;

• Tailored guidance for professional groups ranging 
from GPs through to police, border agency 
officials, and care professionals;

• Speedy, 48-hour turnaround on design, production 
and distribution of information leaflets and posters 
for hospitals, GP surgeries and pharmacies;

• Up-to-the-minute Ebola content on NHS 
Choices and Gov.uk, positioned as the main 
digital channels for public and staff information 
respectively;

• Exceptional partnership working with professional 
organisations, using their channels to promote 
messages and updates to health workers;

• High impact digital content, including blog posts 
by volunteer healthcare workers from Sierra 
Leone, white coat video and audio content by 
key spokespeople and clear, concise infographics 
challenging popular myths;

CATEGORY  ISSUES OR CRISIS 
MANAGEMENT

COMPANY  DEPARTMENT OF HEALTH, 
NHS ENGLAND, PUBLIC 
HEALTH ENGLAND AND THE 
ROYAL FREE HOSPITAL 

TITLE  EBOLA HEALTH 
COMMUNICATIONS

• Extensive media and stakeholder briefings, keeping the 
most influential commentators informed and involved 
as the UK response took shape, and providing front-
foot containment of identified issues (such as scrutiny of 
screening processes prompted by a diagnosis within the 
UK).

IMPLEMENTATION

An integrated communications team was formed, involving 
the Department of Health, Public Health England, NHS 
England and the Royal Free Hospital, working with devolved 
administrations and other government departments.

Key was the ‘first case’ handling plan to co-ordinate the 
response across all parties, including reassuring holding lines 
for social media and template statements for local trusts and 
national bodies to be issued in the event of a case. 

This included a 24/7 rota of key communicators ready to 
respond within 30 minutes of a first case being diagnosed

DEMONSTRATE HOW NEGATIVE IMPACTS WERE 
AVOIDED AND POSITIVES ACHIEVED

The key risks were identified as:

• Poor co-ordination leading to conflicting or confused 
messaging;

• Clinical discontent leading to protests or negativity;

• An alarmist media environment driven by critical 
stakeholders leading to public panic.

These risks were mitigated through: 

• A weekly stakeholder communications forum to keep 
an open channel to, and enlist the support of, influential 
organisations and voices (an in-house survey found that 
100% of stakeholder rated the quality of information they 
received as excellent or good);

• Two full-scale test exercises testing the robustness of 
communications response – these were also promoted to 
the media as part of the public reassurance drive;

• Intensive Ebola-themed media training for key 
spokespeople, including creation of a “banned list” 
discouraging terms known to heighten public concern 
and bearing down on jargon.

MEASUREMENT AND EVALUATION

Outputs

Media

In the three months before Pauline Cafferkey was 
diagnosed, 70% of pieces were positive or reassuring. There 
were more than 100 million opportunities to see or hear 
something about the NHS volunteer programme.

In the week after the first case was announced, 78% of 
all media coverage was positive or straight, whilst 76% 
of all third party commentary on the case was positive or 
supportive in tone.

Digital

There were over two million unique views of the Ebola 
content on NHS Choices in the run- up to the first case, 
whilst the sharing of Ebola infographics by stakeholders and 
other partners achieved over five million impressions.

Outcomes

Polling

Over a three month period, communications achieved a 19% 
point decrease in the proportion of people believing Ebola 
was a significant or moderate threat to the UK.

The Cafferkey case triggered a modest 8% point rise 
in concern within 24 hours, which fell back to pre-
announcement levels within a week, and a month later, 
public anxiety fell to its lowest levels since polling started, 
with only 6% describing Ebola as a “significant” threat.

BUDGET AND COST EFFECTIVENESS

Spend to date is £153k. Effective use of owned/earned 
channels removed the need to spend on advertising 
campaigns to assuage community concerns, saving 
approximately £115k. Almost all content and design work 
was done in-house rather than outsourced to agencies, 
saving approximately £20k.
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Category: Corporate and Business Communications Campaign   Agency: M&C Saatchi PR 
Campaign: The world’s first smartwatch bank     Client: Intelligent Environments 
Campaign date: October 2013 to December 2013    Budget: N/A 
 
 
Brief and objectives 
1. Demonstrate to financial service institutions that Intelligent Environments is at the bleeding edge of online 

banking technology  
2. Secure new business leads 
3. Give the sales team collateral to approach banks 
 
Strategy  
Our strategic platform was “faster finances”.  This was based on two elements. Firstly, the single universally 
recognised truth: eight in 10 customers use online banking to get instant visibility of their finances.  Secondly, the 
brand truth: Intelligent Environments helps banks enhance their customers’ user experiences through innovation. 
These two strategic thoughts were combined to give us our “faster finances” platform, which informed our approach 
– if customers want instant visibility of their finances, we will empower banks to give it to them at the glance of a 
wrist. 
 
Tactics and implementation  
x Smartwatch bank: We asked Intelligent Environment’s software developers to create a banking app for the 

Pebble smartwatch.   Our PR idea was a world first: a smartwatch bank, where people can check their balance 
and recent transactions by glancing at their wrist, and even get vibration alerts when nearing their overdraft 
limit.   

x Online bank 30th anniversary hook: We communicated the Interact Smartwatch App was inspired by the first 
online bank service, Homelink, which was launched in November 1983.  Homelink, set up by the Bank of 
Scotland for customers of the Nottingham Building Society, was based on the Prestel Viewlink system and used a 
dedicated computer terminal connected to the telephone and television. It allowed customers to view 
statements, bank transfers and bill payments online. 

x Bringing the first online bank out of retirement: We searched high and low for an original working Homelink 
system to use for broadcast opportunities.  After approaching various museums we finally found one at 
Nottingham Building Society which loaned it to us for the campaign.  

x First ever Homelink user: In addition to the system we found John Sinclair, one of the first Homelink users and 
one of the founders of The National Museum of Computing, who acted as an expert. 

x Intelligent Environments’ spokesperson: Clayton Locke, our client’s CTO gave the media context around how 
Homelink compares to current money management methods (e.g. online banking) and introduced the world’s 
first smartwatch bank.  

x BBC media partnership: We secured an exclusive feature with BBC News (online and broadcast) that covered the 
past (Homelink), present (Intelligent Environments’ Interact) and future (smartwatch bank) of online banking. 

x Media and analyst pre-briefings: We set up pre-briefings with key technology journalists and analysts ahead of 
the launch to explain the story around the past, present and future banking technology, and how this will benefit 
banks and their customers. 

x Press release: We issued and sold in a press release announcing the smartwatch app on the day the BBC’s 
coverage broke. 

x Social media: The top 50 financial service influencers on social media were identified ahead of the campaign. We 
reached out to them with the story during the launch week, encouraging them to share it with their 
communities. 

x Media tour: As part of the features outreach, we toured various media houses after the launch to showcase the 
watch, giving journalists the chance to try it out. 

x Industry bylines: To roll out campaign coverage and drive depth of messaging, we secured and drafted several 
trade bylines from the client’s CEO on wearables and the future of online banking. 

x Blog posts: Finally, we drafted a range of blog posts for Intelligent Environment’s Digital Banking Club website 
for industry insiders. 
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Outputs 
x 126 items of coverage secured, including BBC News (homepage), BBC Breakfast (broadcast), Daily Telegraph 

and CNBC. 
x Exclusive BBC News piece was covered eight times across BBC Breakfast, BBC News Channel, BBC Worldwide 

plus BBC News Online. 
x Story picked up across the globe. For example, American Banker covered it, the world’s most prestigious 

financial trade publication. 
x 1,500 social shares of the campaign, including national journalists, financial service influencers and the Pebble 

team, which reached over 1.3 million influencers.    
x 87 million campaign reach. 

 
Outcomes 
x Significant increase in new business leads. 
x Several meetings set up off the back of the campaign with major banks after they saw the coverage. 
x 700% increase in traffic to Intelligent Environments’ website during launch week. 
 
Budget and cost effectiveness 
All credit to the client who ensured developers created the app during one of their “sprints”.  This meant the app 
was created to our specifications within three months and came in within budget.  The campaign was so successful 
we’re now working on further technology showcases.   
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�������������������������������
���������������Ǥ�����������
��������������������������������
���������������������������������
���������������������������������
������������������������������Ǥǳ

Brief and objectives 

������������������������������������
͛͘ǡ͘͘͘�����������������ǡ�������������������
���������������������������������������
���������������������������������Ǥ�����
�������������������������������������
�������������������������������������
�����������������������������������������
������Ǥ�

��������������������������������������
����������������������������������������
���Ǧ����������������������������������ǡ�
��������������������������������������
�����������������������������������������Ǥ�
��������������������������������
�������������������������������ǡ�����������

���������������������������������������͙͘͠�
�����Ǥ����������������������������������
�������������������ǣ�

͙Ǥ� ����������������������������ǡ�
��������ǡ�����������ǡ�����������ǡ�
�����������������������������������
������������������������������������
�������������

͚Ǥ� ����������������������������������
������������������Ƥ�����������������
�������������������������Ǯ�����
�������ǯǡ�����������������������
�����������������������������������
���������������������������ǡ�����
����������������������

͛Ǥ� ����������������������������������

͜Ǥ� ���������������������������������
�������Ȁ����������

͝Ǥ� ����������������������������
������������������������������������
������ǡ�����������������
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Strategy and tactics 

���͚͙͚͘�������������������������������
����Ƥ������������������������	������
�������������������ǡ������������������
������������������͙͠�������Ǥ�������������
����������������������������ǡ����������ǡ�
��������������ǯ���������ǡ��������������
����������������������������������������
����������������������������������������
������������������������Ǥ�

���������������������������������������
���������ǡ��������������������������
������������������������������Ǥ�
�������������������������������������
��������������������������������ǡ����������
�����������������������������������������
����Ƥ���Ǥ

Implementation 

• �����������������������������
�������������ǡ������������������
������������������������������
����������������������ǡ�����������
��������ǡ��ơ����������������������ǡ�
��������

• ����������������������������������
������������������

• �������������������������������
���������������������������	������
�������������������������
��������������������������������
����������������

• ������������������������������
��������ǡ������������������������
����͗���������������������������
�����������������������������������
�������

• ���������������������������
������������������������͙͙���
���������ǡ���������������͙͚���

Demonstrate stakeholder 
engagement 

• �������������������������������
��������������������������������
����������������������ǡ�����������
͚͠������������������������������������
�����Ƥ�������������Ǥ�����ơ����������
������������Ƥ����������������������
�������������������������������������
�����������ǡ��������������������ǡ�������
������������������������������Ǧ
�������������Ǥ

• ������������������������������
���������������������͙͛��������
�������������������������������
������ǡ�������������������������
�����������������������������ƥ���Ǥ�
�ƥ����������������������������
�������������������ǡ��������������
��������������������������������
����������������������������������
��������������������������Ǥ

 
• ����������������������Ƥ�����������

���������������͞͡����������
����������������������������������ǡ�
��������������������������������
������ǡ����������������͛͘�����������
�����������������������Ǥ

 
• ����������������������������������

��������������������������͙͞͠�������
������������������������������������
�����������������������

• ���������������������������������
���������������������������������
���������������������������ǡ�����
���������������������������������
����������������������������ǯ��
��������������ǡ�������������
�����͚͛�������������ǡ�����������͙͙�
����������������Ǥ

Research, planning, 
measurement and evaluation 
(outcomes and outputs) 

����������͙ǣ�������������
���������������������������������
�����������������

• �����͚͘���������������������������
���������������������ǡ�����������
�����������ǡ��������������ǡ�
�������������������������������ǡ�
��������������������������������
���������������������������Ǧ
����������������������ǯ��	���ǡ�����
����ǣ�Ǯ�����������������������ǯ��
������������������������������
���������������������Ǥǯ

����������͚ǣ����������������������
������������������������

• ��������������Ǧ�������������������
���������������������������������ǡ�
�������������ǡ��������Ǯ��������
�����������������������ǥǮ����
�������������������������ǯ���������
����������Ǯ�������������������ǯǡ�
������������������������������
����������ǡ����������������ǡ�
�������������Ǯ���������������������ǯǢ�
������������������������������������
���������Ǯ�������������������
����
�����������ǯǤ

• �����������������������������������ǡ�
����������������������������������
�������������������������������
������ǯ���������������������Ǥ

 
• ����������ǯ�������������������������ǡ�

��������������������������������
������������������������������������
���������������������������������ǡ�
���������������������������Ǯ����������
�����������ǯ�����������ǯǤ�

����������͛ǣ������������������������
�����������

• ͘͝��������������������������������
���������������������������������
���������������������������������
����������ǡ������������������������
����������ǡ���������������������
������������ǡ����ǡ�����������������
͜Ǥ

• �������������������������������������
��������������������͙͟͝ǡ͜͝͡ǡ͘͡͝�
���������Ǥ�ȋ�����������������
��������������������������Ǥ�	������
���������������������������
�����ȌǤ�

����������͜ǣ����������������������
������������������

• ������������������������������
����������������������ǡ���������
�����������������Ǥ�������������

�������������������������������������
�����������������ǡ�������������������
������������������������������������
����Ǥ�

����������͝ǣ�������������
�����������������������������������
�������

• 	���������������������������������ǡ�
���������������������������������ǡ�
����������������������������������
�����������������������������������
������������������������������
�������������������	���������������
��������������������������������
������������������Ǥ

• ͚͝������������������������������
���������������������������������
��������������������������������
	������������������������Ǥ

 
• ���������������������������������

������������������������������������
�����������������������������
���������������������������������
��������������������Ǥ�

Budget and cost-
�ơ�����������

�������������������������͙͋ǡ͘͟͝�Ȃ����� 
������������������������������������
����������ǡ�������������������������ǡ�
��������������������ǡ��������������������
���������������Ǥ
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CORPORATE SOCIAL RESPONSIBILITY CAMPAIGN

Central England 
Co-operative and 
��ơ����
��������������������������
������ơ�����������������

ǲ������������������������������
����ǯ������������������Ǩ���������
���������������������������������
��������������ǡ��������������
��������ǡ�������������������
�����������Ƥ��ǡ����������������
�������ǡ���������������������
����������������Ǥ�����������������
������������������������������
���������������ǡ�������������ǡ�
��������������������������������Ǥ�
�����������������������������
��������������������������������
�������ǡ����������������������ǡ�����
�������������������������������Ǥǳ

Brief 

��ơ�������������������������������
ȋ����Ȍǡ�����������������������������
�����������������������������������Ǥ����
�������������Ƥ�����������������������
���������������������Ǧ�ơ������ǡ�������
����������������������������Ǧ�����
����������Ǥ�

�������������������ơ���������������������
����������������������������������͙͚�������
������������������������Ǧ��������������������
�������������������Ǥ�

������������������Ǧ����������ȋ���Ȍ�
���������������������������ǡ�����������
�����������������������������������������ǯ��

�����������������������������Ƥ�������
�������Ǥ�����������������������������������
���������ǡ�������������������������������ǡ�
�����������������������������������ǯ��
�������������������������ȋ��Ȍ���������Ǥ�

Objective 

������������������������������������
����������������������������������������
������������������������������������������
���������������������������������������
������ǯ���������������������������ȋ��Ȍ�
��������Ǥ

Strategy 

������������������������ǡ�����������
���������������������������������������
�����������������������������������ơ����
����������������Ǥ���������Ǧ������
����������������ǡ������������������������
����������������������������������
�������������������������������������
�ơ������Ǥ�

Tactics 

• �����������������������������
���������������������������������
�����������ơ��������������������Ǥ�

• ������������������Ǯ��ơ���������ǯ�
������������������������������������
��������Ǧ��������ơ������������
�����������������ǡ��������������������
������������Ǥ�

• ����������������������������������
������������������Ƥ�����������
�������������������������������������
�������������������Ǥ�

• ����������������������������
�������Ƥ����������������������
�����������ƥ�����������������
����������������������������

• ���������������������ǡ�����������ǡ�
���������������������������
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���������������������ǡ�����������
�����������������������������������
������������������������

• �������������������������������������
�������������������ǡ�����

• ���������������ǡ�������������������
���������������������ǯ������������
���ǯ���������������������Ǥ�

Implementation 

���������������Ƥ�����������������͚͙͘3 
�����ǡ����������������������������������
������͚͝������������������������������������
������ǯ������������������������ȋ���������
�����������������������͘͝����������������
����������������������Ȍ�������������������
���������͚͙͛͘Ǥ�

���������������������������������������
����������Ǧ������������������������������
�������������������Ǥ�������������������
��������������������������������������ǡ�
����������������������Ƥ����������������
�����������ƥ�������Ǥ�������������������
������������������������������������������
���������������������������Ǥ�

���ǯ����Ǧ���������������������������
�������������������ơ���������������ǡ�
���������������ǡ�����������������������ǡ�
������������Ƥ���������������������������
����������������ǣ������ǣȀȀ���Ǥ�������Ǥ
���Ȁ�����ǫ�γ��̸͞���͛����

�������������������������	�������ǡ�
��������������������������������������ǡ�
��Ǧ���������������������Ǥ�������������
���������������ǡ�������������������������
�����������������������������������Ǥ

����Ƥ����������������������

����Ƥ�������������������������������
�����Ǧ����ơ��������������������������
�������������������Ƥ���������������������
������������������������������������������
�������Ǥ����������������ǣ�

• ����������������Ƥ����������������
��������������������������������
�����������������������
�����������Ǥ�

• ����������������������������������
��������������������Ǥ

• ������������������������������������
����������ǡ���������������������

 
• ͙͛�������������������������������

�����������������������������������ǡ�
��������������������������������

• ����������������ǡ������Ƥ�������ǡ�
���Ƥ���������������������������
���������������������͙͝�����������
�������������������������������
��ƥ��������

������������Ƥ��������ǣ�

• ��������������������������������
�������������������������������������
�����������������������

 
• ��������������������������������������

������������������������������������
����Ǥ

 
• �������������������������������

���������������������������������
 
• �������������������������������

�����������������������ǯ��
���������������������������
����������

 
• ������������������������������

������������������������������
����������������������ǯ��������������
���������������������������������������

���������������������������Ǯ���������ǯ�����
���ǡ����������������������������Ǥ���ǯ���
�������������ơ���������������������
��������������������������͙͚ǡ͘͘͘����������
������Ǥ

��������������������

Community

�������� �������

�������������������������������������
����������������
�������������������������

͙͛����������������������������������
������
͚͟��������������������������������������
�����
������������������������������������
�����������ƥ�������


���������Ƥ������� ��������������������������
�����Ƥ�������������������������Ƥ�������
������

͙͝����������������������������
��ƥ������������������������������
������ǡ������������������������Ǥ�

����������������������������������Ǥ�

��������	�������Ƥ�������������������
�����������

�����������Ƥ��������������Ǧ������� �������������������������������������
���������


���������Ƥ�������������������������
��������
ȗ���������������������������

��������������������������� ������������ǦƤ���������������������� �������͘͘͝������������������������������
���������������������������������������
����

��������
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��������������������������������������
���������������

Budget and cost 
�ơ����������

��������������������������������������
��������������������������������
���������Ǥ������������������͘͘͟�������
�����������������������������͚͝������
������Ǥ��������������������������Ƥ��
�����������������������������������
��������������������������������Ǥ�

���������������������������������������
�������������������Ǧ������������������Ǥ�
�����������������������������������
�������������������������������������
�������������������������������������ǡ�
�����������������������Ǥ

Business

�������� �������

ά������������Ȁ���������������������
�������Ȁ���������������Ȁ��������������
���Ƥ���������

�������͘͟ά��������������
�������������������������������������
����������
���������������ȋ����������������Ȍ�
��������������������γ������͙͘͘͟

�������������������������������������
Ƭ����������

������������������Ȁ����������������
�����������������������������

��������������������γ�ȋ͛Ȍ�����������
�������ǡ���ơ����������������������
�����������
ȗȗ���������������������������

�����������������������������
�����������������

�����������������������������������
��������������

��������������������γ�͡�

���������������������������������������
issues 

���������������������������������
�ơ���������������

ȗȗ��������������������������

��������

8
*/
/*
/(

�

$"
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�45

6%
:
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PUBLIC AFFAIRS CAMPAIGN

Association of 
Colleges
���	���������ǫ

ǲ��������������͙͞����͙͠Ǧ����Ǧ
�����������������������������������
�����������������������������������
�����������Ȃ����������������
͚͙͘͜�Ǧ������������������������
���������������������������ǯ�
ȋ���Ȍǯ��Ǯ���	���������ǫǯ����������
��������Ǥ��������ǯ����Ǧ������
�����������������������ǡ���������
���������������������������Ȃ�������
�������������������Ǧ������ƪ������
�������������������������������
�������������������������������Ǥ�
��������ǯ������������������������
����������������������������
���ǯ����������ơ������������
�������������ǡ���������������������Ǧ
��Ǧ����������������������������
����������������������ơǤ������
�����������������������������
����������������������������Ǥǳ

Background 

��������������͙͞Ǧ͙͠��������������������
��������������������������������������
�����������������������ǡ�������������
������������������������������������
�������������������������������������
���Ǥ�����������������������������ȋ���Ȍ�
�������������������͙͘͘ǡ͘͘͘����������
�����������������������������������Ǥ������
������������������������������������������
��������������������������������������������
������������������������������������������Ǥ
�����������������������������������ǡ�����
�������������������������Ǥ�
��������������͚͙͚͘���������������
͚͙͛͘ǡ����������������������	����
�����ǫ���������ǡ���������������������


�������������������������������������
����������������������������͙͞����͙͠�
���������������������������������������
���������������������������������Ǥ�

Objectives 

��������������������ǡ��������������������
���������������������ƪ����������
��������������������������������������
��������������������Ǥ�

������������������������������������
������������������������������������������
������������������ƪ��������������������

���������ǯ��������Ǥ�

Strategy 

���������������������������������������
���������������������������������������ǡ�
�����������������������������������������
��������������������������������������
�������������������������������ǡ��������
�������������������������������������
�ƥ����Ǥ�������������������������������
����������������ǡ��������������������
���������������������������������������
������������������Ǥ�

������������������������������������
������������������������������������ǡ�
��������������������������ơ������������ǡ�
�������������������ǡ������������������
�����Ǥ���������������������������ǡ���������
��������������������������������������
�����������������������������������ǡ�
���������������������������������������
������������������������������������
���������������������������������������
�����ǡ�������������������������������
����������������������������������������
��������������������������Ǥ�

���������������������������������������
������������������������������������
�����������������������������������Ǥ�

���������������������ǡ���������������
������������������������������������
�ơ�������������������������������
�������������������������Ǥ���������������
�������������������������������������

�����������������������������������
�������������������������ǡ����������������
��������������������������������Ǥ������
������������������������������������
����������������������������������
��������������ȋ���Ȍ�����������������
�����������Ǥ���������������ǡ���������������
����������������������������������������
�������������������������������������Ǥ�

Outputs 

�����������������������

����������������������������������������
�������
����������������ǡ���������������
��������������������������������������
����Ǥ��������������ǣ�

• �����������������������������������

�����������������ǡ��������������
������ǡ����������������͙͘ǡ͛͘͘�
�����������ǡ������������������

����������������������������������
������������Ǥ�

• ��������������������������������
���������������������������������
����������������������������������
�������������������������������
�������������Ǥ���������������ȋ����
���ǡ���������������������Ȍǡ��������
����������ȋ������������ǡ�������Ȍ�
�����������������������������
ȋ������ǡ����ƥ�������������������
������������Ȍ�������������������

�����������������������Ǥ�

• ����������������������������
���������������������������
��������������������������������
������������������������������
����Ƥ���ǡ������������������������
���������������������������ǡ����������
���������������������������Ǥ����������
��������������������������������������
��������ǯ�����������ǡ�͙͠���������
������������������������������������
����������ǡ����������������������
������������������ǡ�����������������
�����������������ǡ���������������������
�������������������������������Ǥ�

• ��������������������ǡ����������
�����������������������������������
���������������������������������������
�������������Ǥ�

• ����������������������������������
�����������������������������Ǥ������
͘͝���������������������������������
�������������������������������������
������������ǡ��������������������������
������������������������������������
�������������������������������������
���������Ǥ�

• ������������������������������������
����������������������ǡ��������������
�����������������������������������
�������������������������������������
��������Ǥ�

����������������

�����������������������������������������
�����ǡ����������������������������������Ƥ���
������������������������������ǡ���������
����������������������������������������
�������������Ǥ������������������������������
��������Ƥ��������������������������ǡ�
������������������������Ǥ��������������
�����������������ǣ�

���������������ȋ���ǡ�
�������ǡ�����������
͙ǡ�����������͜ǡ�������������������������
����������������������������������������
��������Ȍ

• ���������������ȋ͛͜����������
��������������������������
����������

• ������������������������ȋ������
����������������������ǡ�	������Ȍ

 
• ����������������������ȋ����������������

���������������������������������
��������������Ȍ�

• ���������������������������������
���������������������ƥ��ǡ�����
������������������Ƥ�������������
���������������������������������������
�����ǡ��������������������������
�������������������������������
��������������������������������Ǥ�
��������������͙͚�������������������
��������������������������Ǥ�

�������������

���������������������������������������
����������ǡ�����������������������������
�����������������������������������
����Ǥ���������������͚͘͘�������������
��������ǡ��������������������̻���̸
����������������������ǡ����������������
����������̻���̸������������������
��������ơ����������Ƥ����������̻���̸��Ǥ�

���������������������� 

��������������������������������������
���������������������������������ǡ����
�����������������������Ƥ��������������
������������������������Ǥ�����������
����ǡ�������������Ƥ�����������������
��������������������������������������
��������������������������ǡ��������������
������������������ǡ�������ǡ�����
����������������������������������
�������������������������������
����������������������Ǥ��������ǯ�������
���������������������Ǥ�����������
���Ƥ���������������������������������
�������������������������������������
��������Ǥ



 B 
 

 B 
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Outcomes 

������������������������ǡ�������Ǩ����
����������͚͙͛͘ǡ�����������������������
������������������������������������
��������������������������������������
��������������͙͞Ǧ͙͠���������������������
����������������������������͚͙͘͜Ǥ�����
������������������������������������
�����������������������������������
������������������������������Ǥ

��������������������������������������
������������������������������������
�������������������������ǡ������������
�������������������ǡ����������������������
�������Ƥ�������������������������������
����������������ǡ���������������������
������������������������Ǥ
 
���������������������������������������
������������������
����������������ǡ�
���������������������ǡ���������������������
����������������������������������
���������������������Ǥ�

Budget 

���������������������������������������
͙͋͘͘͘Ǥ

8
*/
/*
/(

�
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:
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HEALTHCARE CAMPAIGN

Bayer Animal 
Health, 
markettiers4dc and 
Pegasus
�����������

ǲ��������������������ǡ����������
���������������������������������
������������������������������
����������������Ƥ������������
��������Ǥ���������������������
Ǯ��������ǯ�������������������Ǧ
�����������������������������������
��������������������������������Ǥ�
����������������������������
����������ȋ����������Ȍ���������
�����������������������������
���������Ǥ��������������������
���������������������������������
�������������������������Ǥ�����
��������������������������������
����������������������������Ȃ����
���������������������������������
����������������������������������Ǥ�
�������������������������������
���������������������������������
�������������������������������
���������������������������
��������������Ǥǳ

Brief 

�����������������������������������
�����������Ƥ����������������������
����������������������������������������ǡ�
������������Ƥ���������������������������
�������������������������������������Ǥ�
���������������������������������������
����������������������������������ǡ����������
�������������������������Ǥ������������������
��������������������������������������������
�������������������������������������
�������������������Ǥ�

������������������������������������������
������������������������ǡ���������ǡ�
����������������������������Ǧ��������ǡ�
����������������������������������
�����������������������������������������
���������������������ǡ������������������
��������������Ǥ�����������������������ǡ�
����Ǧ�����������������������������������
��������������������������������ǡ�
���������������������������������������
�����������������������������������������
��������������������������������������
����������Ǥ

Objectives

͙Ǥ� �����������������������������������
������������������������������
������������������������������
��������Ǥ

͚Ǥ� ��������������������������������
������������������������������
�������������������������������
�����������������������������������
��������������

͛Ǥ� ����������������������������������
�������������������������������������
�����������������������������������
������

͜Ǥ� ��������͚͚�������������������������
����͘͜����������������������������

͝Ǥ� �������������������ƥ���������
�����������������Ȃ���������Ǥ
��Ǥ��Ǥ

Strategy, Tactics & 
Implementation

���������������������������������������
�����������������������������������
�������������������������������������
��������������������ơ������ǡ��������������
���������������������������������������
����������������������������������
�����Ǣ�����������������������������
������Ǣ���������������������������
�������������������ǣ�

• ͜͠��������������������������
�������������������������
�������������͘͝�����������������
���������������������������Ǥ

• ����������������������ȋ͚͛άȌ�������
���������������������͛��������������
����ƪ���ǡ��������������������
���������ǡ����������������͙����͘͜�
���������������������������������ȗ

• ������������������������������������
���������������������������������������
������������������������������

• ͛͝ά���������������������������������
�����������������������������������
�������������������������������
���������������������������������
������ǯ�����������

• ��������������������������������
���������������������������������

��������Ƥ�����������������������������
��ǡ���������������������������������
���������������������������������������
���������ǡ����������������������
������������������������������
�����������������������������������
�����������������������������������
�����������������Ǥ�

• �������������������������������
���������������������������������
������������������������������������
�����������������������������������
������������������������������
�����������������Ǥ�����������������
͘͜͝��������������ǡ��������������ǡ�
�������������������������������
���Ǧ������������������������������
�������������������Ǥ�������������������
����������������������������������
����������������������������������
�������������������������������Ǣ�
������������������������������������
����������Ǥ

Report

����������������������ǡ���������������
���������������������������������������
��������ǡ�����Ƥ������������������������
��͙͚Ǧ���������������������Ǯ�����������ǣ�
�����������������������������������������ǯǤ�
������������������������������������
����������������ǡ�������������������
��������ǡ��������������������������������
���������������������������������������

�����������������������������������
�����������������ǡ����������������
���������Ǥ

������������������������������������
	���������������������������������������
�����ǯ���������������������������ǡ���ǯ����
���������������Ǥ�����������������������
������������������������������������������
���Ƥ�����������������������Ǥ

Video

��������������������������������������
�������������͡�����������������������Ǧ
���������������������������������������
����������������������������������������
�����Ǥ�������������������������������
Ƥ����������������������������������������
���������������������������������������
���������������������������������������
����������������������������������������
�����������������������������������Ȁ���
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ISSUES OR CRISIS MANAGEMENT

Westminster City 
Council
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Objectives 
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Strategy & target audience 
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Implementation & creativity 
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Results & evaluation 
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Client	Services

CIPRnet

CIPR
Corporate	and	Business	Communications	Campaign	–

case	study

How	do	you	reach	more	than	350	million	people	in	152	countries	with	a	business	story	about	a	precision	scales

manufacturer	and	accuracy	in	measurement	to	achieve	a	sales	uplift	of	22%?

By	combining	a	little	known	gravitational	fact	with	a	garden	gnome	and	creating	the	world's	first	mass	participation

gravity	experiment.

Ogilvy	PR/London	and	OgilvyOne

Client:	Kern	&	Sohn

Brief	and	objectives

Kern,	a	precision	scales	manufacturer,	wanted	to	build	its	brand,	differentiate	itself	and	grow	market	share	within	the

science	and	education	sectors.

However,	with	millions	of	schools	and	laboratories	around	the	world	to	reach,	Kern	faced	the	challenge	of	a	highly

commoditised	marketplace	and	a	disinterested	media.

Ogilvy	PR/London	and	OgilvyOne	were	challenged	to	deliver	an	engaging	business	campaign	that	would	affect

behavioural	change	within	the	target	audience,	encouraging	them	to	recognise	brand	'Kern'	for	the	first	time	and	make

purchases	based	on	familiarity	and	preference.

Three	key	objectives	were	set:

\.	 Drive	sales	of	scales	to	the	education	and	science	sectors	by	enhancing	Kern's	brand	visibility	and	preference

amongst	these	key	markets.

].	 Generate	conversations	internationally	around	gravity's	influence	on	weight	measurement	–	explaining	the

importance	of	Kern's	USP	-	calibrating	scales	for	local	gravity.

b.	 Raise	awareness	of	Kern's	reputation	for	accuracy	within	and	beyond	its	existing	customer	base	-	securing

coverage	outside	of	specialist	media.

Strategy	and	tactics

To	give	the	public	a	reason	to	talk	about	Kern	and	'accuracy	in	measurement'	we	set	out	to	make	complex	science

accessible,	harnessing	Kern's	gravitational	calibration	USP.

After	conducting	in-depth	research	into	education	and	science	influencers,	and	delving	into	scientific	theories	on	weight

and	measurement,	we	conceived	of	the	Gnome	Experiment	–	a	global	research	project	aimed	at	proving	the	scientific

theory	that	gravity	varies	from	place	to	place	affecting	weight.

We	are	the	chartered	body	for	public	relations	and	the	largest
membership	organisation	for	PR	professionals	in	Europe.

Enter	your	keywords

We	store	cookies	on	your	computer	to	make	sure	we	give	you	the	best	experience	on	our	website.	You	can	find	out	more	about	how	we	use	cookies	by

viewing	our	privacy	policy.

Tick	here	to	opt	out	 	or	click	 Close 	to	keep	opted	in.
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We	would:

Harness	compelling	science	surrounding	gravitational	anomalies	to	engage	new	audiences

Give	Kern	a	personality	that	would	speak	to	all	media	channels

Transform	the	way	Kern	reaches	buyers,	targeting	influencers	via	new	channels	and	encouraging	interaction	with

the	brand

Go	beyond	traditional	media,	amplifying	flagship	coverage	and	developing	engaging	sharable	content

Offer	local	stories	anchored	in	international	activity	targeting	territories	including;	Switzerland,	South	Africa,	the

UK,	the	US,	Canada	etc.	for	physical	activity	to	spark	local	conversations	yet	attract	international	attention

Implementation

In	early	2012	we	created	of	a	chip	proof	garden	gnome	(also	called	Kern),	providing	the	campaign	with	a	universally

appealing	personality.	Gnomes	are	famed	for	their	love	of	travelling	and	originate	from	Bavaria,	where	Kern	scales	are

manufactured.	A	flight	kit	containing	a	set	of	Kern	precision	scales	and	the	gnome	was	then	circulated	between	invited

scientists	and	existing	Kern	customers	globally.	This	provided	professional	endorsement	of	the	Gnome	Experiment	as

individuals	weighed	the	gnome	at	their	location	before	passing	it	on.

In	March	2012	we	initiated	media	and	influencer	engagement:

We	developed	a	blog	and	website	(gnomeexperiment.com)	to	host	experiment	results	and	directly	engage

volunteers	and	fans.	Through	these	channels,	and	across	other	social	media,	the	gnome's	own	personality

emerged;	scientifically	irreverent

Social	media	news	releases	targeting	global	media	as	well	as	science	and	education	influencers	brought	consumer

and	target	business	attention	to	Gnomeexperiment.com	–	requesting	volunteers	and	engaging	millions

We	provided	experiment	participants	with	the	tools	to	share	their	involvement	with	local	media	and	friends

We	shared	content	including	travel	snaps	of	the	gnome,	video	and	facts	about	gravity	to	encourage	further

sharing

Research,	Planning,	Measurement	and	Evaluation

Our	audience	analysis	(surveys,	perceptions	audit	and	analysis	of	Kern's	historic	sales	data)	revealed;	low	brand

recognition	for	laboratory	grade	balances,	a	highly	commoditised	marketplace,	no	significant	discussion	of	measurement

and	accuracy	outside	of	specialist	titles,	and	few	independent	views	on	quality,	reliability	or	precision.

Recognising	that	Kern's	targets	represented	a	global	audience,	from	school	teachers	to	Nobel	scientists,	we	established

that	this	extremely	diverse	group	is	influenced	by	equally	diverse	sources,	including	friends,	peers,	and	media.	They	are

highly	active	on-line;	inquisitively	seeking	out,	discussing	and	sharing	information	they	'discover'	from	a	host	of	influential

and	specialist	cross-media	sources.

Our	creative	use	of	little-known	gravitational	facts	and	a	travelling	gnome,	brought	together	academics,	scientists	and

the	media;	sparking	global	conversations	through	the	world's	first	mass-participation	gravity	experiment.

Relation	to	objectives:
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1.	Drive	sales:	In	only	two	weeks	following	the	campaign	launch	Kern	saw:

Product	sales	to	target	groups	increase	by	22%

2,200	former	customers	get	back	in	touch

1,445	new	leads	generated:	40%	schools,	25%	scientists

2.	Generate	conversations:	Kern	and	its	USP	were	debated	amongst	scholars,	scientists	and	the	general	public	across	all

media.	Its	experiment	increased	global	understanding	of	the	issues	of	gravity	and	weight	measurement	reaching	an

audience	of	over	350	million.	Corporate	website	visits	increased	256%	and	Gnome	Experiment	volunteers	ranged	from

schoolchildren	to	internationally	acclaimed	scientists.

3.	Raise	awareness:	Globally,	people	became	enthralled	by	the	Gnome	Experiment	as	it	brought	science	to	life.	For	the

first	time	Kern	drew	the	attention	of	popular	science	publications,	national	newspapers,	influential	on-line	publications,

broadcast	news	and	social	media.	For	example:	New	Scientist,	Fox	News,	BBC,	the	Metro,	Le	Monde,	Straights	Times	and

National	Geographic,	etc.

Budget	and	cost	effectiveness

On	a	limited	budget	(£10,000),	our	campaign	took	Kern	from	laboratories	and	schools	into	people's	daily	lives.	Millions

learned	about	gravity,	tens	of	thousands	shared	our	content,	and	thousands	volunteered	to	take	part	in	the	experiment.

Lauded	by	Oxford	scholars	and	science	geeks	alike	our	campaign	resulted	in	schools	incorporating	Kern's	experiment	into

lessons,	a	TED	presentation,	National	Geographic	feature	articles,	and	TV	production	companies	around	the	world	vying

to	feature	Kern	in	shows.	Some	key	highlights:

Week	One	After	Launch:

16,386	websites	linked	to	Kern's	GnomeExperiment.com

News,	science	and	education	shows	globally	ran	dedicated	Kern	segments

GnomeExperiment.com	saw	52,425	views,	with	a	new	participant	enlisting	every	20	seconds

By	Week	Two:

Coverage	reached	an	audience	in	excess	of	355,378,000

Analytics	revealed	coverage	reached	152	countries

1042%	ROI	achieved	based	on	new	distributor	sign-ups	alone

Schools	around	the	world	added	Kern's	story	to	the	curriculum

The	experiment	became	a	TED	talk

Today:

The	experiment	continues…	recently	Kern's	Gnome	visited	Newton's	apple	tree	in	the	company	of	BBC's	Newsround,

followed	swiftly	by	a	trip	into	earth's	upper	atmosphere	in	NASA's	zero-G	flight	trainer.

But	that's	nothing	compared	to	his	next	adventure…	Kern	and	his	trusty	scales	will	be	accompanying	the	Discovery

Channel	as	feature	characters	in	an	entire	science	series	filmed	all	over	the	world	–	a	priceless	result	for	an	earned	media

initiative.

View	Kern's	video	on	YouTube
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Category:	Public	Sector	Campaign.

West	Dunbartonshire	Council	-	Do	the	Right	Thing

West	Dunbartonshire	Council's	small	Corporate	Communications	team	used	just	£6,000	to	deliver	a	three-month

campaign	against	dog-fouling	that	achieved	high	levels	of	public	awareness	and	community	support,	and	increased

satisfaction	with	the	Council	by	49%.

Campaign	brief

Dog	fouling	is	consistently	one	of	the	most	complained-about	issues	in	West	Dunbartonshire,	with	2011	figures	showing

that	69%	of	the	public	said	it	bothered	them	more	than	any	other	form	of	litter.

Neighbourhood	Services	had	previously	worked	independently	to	tackle	this	problem,	primarily	through	the	distribution

of	generic	national	posters,	text-heavy	lamppost	warning	signs,	and	school	visits.	This	approach	had	remained	largely

unchanged	for	a	decade.

The	Council's	Corporate	Communications	team	is	committed	to	supporting	frontline	services	and	helping	to	improve	the

quality	of	life	for	local	residents.	In	response	to	the	2011	figures,	we	approached	Neighbourhood	Services	with	a	dog

fouling	campaign	proposal	for	summer	2012.	The	aim	was	to	use	new	and	imaginative	ways	to	highlight	the	problem	and

change	the	behaviour	of	the	minority	of	irresponsible	dog	owners.

Objectives

To	reduce	dog	fouling	across	West	Dunbartonshire,	but	especially	in	children's	play	parks,	sports	pitches	and

residential	areas	identified	as	"blackspots"

To	improve	public	perception	of	the	Council	by	countering	the	prevailing	view	that	not	enough	was	being	done	to

tackle	this	community	issue

Strategy	and	tactics

Previous	anti-fouling	material	had	a	light-hearted	focus	on	the	dog	and	its	almost	cheeky	behaviour.	Corporate

Communications	chose	instead	to	design	a	hard-hitting	campaign	called	'Do	the	Right	Thing',	that	personally	and

psychologically	targeted	the	irresponsible	minority	of	dog	owners	who	were	not	picking	up	after	their	pet.	We	wanted

this	group	to	feel	embarrassed	and	disgusting.	Our	tagline	'We	think	you	are	disgusting'	tried	to	get	over	to	these	owners

they	were	in	the	minority,	and	were	not	normal.	We	hoped	this	would	drive	them	to	change	their	behaviour.

The	campaign	needed	to	be	relentless	and	varied,	and	use	every	media	possible	to	get	the	message	across.	We	also

wanted	to	actively	involve	residents,	and	respond	to	their	feedback	so	that	they	felt	listened	to.

To	demonstrate	that	the	Council	was	not	alone	in	its	view	that	dog	fouling	is	disgusting,	we	enlisted	the	support	of	the

We	are	the	chartered	body	for	public	relations	and	the	largest
membership	organisation	for	PR	professionals	in	Europe.
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national	Keep	Scotland	Beautiful	charity	to	lend	support	to	media	photocalls	and	press	releases.	We	also	involved	local

football	teams	whose	playing	fields	had	been	blighted	by	dog	fouling	and	even	had	games	cancelled	as	a	result.

Implementation

The	campaign	used	the	following	methods:

Striking	and	simple	campaign	logo	and	graphics

The	'You're	disgusting'	theme	–	we	believed	owners	would	not	want	to	be	disgusting	or	in	the	minority

Themed	adverts	over	six	weeks	on	Your	Radio,	the	area's	local	station

15	superside	adverts	on	First	Buses	for	over	two	months

Half-page	adverts	in	our	two	local	papers	backed	up	by	half-page	editorial	for	free

Twenty	large	banners	for	display	at	playparks,	football	grounds	and	school	fences

Hundreds	of	campaign	leaflets	handed	out	door	to	door	in	blackspot	areas

Hundreds	of	hard-hitting	lamppost	warning	signs	installed

Extensive	use	of	social	media	to	challenge	views	of	residents	and	detail	our	activity

Three	mini-consultations	to	engage	residents	asking	where	they	thought	the	blackspot	areas	were,	where

additional	litter	bins	could	be	installed	to	help	dog	owners	and	what	they	thought	of	the	campaign

We	created	a	campaign	hook	by	spray-painting	dog	poo	bright	pink	in	three	pilot	areas.	The	poo	was	left	for	a	week	to	try

to	shock	irresponsible	owners	into	changing	their	bad	habits.	This	attracted	significant	national	coverage	and	lifted	the

campaign	onto	the	front	pages	of	the	local	papers.

Elsewhere	the	dedicated	campaign	Press	Officer	issued	weekly	press	releases	over	a	three-month	period.	Highlights

included:

Not	in	our	playparks!

Keep	off	our	sports	pitches!

20	new	litter	bins	installed

New	poop-scoop	vehicle	rolls	out	for	first	time

Poop	bag	demand	rises	dramatically

For	the	first	time	we	took	the	bold,	and	potentially	controversial	decision,	to	form	an	exclusive	campaign	partnership	with

the	Lennox	Herald,	the	area's	biggest-selling	local	newspaper,	in	exchange	for	weekly	page	leads	on	dog	fouling

Research,	planning,	measurement	and	evaluation

Evaluation	before	and	after	the	campaign	with	300	random	local	residents	via	a	Contact	Centre	questionnaire	and	online

survey	showed	that:

81%	of	residents	had	been	aware	of	the	dog	fouling	campaign
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98%	of	people	supported	the	campaign's	aims

43%	of	people	said	they	had	noticed	a	significant	or	some	reduction	in	dog	fouling	since	the	campaign	began

75%	of	residents	now	felt	the	Council	was	working	hard	to	tackle	the	problem	of	dog	fouling,	compared	to	only

26%	before	the	campaign.

During	the	campaign,	Neighbourhood	Services	reported	an	unprecedented	upsurge	in	demand	for	the	poop	scoop	bags

provided	free	by	the	Council,	to	the	extent	that	an	extra	180,000	had	to	be	ordered	to	replenish	stocks.

Unusually	for	a	dog	fouling	campaign,	we	were	able	to	secure	coverage	on	STV	News,	the	Daily	Mail,	BBC	News	Online

and	the	Scotsman	as	well	as	extensive	local	media	reporting.	Posts	about	the	campaign	on	the	Council's	Facebook	page

were	read	more	than	11,000	times	and	"liked"	over	200	times.

The	campaign	poster	was	downloaded	41	times	from	our	website.	Seven	UK	Councils	and	a	Stirlingshire	village	are	now

using	or	considering	adopting	our	"spray	it	pink"	approach.

The	campaign	has	been	shortlisted	for	a	Keep	Scotland	Beautiful	award.

Ronnie	Dinnie,	Head	of	Neighbourhood	Services	at	the	Council,	said:	"This	was	a	great	example	of	Corporate

Communications	assisting	a	frontline	service	to	reduce	dog	fouling	for	the	benefit	of	our	residents.	Delivering	a	three-month

campaign	on	a	budget	of	just	£6,000	that	was	recognised	by	over	80%	of	our	residents	and	led	to	a	50%	improvement	in

satisfaction	with	our	service	was	a	fantastic	achievement.	They	were	proactive,	responsive	and	inventive.	All	in	all,	a	great

campaign	success."

Budget

£6,000.
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Corporate	Social	Responsibility	Campaign	–	case	study

Category:	Corporate	Social	Responsibility.

KPMG/Living	Wage	Foundation	-	Living	Wage	Campaign

Background

Thousands	of	people	who	have	full-time	jobs	in	successful	organisations	can	still	find	themselves	caught	in	a	poverty	trap.

Workers	such	as	cleaners,	catering	and	security	staff	often	need	two	or	more	jobs	just	to	keep	afloat.	The	national

minimum	wage	is	£6.19	an	hour	-	but	'living	wage'	employers	now	pay	their	workers	at	least	£8.55	in	London	and	£7.45

outside	the	capital.	There	has	been	a	long-running	campaign	to	persuade	employers	to	provide	this	higher	wage	to	their

lowest	paid	staff.	But,	despite	years	of	protests	and	lobbying,	business	and	politicians	have	been	slow	to	respond.

Brief	and	objectives

In	October	2012,	the	Living	Wage	Foundation	('LWF')	and	its	principal	partner	KPMG	launched	an	integrated

communications	campaign	to:

Highlight	the	true	extent	of	low	pay	in	the	UK

Persuade	more	businesses	to	become	accredited	'living	wage'	employers

Accelerate	change	in	employment	conditions	for	the	lower	paid

Position	KPMG	as	a	leading	advocate	of	sustainable	employment	and	fairness

Strategy

To	create	a	national	campaign	that	channels	and	combines	the	different	activities	of	numerous	'living	wage'	groups	and

supporters	into	one	unified	awareness	and	lobbying	programme	–	with	the	central	aim	of	securing	a	mandate	for	change

from:

The	public	–	by	creating	a	groundswell	of	public	concern	and	backing	via	media	'noise'

Politicians	–	by	activating	government	and	MPs	into	championing	the	issue

Employers	–	by	educating	leading	businesses	that	'living	wage'	accreditation	realises	both	cost	savings	and

improved	reputation

Tactics

Implementation

Phase	one:	KPMG	PR	professionals	support	the	LWF	on	a	pro	bono	basis.	From	October	2012,	a	press	office	and

communications	hub	was	established	at	KPMG	to	co-ordinate	action	among	'living	wage'	support	groups	across	the

country	–	and	advise	on	communications	strategy.
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This	involved	achieving	consensus	and	coordination	between	many	different	stakeholders	and	interest	groups,	while

acknowledging	the	opposition	of	business	organisations	who	believe	the	'living	wage'	is	unaffordable	and	will	cause	job

losses

Phase	two	(October	29):	KPMG	research	highlighted	the	real	scale	of	poverty	pay	in	the	UK.	It	showed	that	nearly	one	in

five	workers	are	paid	less	than	the	'living	wage'	and	that	these	same	people	are	being	hardest	hit	by	the	recession

Phase	three	(November	4-10):	a	platform	of	'Living	Wage	Week'	convened	keynote	speakers	and	audiences	via	a	series	of

events	across	the	UK	-	to	focus	communication	activities,	and	encourage	businesses	to	become	accredited.	These

included	a	Greater	London	Authority	launch	at	City	Hall	hosted	by	Mayor	Boris	Johnson	…	a	Scottish	parliament	event

hosted	by	Deputy	First	Minister	Nicola	Sturgeon	…	and	a	KPMG	event	aimed	at	creating	the	country's	first	'living	wage'

zone	in	Canary	Wharf

A	number	of	demonstrations	and	protests	were	staged	by	groups	linked	to	the	'living	wage'	movement	during	the

campaign

Political	liaison

Throughout,	the	LWF	and	KPMG	liaised	with	political	parties	and	other	stakeholder	groups	to	generate	maximum

support	for	the	campaign,	and	to	coordinate/schedule	speeches	and	media	messaging

Future	platform

KPMG	and	the	LWF	have	extended	their	joint	campaign	into	2013

Efforts	are	underway	to	further	combine	the	activities	of	groups	supporting	the	'living	wage'	under	one	banner,

with	a	consistent	purpose	and	messaging

A	regular	monitor	and	report	–	providing	bi-annual	data	on	the	numbers	of	workers	still	paid	below	the	'living

wage'

Outputs

There	was	blanket	coverage	across	all	media	channels,	political	endorsement	and	a	surge	in	organisations	signing	up	to

be	'living	wage'	employers.

News	media

More	than	750	separate	items	of	coverage

TV	(BBC,	Sky,	ITV,	Channel	4,	regional	BBC	and	ITV)

Radio	(BBC	radios	1,2,4,5	and	most	BBC	local	radio,	World	at	One,	Today,	PM,	World	Tonight)

Print	articles	in	many	papers,	including	the	P1	leads	in	The	Independent	and	Observer

Commentariat	support	including	the	BBC's	Stephanie	Flanders	and	the	Daily	Telegraph's	Jeremy	Warner

Political

In	a	speech,	Labour	leader	Ed	Miliband	pledged	to	deliver	a	'living	wage'	to	'millions	of	people'	if	Labour	win	the

next	election

The	KPMG	survey	was	referenced	in	Prime	Minister's	Questions,	by	Work	and	Pensions	Secretary	Iain	Duncan-

Smith,	and	by	Rachel	Reeves,	shadow	Chief	Secretary	to	the	Treasury

Events
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London	–	Mayor	Boris	Johnson	announced	an	increased	'living	wage'	rate	at	City	Hall	reception

London	–	'Living	Wage	Standards	in	the	FTSE	100'	organised	by	Fair	Pensions	at	Aviva	Investors

Glasgow	-	Poverty	in	Action	event	hosted	at	KPMG

York	-	Joseph	Rowntree	Foundation	event

Cardiff	–	City	County	Council	event

London	–	joint	event	between	Living	Wage	Foundation,	KPMG	and	Greater	London	Authority.	100	candidate

employers	attended	to	understand	benefits	and	mechanics	of	accreditation

Measurable	benefits

The	'living	wage'	movement	says	this	has	been	one	of	the	most	successful	social	change	campaigns	in	recent	years	-	with

a	step	change	in	levels	of	public	awareness	and	corporate	engagement.	In	the	same	way	that	the	Fairtrade	movement

evolved	from	small	beginnings,	the	'living	wage'	is	now	moving	from	the	niche	to	the	mainstream.

From	a	starting	point	of	70	accredited	employers	last	year,	the	number	has	more	than	doubled,	with	a	further	90	leading

employers	now	signed-up,	with	more	joining	every	week.	There	are	now	advanced	discussions	with	major	brands,

including	coffee	chains,	telcos	and	FTSE	100	companies.	2,700	cleaners	employed	by	the	Department	of	Work	and

Pensions	at	UK	job	centres	are	now	also	paid	the	'living	wage'.	So	many	employers	have	expressed	interest	in

accreditation,	the	LWF	is	hiring	extra	staff	to	cope.

By	conservative	estimates,	the	campaign	has	put	£200	million	into	the	pockets	of	a	further	45,000	low	paid	workers	every

year.

Ed	Miliband	has	promised	that	the	'living	wage'	will	be	included	in	next	Labour	election	manifesto	and	-	with	backing

from	Boris	Johnson	–	there	is	a	realistic	prospect	that	the	Conservative	manifesto	may	also	promise	future	legislation.

Budget	and	cost	effectiveness

The	campaign	budget	over	the	period	October-December	2012	was	£10,000.
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Public	Affairs	Campaign	–	case	study

Category:	Public	Affairs	Campaign.

Guide	Dogs	-	Dog	Attacks	Campaign

Background

By	June	2012,	Guide	Dogs	found	the	number	of	attacks	on	guide	dogs	by	other	dogs	had	reached	an	all-time	high,	with	an

average	of	eight	a	month.	Attacks	are	not	only	extremely	traumatic	for	a	guide	dog,	sometimes	leading	to	early

retirement,	but	also	devastating	for	the	owner.	At	best,	the	owner	is	housebound	while	their	guide	dog	recovers	and	at

worst,	loses	their	beloved	companion.	Adding	insult	to	injury,	few	culprits	are	brought	to	justice	for	their	irresponsible

dog	ownership.

Between	23	April	and	15	June,	2012,	the	Department	for	the	Environment,	Food	and	Rural	Affairs	(Defra)	ran	a	public

consultation	on	a	proposed	package	of	measures	to	tackle	irresponsible	dog	ownership	in	England,	including	the

compulsory	microchipping	of	dogs.

Campaign	brief

Guide	Dogs'	Dog	Attacks	Campaign	focused	on	reducing	the	number	of	attacks	by	getting	the	mandatory	microchipping

of	all	dogs	introduced.	Given	the	massive	impact	that	an	attack	on	a	guide	dog	has	on	its	owner,	we	also	feel	an	attack	on

a	working	assistance	dog	should	be	viewed,	under	the	law,	as	equally	seriously	as	an	attack	on	a	human.

Objectives

].	 To	activate	the	three	key	groups	–	visual	impairment	campaigners,	politicians	and	the	police	–	to	influence	Defra's

decision.

_.	 To	build	a	sustainable	campaign	that	would	hold	the	attention	of	media	and	politicians	and	ensure	that	Defra

introduced	compulsory	microchipping.

Strategy

Guide	Dogs	released	a	report	on	11	June	2012,	entitled	'A	review	of	the	data	on	dog	attacks	on	guide	dogs	in	2012',

revealing	the	latest	attack	figure.	The	release	was	scheduled	two	days	before	Guide	Dogs'	Parliamentary	reception	about

guide	dog	attacks	on	13	June,	to	ensure	awareness	peaked	in	time	for	the	reception.	The	report's	release	and	the

Parliamentary	reception	were	scheduled	in	time	for	the	end	of	Defra's	consultation	on	15	June.

A	proactive	media	and	social	media	campaign	for	the	report's	release	was	designed	to	gain	national	and	regional

coverage	in	print,	online	and	broadcast	media.	The	media	strategy	involved	targeting	journalists	who	had	either	written

favourably	about	guide	dog	attacks	before,	or	dog	attacks	on	people,	to	secure	features	and	news	stories.	Guide	Dogs

then	targeted	political	and	social	affairs	correspondents,	and	the	canine	and	disability	press,	with	hard-hitting	case
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studies	and	statistics	to	tell	the	human	story	behind	guide	dog	attacks.

All	PR	activity	drove	attention	to	Guide	Dogs'	website,	where	people	could	write	to	their	MP,	urging	them	to	attend	the

Parliamentary	reception.

Outputs

A	press	release	with	the	report's	key	findings	and	case	studies	resulted	in	158	pieces	of	media	coverage,	all	containing	the

key	message	that	guide	dog	attacks	were	at	an	all-time	high.

Broadcast	highlights	included	BBC	Breakfast	(2012	daily	viewer	average:	1.5million),	BBC	Radio	4's	Today	programme

(summer	2012	daily	listener	average:	6.94million),	5	Live	and	Sky	News.	Online	and	print	highlights	included	the	Daily

Mail	(print	and	online,	reaching	9.5million	readers	that	day),	The	Sun	(2012	average	daily	circulation:	2.58million),	The

Daily	Mirror	(2012	average	daily	circulation:	1.1million),	The	Daily	Telegraph	(2012	circulation:	578,774),	and	The	Times

(2012	circulation:	397,549).

Local	case	studies	resulted	in	regional	coverage	highlights	including	BBC	London	Tonight,	ITV	Meridian,	Edinburgh

Evening	News,	The	Yorkshire	Post	and	the	Birmingham	Mail.

Social	media	activity	saw	the	then	weekly	target	for	the	number	of	people	'talking	about'	Guide	Dogs	on	Facebook

smashed.	The	target	of	600	people	was	exceeded	all	week,	notably	11	June	(932)	and	13	June	(1,889).

Coverage	was	reinforced	by	sending	MPs	a	template	press	release	and	photograph	to	release	to	the	media	to	show	their

support	for	the	campaign.	This	resulted	in	scores	of	positive	mentions	of	Guide	Dogs'	campaign	in	addition	to	the	PR

campaign.

A	particular	success	was	the	longevity	of	the	media	campaign's	coverage,	after	the	initial	spike.	Coverage	continued	to

appear	in	the	media	for	several	months,	with	a	Daily	Mail	columnist	mentioning	the	issue	in	a	piece	on	dogs	in	December

2012.

A	total	of	4,242	people	wrote	to	their	MP	through	Guide	Dogs'	website	between	1	January,	2012	and	30	June,	2012.	Of

these,	4,101	were	in	May	and	June	alone,	encouraging	MPs	to	attend	the	Parliamentary	reception.	This	was	in	addition	to

engaging	personal	invites	Guide	Dogs	sent	individual	politicians.

By	releasing	the	report	two	days	before	the	Parliamentary	reception,	it	also	provided	a	further	incentive	for	MPs	to

attend.	Some	155	MPs	attended	–	our	most	successful	reception	ever	–	with	five	ministers	present	including	primary

target,	Caroline	Spelman,	the	then	Secretary	of	State	for	Environment,	Food	and	Rural	Affairs.	Attendees	watched	a

short	film	about	the	effects	dog	attacks	have	on	both	guide	dog	and	owner.

The	campaign	had	a	huge	impact	on	Westminster	MPs,	according	to	a	survey	conducted	by	nfp	Synergy	group,	with	79%

aware	of	it	–	a	figure	no	other	charity	campaign	achieved	in	the	previous	six	months.	The	topic	also	topped	awareness

charts	across	all	three	major	political	parties,	and	55%	of	MPs	supported	our	campaign	–	the	highest	score	achieved	by

any	charity.

As	a	result	of	the	media	coverage	and	emails	sent	to	MPs	by	Guide	Dogs	supporters,	the	Association	of	Chief	Police

Officers	(ACPO)	spoke	to	Guide	Dogs	about	putting	together	a	procedure	for	officers	to	follow	when	dealing	with	a	guide

dog	attack.

In	September	2012,	Guide	Dogs	Chief	Executive,	Richard	Leaman,	was	invited	to	give	evidence	at	a	Defra	Select

Committee	Inquiry	into	Dog	Control	and	Welfare.
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BBC's	regional	news	magazine	programme,	Inside	Out,	followed	up	on	the	coverage,	producing	four	regional	eight-

minute	films	highlighting	the	issue.	These	were	broadcast	in	October	2012	and	January	2013.

Outcomes

In	February	2013,	Guide	Dogs	was	delighted	when	Defra	announced	that	the	compulsory	microchipping	of	all	dogs	in

England	will	come	into	force	from	April	2016.

Budget

The	Parliamentary	reception	cost	£5,300.
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Healthcare	Campaign	–	case	study

Category:	Healthcare	Campaign.

Unity/Cancer	Research	UK	–	R	UV	UGLY

Brief	and	objectives

Despite	new	legislation	banning	under-18s	from	sunbeds,	many	were	still	visiting	salons	to	achieve	'that	glow'.	Spurred	on

by	celebrity	obsession	–	and	demonstrated	vividly	on	programmes	such	as	The	Only	Way	Is	Essex	(TOWIE)	-	youth's	affair

with	tanning	showed	no	sign	of	easing	with	the	rise	of	tan	monikers	such	as	the	'Ibiza	Splash'	and	'Orangatan'

demonstrating	cultural	relevance.

Yet,	research	worryingly	showed	that	using	a	sunbed	for	the	first	time	before	the	age	of	35	increases	the	risk	of	malignant

melanoma	–	the	most	serious	form	of	skin	cancer	-	by	75	percent.

Our	brief	was	to:

engage	16-24	year	old	female	CD2E's	and	a	secondary	audience	of	older	'influencers'	(those	allowing	or

encouraging	sunbed	use),	largely	-	but	not	exclusively	-	in	the	North

reduce	sunbed	use.

Strategy	and	tactics

With	an	appearance	obsessed	audience	–	prone	to	switching	off	to	health	messaging	and	seemingly	invincible	-	we

focused	on	a	pure-play	vanity	message	–	that	using	a	sunbed	would	make	them	look	old	before	their	time.

It	was	key	that	we	didn't	make	the	tan	the	enemy	(the	war	on	this	was	lost),	but	rather	show	they	could	still	get	'the	look',

but	without	the	health	threat.

We	borrowed	from	text	speak,	and	came	up	with	R	UV	UGLY?	-	leveraging	the	'UV'	in	sunbeds	and	posing	a	question	we

could	then	answer.	By	placing	UV	skin	scanning	cameras	at	the	heart	of	our	campaign	we	could	graphically	show	what

lurked	beneath	the	skin.	We	were	giving	them	an	opportunity	to	see	the	damage	already	done	-	and	therefore	the	very

real	risk	of	melanoma.	To	an	audience	obsessed	with	appearance	we	knew	this	would	be	irresistible,	which	a	focus	group

confirmed.

By	teaming	up	with	the	UK's	leading	skin	clinic,	sk:n,	to	offer	free	skin	assessments,	we	were	able	to	remove	the	cost

barrier,	personalise	the	risk	through	individual	consultations	and	also,	with	37	clinics	nationwide,	make	them	accessible	to

the	masses.

Importantly,	channeling	findings	from	our	focus	group,	we	offered	everyone	'two-for-none'	vouchers,	meaning	they	could

share	the	experience	with	a	friend,	or	an	older	family	member	(our	secondary	audience)	could	accompany	their	young

relatives.
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A	pre	and	post	questionnaire	was	also	created	for	completion	in-clinic,	enabling	us	to	gather	vital	data.	And	by	teaming

up	with	celebrity	fake	tan	brand	Vita	Liberata	(secured	for	free),	we	also	offered	all	participants	safer	alternatives	to

sunbeds.

Implementation

With	programmes	such	as	TOWIE	and	Made	in	Chelsea	fuelling	the	tanning	obsession,	we	felt	it	was	key	to	engage	these

influencers	and	get	their	help	to	position	fake	tan	as	a	viable	alternative.

Secured	talent	(for	free)	included	Binky	Felstead	(Made	in	Chelsea),	Maria	Fowler	and	Sam	&	Billie	Faiers	(TOWIE),

Gemma	Merna	(Hollyoaks),	Kym	Marsh	(Coronation	Street)	and	singer	Paloma	Faith.	We	promoted	their	involvement

through	interview	placements,	placed	skin	assessments	(very	brave!)	and	by	encouraging	them	to	tweet	to	drive	fans	to

the	Facebook	voucher	page.

To	take	the	campaign,	digitally,	to	where	the	audience	hung	out,	we	created	a	bespoke	Facebook	tab	as	a	campaign	hub.

It	contained	information,	a	video	of	tanning	tips	featuring	Made	in	Chelsea's	Binky,	and	–	importantly	–	a	text/email

voucher	mechanic	to	claim	their	'two	for	none'.	This	simple	addition	ensured	the	campaign	worked	with	how	this

Blackberryobsessed	audience	lives	their	lives.	Binky's	film	was	also	seeded	widely.

Other	influencers	–	namely	other	young	people	–	were	also	secured	/	placed	as	case	studies	alongside	the	vouchers.

Success	included	a	DPS	feature	in	The	Sun.

The	campaign	was	also	supported	with	a	'digital	photobooth'	campaign	in	Manchester	and	Newcastle,	which	produced

UV	as	well	as	normal,	passport	photos.	Supporting	media	relations	drove	footfall	and	participants	got	to	take	away	their

R	UV	UGLY?	photocard	and	fake	tan	product.

Supporting	this,	were	two	news	stories	designed	to	make	sunbed	dangers	a	national	talking	point.	The	first	focused	on

how	friends	/	family	were	inadvertently	putting	their	loved-ones	lives	at	risk	(hitting	our	secondary	audience).Then,

building	on	the	vanity	angle,	we	persuaded	the	nations	largest	model	agencies	(Next,	IMG,	Premier	etc)	to	agree	a	cross

agency	ban	on	sunbed	use.

With	models	being	key	influencers,	we	launched	the	story	during	London	Fashion	Week,	and	stole	the	limelight	with

extensive	coverage	including	the	front	page	of	the	Metro	and	live	broadcasts	on	BBC	Breakfast,	Five	News	and	Sky	News.

Coverage	was	also	secured	in	female	orientated	online	and	youth	focused	programmes	including	Radio	1	Newsbeat.

Many	model	agencies	tweeted	the	news	to	our	dedicated	#RUVUGLY	hashtag	which	led	to	further	influential	tweets

from	the	likes	of	Nicola	Roberts.	Finally,	the	model	story	went	global	with	Al	Jazeera	picking	up	on	it	and	Australian

model	agencies	following	suit.

Overall	we	achieved	widespread	online	chatter,	primarily	from	one	of	the	biggest	UK	beauty	blogs	and	also	via	national

news	outlets	including	@SkyNews	and	@TelegraphFashion.	We	encouraged	all	users	to	include	bespoke,	trackable	links

to	our	Facebook	tab	to	ensure	the	voucher	download	process	was	simple.

Research,	Planning,	Measurement,	Evaluation,	Cost-effectiveness

Overall	75%	of	sunbed	users	who,	before	the	scan,	said	they	expected	to	use	sunbeds	more	or	the	same	in	the	future,

changed	their	minds	immediately	after	their	scan	and	said	they	expected	to	use	them	less	or	not	at	all.

Immediately	after	the	scan,	half	of	the	sunbed	users	aged	under	25	said	they	would	not	use	sunbeds	in	the	future
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compared	to	22%	who	had	said	this	before	the	scan.	Via	a	follow-up	survey	conducted	eight	weeks	after	the	campaign

closed,	we	were	able	to	measure	sustained	behaviour	change,	demonstrated	by	46%	of	respondents	reporting	they'd

stopped	using	sunbeds	or	used	sunbeds	less	than	they	did	before.

We	smashed	client	KPIs	at	below	their	target	cost	of	£1.50	per	engagement	and	delivered	independently-verified	changes

in	behaviour.

R	UV	UGLY?	has	been	revived	in	2013.
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Issues	or	Crisis	Management	–	case	study

Category:	Issues	and	Crisis	Management.

Action	for	Children	-	Closing	a	service	and	getting	it	right

Budget

Under	£10,000.

Brief	and	objectives

Action	for	Children	concluded	that	it	had	no	option	but	to	close	a	large	service.	Stakeholder	management	was	extremely

sensitive	and	complex.	The	children	and	young	people	have	very	high-level	needs;	the	service	is	the	local	community's

second	largest	employer;	there	are	11	different	commissioners;	and	there	was	a	very	prominent	local	stakeholder.	Action

for	Children	had	to	manage	a	consultation	on	the	service's	future	and	the	closure	announcement.

Strategy	and	tactics	(including	innovation	and	creativity)

It	was	very	clear	to	us	that	both	the	proposal	and	the	decision	would	attract	media	coverage	and	local	interest.	We

decided	on	a	proactive	media	strategy,	contacting	local	outlets	with	our	statement	and	briefing	journalists	who	had

already	shown	an	interest	slightly	in	advance	of	others.

We	also	knew	that	very	large	numbers	of	local	stakeholders	needed	to	be	informed	before	the	story	was	publicised	–	on

the	same	day,	if	at	all	possible.	We	involved	a	wide	range	of	different	people	to	make	sure	that	this	happened.	In	both

October	2012	and	February	2013,	we	contacted	over	200	individuals	over	a	single	day,	as	well	as	providing	an	opportunity

for	public	feedback,	separately	from	consulting	with	staff.

Throughout	this	process,	we	created	open	lines	of	communication,	so	that	stakeholders	could	come	to	us	directly	and	not

to	the	media	or	other,	external	parties.	We	also	made	full	use	of	our	local	contacts	to	ensure	that	local	stakeholders	of

whom	we	were	initially	unaware	were	picked	up.

We	ensured	that	the	communications	in	the	period	leading	up	to	and	following	each	announcement,	and	throughout	the

consultation	period,	were	integrated	with	the	management	of	announcement	days.	By	integrating	'regular'

communications	with	our	crisis	communications	management,	we	prepared	the	ground	for	the	final	decision	and	ensured

that	the	reaction	was	as	controlled	as	possible.

Implementation,	including	where,	when	and	for	how	long

Leading	up	to	October	2012	and	again	in	February	2013,	we	prepared	and	planned	for	the	announcement	of	a

consultation	on	the	future	of	the	service	in	October	2012	and	a	final	decision	in	February	2013.

Demonstrate	how	negative	impacts	were	avoided	and	positives	achieved

We	are	the	chartered	body	for	public	relations	and	the	largest
membership	organisation	for	PR	professionals	in	Europe.
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viewing	our	privacy	policy.

Tick	here	to	opt	out	 	or	click	 Close 	to	keep	opted	in.
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The	coverage	of	both	announcement	days	was	fair	and	balanced.	All	coverage	included	significant	parts	of	our	statement,

and	often	the	whole	text.	Since	October	2012,	we	have	not	seen	a	single	concerned	quotation	from	the	public	or

stakeholders	in	the	press.	Staff	have	appreciated	the	support	which	we	have	put	in	place.	We	have	seen	no	quotations

attributed	to	staff	in	the	public	domain.

Research,	planning,	measurement	and	evaluation	(outcomes	and	outputs)

We	prepared	a	comprehensive	Stakeholder	Plan	to	manage	communications	throughout	this	process.	We	considered	a

comprehensive	set	of	stakeholders.	All	public	and	staff	feedback	was	carefully	monitored,	and	fully	responded	to.	We	also

fielded	staff	questions	informally	and	incorporated	them	into	a	staff	Questions	and	Answers	document.

All	media	coverage	was	carefully	monitored,	as	were	responses	to	both	the	collective	consultation	with	staff	and	the

opportunity	for	public	feedback,	with	results	as	above.	A	team	was	brought	together	from	across	the	organisation	to

manage	the	consultation	period	and	to	monitor	staff	attitudes	throughout	the	period.
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ESTABLISHMENT / setting the scene 

 
A. Thank you for your time and interest. 
B. The purpose of this study is to understand more about how PR practitioners effect change when dealing with 

difficult, highly contested or even emotionally charged issues or circumstances. In particular, I am interested 
in those circumstances where stakeholders feel they are being coerced by the whims or interests of others or 
being asked to give up control over something important to them. 

C. You may feel that such circumstances are likely during times of change or crisis. You may have dealt with 
issue or advocacy groups, contentious workforce disputes, facility closures, product recalls, problematic CSR 
programmes, lobbied for changes in the law, or even helped set up new services or production facilities 
against the wishes of a local community.  

D. I am interested in your views, experiences and opinions. This isn't about what you may see as professionally 
acceptable, proper or correct. It is about what you have observed in practice to be the case or to be 
effective. I am interested too in any examples and experiences you may wish to talk about to illustrate your 
points. 

E. I will respect your anonymity at all times and stages during this study. Your views will be anonymised or 
pseudonymised and no illustration or comment will be included in the research outputs if this is likely to 
identify you or the instance to which you are referring. 

F. I will also try my hardest to capture and reflect your views accurately. To this end, may I record this 
conversation so that an accurate transcript can be made? I can assure you that the data in its original form 
will NOT be presented with my thesis. It may be transcribed though (see E). The data will be stored and 
processed ONLY by me. 

G. There are five main questions but each presents different areas to explore. This may sound like a lot but 
some are relatively straight forward. Others you may want to think about before you answer. The degree to 
which we spend time on each of these questions is, in large part, up to you. I will explain each area as we 
encounter it. You may not wish to answer all of the original or supplementary questions or have a view about 
any or all the matters we touch on. That’s fine. There’ll also be a chance at the end of the interview for you 
to say anything that occurs to you as helpful and which you’ve not had a chance to raise with me.  

H. Getting an accurate understanding of your view is important to me and I will be listening hard to what you 
have to say. I will try to paraphrase your comments at different stage in the interview and check this out 
with you. 

I. Are you ready / willing to proceed? 

Explanation / PREAMBLE Question / DRILLING AND FUNNELING 

Communicative legitimation: legal, traditional and charismatic appeals. 

Firstly, could I seek your advice about 
how best to appeal to people when 
discussing contentious issues or when 
asking them to accept something 
firmly out of the routine and which 
they may not like. To explain, I am 
interested in your views about the 
relative value of different types of 
practice; for example … 

1 … if you were asked to improve messaging around social 
distancing, but could only adopt one of these approaches, 
what would you recommend: follow the rules (law), do what’s 
expected (majority), or do what is done by people you 
respect (values or charisma)? 

 

Symbolic interactionism: frame, footing and face. 

Next, I’d like to hear your views about 
how people (stakeholders) perceive 
those around them, or who may have 
influence over them, when an 
important issue is at stake … and how 
this affects PR practice or messaging. 

2 Do expert sources of advice or guidance work? Do they work in 
all circumstances? Are some types better than others? What is 
your experience, what do people perceive as a credible 
reason when they are being asked to give up something they 
value? Does this vary too? In what way? 

3 Can you convince people to do something when the evidence 
for it is weak or mixed? Does it matter? How can this be done 
best, what appeals are most effective? 

4 What behaviours do people display or become influenced by 
when they are concerned or anxious about change: for 
example, do people become more selfish, altruistic, safety 
conscious, community-minded, rational? Do people respond to 
messages (planned or not) which appeal to or reject these 
states of mind? Are other states of mind more commonplace 
do you think?  

Intercultural competence. 
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I was wondering if you felt the 
personality of the practitioner can 
affect his or her chances of success 
when dealing with highly sensitive or 
contentious matters.  

5 Is [A1] empathy, open-mindedness and flexibility or [A2] 
desensitisation, focus, resolve, and agency more likely to 
yield change in areas of contested policy? 

6 Is [A1] empathy, open-mindedness and flexibility or [A2] 
desensitisation, focus, resolve, and agency more compatible 
with PR Excellence [mutuality and symmetry]? 

Conceptual model of PR as culture. 

When thinking about contentious 
circumstances, or when the various 
parties involved think there’s a lot at 
stake, I was wondering if you thought 
that you need to be more than just a 
competent practitioner per se and, 
actually, success depends on what 
else you can bring to the table. To 
explain … 

7 How important to the PR practitioner is access to, and the 
maintenance of, professional and personal networks? 

8 Who is more productive and useful to you in these 
circumstances: someone who commits to mutuality and 
symmetry or someone who secures results and a happy client 
through whatever means necessary? 

9 What is more important to you: predictable and reliable 
professional behaviour or more creative, inventive or even 
counter-intuitive but ultimately effective solutions? 

Does PR practice deal in and exchange cultural capital? 

The final area of interest to me is 
what others (clients) expect from the 
PR practitioner during moments of 
difficulty or when there’s a lot riding 
on the result. To be specific … 

10 Do clients expect the practitioner to act in a particular way: 
accent, dress, even gender stereotypes? Note: I make no 
judgements about what these might be, I’m just seeking your 
view about the principle itself and any examples you may 
have to illustrate your view. 

11 What is the most valuable personal experience or background 
a practitioner can have? Does this vary by sector: commercial, 
government, financial, international, third sector, etc? I was 
thinking in terms of upbringing or education. 

12 Are there cultural ‘tells’ important to the PR practitioner in 
terms of what the client expects? These could include accent, 
lifestyle or dress-sense. Are some more important than 
others? 

CONCLUSION 

A. Those are the main issues and themes I wanted to discuss with you. 

B. You have given me lots to think about and offered plenty of insight and astute reflection. 

Has anything occurred to you during 
the conversation that you’d like to tell 
me or which you’d planned to say but 
not been able to? 

Z  

C. Thank you for your time and patience. 
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 Interviewer [I]  
Respondent 1 [R1] 

SERIAL SPEAKER TRANSCRIPTION 

   

# 1.  I I will try and make sure that I take some care in checking against the original 
recording just to make sure that the transcription’s right and I'll also try my 
best to listen hard to what you have to say to make sure I don't misinterpret 
it and that one other caveats you want to put on things I'm aware of and 
sensitive too ‘and I may as part of that process feedback to you every now 
and then what I think you're saying just to, particularly if it's complicated 
example that you want to talk about, just to be sure that I've got the right 
information from you so I may paraphrase things and check those things back 
with you hope that's not too boring. 

# 2.    

# 3.  I What else? I really don't know how long this will take. I suspect when I'm 
doing this for real, I will have a better indication how long this will take. In 
my head I saw half an hour or so for the actual interview, but it may be 
longer it may be shorter. It may be that you’re really bored by these 
questions or don't have anything to say on it or don't have examples which 
illustrate anything, perhaps that you want to raise. That's fine that's fine but 
that's the sort of time I've got in my head at the moment half an hour-ish or 
so but let's see how it goes coz you're the first one. We’ll … question areas 
asking broadly what you would do or what you thought in certain 
circumstances so that's the type of questions they are … and the questions 
are obviously enough about circumstances which are difficult or contentious 
where there's emotional emotionally charged circumstances around them.  

# 4.    

# 5.  I So, they'll be asking for your view about that but there's also a number of sub 
questions which I may or may not ask depending on what you say and these 
are designed to help me be specific about the point you're making so that I 
can attach your views to the to the right arguments from the right ideas in 
my research project. Again, it's simply because I don't want your views to be, 
or the evidence I’m generating from your views, to be misrepresented. I 
would like to place the right arguments from the right ideas when I come 
round to doing that so you may get some extra or some questions after each 
main one depending on what you say.  

# 6.    

# 7.  I Good. Right. Well, that's probably broadly the sort of preamble I would offer 
and I would also presume that you would have received an email from me 
prior to the interview saying very much in precis form what the research 
project is. So whilst it won't say a huge amount it will say that the project is 
investigating the relationship between PR practice and sociological accounts 
power. So you probably will come to this interview with at least a semblance 
of about boring this could be and hopefully with this preamble you'll 
understand too how I'll go about asking you questions about power, practice 
and difficult circumstances.  

# 8.    

# 9.  I If, at the end of this, you feel I need to do more please let me know … or 
less for that matter … please let me know and I'll adjust the study 
accordingly. So thank you for that. 

# 10.    

# 11.   Right are you happy to proceed with this? 
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# 12.    

# 13.  R1 I am sitting comfortably.  

# 14.    

# 15.  I You might need to cup of tea and you might need a drink to keep you going 
depending on what the question is. Right, first question area, one of these 
five I mentioned, is associated with a particular explanation for the way 
power is distributed in society or how people respond to power being 
negotiated in society.  

# 16.    

# 17.  I So, I wanted to ask you a question first about your views on how to appeal to 
people when you are discussing with them contentious issues or when you're 
asking them to accept something which is out of the blue, out of the routine 
for them and which they don't like. In other words, you're asking them to 
accept something which matters to them or … sorry … it matters to them in 
the sense that they need to give up something or change what they do. And 
I've got a particular example of this so specifically I was wanting to see if you 
could give me your view about the relative value of different types of 
messaging, different types of approach. So, if you were asked to improve 
messaging around social distancing but you could only choose one of the 
following three ways to do it … so I do accept this is a little bit false … right? 
… I do accept it but I'm asking for your view as a practitioner … if you could 
choose one of the following three approaches and you were trying to improve 
messaging around social distancing, i.e. getting people to do it more often, 
which of the following would you recommend: would you ask people to make 
sure they follow the rules? So that’s ‘these are the rules, the rules are very 
clear can you please follow them’ that's one option. Second option would be 
would you say ‘look you know what you got to do what everyone else is 
doing. The majority of people are doing it. You're abnormal so please do 
what the majority of people are doing. The circumstances in which you live 
are no different from anyone else. Please do what the majority do.’ … so 
that would be a second type of message; and then the third type of message 
is where you show people watch to do with reference to either popular 
individuals or charismatic individuals or influential individuals whether these 
are sports stars or footballers or musicians or soap opera actors and actresses 
so with by asking them to listen to famous people whoever they may be … 
right … so, “look this is what they're asking you to do please do it.” So, 
you've got one of those three routes for messaging, but you can only choose 
one. So, I do accept it’s false but which of those three would you say would 
have the most effect when you're trying to communicate things when the 
circumstances are tough and difficult. 

# 18.    

# 19.  R1 I would probably opt for the middle one simply because the middle one 
incorporates parts of what the first approach, i.e. the legal framework, 
because it is inherent in that and whilst I accept that in many instances 
following charismatic individuals can be very good … and we’ve seen that 
with Jade Goody and breast cancer … the problem is that many of these 
individuals are then likely to act in ways contrary to what you want which 
then destroys the message or it risks them and you've got everything on tan 
and ‘you don't need to do things I need to do in order to survive.’ For that 
reason, I think it's the middle course. The danger is that it needs to avoid 
being about shaming people and more about peer conformity … because 
that’s what your peer group is doing. And you don’t want to be judged as 
parting from that social norm.      

# 20.    

# 21.  I Messaging around saying ‘please do what we do’ as opposed to saying, ‘why 
aren't you doing what we do?’ 



 D 
 

 D 
 

3 

# 22.    

# 23.  R1 Yeah, I think so … we don’t like that you’re not doing what we’re doing. 
Perhaps I’m just contrary and I don’t mind what you think. So, more 
persuasive rather than coerced. 

# 24.    

# 25.  I Got it! Did you say, just so I'm clear, that you think if you're using 
charismatic appeals they tend to have the risk of either losing control, or the 
[having an] individual responsible for messaging means that you don't have 
the same level of control, and also that they can, perhaps because we live in 
a more cynical society than we imagine, they can be rejected because they 
are seen as coming from people who don't share my life experiences or my 
problems on my difficulties. 

# 26.    

# 27.  R1 Yeah, I think that’s right. Richard Branson, you know, is an example, he can 
afford not to have to go out in company simply because he can [afford] a 
private aeroplane. Although he has public appeal in many ways, there are 
circumstances where he would be inappropriate.    

# 28.    

# 29.  I He would be ridiculed. He owns an island, doesn't he? He wouldn't be seen as 
an example of normality frankly. 

# 30.    

# 31.  R1 Go to your island and stay there, like I’m doing. So even … we’ve seen other 
cases where people say ‘I think that's a good thing to do’ and then they’re 
photographed doing entirely the opposite.  

# 32.    

# 33.  I We’ve seen footballers doing that in the last week or so haven’t we? Where 
these people, the very same people who’ve been asking their fans to stay 
indoors, and then decide to flout those rules and do their own thing when it 
comes to training.  

# 34.    

# 35.  R1 So, in that instance, that’s the risk you run.  I think on something of this 
importance, I wouldn't want to run that risk.  

# 36.    



 D 
 

 D 
 

4 

# 37.  I 
 

No got it! Alright, that's very good thank you very much. That's very wise so 
ta very much. The next one was I wanted to hear your views about how 
people, and by people I mean those who you're wanting to talk and listen to, 
your stakeholders as it were, so how people perceive the world around them 
generally when, you know, times are hard. And by that I'm asking, you know, 
how people perceive those who may have influence over them when there's 
an important issue at stake and whether or not that has an impact on PR or 
messaging. In other words, it might be that people are particularly trusting in 
particular moments or particularly mistrusting in particular moments. Or it 
may be actually messaging has to change depending on the level of 
information or the level of understanding or knowledge which exists about a 
particular problem. So, I'm interested in how people … think about those who 
have influence over them when times are hard or difficult or stressful.  
So, I can give you some ‘for instances’ … and then maybe if you have a view 
on any of these you could offer them. If you don't, please don't worry if you 
don't feel it significant to you or your practice then please don't worry. So, 
the first for instance would be around do you think expert sources of advice 
… so this might be in the context of coronavirus, it might be medical advice 
or public health advice … but it needn't be … health related it could be other 
things … so do these experts … expert sources of advice or guidance … work 
in terms of being credible or authoritative? Do they work in all 
circumstances? So, you've got a difficult issue that you need to communicate 
to someone. You need them to stop doing something and particularly 
something they may love for hold dear. Will they listen to expert sources or 
are there other types of persuasion or other types of advice which people are 
more likely to listen to? What's your experience on that, what do you think 
people see as credible when they're being asked to change something … not 
to do something that they like to do? Is it the manner in which their asked 
which is more important and you know what's your … or are the 
circumstances so variable that it's not really possible to give a single view 
about what people believe to be credible when they recognise others have 
power over them? What's your view on that do you have one?  

# 38.    

# 39.  R1 I think if I was going to give a couple of general thoughts … the instances will 
be very specific … there seem to be two real issues which concern people. 
One is about control. We all want to control those aspects of our life that we 
feel competent to control it even if that conflicts with expert views. Equally, 
there are then times or circumstances when we're happy to relinquish control 
… obviously something like a war when whatever our individual feelings may 
be about war then we relinquish control to in that case the Government. So, 
control is one issue; people don’t like control being taken away when they 
don’t think it is necessary to do so. And the other general point is about risk/ 
Let’s take drug taking as an example. Messaging around drug taking all tends 
to be ‘don't!’ The way many people in society seem to see drug taking is that 
soft recreational drugs, they'll say, I know there is a risk, I [accept there is] a 
risk.  I accept that risk. Your messaging doesn't allow me some discretion to 
make my own adult judgments.  That seems to me to be a real issue, with 
messaging, in a sense, that infantilises people by trying to take away control 
or to say that their judgments on risk are invalid. That’s my sort of starting 
point. In terms of the experts ‘thing’ I think that’s almost a case specific 
issue because again if we look at the drug taking and Dr David Knox [?], the 
national expert on it, whose views didn't accord with those of politicians and 
therefore didn't matter whether he was expert or not, he was saying things 
that those in power didn’t want to hear. Equally, I think back to all the 
scandal about organ retention in the health service when the experts in 
organ donation retention were pathologists, quite senior pathologists,  but 
almost last [person] you would put up to discuss it would be a pathologist 
because they were tarred with that general brush. So, expertise must be 
tempered by some degree of independence from the issue I think.  

# 40.    
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# 41.  I Tends to be, did you say?  

# 42.    

# 43.  R1 I think so and probably needs to be. But then again, I don't think you can 
write a blanket rule for every occasion on that.  

# 44.    

# 45.  I So, in other words credibility in those circumstances can be enhanced if 
people feel that the expert source is in no large measure or no degree 
influenced by those who are seeking the change in behaviour or action. Is 
seen as being independent and seen as being more credible.  

# 46.    

# 47.  R1 In a situation where the public [are being asked to do something] they don’t 
like: credibility that is untinged by culpability.  

# 48.    

# 49.  I Yeah, that's a nice phrase. Thank you, say that again: accountability, sorry … 
is it … 

# 50.    

# 51.  R1 It’s credibility without culpability?  

# 52.    

# 53.  I Good. Thank you do you think, therefore, given what you’ve just said that 
it’s possible to convince people to do something when the evidence for 
something is weak or not or even for that matter not reliable? 

# 54.    

# 55.  R1 It is much more difficult to persuade them because to a large extent we are 
driven by some degree of self-interest and if you can't convince me that 
there's any definable interest in my [doing something] I suspect I mistrust the 
argument that says we could try doing this because it might make something 
better. But I think, yea, it might make something worse. Unless you can 
convince that the evidence of improvement is substantially greater than the 
evidence of disbenefit, why should I brother? I certainly think that, going 
back to examples of changes or closures of facilities, that if there is no real 
compelling evidence they are simply a wish or plan dreamed up by someone 
because it is a nice shape on a piece of paper. I think they have almost no 
chance of convincing people they [should] happen. I think we’ve all seen 
things happen despite the fact that almost nobody supports them. They 
happen anyway but that’s different issue [from the example]. That’s an 
exercise of power …  

# 56.    

# 57.  I Do you think in situations where there isn't any, you know, ... strong 
evidence for doing things or where the evidence is confused even if it is clear 
but it's not apparent … or confused, people don't get it or don't understand 
it, do you do you think that in moments of crisis or moments of difficulty or 
moments of confrontation, do you think the way people behave, whether it's 
you know people become more selfish or more community minded … or 
whatever … do you think that has a communicative effect? Namely, that 
people look around and see people being selfish and confrontational and that 
then makes their mind up that they need to do the same. Conversely if they 
see people behaving in a much more submissive manner or compliant manner 
then that too influences them to behave in that way. Do you think there's 
anything in that claim that that's how people behave, they will look around 
and see how others respond and then make, you know, … they will then act 
in a similar way because they have no evidence to, you know, to make up 
their minds in any other way, you know, they just look around and see what 
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behaviour is being adopted elsewhere, the evidence in favour of something 
or against something is fairly weak or non-existent, I'd better do what this 
person does or I better do what she does? 

# 58.    

# 59.  R1 I think there is evidence that that happens. Again, I think it comes back to 
this issue about control that … once you get one group of people who claim 
that something is being imposed upon them without any clear rationale then 
everybody else I think locks into that that thing … yeah, let’s resist it 
because it is somebody else trying to impose their vision on somebody 
without any strong evidence for it. And, yes, people will follow that herd 
instinct and that's something that’s very clear in a lot of media coverage. 

# 60.    

# 61.  I It was quite pessimistic isn't it about the way human beings behave? 

# 62.    

# 63.  R1 Look at any of this sort of social media instances where somebody has said 
something stupid, okay, it might have been something said in a throw-away 
moment, and then everybody just piles in without stopping to think whether 
it is right or wrong or something … just pile in, follow the herd instinct, I 
think is becoming more and more prevalent in the field of social media and 
so yeah I think it's undoubtedly seeing those people who are your peers are 
reacting makes a lot of people react in the same way. I have to say that is 
not me, I don’t really give a bugger about what other people think. 

# 64.    

# 65.  I No, but you're at least making that distinction, you're saying it's not that you 
would, it's just that your observation is that's how people in practice that's 
how people tend to react if there is a critical mass of people like you or 
people like me saying I'm going to behave in this way then that is very 
influential, you think, or can be influential? 

# 66.    

# 67.  R1 Yes, yeah. 

# 68.    

# 69.  I No, I don't necessarily disagree with you. And, even if even if those 
individuals are otherwise rational, they can still find themselves compelled 
to act in a particular way because the rest of the community around them 
are doing so? 

# 70.    

# 71.  R1 Yes, this is not to be seen to be out of step with the peer group. 

# 72.    

# 73.  I Really interesting, thank you … I'll explain why it's really interesting later if 
you like, to me I mean, in terms of what you're saying … 

# 74.    

# 75.  R1 [Cannot be deciphered] 

# 76.    

# 77.  I That's the point. It is interesting per se but it's probably only interesting to 
me, I don't know. Right, could I move focus a little bit and talk about the 
place and personality of practitioners in terms of managing difficult 
circumstances? The first one was to ask if you felt that the personality of the 
practitioner can affect his or her chances of success when they're dealing 
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with sensitive or contentious matters? And I have a particular ‘either or’ to 
offer you, right, so I want to seek your view on this and a couple of instances 
but they’re ‘either/or’ instances. You've dealt with a lot of people, 
consultants, communications consultants, you've employed loads of people so 
you know the different, there are, different characters and different 
personalities and different approaches to practice and PR is pluralistic 
anyway, it's all sort of different approaches are adopted in PR and they all 
have a place and they all can work or not work depending on the 
circumstances. So, what I wanted to do is to give you a couple of instances 
which involve the personality of the practitioner just to see what you think. 
And what I've got in front of you or what you can imagine in front of you are 
two types of practitioner. So you’ve got practitioner one who is very 
empathetic, very open minded, very flexible … and then you’ve got a second 
practitioner who's very focused, very resolved and less sensitive, or even 
completely desensitised to the issues at hand, lots of will and agency about 
them to get things done. So, who do you think is likely given those sort of 
two extremes, I recognise most of us are a combination of all of those things, 
but given those two extremes … is it number one, touchy feely number one 
or very strident number 2? Who is likely to be successful at times of difficulty 
or tension or when matters are contested?  So both have strengths and 
weaknesses in that type of discussion or negotiation don't they? 

# 78.    

# 79.  R1 They do. I find myself torn. My instinct is to go for the empathetic model to 
try and build consensus but that I think carries enormous risks … I think what 
I've seen is on a number of occasions is that by being that way you lose sight 
of the overall objectives which may not be your objective but an objective 
somebody has set for you. And, unfortunately, if your aim is to achieve that 
objective then being too empathetic and consensual actually just takes you 
away from that. It might take you to a better objective but I've seen some 
practitioners who are regarded very much in the second of those … the more 
direct model of communication many of who were working for central 
government political parties and they can be very successful in the way they 
do it. 

# 80.    

# 81.  I Did Gordon Brown's office come to mind there when you thought about that? 

# 82.    

# 83.  R1 I guess my thoughts about that is, that my personal style that I’m not, I'd like 
to think I'm not, that sort of direct and non-empathetic character … I’m sure 
there are people who think I was exactly that. 

# 84.    

# 85.  I I can assure you, you are both. You have both of those characteristics in you 
and your practice. 

# 86.    

# 87.  R1 So, in contentious circumstances, if your aim is to reach a certain outcome, I 
suspect that the more direct approach is probably ultimately more successful 
in a limited sense. In terms of building relationships that might make it life 
easier later on in your organizational pursuits … then it probably isn’t. I think 
empathy is a more useful way of building long term contacts but sometimes 
you don’t want them as long term contacts ... it is probably not a very 
helpful answer.   

# 88.    

# 89.  I It is very helpful, which is why I'm making separate notes about it. Thank 
you. Okay, another for instance, then using these two characters, touchy 
feely number one and get out of my way I’m doing it number two. Who do 
you think is best placed to reflect public relations as a practice? Let me 
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explain public relations is defined, as you know, well there are different 
definitions of public relations but in the UK there is a very long and complex 
definition that concerns itself first and foremost with reputation, managing 
reputation, and then the second part of the definition, which is consistent 
with most PR definitions across English speaking territories in the West, 
which talks about the planned and sustained attempt to develop mutual 
solutions and mutual understanding and so that's the idea. And there's 
another idea that says that in order to achieve mutual understanding you 
engage in practices which both talk and listen to your stakeholders rather 
than simply communicate one-way. In other words, it is a two-way process. 
The academic term says its symmetrical process. So, you’ve got the driving 
two ideas in practice, given two personality types, who do you think is likely 
to be a better practitioner in order to reflect those two imperatives in the 
definition of public relations: mutuality and symmetry?  

# 90.    

# 91.  R1 I go for the empathetic approach, so, that seems to me more likely to 
produce a long term and sustained result. 

# 92.    

# 93.  I Does that mean, do you think, that characters generally, and I know this is a 
sweeping generalization, that those people interested in short-termism, and 
you mentioned earlier-on in the first example that could be necessary in 
order to achieve a first stepping stone or a short-term effect, that the 
practitioner who is very focussed or self-directed would be more likely to get 
that done? Do you feel in those circumstances that if those types of practice 
were being followed it would be contrary to the requirements of public 
relations of what public relations is and that what they're doing may be 
effective in those circumstances but it isn't public relations? 

# 94.    

# 95.  R1 It is one definition of public relations. It certainly doesn't match the 
symmetrical definition of it and yet there are ways in which it is quite 
attractive because it does give clarity to the practitioner. I think the danger 
of the empathetic approach and the more flexible approach is that you end 
up [with] too many people setting your objectives actually. And then if you 
start saying ‘is it our stakeholder’s objective … is it at stakeholder’s 
objective?’ I think you can end up floundering slightly because you lack 
clarity of focus. Empathy is fine but it has to be limited to a degree because 
at the end of the day you still have to negotiate and produce change in one 
way or another and the problem is that you are so empathetic that you end 
up paralysed by inaction because everything looks too uncertain. There’s 
also a sense in which you need to be quite direct as a practitioner with your 
own employer or client because very often the result of the interaction your 
having with external stakeholders means the change you need to produce 
might be within your client’s organisation or a mixture of both. In those 
circumstance you might need to be quite direct with your client about the 
achievability or not of their original plans. 

# 96.    

# 97.  I But that is consistent, isn’t it, with symmetrical practice? 

# 98.    

# 99.  R1 I would hope so, yea, but your client may not be expecting that degree of 
symmetrical … they might want you to be a more directive practitioner … 
[achieving] their stated and funded objectives. 

# 100.    

# 101.  I So, hence the professional dilemma of ‘do we take the money’ or do we say 
‘actually we can't do this if we can't operate in a principled manner, if we 
follow these instructions, so you better find somebody else mate.’ 
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# 102.    

# 103.  R1 Or you try to persuade them that they might find somebody else who will say 
they will give them what they want but will be ultimately unsuccessful and 
negotiate your way to a more accepting position on both sides. But that's a 
harder thing to do 

# 104.    

# 105.  I Yeah, something I suspect is probably perhaps a bit more common in practice 
than we'd like to admit. You know those things are negotiated when you first 
make contact with a client and their problems, don't you? 

# 106.    

# 107.  R1 I guess I’m trying to say that being empathetic practitioner doesn't mean 
that you have to always be nice and fluffy. There have certainly been times 
when I had to go into meetings of people who, in theory, had considerably 
more power than I did and tell them what they were going to do whether 
they really liked it or not. That was the reality of the world. In those 
circumstances, it would have been no good going in there and trying to be 
too empathetic to their point of view because that wasn't going to work. At 
the end of the day, that had to happen: tell us! 

# 108.    

# 109.  I Okay, good. Thank you. It's very helpful. Again, thinking about the individual 
practitioner and their abilities in these difficult circumstances which we've 
been pondering, I was wondering if you thought that you need to be more 
than just a competent practitioner in that sense that we've just been talking 
about? Whether, actually, you need … you can be either of those two 
extremes in your practice and be successful if you also have something else? 
And, I was just wondering what those other things might be in terms of what 
else you can bring to the table and in your practice and again I've got some 
for instances which I was wanting to test with you. So, regardless of the type 
of approach that you adopt, looking for things that you can bring with you 
which you may have had already or which may be part of your experience on 
knowledge, and the first thing I just wanted to check with you is whether or 
not, and to what degree, you felt it was important for the practitioner to 
have access to good contacts and good networks … and to maintain those 
throughout the career? Is that essential or is it preferable or indeed not 
preferable at all?  Where do you think it sits? 

# 110.    

# 111.  R1 I think it’s under essential, I say that simply because, as a practitioner, you 
are going to be dealing with issues, firstly, that are not settled, they're not 
scientifically proven one way or the other and, secondly, they’re going to be 
in some circumstances contentious and possibly emotionally draining. I think 
if you trying to survive all of that without a network then you’ll end up 
driving yourself to drink or an early grave. 

# 112.    

# 113.  I So, when you think about networks in those terms what sort of network did 
you have in mind? 

# 114.    

# 115.  R1 A peer network is particularly valuable but I think also to develop if you can 
a network of people have who have broad expertise in what you think your 
subject areas in which you operate are going to be and, therefore, people 
who you can test the limits of, A, your knowledge and, B, the acceptability 
of solutions. Just someone to run things past. ‘Can you get away with that?’ 
or ‘That’s something we’ve thought about but not actually got ‘round to 
doing.’ I think a sounding board stops you getting isolated. It stops you 
believing that just because you think something, your client thinks 
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something, that makes it necessarily true because it’s a huge change, isn't it? 
You’re employed to represent a point of view or a proposal but that's what it 
is. It has no necessary validity beyond. 

# 116.    

# 117.  I Let's say you are responsible for commissioning an agency, and again I'm just 
making this up slightly as I go along, but you were wanting to lobby for 
changes in legislation. And, clearly, you'd want a practitioner capable of 
delivering results in a way which is aligned with your organisation’s 
principles and values and business objectives and all the rest of it. And, that 
might be someone who is committed to symmetrical working or it might be 
someone who's about getting it done at any cost. Would you also consider it 
important in terms of what else they can bring to the table for them to have 
good contacts in government or to have a good network of not so much 
expertise but people who have … they know the people who make the 
judgements that you want to have judged in your favour? Would that be 
important to you or actually something that you feel is overrated and 
wouldn't necessarily count in your favour regardless? You know it's not 
necessarily going to mean you get an objective or a sensible result your 
perspective. 

# 118.    

# 119.  R1 I don't necessarily want them to have all those contacts themselves. I think I 
might want them to have, at least, an understanding of where they might get 
those from because those sorts of contacts are valuable. We all put more 
effort into people we know. That’s a human reaction.  

# 120.    

# 121.  I Bound to be tempting isn't it? It's bound to be tempting for you if you're 
commissioning an agency to do something if they've got those contacts?  

# 122.    

# 123.  R1 If they've got the contacts, it saves the effort of going out and making them. 
Doesn't necessarily mean that its going to produce a different result. It is 
simply a shortcut in the process. 

# 124.    

# 125.  I No, it doesn't guarantee anything at all. It could be potentially very difficult 
to have a conversation with someone if ‘You know ‘Jim Smith’ can you 
“bribe” him for us please.’  

# 126.    

# 127.  R1 Also, it depends on how you think that your campaign might begin to succeed 
but actually what it might succeed through is public media, social media, 
pressure in the wider sense rather than that type of individual knowledge. In 
which case their contacts are irrelevant really. They could even counter your 
wishes as they may simply think, well, I better warn ‘Jim’ that this is going 
on. 

# 128.    

# 129.  I Yes, indeed, but it would still be consistent with symmetrical activity, 
wouldn’t it? So I think what you're saying is that it could be beneficial to at 
least have a discussion around what those networks might be but you 
wouldn't necessarily feel that it comes without risk or difficulty nor does it 
come with any guarantees of success so you would tread warily and carefully 
around what is being offered in terms of augmented networks in that 
context?  

# 130.    

# 131.  R1 Yes, because I think it's always easy for somebody else to claim a network. 
You have no real way of judging the efficacy of that. 
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# 132.    

# 133.  I Okay, that’s helpful. Thank you. 

# 134.    

# 135.  R1 Just in terms of practitioners, and what else they might bring, and you 
talked about professional competence and capabilities, I think it's also about 
cultural understanding; i.e., an understanding of different lives, of diversity, 
one of those things which have a real impact on how you can relate to your 
audiences. Again, I’ve worked with a number of communications 
consultancies which appeared to be staffed entirely by people who came 
from Eton and Harrow and knew each other but an understanding of how to 
react to the way the world worked was, in my view, almost entirely lacking. 
Yeah, they could get something in the Daily Telegraph because they’ve been 
to school with the chap who wrote it but in terms of them writing something 
for the local newspaper that would actually mean something to people in 
that area … clueless!  

# 136.    

# 137.  I I might want to revisit that example in a moment or two actually, if that's OK 
with you, but I made a note of the fact that there are other types of, if I 
could call them, cultural capital that matters to the practitioner and you 
give me a health warning around that - which is very helpful. Thinking about 
these extra bits and pieces finally that a practitioner might come with, I 
know that what I'm about to say, again, can't describe reality and, again, I 
recognise that I'm giving you only two options to think about it so I can assure 
you I do recognise that the real world isn't like this and the truth is 
somewhere between these extremes, but if you're looking to find a 
practitioner with added value … let's say you've got one who is very 
competent, predictable, does everything ‘proper’ but is very straight 
forward, is not innovative … and then you got another type of practitioner 
who is less reliable in terms of being predictable or [their] reliance on 
methods and practices which you feel more comfortable with but is also 
quite innovative and creative and takes chances, takes opportunities … 
would you say one is better than the other in terms of, not so much risk but 
in terms of, getting a result? I would recognise that the first one is less risky 
than the second one but would you say that the second one is more likely to 
get a result?  

# 138.    

# 139.  R1 See, I think the first one may not be less risky. They may be less risky in 
terms of practice but they may be very risky in terms of results. They are 
predictable and they’re simply doing things that people have done before 
and seen before and will become resistant to change … [inaudible]. My 
instinct is always to go for, I think, the creative as long as it's focused on 
creativity … there’s a distinction to be drawn between creativity and 
practices in that area of focus. 

# 140.    

# 141.  I Got it! Thank you. That's helpful. Right, thank you so much. This is the last 
sort of question zone and … I may need to pick up on the reference you are 
making to Eaton and Harrow. So it's a set of questions really about this sort 
of cultural capital that people have and I was thinking from the perspective 
of, not so much the practitioner but you putting yourself in in the position of 
the client or the commissioner of work, which I know you've done before … 
during, you know, you've got a difficult issue to address and there's a lot 
riding on it. Do you expect the particular practitioner that you're employing 
to act in a particular way? And I'm showing this by reference to their accent 
or the way they dress or even their gender and I'm not making judgements, I 
just want you to be clear, I'm not making judgements about what these are. I 
mean it's just that, in your experience, do you have particular requirements 
that say, and I think you just hinted at them, that would say certain 
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attributes in terms of their accent or the way they dress are inappropriate, 
are you saying that's not the case?  

# 142.    

# 143.  R1 I think that what you have to look at is what your target audience will find 
credible and unrelatable. Gender is entirely relevant.  

# 144.    

# 145.  I Is it?  

# 146.    

# 147.  R1 I've always employed both genders, probably more women than men as 
chance would have it and I've never found it to be a particular issue in terms 
of the professional regard in which they operate. I think it is irrelevant. Age, 
class and things like that, I think, are only a barrier if they stop the 
relationship building between the two sides. We all know people who've been 
to public schools and yet are brilliant at relating to everybody. Walk in 
crowds and talk to Kings, or whatever Kipling said. But equally, we probably 
both know people who are uncomfortable operating outside their normal 
social milieu, whichever end of that spectrum you might choose to be. What 
you need in a practitioner ideally is someone who can operate right across 
that spectrum but if not that then somebody who can operate and be 
credible with new audiences [you’re trying] to reach. If they lack that 
credibility, then you’re doomed.  

# 148.    

# 149.  I So that does matter to you? 

# 150.    

# 151.  R1 It does. It would influence my choice because it would influence my view on 
their effectiveness. 

# 152.    

# 153.  I Okay, that's very good. Thank you. Again, similar sort of situation where 
you're perhaps commissioning someone or acting as the client for a job, do 
you have a view about what represents really good … or offers the potential 
for a practitioner to be really good in contentious circumstances in terms of 
what background they have? Is there an attribute to look for? So, I was 
thinking, perhaps say, in terms of education or upbringing or you know … is 
there something which you feel, ‘yeah, I can see that being really helpful 
when we've got to deal with these difficult people on this difficult matter’?  

# 154.    

# 155.  R1 I don't think it's about background or, necessarily, education. It is about do 
they have that quality of empathy? Can I see then relating to and gaining 
credibility with the people I want them to speak [with]? And that would be 
one key factor. The other one probably is do they know more about current 
practice than I do in certain areas? Social media, social media campaigning, 
an area where I know I am way out of date. I would look for somebody who 
could make me look old and stupid.  

# 156.    

# 157.  I You're being quite pragmatic. You're saying that does matter in the context 
that if I'm looking for a portfolio of skills and if someone has got those skills 
then, clearly, it's going to matter to me isn’t it? If I need them? Is what 
you’re saying. 

# 158.    
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# 159.  R1 It is also a recognition that if I reach clients … I’ve probably been out of 
practice for a while. Therefore, actually I might need someone who is just 
that bit more up to date that may tend to lead towards younger people, not 
necessarily. 

# 160.    

# 161.  I No, but that's an important distinction which I think I've got. Namely, there 
are experiences and background but these aren't obtuse or esoteric in 
anyway these are about straight forward issues associated with the problem 
in hand. And it could be skill or it could be that they actually don't have the 
personal approach needed to get a foot in the door or to explain things in a 
way which that group would get. But it isn't associated with one demographic 
being better than another demographic. It depends on the circumstances. 

# 162.    

# 163.  R1 Absolutely, for some audiences, gravitas and experience might count. For 
another group it might be current knowledge would be more significant. If 
you're going to be [involved in] practice in that symmetrical way, you need 
to have practitioners who understand.     

# 164.    

# 165.  I Thank you. You’re fairly broadly based in terms of your experiences, is there 
a for instance or an example you can offer where somebody’s background or 
personal experience, or whatever, has been appropriate to the problem? So, 
let's say the problem is demonstrating that the organisation is efficient and 
well managed. That's the problem you got, and maybe one practitioner with 
a certain type of background could be appropriate to that. And, then you got 
another problem which is about ‘not in my backyard, thank you very much, 
we're not having this secure unit for drug addicts being put in my back 
garden.’ Is there someone with a background or personal experience that 
would be appropriate for those circumstances? Or do these personal 
experiences and backgrounds … are they irrelevant in the context of the 
issue? Are they more about how the stakeholders might think as opposed to 
the problem? 

# 166.    

# 167.  R1 I think that's right. I’ll give you a bizarre example. The proposal to close 
Newmarket cottage hospital was always going to be a very contentious issue 
because people from Newmarket would have to come down to Cambridge for 
treatment, 20-miles down the road, and it mattered to the people of 
Newmarket because we were, of course, forcing people down there for 
urgent treatment. Lots of demonstrations. The way I saw it disarmed best … 
they were quite a hostile crowd waving placards around the group who were 
going to make that decision. The chairman came out to them, went to them 
and he had in his pocket, a pocket full of sugar lumps. And he’d start off by 
going ‘round all their horses, feeding them sugar lumps. And it says to the 
people ‘he knows what he's talking about [he’s a horseman]. It was a 
stunning example [of showing] that he’s in a state to listen to you just by a 
very simple way … a trick … attracting attention … nothing to do with the 
issue at hand.    

# 168.    

# 169.  I That's interesting. Is what you're saying is that it probably can be the case 
that personal experiences or a particular background can be of value in 
particular and very specific circumstances but it isn't necessarily possible to 
identify what that background might be or what those circumstances should 
be in any given problem area? In other words, you wouldn't say someone 
who’s owned a bank is always going to be better than somebody was hasn’t 
owned a bank if you're doing with a financial problem? 

# 170.    
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# 171.  R1 No. Nor would I say that someone who is employed as a manager in a service 
is always going to be better talking about the management than, for 
example, somebody who works out on the shop floor who may be much 
better because they are not bound to what they will be perceived as [having 
to say]. 

# 172.    

# 173.  I No. I got it thank you. That's really helpful. And then the final thing, just to 
test this area with you, is what I call cultural shows. Okay, now we all have 
them and we all affect them I think to some degree but obvious examples of 
cultural shows are things like an accent. Or it might be the fact that they're 
wearing a particular tie or there is a Rotary badge in their lapel. Or it might 
be that they’ve got Romsey Archers on their T-shirt. These sort of cultural 
shows, which all of us indulge in to some degree, … it's almost impossible to 
not have cultural shows in one why are another. Have their been any sort of 
times or experiences where these cultural shows, I am thinking mainly in 
terms of … whilst they can be verbal … I was thinking more in terms of 
accents rather than other vocabulary as a cultural show … have there been 
times when you've seen these things as being significant in a problem area, 
either because they used it or because they've created problems?  

# 174.    

# 175.  R1 I don’t think they are concerned with the cultural tell as such. Very often, 
the cultural tell has signified a broader misunderstanding or lack of 
understanding of the other side’s perspective. It doesn't matter these days 
too much about accent unless it's a very strong [regional dialect] because you 
don't understand it all. In which case that becomes a problem.  Because you 
either don't understand it or actually create a problem by [understanding 
little]. I think those are rare issues. I have seen examples where people don’t 
simply understand the way the other strata of society operate and therefore 
the concerns they may have. They understand that moving a service 20 miles 
down the road is not a problem if you have a car but it's a huge problem if 
you rely on public transport. That’s not about the tell itself, it’s about that 
issue of cultural capital and understanding.      

# 176.    

# 177.  I That's helpful. In other words, you’re not dismissing this completely but 
you're saying this isn't necessarily or isn't usually the case that these cultural 
‘tells’ are about … well, they don't create a barrier in themselves … it's 
unlikely that they will. People are very tolerant of accents or very tolerant 
of race and colour. So, in practice this tends not to be an issue. Even 
clothes. But if they feel that the individual doesn't get it or isn't listening to 
them or can't possibly understand the difficulties they are facing and 
therefore you know they shouldn't say they are, maybe in those 
circumstances the cultural tells may amplify a problem or make it worse 
rather than initiating it? They can add to it but they won't initiate it. 

# 178.    

# 179.  R1 Yes. 

# 180.    

# 181.  I Okay good. Thank you so much. You'll be pleased to hear that that's all I 
wanted to test with you. It has taken more than an hour. So those were the 
main things I wanted to do and you be really helpful. You've clearly given 
thought to some of these things and what has been particularly helpful is the 
way you put then into context for me so I can understand in practice how 
that might show itself or manifest itself. So, I really do appreciate that. 
Thank you. And there are lots of things in there which are already helping 
me to understand in this instance how a particular series of accounts power 
are actually more helpful in understanding what PR is doing than others. So, I 
can assure you already I've got stuff that you told me which is helpful. But 
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what I wanted to do was just check with you (a) whether there was any stuff 
from the preamble that was odd or didn't explain what I was doing properly 
or (b) anything else that you wanted to say, that you thought you’d get a 
chance to say but haven't had a chance to say? 

# 182.    

# 183.  R1 The preamble was probably far too long.  It took up 10 minutes. Actually, 
most of that could be sent to people in advance, checked that they read 
about affording privacy. The preamble runs the risk of boring people. A few 
specific points. You use acronyms without explaining what they are. You use 
the phrase ‘this doesn't necessarily’. You mean ‘it might’.   On a couple of 
occasions, you moved straight into your examples when it might be worth 
asking if they have any general observations on the question before you 
move into the subject.  You might find some more interesting general points. 
Let them run a little bit longer. 

# 184.    

# 185.  I Is there anything that you need to add given topics that we discussed that 
you feel would be helpful for me? 

# 186.    

# 187.  R1 No, I don't think so.  

# 188.    

# 189.  I 
 
 

[edited: explanation of accounts of power covered by interview and the 
reasoning behind a semi-structured interview.] 
 
So, thank you, that's really good. I'm now going to stop the recording so if 
you just bear with me a moment 
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 Interviewer [I]  
Respondent 2 [R2] 

SERIAL SPEAKE
R 

TRANSCRIPTION 

   

# 1.  I There are five question areas. So, hopefully, fairly straight forward. I might ask 
for a bit of detail or a bit of discussion on one or two of them depending on 
what you say. And the aim is to try and get a bit of an understanding as to how, 
it's how PR in the UK [works]. Whether or not it follows as predicted the 
requirements of how power is understood in other words. And culture for that 
matter. So, some of the questions will be about, say, sociological accounts of 
power and some of the questions might be about how culture is produced and 
generated. So, hopefully, they'll be fairly obvious as we work our way through 
them what I'm after. So, I will try my best to reflect what you're saying is as 
accurate as I can but if you if you want to see the notes from this, I’m very 
happy to show them to you so you're confident that I'm not saying anything that 
we don't believe in or is not the case.  
 
So, my first one is a fairly topical one. It's asking for an opinion really, seeking 
advice about how best to appeal to people when discussing these sorts of 
contentious issues when it means changing the routine or changing an 
entrenched view. So for example, if you were asked to improve messaging - and 
you may well have been anyway - around social distancing for example but you 
could only adopt one of the three options I'm about to give you, which I know is 
unfair, what would you recommend? Would you recommend to a client, or 
would you recommend to the clients, that they encourage people in messaging 
to “follow the rules”? This is the law; this is the policy. Do as you’re told 
please! That’s one option. Would you say, look, second option, would you say 
“look, this is what's expected, this is what the majority of people are doing, this 
is the social convention”? Come on get with the programme, as it were. Or 
would you, potentially, offer a third option which is “this is what people who 
you respect, with the right values and the right ethics and approaches to life, 
are doing so why aren't you doing that?” You know, what is it that is stopping 
you from doing this? So, if you were asked to, I know it's unreasonable to pick 
just one, but if you were to pick just one, which of those three do you think is 
likely to be most workable in a contentious situation? 
 

# 2.    

# 3.  R2 So, in the contentious scenario you’ve given, to do with improving messages 
around social distancing, I would say one is the worst option, two is better and 
three is the closest you’ll get to being optimal [Eds: in the context of the given 
options]. It reminds me of the messaging around TV licensing I think where they 
write from time to time to people and say 78% of people in your street, 
neighbourhood, town or city or whatever have already paid theirs. I think I 
might be mashing two different examples there but there’s this sense that if 
you think that you are behind the curve, if you think the decent people in your 
street, those that share your values those - that are on the same page 
societally, if you think that they're all falling into line, maybe it's to do with 
income tax - 80% of people return their tax form already - don't get left behind 
type of thing. So, I think that's I think that's probably the textbook answer and I 
think it's probably the correct answer because you've asked you to choose just 
one. However, I think each of the, somewhat contentiously, I think each of the 
options that you've given have some merit. So, typically we would say option 
one ‘follow the rules’ is wrong because it's adversarial. It doesn't bring people 
alongside. It tells them what to do rather than encourages them in the right 
path and I think there's a place for that because I think some people have a 
mindset which, myself for example, I'm not I'm a bit of a sceptic when it comes 
to how the government has handled coronavirus. I think we've got a lot of things 
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wrong. Of course, hindsight is a wonderful thing but I wear my face mask when I 
go on the tube on a tram because the government asked me to primarily 
because I believe in law and order. And so messaging one ‘fall into line’, you 
know, follow the policy, follow the regulations follow the rules, I will do it 
begrudgingly. Perhaps because I overthink these things, if I'm starting to get 
messages along the lines of two or three, I just know that I'm being ‘messaged 
to’.  So, it irritates me and perhaps that's an inbuilt hazard of us being in the 
persuasive industries. Broadly, we know what people are trying to get us to do. 
We know the response they trying to evoke and therefore we can see the adding 
up if like behind the equation. So, I'm just as happy, as an individual, just 
having route one as the equation: buddy put your mask on, stay two metres 
apart from other people, do what you're told, because you believe 
fundamentally in the rule of law and that's important for society. But 
technically speaking, and for the majority of people, I'm certain that the 
pathways two and three are better and the pathway three is as close as you can 
get to optimal. 
 

# 4.    

# 5.  I Thank you very much. Really helpful. Next one is really to try and get a view 
from you about how people, and by that I means stakeholders, how stakeholders 
perceive those around them. It’s a bit of a continuation of the point you just 
raised. How they perceive people around them who have influence over them. 
Or who may have influence over them, and when there's an important issue at 
stake How this then might affect messaging. So, just to be a bit more specific, 
do you think expert sources of advice or guidance work? I mean do they work in 
all circumstances or are some types of advice better than others? Are they more 
credible when they're communicated in a particular, way as opposed to one 
other way? So, it’s really a view about how those who are being ‘done to’ view 
expert sources - about how those who were being done to view expert sources.  
 

# 6.    

# 7.  R2 Just trying to remember Michael Gove’s point about ‘the age of the expert is 
over’ or that kind of sentiment and I suppose this partly ties back to ethos, 
pathos and logos, you know, the validity of the messenger. So, to use a practical 
example, again around coronavirus, rolling out doctor Chris witty to give advice, 
scientific advice, was absolutely the right thing to do and I think, as an 
individual, the nation perceived him to have greater credibility because of his 
experience and his academic standing and his calibre as a practitioner. I think 
putting him alongside a politician, I won't stray off the topic to say what I think 
about how Matt Hancock's performance // 

# 8.    

# 9.  I // you can if you think it’s relevant … 

# 10.    

# 11.  R2 … well, I think I think you needed that ballast because the average person 
watching on television reading a newspaper, listening to the wireless or 
whatever, can at least say this is a chap who's got credibility and, therefore, it 
adds gravitas and weight to what's being said and provides a counterbalance to 
the political perspective - even though it's from a government minister, or from 
multiple government ministers, which we will approach with varying degrees of 
cynicism depending on our political persuasion or our level of cynicism generally 
about the political process. However, I think there are limits to that. So, again, 
I'm coming at it from the perspective, as you would, of trying to work out what's 
going on behind the scenes, what are the machinations of the calculations that 
are taking place? So, when the government was rolling out the line ‘we've got to 
follow the science, we've got to follow the science’ that works for swathes of 
the population. For a chunk of the population who realise that you put three 
scientists in a room and you get 4 answers it holds less weight. So, like I've 
drifted I think from the original question which was about how stakeholders 
perceive those around them who may have influence, experts are important but 
experts are not the ultimate arbiter of truth. In the same way that, as we grow 
older, policemen are important but they get things wrong and doctors and 
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nurses are important as figures of authority and experts within their field but 
they get things wrong because, you know, judgement comes in and we have 
fallibility. So, on balance, yes, we perceive experts in a positive light but I 
would say on the whole that we think less of their absolute authority than we 
would have done if you're having this conversation say 15 years ago.  
 
Sorry just sort of a little caveat on that and I think part of that is you and I are 
15 years older so, as you get older, you have different perspectives and I think 
part of it is a general drift in society, as evidenced by things like the [indistinct] 
trust barometer, away from the high levels of trust in the authority of 
institutions, establishments and experts. 
 

# 12.    

# 13.  I Okay thank you. That's very good thank you. I mean just to use the sort of 
opposite extreme then, do you think it's possible to convince people to do 
something when the evidence for it is highly emotional? In other words, not 
evidence based. It's clearly about opinion. It's clearly about what's in someone's 
heart rather than what is the case evidentially. 
 

# 14.    

# 15.  R2 Yes and no to varying degrees. I'm afraid there's not a binary response to that. I 
think, for example, two metre distance, just to come back with the example 
you brought up before, because it's very near to us, the two-metre distance is 
completely arbitrary. It could be two yards, could be a metre and a half, it 
could be, you know … you need to stay apart from people because if they cough 
or sneeze or splutter the closer the proximity you are to them the more likely 
you are to receive or indeed to give whatever you have inside of you. You know, 
sitting one seat apart, as I did the other day on the Thames Clipper, you know 
that's a foot, maybe, so there's all of these arbitrary things that I think we 
realise that they're imperfect but they go some way towards helping to prevent 
us getting ill and us potentially spreading something that we might not know 
that we have to someone else. But I think a lot of it is political virtue signalling 
so if we've been told to wear masks back in March, I would have greater faith 
that there was genuine belief that they played a substantive role in slowing the 
progress of covid than being told to wear masks right at the end of the first kind 
of tranche. So, I think that, you know, we have inbuilt cynicism when we're told 
to do things which we're not really following the logic for.  
 

# 16.    

# 17.  I You are allowed to be balanced in [response to] my very polarised examples. 
Very useful thank you. The next sort of couple of questions, three questions, are 
about the personalities of practitioners or the cultural manifestations of 
practitioners in how power is negotiated. Once more I'm going to give you a 
binary just to see what you feel the settlement might be here. If you had two 
types of practitioner, one of whom is a very empathetic, open minded, flexible 
on the one hand, and then you've got another practitioner who is very focused, 
very resolved, lots of self-agency, determined, on the other, which of those sort 
of two extremes do you think is more likely to yield (a) an effect or a change 
when something is contested or (b) more likely to show the sort of basic tenets 
of the profession as declared by the CIPR in terms of mutuality and symmetry? 
So, who is, of those two extremes, more likely to achieve those types of 
changes do you think? 
 

# 18.    

# 19.  R2 Obviously, I reject the premise of your question and my inbuilt desire is to pivot 
away from you trying to entrap me. So, with those caveats, I will say that the 
empathetic open-minded person is more likely to accomplish (b) in keeping with 
the ethos of the CIPR. And I would have a tendency to say that the focused, 
resolved, determined, individual, potentially, depending on the context of the 
scenario and the players in the power dynamic and the stakeholder group – 
we’ve got a hypothetical here - is potentially more likely to affect change. So, 
I'll give an example which I'm going to anonymize which is a live example … it 



 D 
 

 D 
 

19 

may or may not be helpful. We are in advanced negotiations of signing a 
contract to represent the government of the country which is recognised by 
some countries and not recognised by others and it's not a lobbying campaign 
per se. It's a communications campaign which is seeking to move public opinion 
and political opinion from here to here. So, across that span, if we just narrow 
in on the 650 MPs, you would have some, few, over here already that would 
recognise this country and could see some validity and their right to self-
determination and so and so forth. And right the way over here, you have a big 
slab of MPs who don't recognise the regime and indeed would like the regime to 
go and for a US puppet to be put in place … another leader to take over the 
country. So, politically I'm a centre right conservative. None of my Conservative 
MP friends would see this challenge the way I do so I'm having to work out 
whether - I'm coming to the point - I'm trying to work out whether this is 
something that sits comfortably with me. And in this particular instance, it does 
sit comfortably with me because I believe everyone has a right to 
representation. I think there are some legitimate evidence points which I need 
to communicate. So, I was talking to one MP and trying to persuade them of the 
merits in a complicated world of the UK government moving to a place where it 
recognises this government. Now, this MP is not a minister, I wasn't lobbying. 
He's a backbencher and he's a friend and he's a pragmatist. So, and I have two 
parallel conversations, actually backbench Tory MPs, both of whom got to a 
place in discussion where they said ‘well, you would say this wouldn't you’ 
because, potentially, this is your client. But I can see the pragmatism of that 
approach and I can see that there would be a pathway potentially, if you are 
successful in persuading me and others to engage with this government, that it 
might be beneficial for the people in the short term for the people of that 
country and might lead to better medium to long term outcomes. So, I suppose 
you would call it, these are informal conversations, but I suppose you could call 
that an expression of soft power and an example of more empathetic, open-
minded, flexible negotiating, ‘can I help you to see this from a different 
perspective’ which was made easier for me because I've gone through the same 
process internally. You know, can I represent this government? Do I believe, on 
balance, that what they want to achieve will be ultimately better for the 
people of the country? And this is a country where, unless there's some sort of 
change, some sort of breakthrough, the people will continue to suffer. There 
won't be a regime change. People who have the levers of power won't suffer but 
the ordinary person on the street will. And I think when you're dealing with that 
sort of high stakes complex, multifaceted, non-ideologically oriented discussion, 
then the approach of the empathetic open-minded approach works better. 
Contrary to that, I think there are times where the very focused, very direct, 
try and blast through a situation, can also work and I know that we would teach, 
we would encourage, people to take one approach rather than the other in 
negotiations between unions and a striking workforce. Or try to resolve these 
issues to get to a place where both parties either feel equally aggrieved or both 
parties feel like they've achieved something in terms of moving toward their 
ideal end state. I think it's both … and … sorry. 
 

# 20.    

# 21.  I No, that’s more than fine. I can come back to why it's more than fine in a 
moment if you like - just so we can sort of keep on track. That's really helpful, 
thank you very much. Do you - just sort of thinking about contentious 
circumstances, when there's a lot of stake – do you think you need to bring more 
than what I just outlined to the table to be a competent practitioner? And by 
that I mean, just thinking, you know, your example, where you're able to make 
a difference, hopefully positively and productively, because of extra qualities 
you can bring to the to the discourse. You know, you know people, you have 
access to people, you can start conversations with the right people, you can get 
things analysed in the right way by the right people, do you think it's important 
in such contentious circumstances to be able to bring those sort of things to the 
table, to have those sort of networks indeed any other type of capital in that 
way, social capital in that way, are these things important for the practitioner 
to have do you think?  

# 22.    
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# 23.  R2 So, I think relational capital is absolutely priceless. I remember I was giving a 
guest lecture at Birmingham City University some years ago and we had in the 
chap who at the time was the business editor of the Birmingham Post, the 
serious paper in the West Midlands or in Birmingham certainly, and Graham who 
was at the time business editor came in and he was talking to, I think they were 
my CIPR advanced certificate students. Anyway, most of them didn't have much 
in the way of real-world experience and he said ‘Look it's like this. I get 200 
emails a day. 100 or so of them I will delete based on two things. If I don't know 
who's sending it to me and if the title isn't relevant to my beat which is 
Birmingham and business. I just delete it. I'm afraid I haven't got time to reply 
and explain, you know, sorry, I don't know you and thanks very much for your 
piece on sport in Coventry but I'm the Birmingham post business centre.’ This is 
a really simple example but if I wanted to get to Graham and I didn't know 
Graham I would potentially ask my colleague, John, who used to work with 
Graham, would you mind sending this email: Hi Graham, my colleagues working 
on this, it's relevant to you.  In the subject headline business story for 
Birmingham, something explicit. The two off the record conversations that I had 
informally with the two gentlemen, I wouldn't have been able to have unless I 
over a period of time had gained their trust because when you want to talk to 
someone … so you sent me an email saying ‘would you take part in this 
research?’ and I've met you and I know you and I like you and I've been to your 
University and I think what you're doing is good so the answer is yes. Honestly, if 
it had come from someone who I hadn’t met and didn't know, the answer would 
be no. And their research would have equal merit to yours potentially. But it's 
to do with relational capital and you only build it overtime and there is 
something there is something slightly lacking in fairness, democracy and merit 
because I'm a working class guy who has had to make these relationships who 
didn't have a ready-made social network but by dint of being born into a family 
or an area or a network which was well connected. Has that disadvantaged me, 
probably ‘yes.’ In the same way that lots of people are disadvantaged because 
they weren't, didn't grow up with a silver spoon in their mouth. Or they weren't 
privileged to have family or friends that had access. So, it's a skill. It's a skill we 
learn, getting on with people, having that initial awkward conversation. 
 

# 24.    

# 25.  I I'm not actually sure it is a skill we learn. Sorry, academically I mean, at 
University or through a course. It is a skill we learn socially, definitely, but I 
think the profession has a long way to go to recognise [this]. Another example 
would be dialogue. We are so poor at understanding the importance of dialogue 
and what that means, how you construct it, how you build aims and objectives, 
how the science of it works. I mean we just don't look at it. We don't think 
about it. We just do it because that's what our mums and dads have told us to 
do. 

# 26.    

# 27.  R2 Caught not taught! And you asked me right at the outset of this conversation to 
try to give examples from my own experience or from my own perspective 
rather than the theoretical stuff and I think that there is a trick to try and 
impart knowledge that connects theory and practise and makes the academic 
piece actually practically applicable and I think that's magic when you can begin 
to knit those two together. When you can see a diagram, which talks about 
communications: ‘you encode, transmit, decode.’ What does that mean? And 
then fleshing them out in terms of interaction like ours or a relationship such as 
those that were talking about. 
 

# 28.    

# 29.  I A question about the sort of cultural exchanges of power in terms of practise 
and it's a question really about what clients would expect from the practitioner 
during these sort of moments of difficulty or if there's a lot riding on something. 
For example, do you think clients expect practitioners to act in a particular 
way? And by that I mean, sort of, accent or dress code or - not that you can act 
in particular but - your gender? I make no particular points about this in terms 
of whether it's men or women or black or white. It's just do you think clients are 
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looking for a particular type or sort of social jigsaw when they know something 
is, you know, something significant that's at stake here? This may vary. It might 
vary on the circumstances if, you know, if you're trying to change, I don't know, 
encourage people to accept a new facility in an area that is going to be 
concreted over in the North of the country, then you want somebody who knows 
the patch. And if you're looking for … an aggressive takeover in the city then 
you'd want somebody who knows the patch in in that sense. So, I'm not … I make 
no comments as to what they are. I'm just asking about the sort of principle 
itself. Do you think clients expect these types of socially conditioned or 
genetically determined behaviours to be available to them? 

# 30.    

# 31.  R2 So, Rob I suspect this is the first time in your research that someone's quoted St 
Paul to you. St Paul the Apostle writes in Romans ‘I become all things to all men 
so that by all means I might win some’ and I think that there's something about 
cultural connectivity there which is quite profound and also quite simple. So, 
we calibrate how we approach different people. You know whether that's our 
dress code, formality or informality, our approach whether that's one of you 
know active conversation or one of listening or one of declaring. And I am going 
to answer your question, sorry, I'm going around the house a little bit, so I think 
I think it's incumbent upon the practitioner to contextualise not dilute or change 
the message but contextualise the message and means through which they 
communicate in order for that message to be received most warmly. Do clients 
expect a person to look a certain way when they're performing a certain 
function? But …  I'll give an example. I wasn't involved, this black colleague of 
mine was in Stoke on Trent. There are two schools and the two schools were 
going to be merged to become an Academy and my colleague or a couple of my 
colleagues were involved in the consultation for that. And one school was a 
predominantly white, predominantly working class school which was struggling 
academically and the other school was, if my memory serves me correctly, a 
sort of more middle class predominantly Asian … Church of England school, I 
think, so, culturally and in terms of academic attainment and in terms of many 
different factors, the two were not natural bedfellows. And potentially when 
we held these consultations you had two groups of parents, two groups of 
stakeholders that had very different perspectives on whether this would be a 
good thing or not. And indeed [for] many of them [it] would be a bad thing and 
my colleague, my principal colleague who is dealing with this, would have 
looked the part if that makes sense. But it [needed to look] as neutral as 
possible so as not to alienate either group … and would have sounded as 
independent and impartial and authoritative and yet welcoming as possible in 
order to try to maximise the impact that she had on those diverse groups or 
stakeholders who had different sets of concerns. Now [it would] be bluntly too 
practical if we had sent say an Asian lady to do that. It would almost certainly 
have made it look like we were siding with one group rather than another. 
That's just the optics of it. There's nothing racist or indeed prejudicial about 
that. So, I think because we all have inbuilt prejudices and preferences, 
whether that's against tall people short people or young people with red hair or 
with black skin, because we all have [prejudices] we need to be sensitive to 
that. Now is that fair? No probably not? Is it fair that potentially as a white 
middle class middle aged heterosexual man I can in this country, which is 81% 
white-ish, I can fit into pretty much any context and be accepted, and not 
experience prejudice against me because of the colour of my skin, maybe 
because of my accent or maybe it's the way deport myself, but not because the 
colour my skin, is that fair? No. Is it the reality? Yes. And should all of us be 
driving toward meritocracy where we don't really care what someone looks like 
as long as they can do the job? Absolutely! I believe that passionately. I believe 
in equality of opportunity and meritocracy. Having said all of that, if we were 
playing that scenario out all over again and we were sending someone into that 
context, white working-class parents, predominately Asian middle-class parents, 
and I’m generalising, would I send someone who looked like they might belong 
to one group or the other? No, that's just crazy. You send someone who is best 
able to connect with both groups and certainly not to polarise or to look like 
they belong to one camp. That's just life. 
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# 32.    

# 33.  I Thank you for putting that actually in the context of what works rather than 
what is ideal. Thank you for that. 

# 34.    

# 35.  R2 I think it's so important - so this is a personal perspective. We live in an age but 
I would characterise as a woke age, an age of extreme political correctness and 
snow-flakery and I think these things are damaging to society. I was last night 
with my business partner who is a British Bengali. He was, and this is probably 
not for your research 
 
actually appreciated you redact this cause I'm just kind of blowing off this team 
but he had a conversation he's a Brown guy at the conversation from the black 
taxi driver and essentially the black taxi driver said to him you can't feel my 
pain coz you're not dark enough and we're in a society where racial division It is 
is going to be a much greater blight I believe then the patriarchy and so I feel 
that I trust you implicitly but I feel uncomfortable saying certain things to 
anyone these days because when you stray out of the prescribed norm of this is 
what society acceptable you get called bigger homophobic racist and so on and 
so forth and  
 
I think, to bring that back into a PR context, we need to be absolutely 100% 
focused on can the student do the job, can the employer do the job, can the 
consultant do the job as an absolute core. This is about the ability to get 
something done and, secondarily, the societal considerations and so on and so 
forth. 
 

# 36.    

# 37.  I Thank you again. Let me reassure you …  I am extremely grateful. And thank you 
for the asides, the context and the background. And, actually, the extra bit of 
conversation at the end because it reminds me, which is what I'm looking for in 
this, it reminds me I need to look for the balance in all of this. Although my 
questions are designed to try and generate an extreme view for conversational 
purposes, I do need to find the relative balance and harmony here in all of 
these good points and good suggestions and thank you for contributing to this. 
It's very much appreciated. Happy to send you the only single published version 
of this when it comes out. 

# 38.    

# 39.  R2 I don't need to see your notes and, as I said before, I trust you implicitly. 
There’s only two areas around which there are some sensitivities. The 
conversations that I referenced with MPs because I'm not a lobbyist and I 
wouldn't want to be depicted as a lobbyist and when people read about those 
that have power having conversations with MPs I wouldn't want it to look like 
undue influence or anything along those lines so the greater anonymity or 
airbrushing you can give to that the better I think okay great great fabulous 
thank you I'm just on the second one is with regard to the country because that's 
it's a highly highly contentious space note go You doing that but my my business 
partner have a very very different perspective on his role in Palestine he is the 
British Bengali Muslim and and his pro Palestine and anti certainly anti the 
Netanyahu government but also potentially empty the state of Israel and I have 
completely the flipside of things and that's that's a good example of an 
intractable situation that needs more than just multifaceted and diplomatic 
dialogue yeah thought it's worth you didn't get you were nowhere near the pin 
which is which is a great comfort to me no not at all it's it's it's it's the most 
interesting if we get the gig it's the most interesting and difficult influence 
campaign I will ever have worked on At some point I'll be able to tell you about 
it when they put income paper because we will have particular government to 
client  

# 40.    

# 41.  I Thank you again. 

# 42.    
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# 43.  R2 Pleasure. 

# 44.    

# 45.  I Hope I haven’t stopped you from making some money this morning. 

# 46.    

# 47.  R2 I’ll make some this afternoon. Got to keep the Wolf from the door. We need to 
do some more thinking about this stuff and writing about it. 

# 48.    

# 49.  I Thank you so much. Very grateful. 
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 Interviewer [I]  
Respondent 3 [R3] 

SERIAL SPEAKER TRANSCRIPTION 

   

# 1.  I So yes, there are sort of five issues. Fairly straight forward issues nothing 
overly complex. Two of them are concerned with, what can I call it, 
sociological accounts of power. How society is manifest in terms of PR. 
Hopefully, it will make sense when I ask you a question, and then three of 
them are concerned mainly with, sort of, culture. How culture is produced and 
how that becomes an obvious, or could become an obvious, bone of contention 
in certain circumstances in terms of practice. But, as I said, hopefully the 
scenarios I suggest to you would be fairly evident but I might need just to seek 
an extra question or two depending on what you're saying. So, thank you for 
that. OK so that's the background are you alright without or .. okay. The first 
one is, by the way in addition to recording I might make the odd note, first 
one was to seek your advice really about how best to appeal to people when 
you're discussing a contentious matter. When asking them to accept something 
which is sort of firmly out of the routine. And I thought there was a sort of 
self-evident recent example which we’ve just been talking about and that was 
as if you were to advise on how to improve messaging around social distancing 
for example but you can only adopt one of the three options I'm going to give 
you, and I recognise this is a false scenario but it's designed to polarise them, 
but you can only adopt one of the three approaches, which one would you 
think would be most effective? So, the first one is the message is basically 
follow the rules! You know this is the law, this is the policy we have. Can you 
please understand it and get on with it! So that's the first option. The second 
type of messaging might be, you know, can you do what's expected please? 
Can, you know, this is the norm, this is what the majority are doing! Do we 
have to spell it out to you, you know, can you please do what is normal? Get 
with the programme! So that or thirdly would you suggest that you can appeal 
to things like values or ethical positions? Or that it is it for all of us to do this. 
It is right that we look after the health of people isn't it? Or let's be 
considerate let's show some respect. So, you're appealing to good values and 
good ethics which don't necessarily mean there in the majority is just an 
aspirational appeal. So, which of those sort of options, if you were banged into 
a corner, which would be most productive. 

# 2.    

# 3.  R3 The second one. And it's because you mentioned you used the phrase that 
within that it would be saying that the majority the majority of people are 
doing it. And behavioral science will tell us that if you, people are sheep, so if 
you can say that the majority of people are doing it and if you could get more 
explicit about that in terms of percentages then you will change behaviour. So, 
the examples of hotel chains that do it with, you know, ‘if you could please 
save the environment’ versus the ‘28% of guests choose to do this’ you're more 
likely to see people doing it and so that's what I would do.   

# 4.    

# 5.  I Excellent! So, there are examples in sort of nudge behaviour which show this 
as actually being a quite productive way of … \\ 

# 6.    

# 7.  R3 So, hotel chains and tax, government tax letters around taxing your car, these 
two examples I've seen presented at conferences around how it's changed 
behaviours.  

# 8.    

# 9.  I Straight forward good thank you. No, it's good. The second one was to hear 
your views about how people, and by that I mean stakeholders as opposed to 
clients, how stakeholders perceive those around them, or who may have 
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influence over them, perhaps better description, so how they perceive those 
people who have influence over them when an important issues is at stake and 
how that might affect the nuance of messaging. So, let me give you an 
example, do you think expert sources of advice or guidance work? Do they 
work in all the circumstances? Are there contexts when actually that is the 
wrong thing to do etcetera? 

# 10.    

# 11.  R3 So, at the beginning of this you wanted experiences. So, I worked with a CEO 
who wouldn't accept the data around the fact that employees needed to be 
communicated with. And that's a really nice example of where you've got that 
kind of influence. I didn't have influence over here but I was it was trying to 
say look here's all the data here's the information. This is why we need to do 
this. Didn't make any difference despite the fact that she was incredibly data 
driven around profit and value and everything else. So, my logic goes it’s all 
about data. I’ll get the data which you’d think would make sense, didn't work 
at all and wasn't interested. It didn't change her thinking because she was very 
set in what is her belief and that comes down to this cognitive dissonance in 
some of those theories of you know that being … very … this is the route is 
going down and this is what I'm going to do. A good book, Black Box thinking by 
Matthew Sage, that talks about Tony Blair doing the same thing with weapons 
of mass destruction. So I do think in theory and in the theory of a PR 
practitioner ‘if I go with data they will believe me’ doesn't work … in my in my 
experience … but and I learned what did work and so it was just spending the 
time to try and work out how to have the influence and how to change my tack 
to do what I needed to do. 

# 12.    

# 13.  I I have to ask then, obviously, what did you find did work or was there no single 
solution? 

# 14.    

# 15.  R3 It wasn't necessarily a single solution but the individual in question always 
talked about value: what value does it bring to everybody, every function 
whatever they did? And traditionally, for her, that was very much financial. 
So, she was there to make sure that the business was delivering shareholder 
return and she was very open about that being the focus. So I ended up going 
and asking her what value meant to her in communications, for her 
communications function, because I didn't really know what she meant 
because I can't turn around and say we've made a 100, you know, that financial 
link wasn't there and she said it's all about risk. She said your job is risk, to 
make sure that we are not at risk … and reputation … and that we're not in the 
press - you know, all that stuff. So, because I then realised it was risk, I could 
change my messaging to be around that. So, when the team in the US wanted 
to move away from our digital platform that we had internally, my old way of 
going to her would have been to have talked about, you know, would have 
been to have said you know it's so important that we engage on this platform 
and I could talk about the engagement factors of everyone that's on here, 
when I would have talked all about that where I ended up talking to her about 
the financial risk of them own spending a load of money when they didn't need 
to and the risk to the financials based on decisions being made. And, you 
know, within 10 days, I’m on a plane to America doing a workshop and that's 
all to do with the stuff I wanted to do to get them on this platform but I to 
position in a very different way in order for her to understand what I needed 
to do.  

# 16.    

# 17.  I That is really quite insightful actually because that of course is about trying to 
earn the agenda … it's about time to get her into a position where she will 
listen to you. I guess you've probably still had some work to do to get her to 
trust you but nevertheless it was the way in.  

# 18.    
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# 19.  R3 Yeah, I mean I worked with her for about 18 months. I would say the first eight 
months of that were really tough I mean she told me to **** *** out of her 
office … There’s some stories there that I often share with students …  But she 
taught me a lot about how to how to change your arguments and to have that 
conversation of what you mean by value. And I think that's the sticking point 
for PR people when you look at the difference between what we're doing and 
what the business wants us to do there's often quite a big gap. And I think we 
don't ask those questions to say, because we almost don't look stupid, there's 
this weird thing about you know you can't ask that question but it was the best 
thing I did. 

# 20.    

# 21.  I Can I ask you an extra question at the end which I think is quite pertinent 
about this issues, if I may?  I apologise in advance if I’ve added already. As a 
result of that do you think there are predictable behaviours that you can 
expect in people when they're being asked to change? What sort of behaviours 
do you think they are? 
 

# 22.    

# 23.  R3 And so, I think you know the behaviours that I've seen when I've done change 
programmes. Obviously my experiences is mainly with employees but you know 
people don't like change. So, they were going up against that in itself. And it 
actually doesn't matter what you do to try and take them on that change 
journey they're going to hate it. So, I know when I'm doing a digital change 
programme and I put on lunch and learn sessions, people come and talk about 
the platform and I'll sit in a room for a whole day and there’ll be different 
hour sessions for you to come to … no one turns up. You know that's … and 
then they … and then I've had people crying. You know, so I've seen that kind 
of ambivalence or apathy or whatever it is to the change because people don't, 
and this was maybe a cultural thing as well so you’ve got to think about the 
organisation culturally, but people don't really understand the consequences of 
a change until it happens to them because you've got no frame of reference. 
And I've only learned this since reading loads of books about how we work as 
human beings. But if you're trying to change something for somebody they 
can't predict what's going to happen so they go into a state of fear and 
therefore they struggle with making sense of what's coming. So, if you can do 
whatever you can to take … take away the fear and help them predict then 
you get a better result. So when I've done other digital change where we've 
launched a new Internet platform and I'll show people what that platform 
looks like as soon as I can … is that the first thing I'll do is give people some 
visuals so people can see what's coming because then they can start to predict 
how it's going to look how it's going to feel and they all calm down. But we 
don't do that so we just kind of go out with ‘this is change and this is different’ 
and then people immediately become threatened and will therefore either 
react aggressively if they're feeling threatened or they'll just retreat. You get 
either one of those. 

# 24.    

# 25.  I Next question is or the next three issues really are really about cultural 
aspects of practise which I know interests you but I was wondering if you felt 
that if the personality of the practitioner can affect his or her chances of 
managing a contested matter successfully? So, here's a for instance. Right, 
again I recognise these are a polar … on one hand you've got the empathetic, 
open minded, flexible practitioner. On the other hand, you've got someone 
who's more focused, quite high levels of resolution and self-agency and 
determination. Which type of practitioner, which I know nobody exists in 
isolation from all of those things, but which practitioner do you think is more 
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likely to be successful when matters are highly contested? That's the first 
option and then, secondly, which of those two types of practitioner is more 
likely to practise PR in a way which is compatible made the requirements of, 
say, the CIPR. Let’s just pick out mutuality and symmetry as examples. 

# 26.    

# 27.  R3 Oh, that is good coz they are completely polar doing that. You wouldn't ever 
really necessarily get that so it's a really great question. I think that when 
there's an issue like that I think the focused self-agency side would do it and I 
think that because if somebody is showing a great deal of open mindedness 
and flexibility their ability to lead and stay firm and have demonstrated 
behaviours that aren't moulded if that makes sense means that you're in a 
stronger firmer position. Whereas, I think if you go too far down that empathy 
open minded flexible, when you suddenly have to go no, and you know become 
the other end of the spectrum, it's harder to do that because you haven't 
created relationships where that behaviour is expected. And what was the 
follow up question? 

# 28.    

# 29.  I It's … the second one was who is more likely to show the sort of basic tenets of 
good PR as determined by say the CIPR definition of PR and I picked on 
excellence theory ideas around mutuality and symmetry. 

# 30.    

# 31.  R3 Yeah, I mean to be when you're looking at the definition of PR around the you 
know it's about the relationships that you have with people and the 
relationships with your publics and then your empathetic person is going to be 
more aligned I think to that because of the empathy piece. 

# 32.    

# 33.  I Okay, excellent thank you.  

# 34.    

# 35.  R3 That’s the only thing I can think of 

# 36.    

# 37.  I Well I think I'll add that to the question I've already added about all of this 
because there is … I mean you mentioned dissonance … there is a dissonance 
around all of this which I think your old chief executive has pointed to 
accidentally.  
Okay, move on to the next one and thank you for this again is about the 
cultural question. Again, in thinking about contentious circumstances or when 
people think there's a lot at stake, I was wondering if you thought that the 
competent practitioner success for them actually … or that the competent 
practitioner or the successful practitioner actually needs to bring other things 
to the table. I was wondering whether you thought any of the following is 
useful to them. I was thinking of networks both professional and personal 
networks. I was thinking of, you know, helping the client to believe that 
they've been successful. Right? Or and in the third instances I was thinking of 
someone who is, it sounds counter intuitive in a way, but someone who's just 
comes out of left field. He or she is able just to think of you know something 
which works in a particular set of circumstances but which isn't aligned to good 
practise but it cuts through all the rubbish and gets it done. So, I'm just 
wondering if the successful practitioner when things are going pear-shaped 
perhaps bring other things to the table and whether any of those three ideas 
have resonance with you or whether none of them do? 
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# 38.    

# 39.  R3 Yea, I kind of have a view on each of them which is unsurprising. I think one 
and three could be a bit linked because if you've got good networks 
professionally or privately then you're probably more likely to be able to come 
up with something out of leftfield that's a different idea because you can 
utilise the relationships that you've got to do that and to help and work that 
through. So, I think from a successful … networks to me is so important 
because I always think it is who you know not always what you know and I 
think that's stands the test of time. The piece about helping the client believe 
they've had success, it’s a bit (un)ethical for me actually because … to be a 
successful person you've got to kind of be really honest and if they haven't had 
success then you've got to say that this isn't this hasn't worked or this hasn't 
been successful or we, you know, messed it up. but I think if you can't do that 
then you are not you certainly not adhering to the code of conduct of the IPR 
but also you're just not operating with integrity. Ann and I think the left field 
you know … I think that's good. I think it would be an absolute fluke and I think 
that it's it is getting that, you know, I'm not, I think to be successful, I mean to 
me someone that’s successful is successful long term not as a one hit kind of 
one-off thing and I think your left field would be a bit one hit, one hit wonder.  

# 40.    

# 41.  I Very wise actually, thank you. That's very helpful thank you for being 
comprehensive in the response. Brilliant! And then the last one the sort of 
final area of interest really is, again, it's sort of a cultural thing and I guess it's 
about what clients expect from PR people during moments of difficulty when 
they've got a lot riding on something. Let's say they’re meeting the you know 
their designated PR person for the first time. They know this is crucial to the 
company and I'm just wondering whether they expect certain things. I guess 
you could call them cultural tells but you know things like you know it could be 
accent or dress. It could be gender. It could be a number of things and this 
isn't a commentary on diversity by the way. This is about any combination of 
those settings operating and whether there are certain types of personal 
experience perhaps they would feel reassured by or the way they operate in a 
in a particular room with people. Or in fact you know whether they have a 
capacity to mingle well even if their intellectual capacity is fairly limited at 
least they can get on with people. I mean are there certain, from the clients’. 
perspective do you think when things are about to go pear-shaped, are they 
looking for a particular type of character? 

# 42.    

# 43.  R3 I think everybody's going to bring their own bias into that conversation. So, I 
remember my CEO saying that someone was about 12 and that kind of stuff … 
so then we found out he had three kids, they were about 15, so I remember 
having quite big laugh about that. So, I think everyone comes with a bias into 
that conversation. I think, you know that I have a big bias that PR is very 
broad. So, if you got me in to help you, you're, what you're looking for, for me 
to help you, would be very different to what you’d be looking for from 
someone like Jason Mackenzie to help you because we would be looking at 
very different things in the PR bubble and our world. But I think ultimately in 
my experience when I've been talking to CEOs and leaders of companies they 
are looking for somebody who is knowledgeable and also is taking the time to 
really listen to them. And that's that empathy piece because I don't think they 
necessarily want you to have all the answers but they will have an ego that 
you have to be mindful of, as everyone does, and I think you have to show a 
keen interest in listen to what they've got to say in the problems they've got 
and then have enough skills to be able to be knowledgeable in a response even 
if you haven't got the answers so that is, you know, that's the magic you know 
concoction if you like. I think that you can bring those two bits together of 
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engendering trust very quickly by being knowledgeable but also that empathy 
and listening and tailoring everything to that person. 

# 44.    

# 45.  I Don’t you feel, I mean is this an old-fashioned view or probably an old-
fashioned example, but, for example, you know the old school tie or the 
Oxbridge education or the right accent for the city …. 

# 46.    

# 47.  R3 And it probably does still exist and it's really interesting because I remember 
showing a fellow consultant, a good friend of mine, and I showed her some red 
boots that I really liked, don’t worry I'm going somewhere with this, some red 
some red knee-high boots I really liked and she said to me ‘God, if you walked 
into a boardroom with those on I wouldn't hire you.’ And, I said ‘Well really.’ I 
thought that’s interesting and I didn't buy them. But it was interesting that her 
gut reaction to them was ‘I wouldn't hire you if I was in house and she walks in 
there with red shoes’ and I remember my CEO that we've touched on had a bit 
of an issue with certain things. I had like a bright blue jumper and she wouldn't 
really like that you know she was very, very, cut and … you know very rigid. 
What I've learned over the course of probably the last three years is that 
actually a lot of that stuff doesn't matter but if you're if you've got the 
confidence in what you're wearing and going into those conversations, it's 
totally irrelevant. And as much as people will laugh when I say this I invested 
in a stylist because of exactly this problem. Because as a consultant, you can 
be a chameleon, and as a man it's quite different so as a man you can wear a 
suit, you have tiny pocket. You either put it on, don't put it on, but, this is 
very gender bias, but you're pretty safe! You know, you're pretty safe 
whatever you go into. For a woman, it's not the same. You know, there's not 
that same armour, if you like, that a man has when you're going into the 
workplace. So, if I'm going into a FSTE 250 business, what do I wear to that 
meeting? If I'm going into an agency that's 25 people in Old Street, what do I 
wear to that meeting? And then if I'm going to an independent but very 
successful … you know? They're very different cultures all of them. You could 
walk into each of those as a man probably in a suit and be absolutely fine. But 
as a woman you've got to feel really comfortable in that outfit in order to have 
that confidence and knowledge and all those things. So, investing in a stylist 
helped me find what my style was so it doesn't matter what room I'm going 
into - this is what I'm going to wear. And it was a real personal experience of 
being a consultant that I didn't know who, I didn't know who I was in all the 
different offices. And I just didn't know. I was just blending each time so I'd 
wear something different that one, something different that one, and I didn't 
feel like me so I didn't have the confidence. As soon as I invested in that and 
changed it, everything changed. 

# 48.    

# 49.  I Thanks a lot. That is obviously is quite revealing of power, I hasten to add, it 
doesn't mean to say it's irresolvable because you found a way to remove at 
least some of that but (a) it demonstrates at the very least, it demonstrates 
half-a-dozen things, it demonstrates at the very least that there is a gender 
power position which some practitioners find themselves locked into. And you 
could say that the male example there is equally applied rigidly because there 
is a uniform. Yeah, okay, maybe it’s more adaptable but it's clearer for men 
because the prejudices are clearer, i.e., not as variable. For women it's much 
more variable. 

# 50.    
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# 51.  R3 And with that comes a different challenge doesn't it? Do you break the mould 
as a man and yes is a shirt going to be alright? As a woman you just think, I 
don't know what to wear …  

# 52.    

# 53.  I … I asked for PR person … not an advertising person … 

# 54.    

# 55.  R3 Exactly! 

# 56.    

# 57.  I Brilliant thank you thank you so much. Right! I do want to mention something 
which I I promised I would do but those are the sort of main five themes I just 
wanted a practitioner’s view on. By the way, you are what’s called an elite 
interviewee because you operate at a national level. So, thank you. Were 
there any things that you felt you cropped up in the conversation that you feel 
you now must tell that you’ve not had a chance to tell me? 

# 58.    

# 59.  R3 No! I think the only other example I would give would be with my most recent 
… when I was in house before I had an MD and it was the strangest … it was the 
strangest relationship I've ever had with someone in power. MD versus me, 
comms director, trying to find a relationship with him that was balanced was 
impossible to the point that I left. Not because he was really horrible. There 
was none of that. He was just a truly strange person and I don't think you ever 
present for people like that. And the example I always give people is when we 
were on a train and we were doing a roadshow of the offices. So, we were 
working on the presentation on the train and it was a very complicated 
business with matrixes, and stuff like that, and we were trying to find a way to 
knit the story together for employees. And he then started talking about Paw 
Patrol and saying to me ‘do you think the parents on Paw Patrol know that 
their kids are looked after by dogs?’ No, I don't have children but I’m familiar 
enough with Paw Patrol to know it's a kids’ programme. I was like I'm not sure 
whether they think that. Anyway, this conversation lasted about 15 minutes … 

# 60.    

# 61.  I They are looked after by a television; they are not real dogs. 

# 62.    

# 63.  R3 … am I high maybe?  It was truly strange and then anyway the whole thing 
didn't go particularly well. He wasn't … I think the power relationship was just 
very strange. He couldn't then articulate to me he wasn't happy with 
something. My boss had to do it. Then when I go and talk to him about that he 
couldn't even look me in the eye and it was it was just a really strange 
relationship where he brought me in specifically to do a job and then wouldn't 
really let me do it and then we just wouldn't even … it was really strange. And 
when I look at the interview for that, the interview that I had with him, he 
just talks at me for about 20 minutes. And then said ‘you seem like a smart 
cookie, what do you think if we were to give you the job? And my gut was … 
this isn't right but I did it anyway. And it was a lesson in there about you listen 
to your gut reaction but it was it was just a very strange power dynamic with 
him that we couldn't that at all … and in the end, I said I think I should go 
because this is just never going to work. You don't really want someone as a 
comms director! He really wanted a comms manager and it's never got this is 
never going to work. I'll help you recruit someone more junior but this is just … 
this is silly. 
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# 64.    

# 65.  I Sounds very wise. Again, he's clearly on the spectrum, a different place on the 
spectrum.  

# 66.    

# 67.  R3 Yeah, just so different and I like to think how I might try and mould myself … 
yeah just so different, you know? it and I like to think I might try and mould 
myself. How am I going to make this work, and I just couldn't. He's the only 
person I couldn't get near. 

# 68.    

# 69.  I Oh well, thank you. Good. The thing I just wanted to mention, you talked 
about your boss and she being very interested in providing shareholder 
advantage and that her principal mission was to deliver on that. Now, and 
clearly if you're operating with the idea of creating advantage, it means that 
you're creating advantage over somebody or competitors or in a market. And 
that therefore means that, and it certainly means you would have to create an 
additional settlement in terms of advantage with your customers. And that 
mean, i.e., getting more bangs for your buck! Generating more profit - which 
isn't necessarily what customers want is it? I just wonder whether there is a 
certain amount of dissonance really within the PR profession around what it's 
doing? When you look at, I mean, we operate in an arena where we are we 
accept our job is to create advantage for our client and yet we sign up we sign 
up to mechanisms and standards which regale us to think we are partners with 
our stakeholders, to develop mutual arrangements remind stakeholders to 
develop solutions which are balanced when in fact that isn't what they’ve paid 
to do. And it is quite odd to me, but, you know, I mean it's very laudable that 
we are socially minded and that we're pro social, and all the rest of it, but it 
isn't necessarily what we do. And it isn't necessarily what the vast majority of 
PR, some do, vast majority of PR people don't. They recognise it as generating 
advantage for their clients. Which is something I don't ... this dissonance that 
the profession has got itself into isn't one that were prepared to even talk 
about. And certainly, I can't, I don't think there's much, you can probably 
confirm it for me, I don't think there's much demand to have another go at the 
definition of PR. There’s no appetite for that as far as I can tell. So, this 
dissonance sits at the heart of what we do, so we’re sort of deceiving 
ourselves that we operate in some sort of you know holier than thou position 
when in fact everything we do is designed to be rhetorical. It's designed to 
create and generate a persuasive advantage in some form which I guess your 
boss and you were putting your finger on when you were having that discussion 
really! 

# 70.    

# 71.  R3 But this is also where I think it's I think, and you’ve hit the nail on the head 
with what the issue is but also because for me what we should be doing, is it's 
about the relationships between different stakeholder groups and different 
people. Now one of those stakeholder groups has an agenda and they need to 
persuade the other stakeholder group that that's the right thing to do or 
whichever. So, in my world my job is to enable that conversation in a fair and 
transparent way so that both parties can have that discussion and debate and 
that they can come to an agreed outcome. Now whether that's a business and 
a customer, whether it's a chief executive and an employee, I'm trying to help 
them communicate in a way that allows them to have a respectful and open 
discussion that then ends in in whatever it ends in. But everyone's got to be 
open to whatever that's going to come to. I think we've forgotten that. I think 
we get stuck in so much of the conversations around the PESO model and 
measurement and paid and AI and all the other things that go around it but 
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fundamentally what we're here to do is look at that relationship and the 
relationship between an organisation and its publics and help that work in a 
really nice harmonious way together so the everything feels lovely. 

# 72.    

# 73.  I I mean it is important that we keep hold of that absolutely but clearly the boss 
that you're referring to wouldn't recognise that, by which I mean if everything 
you did generated equilibrium but brought no additional advantage … /  

# 74.    

# 75.  R3 Ah … but it's not about bringing equilibrium. It’s about … you have to bring … 
have you ever done jury service? I did jury service a couple of years ago and. I 
has a great time because, probably like you I was fascinated by the whole 
thing, but I had two deliberations with my jury and for me it's a similar thing. 
You put a point of view across then someone kindly disagree then you talk 
about it. And it was the most respectful debate I think I've ever been on. And I 
remember it going round the room and everyone going: guilty, guilty, guilty, 
guilty, guilty. And it got to me and I went I'm sorry I'm just, it's just not. Then 
we had a whole conversation I could see people like you know. But it's not 
about, it's not about, not making a decision or not moving things forward. It's 
about saying this is my point of view and then somebody having another point 
of view. And then reaching an agreement to move you forward but you're 
compromising. And that's what we've lost with things like social media where 
you've got a big activism then this ability to have a conversation has somewhat 
diminished. And PR people are not helping some of that and some of them are 
actually you know deliberately you know being quite activism-y. in some of 
these platforms which to me isn't helpful. That's not my job to be an activist. 
My job is to take an activist and take someone else to help them talk to each 
other. But it's not my job to necessarily have a really big opinion on some of 
that stuff because it's whatever is the right decision strategically for the 
organisation or the individual. 

# 76.    

# 77.  I No indeed, so the important distinction there then has to be about the quest 
for compromise. I mean understanding clearly each position. Recognising that 
neither of you can exist together unless there is some settlement and that 
settlement involves give and take. Hopefully in a productive manner but one 
which can't continue if there isn't a consensus. 

# 78.    

# 79.  R3 Yeah and I think even if you look at some of the stuff around the interactions 
as a customer versus the big brands. You know, and you look at there has to be 
a compromise. You know, you can't you know big brands will be looking at 
stuff to help the environment but it's going to take them you know 10 years for 
example to reach a neutral level. You know, there’ll be people out they’ll be 
outraged that is going to take them so long but there has to be a compromise. 
Do you want them to do it or not want them to do it? Because if you want 
them to do it, it's going to take this long. They got a plan. You’re either happy 
with that or you're not. and it's the same outrage we have got with stuff to do 
with the current government. You know we have this outrage about things but 
actually everyone's trying to do the right thing. Just maybe not in the same 
time frame as everybody else. And I think that's the piece that I struggle with. 
Because I actually think you can easily, from a PR perspective, if it's going to 
take you know Unilever whatever, I don't know why I picked them, but you 
know ten - five years or whatever they want to do from an environmental 
perspective, that's our job to get that message out there so people know we're 
doing it. That it's happening. It's important, it's a focus. You know, we're doing 
all the right things because we know it's the right thing to do. That's our job to 
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help make sure that our customers know that so they want to buy from us. And 
therefore, they want to keep buying our products over someone else's because 
we do care.  

# 80.    

# 81.  I It's really valuable. Thank you. That last bit of the conversation, similarly with 
other people I've heard, I've had extra bits on the conversation and the last bit 
of the conversation has always been productive. It's always giving me 
something that I can then take from it as a general theme or idea. So really 
grateful for that, thank you. I'm grateful anyway. Thank you for your time and 
your patience. It's very much appreciated. It's not taken for granted. So, thank 
you. 

# 82.    

# 83.  R3 You’re very welcome and if you think of anything else and you want to chat 
again then let me know. I think it's a fascinating topic and I think the power 
piece is interesting. And influence and I think that there are a lot of skills that 
PR people … / 

# 84.    

# 85.  I We don't even think about them. I mean we are well beguiled by what I call 
managerialism. We’re beguiled by what is experientially productive on a single 
day. In other words, how can I make this presentation better or what words do 
I use in this context? Or, how can I tell this story in a way which reaches out … 
and things like relationships, dialogue and purpose … and there are sort of 
practical tools you could … for example measuring effectiveness! I can, like in 
the first question I gave you, I could come up with a tool tomorrow which 
would help you measure or any practitioner measure whether they are building 
that into what they do. Whether they give any consideration to that. Alright 
it's not hugely paradigmatic you know; it’s not going to change the world but 
there are ways to recognise that the relationship matters. That the 
conversation matters. That dialogue matters and purpose matters. And that's 
what I'm trying to do with this really is to try and understand whether or not 
practitioners are clear about that purpose or whether they delude themselves 
about. 

# 86.    

# 87.  R3 Have you spoken to [conversation about potential respondent] Alex Myers who 
works at manifest no he sounds like a good person to so he did presentation 
event I was at on purpose and he that's what they do a lot of they help 
organisations find their purpose and as a brand and things like that and and 
he's not me but if you that's kind of part of the angle he runs an agency its 
global and he's a good guy I think if it's he might be worth a chat too I would 
certainly do that if you would recognise your command again yeah I'll drop him 
a quick note and see whether he's got the time to do it I'm sure he will have 
but I'll I'll cheque with him but I think I was I asked him the other day he had a 
chat to me coz I'm I've just I've pretty much finished the book I'm writing that's 
coming out in April but I just starting to write the synopsis of my next work 
time Co writing which can be on purpose and so when it talks about what was 
in my head to see whether or not I was just making stuff up for the case in my 
head so so and he said no I think he said he thinks there's an opportunity there 
but he was very open to have a quick chat which is what makes me think he 
probably quite happy to have a conversation so I'll ask him and then if he's up 
for it I'll just do an email introduction and then you guys can go from that's 
brilliant thank you doubly kind of you  

# 88.    
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# 89.  I You've been excellent. Thank you so much for your time. [edited felicitations 
and sign off] 

# 90.    

# 91.  R3 I actually think there's more in this from an industry perspective around the 
paradigm between, with conning ourselves if we're thinking that we've got this 
big higher ground, whereas actually what we're here to do is deliver. I think 
that's a really good conversation at some point when we're allowed out again. 

# 92.    

# 93.  I Yeah fingers crossed Thank you then. Bye bye. 
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 Interviewer [I]  
Respondent 4 [R4] 

SERIAL SPEAKER TRANSCRIPTION 

   

# 1.  I Thanks again for doing this. Hopefully, won't be too painful and you’ll give me 
lots of insight and opinion which is really what I'm after. It’s probably worth 
mentioning actually that I've got sort a series of five things to mention or ask 
you about and two of them are looking at how power is negotiated via public 
relations. They basically pick on sociological accounts power and see whether 
there's any evidence of them at play or working. And then the other three are 
also about power but about culture both personal you know how people 
present themselves or how they’re understood culturally and how the 
profession does as a whole.  So that's the purpose anyway from my perspective 
to get your views on but it's really about your experience and your opinion. It's 
not about what you think is supposed to be the right answer in these 
circumstances. It's what you've observed as actually working in reality as 
opposed to what a textbook would say or what you know a client would want 
to hear from you. What you’ve actually seen working or not working on 
whatever point is being made. So that's the plan. You’re okay with that? I 
might also make some notes from time to time so I won't be ignoring you and 
misbehaving electronically or whatever. You know I'm supposed to make sure I 
keep an eye on you at all times but I will be making some notes in addition to 
recording. 

# 2.    

# 3.  R4 I won’t assume I’m boring you then? 

# 4.    

# 5.  I No! You’ll be doing the opposite and my fear is I'll be boring you with the 
prosaic really but … okay … right. So, first things first and it might be 
something that you ponded anyway this, I don't know, but I was wanting to see 
if you could give me your advice really about how best to appeal to people 
when you're discussing or when you're asking them to do something which is 
wholly out of the ordinary? Off the scale. Off the routine certainly and 
something that they're not necessarily convinced they want to do or they may 
feel is unpleasant. And, so, as an example of that I was thinking that if you 
are, if you were asked to improve messaging around social distancing but you 
can only adopt one of the three options I'm giving you … right and immediately 
you know it's false. Immediately you know I'm seeking a polarised response and 
the truth will be somewhere in the middle or somewhere else even. So, this is 
imperfect but if you had to choose one of the three options for improving 
messaging social distancing which of these three do you think you would opt 
for? The first one is: follow the rules mate or the policy! This this is the law. 
This is what we've got to do. Can you please do so collectively? Second option 
would be: look can you do what's commonplace here? Can you do what the 
majority are doing? Can you do what the norm is? Come on don't be an ****! 
You know, can you get with the programme sort of thing? That sort of 
message. And then the third message would be: look this is the right thing to 
do! This is what people expect of us in such in such times. This is the ethical 
position to adopt here and so please follow the message on that. So, you’ve 
got those three options. If you were beaten up and put into a corner, I was 
wondering which of those three options would you go for?  

# 6.    

# 7.  R4 Let me just make sure I've got … so it's basically do as you’re told, this is the 
rule! Do what's good for the common good or …  

# 8.    

# 9.  I Well actually the second one would be: do what's normal. The third one might 
be: do what’s for the common good. 
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# 10.    

# 11.  R4 Okay I think I'd go for the third in that case. And the reason I’d go for the third 
is because it would make it essentially, it's making an appeal to a collective 
sense of responsibility. So, it's not putting individual on the spot. It's not 
bullying anybody, which I think the first one would, might, feel like to the 
punter. And it's not just, it and it has some basis in social benefit I think so I 
think that's probably where I'd go.  

# 12.    

# 13.   Excellent thank you. Very wise as ever so thank you. Right number 2, and 
that's an easy start isn't it? Number two is getting your view really here about 
how you think people … and by people I mean sort of stakeholders those at the 
receiving end of the messaging … perceive those around them? You know, what 
sort of reactions are manifest and behaviours are manifest when they feel they 
are being done to or herded in a in a particular way. So, there were some 
options here just to think about. One was: do you think expert sources of 
advice are listened to and respected? Are there better ways of giving people 
information than from expert sources of advice? Has that changed do you think 
in recent years? You know has there been a drop in respect or an increase in 
respect for those expert sources of advice in recent years? What's your take on 
that? What do people think about that? 

# 14.    

# 15.  R4 It’s safe to say there has been a drop in respect. But I but I think I mean given 
that we're right in the middle of a worldwide pandemic and the massive appeal 
being made by politicians and everyone else is to the science and scientists 
and actually there was significant compliance. So, I actually think although you 
know although the sort of general social discourse might have that we've lost 
respect for experts, I'm not really sure that's true. I think people still do 
respect somebody who appears to have studied something in depth beyond the 
norm. I mean I do still think there's an element of I don't know whether you 
call it disobedience or a lack of lack of enthusiasm. And I think there probably 
is a variation in view. But I think there still might be evidence, seems to me, 
to suggest at the moment but there is still quite a reasonable amount of 
respect for experts. But provided they are seen to be dispassionate experts not 
experts with a vested interest. I think that would be okay?  

# 16.    

# 17.  I What about the sort of the flipside of that? Do you think you can convince 
people to do something significant in terms of an unpleasant option, can you 
get people to do something, when the evidence for it is fairly weak or mixed? 
Can you still get people to move to a particular location without that sort of 
expert or mediation, you know that expert view or that mediation?  

# 18.    

# 19.  R4 Well yes I think you can. I think you can by gathering a weight of opinion on 
your side. So, I think social media discourse has sort of changed the landscape 
in the sense that it is possible to gather sufficient enthusiasm, not necessarily 
from experts, to persuade a group of people to do something that they would 
prefer not to. Or they would generally not have thought was what they were 
expecting to do.  

# 20.    

# 21.  I That’s useful. Have you noticed, in this arena, have you noticed any specific 
types of reaction from, again, the audience or stakeholders when something 
difficult is being negotiated? Do they tend to display a particular type of 
behaviour or behaviours? So, you know, like anger or complete compliance? Or, 
you know, they become more selfish or more focused or more rational? Or are 
there any sort of common behaviours people adopt when they're in the middle 
of an argument or the middle of a negotiated settlement, perhaps, would be 
the right way of describing it?  

# 22.    
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# 23.  R4 I'm just going to try and sort of put this into some sort of frame so I can think 
about what, you know, what would an example of that be. So, I mean the 
things that are current are things like Black Lives Matter where that's not 
really a situation where we're trying to persuade people to do what … where 
you know part of the population is trying to persuade other parts of the 
population to behave differently or to abandon long held views I suppose isn't 
it? Yes, I mean I guess that there is a certain amount there's a certain amount 
of anger on both sides I think. You know there's a backlash isn't there? Black 
Lives Matter is quite an angry protest and the response to it has been you know 
there's been a reasonable angry push back. You know the whole All Lives 
Matter thing you know. So, I think there is a certain amount of heat and steam 
generated in these sorts of circumstances. But I think there's always a 
moderating element. There's still, you know, there's still quite a lot of 
discourse that is a moderating discourse that says ‘yes all lives matter’ you 
know this is a circumstance in which we're trying to make a difference to one 
part of the population. I think there's been quite a lot of that debate as well. 

# 24.    

# 25.  I Thank you. That means, that's hopeful for the practitioner isn't it? In other 
words, you can always rely … the more extreme the position that you may be 
countering or advocating, there's always going to be, in the push back, there's 
always going to be a moderating influence from that that could be utilised or 
encouraged or built around. There will always be something that you can find 
useful. Thank you. Those are the two sort of power questions out the way. 
Third one is a cultural one and again this gives you … this backs you into a 
corner a bit. It’s a bit polarising so, again, apologising in advance.  So, I was 
wondering if you felt that the personality of the practitioner can actually 
affect his or her ability to succeed in what can be quite sensitive moments? If I 
give you a for-instance. You've got say two types of practitioner … this is quite 
a complex question, I apologise … you've got two types of practitioner. On one 
hand you've got someone who's very empathetic, open minded and flexible. 
You know able to build consensus. Those sorts of things. And then you've got, 
on the other hand, the practitioner who is very focused, very resolved. Sort of 
bags of self-agency who can cut through all the ******** You know all of that. 
So, you've got those two types of person. Who do you think would be more 
successful when you're trying to (a) make a change in something that's highly 
contested? Right, that's one bit of the question! And the second bit, who do 
you think will be more compatible, whose practise would be more compatible 
with what the CIPR says is the essential mannerism or mannerisms of PR? 
Which is all about mutuality and symmetry in communication and you know 
and all of that ******** but you know doesn't actually happen!  

# 26.    

# 27.  R3 I mean, I have a strong empathy with one depiction of the practitioner and 
quite a lot of experience in the other. So, I mean, I'm thinking of people like 
well Dominic Cummings would be classic. So would Alistair Campbell, and I’ve 
worked with, and not that he wasn't successful. He was very successful. But he 
was certainly the second of those types of practitioner that you described. So, 
I think it depends what you're trying to change and with whom and how many. 
Probably because I've also observed … I mean when I was at Which, for 
example, we had a campaign to try to ban junk food advertising before 9:00 
o'clock amazingly. And there were certainly two schools of thought. One was 
to go at it hammer and tongs and stick absolutely to it. To the line. No 
compromise. No nothing. And there was a long debate, if the Conservatives 
are in power, they were setting up this sort of consortium of people from 
business to try to arrive at the negotiated agreement around junk food 
advertising. And there was no way that was going to happen. There was not a 
hope in hell that they were going to agree. Tesco's would have stood there and 
gone to the wall, so it wasn't going to happen. And there was certainly a 
debate about whether we went full pelt for the whole thing or just and then 
eventually resigned! Refused to participate in this consortium anymore 
because we'd be tarnished by the results of it. And then I think my view which 
was that it was better to **** inside the tent and potentially this was not a 
one-skirmish battle. It was a long haul and that, you know, ‘softly-softly’ could 
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catch monkeys. So, I think you know ... I don't think in the end people do 
things that are totally against their self-interest until there's either absolutely 
no choice or until they can see that there's another way through that allows 
them to make some headway. Notwithstanding doing the thing they don't want 
to do, which I think is the case of the food industry. So, in other words, I think 
the mutuality argument is a good one because I do think that in the end people 
change their behaviour because they perceive it to be good for them.  

# 28.    

# 29.  I Just to clarify, is that a bit like ‘people don't seek salvation until they fear 
damnation’ or that you must force them into a position where they've got to 
negotiate? Or do you feel that people are willing to do so and actually react 
against the idea of being forced into something?  

# 30.    

# 31.  R3 I think people do react against something. Most people do from the age of 
naught upwards, most people respond negatively to being sort of pushed 
bullied against what they perceive to be their interests. So, somehow, I think 
the practise of public relations is to negotiate really and bring people to an 
understanding of why there might be a potential for movement here. And then 
it might not be completely against their interests. And, also to gather other 
opinion which actually, back to the first question or the earlier questions, can 
gradually create a sort of social climate in which you know something has to 
change. I mean the tobacco advertising campaign was a classic example of 
that. You know I mean why would the tobacco industry ever shoot themselves 
in the head? They weren't! But gradually there was a creation of such a swell 
of sort of social impetus that they have no option but to change. Then 
eventually they were forced to change by legislation and regulation and all the 
rest of it. I think it's a bit different from the food industry because I think 
there's more choice in that. You know, food is not bad in and of itself but 
there are bad things that are that are done to food. I think the food industry 
has gradually moved by dint of being persuaded that something should happen. 
By dint of being persuaded that something should happen that doesn't 
necessarily hit their bottom line. Gradually, also, by a sort of groundswell of 
opinion that says, probably helped now by Covid, that says actually you know 
the obesity crisis has to be faced! There is you know there's a very direct link 
between over produced food and obesity and it has to change and you must 
now change. But I think it's been moving anyway so I think there's potential to 
keep people moving along a line and then you know and gradually moving 
towards a place where they begin to think ‘oh, okay it will be bad for our 
reputation, it will be bad for our position in society it will be bad for all sorts 
of things if we don't change.  

# 32.    

# 33.  I Who do you think, well it's a bit of the same question but I'm just wondering … 
so I'll answer it for you and I'll check that I think I've got the right position from 
you … so you think someone who would be more committed to mutuality and 
symmetry in such circumstances would be more productive to you than 
someone who's ‘very does whatever it takes’ to hang on to a situation? So that 
willingness to engage and seek a mutual position is in general more useful, you 
think, as a practitioner attitude?  

# 34.    

# 35.  R4 I do. I mean having … I wouldn't engage a PR who didn't commit to try ... // 

# 36.    

# 37.  I // … I recognise these are extremes which don't exist in reality. 

# 38.    

# 39.  R4 I think it is about style more than more than substance. So if you're if you're in 
a position where, you know, I was working for Which and Which’s position, 
which happened to agree with mine personally, was that there should be a ban 
on junk food advertising. I was willing to compromise, well compromise discuss 
debate, with the various stakeholder parties in order to try to move the 
debate forward on the grounds it wasn't going to go in one hit. But I wouldn't 
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engage with somebody who wasn't prepared to keep on, you know, keep on 
keeping on because I think that persistence is also an important feature of 
winning any long-term argument.  

# 40.    

# 41.  I In terms of managing this person, who you've delegated to negotiate this tricky 
conversation between all industry representatives, you would prefer to have 
someone who's very predictable and reliable in their professional behaviour or 
more creative and leftfield-ish and counter intuitive? 
 

# 42.  R4 Blimey! I think the temptation is to say both. 

# 43.    

# 44.  I No, you can’t do both! It is for purpose of argument here. 

# 45.    

# 46.  R4 I mean I do actually think creativity is quite a natural thing is quite important, 
yes, because, and it's back to the same thing, so you've got a persistent line of 
argument you want to get to a certain point but you don't necessarily go about 
it by saying the same thing over and over again, you know? It's worth thinking 
creatively about, you know, who else is interested in this argument. Who else 
might the stakeholders listen to? What sort of, you know, what sort of activity 
might galvanise a view in a certain direction? That would bring influence to 
bear? So, I do think, yeah, that sort of creative activity is, yeah. 

# 47.    

# 48.  I It's actually something that doesn't get taught or encouraged too often actually 
in PR people. But I agree having that little spark can actually make a real 
difference content to a situation. Just wish I had one every now and then. 
Great thank you. Right! I think this is the last area you'll be pleased to hear. 
Don't think I missed anything else so thank you. So, this final area of interest 
to me is what others, and by others I mean clients or your boss, expect from 
the practitioner during moments of difficulty. When there's a lot riding on the 
results. So to be specific, do you think, so in the context of something that's 
really quite difficult, do you think clients expect practitioners to act in a 
particular way? By that, I mean to dress in a particular way or even gender, to 
be either male or female? I make no judgement as to which. Or to have the 
right accent? Or this might be illustrated best in terms which parts of the 
country they’re from? Or what their skin colour is? Or do you, and this is 
truthful to your observation and practice, do you feel that exists or is that 
overplaying those sort of prejudicial notions about who someone is? Expressed 
in the very superficial terms that I've just been describing? Not really their 
character but about how they might be perceived? You know those very 
superficial things. 

# 49.    

# 50.  R4 I definitely do think there's something about people like me that is at play in 
the relationship. 

# 51.    

# 52.  I Experienced, delightful people you mean? 

# 53.    

# 54.  R4 Well, yeah, exactly .. if you're in a situation where you're advising a politician 
or a senior member of you know an organisation and their livelihood is at 
stake, which is quite frequent, trust is pretty important. Perception of loyalty 
is also quite important. So, although I think the PR practitioner’s responsibility 
is often to bring the outside in and to make people face the unpalatable, you 
know? In other words to say if you do this minister, the impact is likely to be Y 
and people will respond Z. They might not want to hear that, You’re probably 
only successful in saying those things, and sort of leading them to a more sort 
of considered position, if they think that you are doing it in their best interests 
and you're on their side. So, I think there's, especially in politics, there's a, you 
know, and that's very difficult in the civil service as you might imagine because 
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you're not supposed to be on anybody’s side. But it is pretty critical, I think, 
and in most of my most of my experience it would be very difficult to advise 
somebody if they didn't think that you have their best interests at heart, 
especially trying to tell them something they don’t want to hear. 

# 55.    

# 56.  I Are you saying those superficial marks of culture are actually quite important 
if they get in the way of building trust? One sees a black face and they’re a 
white face and they think ‘I don't know anything about black faces. I'm worried 
that he might go off and wrap something.’ Highly prejudicial, complete 
nonsense, and yet it might get in the way of building trust? Is that what you're 
saying? These things might get in the way of building that rapport?  

# 57.    

# 58.  R4 They might. I mean, I don't know that it's got anything to do with colour of skin 
or even gender. Although an awful lot of PRs are female and whether that's 
something to do with an awful lot of bosses are male and they feel … // 

# 59.    

# 60.  I // … oh, I see, a servitude type thing? 

# 61.    

# 62.  R4 Yeah, there may be an element to that. So, I don't know that you’ve got to 
come from the same background. It is more about the sense that the person 
you're talking to is trustworthy and probably also appears to be reasonably 
trustworthy. So, it's not blind loyalty, is it, because you've got a pit appear to 
be trustworthy to other people as well outside the situation. So, there's no 
point in having a public relations officer who is so far up the behind of their 
boss they’re not perceived as having any independent view at all. 

# 63.    

# 64.  I Or so institutionalised that they can't give you a perspective … which is 
actually the one you're facing? OK, that's helpful, thank you. A little bit more 
on this sort of thing in terms of personal backgrounds. What do you think is the 
most valuable … this is a hard question so tell me to get stuffed if you feel you 
running out of energy here … so what's the most valuable personal experience 
or background a practitioner can have? I respect the view that it's going to vary 
depending on the arena that you're working in so I know you can only give me 
from your experiences what you feel would be the right sort of … and it could 
be it could be networks … or it could be knowing people. In other words, it 
doesn't have to be sort of education or whatever. But I was just wondering 
what's the sort of most valuable personal experience that you feel that 
someone can bring to the party when things are getting a bit lairy and 
difficult? 

# 65.    

# 66.  R4 I think a capacity to properly understand the business that that's under 
consideration. So, it's almost like it's almost like being a policy person in a 
sense. I don't think PR practitioners are very effective if they're not fully 
conversant with the organisation they are working for or the political [arena] 
they're operating in. You’ve got to know as much as all of the policy people 
and almost as much as the chief executive in order to be able to be helpful. 
So, I think in my in my younger days … number one I never had any formal 
public relations training ever. I got a degree in English literature and then I fell 
into public relations by accident by joining University administration. So, there 
was none of the academic background when I sort of started. I used to be 
surprised by quite a lot of the people who were in similar jobs to me who 
never went to mainstream conferences or lectures or anything. It was almost 
as if they were sitting outside the door waiting to be told what to do or what 
to say and then presumably either said this is a good idea or is a bad idea. I 
don't think your advice is as helpful unless you really know what the insides of 
it is. So, I think whatever sort of public relations you’re in you need to be able 
to get to know fast what the core issues are. So, I would say that sort of 
experience, being able to do that, having the opportunity to do that! That's 
another thing. Early on in my career public relations was absolutely not seen 
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as a sort of top table activity. Gradually, I think, you know the argument has 
been actually it is, it really needs to be where the discussions are going on, 
otherwise, it can't sort of sensibly help. I think that's quite important. In terms 
of education, I don't know really whether you need a degree. I do think that 
the capacity to understand intellectually what's going on is very important but 
that doesn't necessarily mean you have to have a degree. I don't know whether 
you need formal PR training now. I mean I wouldn't know.  

# 67.    

# 68.  I You probably needed it at some point don't you. I mean I can't imagine that 
what I teach our students is going to see them off for the rest of their lives 
really. They might start running a bit quicker than someone who has just 
joined say from an English literature degree but ultimately people catch up. 
They learn the skills of the trade as you do the job. 

# 69.    

# 70.  R4 I think maybe some of the early experience, especially if you make mistakes, is 
probably as valuable as anything else. I remember very early on when I said 
something, I can’t actually remember exactly what I said but I know it was just 
a flippant remark, to a journalist which caused, when I was working for the 
University of Salford that brought the whole thing down my head. That was a 
very salutary experience. I never did that again.  

# 71.    

# 72.  I I had a similar experience and reached the same conclusion.  

# 73.    

# 74.  R4 One becomes just a tad more circumspect and I think probably you learn to 
keep your own personality back a bit probably because I would be apt to say 
all sorts of mad things. 

# 75.    

# 76.  I I doubt it. I'll be very sage like I'm sure at all times. OK, that's helpful. One 
final thing, are there any that you've noticed when you've observed chief execs 
or whoever, politicians, behaving, are there any sort of cultural tells or ticks, 
whatever the expression is, that are important to the PR practitioner in terms 
of what the client expects? I don't necessarily mean the ability to string a 
sentence together, which personally I've often found challenging but 
nevertheless is a basic isn't it, but it could include accents? You could include 
dress sense. It could include things which are perhaps more important than 
others. Have you noticed anything which has always been the case that the 
politician of the chief executive, whoever, will react positively or negatively 
when they when they observe this happening? It may not have been apparent 
to you. 

# 77.    

# 78.  R4 I think there was a dress code in the NHS which women were expected to 
[follow] all women though.  I'm not sure this was about PR although I think PR 
was always seen as a little bit flashier than others but I mean in the NHS all 
women managers dressed. So that was expected and if you turned up in jeans 
it probably would have triggered in a bad reaction. I think other one probably 
is more about shooting from the hip. It's more about speaking before you hear. 
Probably public relations practitioners of need to hear first and then and then 
opine afterwards. Maybe it comes right back to your first question about 
experts. I think there's still a reluctance on the part of some CEOs and others 
to listen to somebody else unless they feel they've got an expertise. The 
expertise in this case would be proper evidence, proper research. Especially in 
places like the Environment Agency which were very male and very sort of 
techie engineering dominated. I mean they all thought PR was a load of ******** 
frankly. They would only listen to you if you I would like to show you the 
evidence on this. There was a classic one where they had two flood defence 
schemes [significant infrastructure projects] one on either side of an estuary. 
The first one, they just bowled in and built a bloody great wall in front of 
people's houses and were surprised to find that these people were far from 
grateful and actually took them to court. Then, in the second one, we did 
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eventually manage to persuade them, by dint of evidence, that if you talk to 
people and engage them in the type of flood defence [infrastructure solution] 
and held a consultation … they eventually build demountable fences fencing 
that the population themselves controlled. The other one was in judicial 
review 10 years. I think demonstrating that you're (a) listening and (b) in 
command of the issue is likely to trigger a better response than otherwise. I 
don't know that's exactly answering your question?  

# 79.    

# 80.  I Very helpful thank you. In fact, all your answers have been frankly gold. Thank 
you very much indeed. They give me lots to hang onto really in each of those 
sort of five areas which I'm going to be unpacking in my study. There's lots 
there. Was there anything that you felt you wanted to mention to me as a 
consequence of all of this wonderful interviewing? Anything that I haven't 
made a note of which I should do really? 

# 81.    

# 82.  R4 I don't think so. I mean I wrote down when I was just having a think about this 
whole area about the nature of PR. Know the facts, be honest, be clear, be 
consistent, don't let it take anyone by surprise. That would be my general 
wisdom to pass on. I don’t think it’s rocket science. 

# 83.    

# 84.  I Genuinely, you’ve given me lots to think about, offered plenty of insight and 
good stuff. So, thank you so much for having a ponder on this and taking the 
time out with me to let me know your views. It is appreciated and I know it's 
been time out your day when you could have been playing with grandkids.  

# 85.    

# 86.  R4 Thanks! I’ve been doing that all week. 

# 87.    

# 88.  I I was thinking that would be a lot more pleasant than this but I know what you 
mean. I've got a couple of grandkids myself and it's lovely to see them and I 
like being with them. It’s the old cliche isn't it, it’s good to be able to leave 
them behind really at some point. So, thank you. Brilliant! Okay I can stop 
recording now. 
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 Interviewer [I]  
Respondent 5 [R5] 

SERIAL SPEAKE
R 

TRANSCRIPTION 

   

# 1.  I I don't think you need to be overly careful. Anything that is considered to be 
sort of slightly ‘iffy’ will be pseudonymised. What I want to do is draw practical 
elements from this. In other words, it's the message as opposed to the specific 
experience that I'm interested in. I mean, obviously, if you're worried about 
anything, be cautious but, equally, I can assure you that if, on reflection, you 
feel slightly worried, I can either pull it out completely or, more likely, which I 
think would suit most people is I'll just pseudonymise it or anonymise it. The 
contributors there have been a fair number now, fairly senior people …  it's only 
a matter for me and the interviewees. It not a matter for anyone else. I do keep 
a record of it, hence the recording of this, but no one else is to see that. It 
certainly isn't published so even if my director of studies wants to see it, it 
doesn't go any further than that. It doesn't get published in anyway but the 
messages will. All the lessons from it will. Equally, it might not be for some 
weeks. If you did want to see the transcript, you want to have a look at it, 
you’re very welcome and equally if there's anything that I say you reflect on 
afterwards that you're worried about please shout! I can remove it.  

# 2.    

# 3.  R5 OK that's helpful thank you.  
# 4.    
# 5.  I In other words, relax. Don't worry. I don't want to cause you any grief at all. 

Good. By the way, if you see me going off to a corner, it’s because I'm, in 
addition to recording it , I'm writing things as well.  

# 6.    
# 7.  R5 Absolutely fine! 

# 8.    

# 9.  I The first one is fairly topical. It's seeking your advice really on messaging. If you 
were asked to improve messaging around social distancing, and indeed you may 
well have been, for a variety of reasons but you could only adopt one of the 
options I am about to give you, I was just wondering which of the options would 
you feel most comfortable with? I recognise this is not a real situation that I'm 
closing you down into areas but that's okay cause that's enabling me to allocate 
to particular approaches and accounts … so if you were asked to improve 
messaging around social distancing, but could choose only one of the following,  
which one would you choose? Would you encourage your client or employer to 
follow the rules? You know, that's the law or those are the those are the 
policies. Please do as you're told! That’s one option. Would you do: come on, do 
what's expected! This is the norm. This is what most people are doing. Get with 
the programme, type message? Or do you say, third option, do you say: look this 
is the sensible, ethical, thing to do! This is what people in this community, this 
country, this company, value most. Please honour those values and respect 
those values just as they would if the positions were reversed. So, you've got 
those three options: the sort of law, normal or other norm and then sort of 
values or principle laden messaging. Which of those do you think would work if 
say the government was trying to improve messages around social distancing? 

# 10.    

# 11.  R5 I would start with A but with a big slice of B and C in there for the negotiation 
that would be required. So, do you want unpacking? 

# 12.    

# 13.  I Yes please! 
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# 14.    

# 15.  R5 So, government and public sector, huge amount of transparency now about 
decision-making, accountability around decision making so you need to be seen 
to be doing the right thing. In addition to yes we should all be keeping to the 
law - interesting debate for today anyway that one isn't it - you wouldn't be able 
to stand up and argue that it was okay for you to break the law. So, we start 
with, we keep to the law. Then in the negotiation that you're then having with 
your board, your minister, whatever it is [inaudible]. So, we need to be 
sensible. We need to do what we can do. There will be conversations which 
happen at the very edges. Somethings will be very straight forward. Somethings 
will be at the edges of ‘what should we do there’ and so you're going to be in a 
‘B’ space for those and ‘C’ is just an extremely good way for, particularly for a 
PR person, to speak to people who aren't always as appreciative because their 
personality type isn't appreciative necessarily of the way people think, believe 
and behave. ‘C’ is a good way of bringing those arguments in to somebody who 
needs some persuasion. Actually, I would have all three. I would start with A  

# 16.    

# 17.  I Good. Thank you. I did, unfairly I know, ask you to choose tone but thank you 
for the qualification. So, you could see all three having a place. Are there any 
other, not that there should be necessarily because I've not given you a chance 
to think about this but, are there any sort of obvious other approaches that in 
your experience have also been sensible in contentious circumstances. 

# 18.    

# 19.  R5 To be honest, I would argue back that you've asked me about practise rather 
than messaging so the way you would message some of that may not be the way 
that you've described those three: ABC. So, to use the messaging of to the 
public and to your stakeholders of we're going to keep to the law, you might 
have made your decision on that basis but that it may not be the best single 
point for the message to the public. The central point for the message to the 
public may bring in a lot more of C. Maybe, we are all in this together. Other 
people are doing this you. We know that people are very conscious, particularly 
younger populations, of what are my peers doing? What are other people doing? 
So, a messaging brought in across the country, all of us, all of the population, of 
following these rules, we are asking you not be an outlier on this, play your 
part! So, and then clearly the reasons why people want to understand the 
reasoning … the rate is going like this we can see that the experts are telling us 
the spike will go like this. So, the factual reasoning behind the decision. 

# 20.    

# 21.  I Good, thank you. Really helpful. Actually, just expanding on that moving into 
the second area, to hear really your views about how people, stakeholders or 
those on the receiving end of messages, how they perceive those around them 
when they think they have influence over them and how this might affect 
messaging or practise. Just a couple of specific things. Do you think expert 
sources of advice or guidance work? Do they sort of work in all circumstances? 
Are there circumstances when they're not as strong or as credible as other 
circumstances would allow them to be? ‘Do we trust experts and in what 
circumstances do we trust experts’ is the sort of challenge or question. 

# 22.    

# 23.  R5 I think experts are really important in the public's understanding of a complex 
issue and particularly a complex issue that they're not going to like. If you look 
at who the public trust, you've got very low trust in media and politicians. Got 
decreasing trust in government but you have extremely high trust in doctors 
who are the kind of expert if you like in this scenario that you're painting here. 
So, the experts I think are hugely important and some perception of 
independence for those experts is also key. It can't be absolute. Chris Witty 
works for the Department of Health but every time those experts are told to 
change their message, that chips away at the public’s belief and [inaudible] … 
front is up for a decision. Therefore, you need them to be able to put in all the 
evidence that they want to be able to contribute to the decision making. Yes, 
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the in this case politics then is a layer above that or on top of it, I should say. In 
a business situation it would be shareholders etc but the proper evidence from 
proper experts I think is a massively important part of any messaging in this sort 
of scenario.  

# 24.    

# 25.  I Can you convince people in contentious circumstances, and let's move away 
from Covid but the circumstances are quite abrasive and difficult, can you 
convince people to do something when the evidence for it is fairly weak or 
mixed? I mean Brexit is an obvious example really.  

# 26.    

# 27.  R5 I do think we’ve seen a huge rise in just the power of rhetoric. We've seen it 
with the American election. We've seen it with Brexit. It is possible to gain a 
huge groundswell just through the passionate expression of an opinion now, 
stating facts as if they were facts when they're not aren't necessarily fact.  

# 28.    

# 29.  I What is that, sorry I didn't mean to interrupt.  

# 30.    

# 31.  R5 Did you say ‘why’? 

# 32.    

# 33.  I Yeah. 

# 34.    

# 35.  R5 I haven't put a huge amount of thought into why but I think social media plays a 
part. Anyone can say anything on social media. You look at the number of likes 
it's got in, the number of shares you've got, that gives it some sort of credence 
that it doesn't really have but it adds to that ‘people like me think like this’ , 
the place that we are in. Possibly the death of deference is coming in there so 
[inaudible] there will be whole cadre of people, as we know, who say ‘ha, ha - 
but they would say that, wouldn't they.’ Maybe the death of deference is just 
getting greater and greater.  It isn't true just cause the government says it. 
Independent thought I think, I don't know the sociological reasons why what's 
happening in America, i.e. the election and probable re-election of somebody 
who just isn't as good as their predecessors, some people would argue is 
actually bad, and he lies, he cheats, he does all of those things … I don't 
understand how people have come in huge numbers to a place where they 
support Donald Trump. This and similar things happen in other countries so it's 
definitely you know it's a shift across the West. Well, actually not the western 
world, the whole global situation. I don't know what that is. I observe it. I don't 
know where it's coming from.  

# 36.    

# 37.  I You’re not the only one. Is it something to do, do you think, with the way … if 
people in moments of difficulty or they’re being asked to give up a lot or to 
make a major decision which frightens them, about the alternatives that they 
have, of each of the alternatives frightened them to some degree, is there a 
state of mind that people are in when there when they're in such circumstances? 
Is there a state of mind they display in your experience? Or is it so variable, it's 
probably not worth commenting on?  

# 38.    

# 39.  R5 it is probably variable by age, little bit by socio demographic criteria. An older 
person would be more likely to agree with what the doctor is saying, to some 
extent with what the media is saying, although it does depend which media. A 
younger person will be gathering views from people like them and would be 
more likely to be swayed by a groundswell of passion and belief. Then the 
middle, I don’t know how they apply in this instance, I think don’t want to be 
told in quite the same way. They want independent thought but are willing to 
sometimes do research … [inaudible] … probably socio demographics as well. 
When I was working in the Department of Health ages ago, I know there was a 
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lot of research around risk communications. Take the 5G masks for example. 
You can absolutely, passionately, argue against the 5G masts and still … 
[inaudible]. You've got control with the smoking but you don't have control with 
the 5G masts. You know about lung cancer and you kind of think, oh yeah, I 
know about that. You don't know about your brain being exploded but it sounds 
horrible so the level of control you have over the decision and the horror or 
otherwise of the possible outcome. Back in the day when I was working on this 
sort of stuff, the flesh-eating bug was the thing that researchers were all 
looking at. How did the story, it was a summer-type story, how did that become 
such a huge story? The reason was because the words flesh eating bug sounds so 
awful. It was possible to whip up a ‘it's gone up by 200%’, I don't know 
whatever. It's that sort of control side. I think there's a lot of that, still, for 
people.  

# 40.    

# 41.  I Really interesting, thank you. Moving on to the next area, these are about a 
couple of points just to test with you on the type of practitioner that you think 
works most effectively when the **** hits the fan or when there's a real big 
problem in the offing. I guess it's wondering if you felt the personality of the 
practitioner can affect his or her chances of success when dealing with the 
problem. What I want to do is sort of test with you a couple of sort of binary 
options. Once more, I apologise. I recognise that in reality everyone is a mixture 
of these things but it gets the ‘thought juices’ going. So, in one instance you've 
got somebody who's empathetic, open-minded, flexible - that's one type of 
practitioner. And then another type of practitioner who is very focused, very 
resolved, lots of self-agency. So, the first part of the question would be who do 
you think is most likely to get change achieved when it's a contested policy? 
Secondly who would you think of those two practitioners would be most 
compatible with the public relations profession’s tenets around mutuality and 
symmetrical communication process? Which type of practitioner do you feel is 
most effective when matters are contested? 

# 42.    

# 43.  R5 I think you slightly changed the goal posts there. So, when you talked about the 
**** hitting the fan, I think of that as the crisis situation, when you pick up the 
phone and you're told three people have died of something that we've produced 
or whatever. The contested decision is a slightly different scenario I think. I can 
answer the phone I have actually I've written a book as you probably know and 
my chapter on crisis management starts by saying are people who are the 
adrenaline junkies of PR who are happy as Larry if they pick up the phone in the 
crisis has happened. Their adrenaline starts, that is when they are absolutely at 
the best, the quick-fire decisions that are required at that time. The people 
who have prepared for the crisis best in advance are your A type. Your open 
empathetic person has done all the necessary prep with their team on what 
crisis could hit us and what would we do in those scenarios. They've probably 
looked at those risks and gone back to the management team or the board and 
said I spy a very big risk at the moment around importing illegal timber. I think 
we need to reduce our dependence on blah, or whatever it is, using plastic 
straws. So, in stopping at the crisis from happening in the first place you need 
the strategic person who's got the empathy side and is watching trends. To deal 
with when the **** hits the fan, you probably need someone who has that self-
belief and energy who can spin all the plates, not crumble when really awful 
stuff starts happening to them. When they've got to go into debates with the 
chief executive and the legal head, who will have a different opinion, and they 
will be able to hold their ground. Whether they've got the empathy to allow the 
organisation to come out the other side with its reputation intact, that's the key 
thing. You can have a crisis -  you know it's going to happen at some point. The 
other side of it, is your reputation intact because you've dealt with that crisis as 
empathetically as possible? Most of the crises are dealt with you usually end up 
falling out with the lawyers. They are in a ‘don't accept any blame’ and we're in 
a ‘say sorry’ place. I'm not going to choose one of those view for the that's the 
crisis. For the contested scenario, which I consider to be something like building 
HS2, closing down the local A&E, those kind things, you need, I think, you really 
do need that open empathetic person. Otherwise, you're just not going to carry 
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some … [inaudible] … the campaigners. You've got this huge sway the people in 
the middle who haven't really decided and you've got to take them over. If 
you're not an empathetic person, you're not going to carry them across. So, if 
you if you're the typical A type personality, … [inaudible] …you might not be 
very good at managing the project and making sure … [inaudible] … when you're 
empathetic person could you tell you: ‘I know we did those two public meetings 
but that isn't enough. You have got to meet with the leafy green protest group!’ 
That sort of thing.  

# 44.    

# 45.  I I've got it!  

# 46.    

# 47.  R5 I am way on the fence, aren't I? 

# 48.    

# 49.  I I think it’s been really clear. I mean don't forget these questions are designed to 
allow you to say it's neither one or the other and in these circumstances it could 
be this but in these circumstances it could be that. That's entirely helpful, 
entirely appropriate. Thank you very much. Okay, great! Right moving on to the 
last two bits, these are probably more to do with the culture of practice and 
the culture of the practitioner. Right, so again, thinking about contentious 
circumstances or when the various parties involved think there's a lot riding on 
this, I was wondering if you thought that you need to bring more to the table as 
a as a communicator as a PR practitioner than simply skills, simply your 
knowledge about the techniques of practise. For example, how important has it 
been do you think, in your experience, for the practitioner to have access to 
and to maintain access to professional and personal networks. In other words, I 
recognise they could be slightly different but it's the practitioner who also relies 
on personal networks as well as professional networks - how important is this? 

# 50.    

# 51.  R5 In your lead up to that introduction you gave, that is pretty much what my book 
is all about. It's about changing from being a practitioner to being the director 
of communications. I used to say to some of my team is not sufficient just to be 
right you then got to carry that through the management levels. It is way, way 
more important. Once you get up the ladder, that's 50% of what you need. You 
also need the ability to argue your point round the board table. Outside the 
boardroom, take people with you. Step into other people’s shoes in order to see 
how you can work with them to get a bit of leverage. I've forgotten your actual 
question because of the lead-up. 

# 52.    

# 53.  I No, it's okay. It's about whether you feel those sort of personal networks and 
professional networks that some people and others don't … you know you could 
have two practitioners of equal technical value or with similar technical skills … 
but I'm thinking about the level of importance or relative importance of those 
practitioners who can bring to bear the influence they can achieve from 
personal networks or professional networks. I recognise the two may not be the 
same. 

# 54.    

# 55.  R5 Valuable, yeah, massively valuable. If you've got a relationship with people and 
you're doing something contentious, it's way easier to phone that person and say 
‘Hi! It's Jude. We need to have lunch. I've got some stuff I need to discuss with 
you” you know? By the way, we're going to drive a coach and horses through 
your garden or whatever it is then it is to phone up and say hi I'm Jude I'm 
representing British Rail or whatever. You’ve never heard of me but I'm going to 
have to have lunch with you and give you some bad news. So, building 
relationships, I think, is massively important. Every director of communications 
would tell their chief executive and chair to do that as well, to meet people and 
form the relationships while the going is good to stand you in good stead for 
when the going is rough. You've got to be very strategic about how you build 
those networks. Your personal networks that you mentioned, yeah they're just 
your personal networks aren't they? But your professional networks, you can 
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really look at that and decide where you’re going to place your time for best 
use in the future. I often tell people, some of your quietest stakeholders are 
your most important but you spend more time on your noisy stakeholders 
because they come right at you. You've spent a whole week on the ‘leafy green 
protest group’ and you haven't seen the special adviser to the minister because 
they haven't phoned you this week, or whatever. Networks are hugely, hugely, 
important.  

# 56.    

# 57.  I Thinking about networks and the character of the practitioner, combining those 
sort of last couple of areas I guess, who do you think you would choose to have 
around you in contested circumstances and I'll leave it to you to decide whether 
this is in a moment of crisis or at the early stages of risk analysis? Would you 
prefer to have someone who's predictable and reliable? Or would you prefer to 
have someone who's more creative and inventive maybe even counter intuitive?  

# 58.    

# 59.  R5 You need a mix, don’t you? You absolutely need a mix on your team. Where I 
thought you were going with that question was, I was going to say, I think I am 
what was your type A and I've worked with a lot of what was your type B. I'm, in 
Myers Briggs terms, I'm an INFJ, I think. What you're describing is the ENTJ, is 
your B. I've worked with some really good practitioners … [in audible] … and if 
you’ve got the luxury of building a team, we really need both. You also need, 
what you just described as your sort of steady, reliable, person in 
communications, you have a plethora of the creatives and a dearth of the 
steady reliables. I've found, particularly around the planning of 
communications, so this is the strategic plan for the year and keeping up the 
diary that says we're going to announce this on this date and that sort of thing, 
you need your steady reliable person for that … [inaudible] … they need the 
steady reliable person who's keeping me … When I was working in #10 [role 
demanding the very highest level of professional competence], we used to call 
it the grid, which was the this is what we're announcing on this day type of grid. 
When you ask who I would prefer to work with, I mean if it's just down to 
personal preference, I’d probably choose somebody like myself. Your person A 
but I'm mature enough now to realise I've got to recruit some of your person B 
and your ‘so reliables’. Your stuff on the way up the ladder have got to shift to 
make your creative great ideas person, who's got to become a strategist, and 
your steady reliable person has got to probably start thinking about ideas and 
become empathetic. So, they're all on a journey aren't they? You can make, you 
know, you can train in some of these skills. 

# 60.    

# 61.  I Indeed, yeah, absolutely. Okay and thank you for that. And then the sort of 
final area, again building on what we just discussed, do you think a let's say 
clients, I presume in your number 10 job you would have been working with a 
variety of departments and encouraging a sort of strategic approach as seen 
from the centre to everything that happens around government. So, you would 
have, when I use the word clients, maybe you could translate that as meaning 
those people that you've worked with in government around #10. Do you think 
clients expect the practitioner to act in a particular way, from your experience? 
This may be broader than government but in your experience do you think 
clients expect the practitioner to act in a particular way and to dress in a 
particular way to, even gender stereotypes could be deployed there, but 
certainly maybe to talk in a particular bag or have a particular accent or a 
particular command of vocabulary over numbers? Or in other words, favour 
vocabulary over numbers or whatever it might Are there certain characteristics 
in the practitioner that you think are almost expected and if they don't have 
them, regardless of the qualities that they may exhibit in other areas, they're 
not really likely to succeed or get very far with the project you may have them 
working on? 

# 62.    

# 63.  R5 Yes. It depends on how communications intelligent your client is. I think a great 
example of what you're talking about is that directors of communications of 
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government departments tend to have had senior jobs in the media because the 
ministers and the Secretary of State perceive that the communications job is 
about handling the media. I would think if you're going to take a fairly 
superficial look at the job and ask your question to me [with regard to] what 
the clients think, it is somebody who's good with the media. The qualities that 
they would impose on you, you know stereotypes, is that you are you're a spin 
doctor so you're not going to tell the truth all the time. You're going to weasel 
your way around things and that you're a PR person so you're going to do and 
suggested showy things to make things look good. The negative stereotype of 
the role is that's the sort of person you're going to be. Your personal qualities as 
you said, yes, you're probably going to dress well and be very good speaker. You 
can probably present well. In your in your question about … he can't climb the 
ladder without this …, I think media relations is the big decider in that with 
social media coming up very, very, strongly on the outside. I think now if you 
were to try to climb the ladder and be persuasive with clients and if you've 
never had any dealings with the media and you don't know anything about social 
media but you're great with people or you've got some other little bit, I think 
you're going to find it hard. So, I generally tell people go and work in a press 
office for at least part of your career if you haven't been able to work on the 
media itself … if you haven’t come up through journalism. If you have come up 
through journalism, you've got to do a fast learning curve on strategy as 
otherwise you only look at the job through the media lens and you haven't a 
clue how to segment your time or the time of your chief executive for engaging 
the different stakeholders. If you were looking at an intelligent client, of which 
there are many, they want somebody who can probably give them the 
messaging and narrative that's right for the difficult situation that they are 
considering and advise them on how to work with the difficult stakeholders. 
When they say to you that they want a communication strategy [ … inaudible … 
] and how to deal with difficult stakeholders […inaudible…] 

# 64.    

# 65.  I You can see those as professional experiences. What about a situation where, 
let's say you're a black guy with a south London accent who uses particular 
vocabulary in a particular way. In his normal conversations, in his routine 
conversations, none of that is evident. He uses his ‘white voice’ when he's 
writing but he uses his ‘black voice’ when he's speaking simply because that’s 
his cultural upbringing. He sees no harm in it and why should he, frankly? It's not 
going to affect his professional judgement. It's not going to affect his 
professional outputs. But that's the way he behaves. The way he talks and that's 
the way he wants to behave and talk. Would you feel in that instance, that 
would be a hindrance given the environment and your experiences that you've 
worked on or whether it would be irrelevant? I mean, I guess it would be 
somewhere in between depending on who you’re talking about, but your 
judgement on that, your view on that, what do you think your experiences tell 
you about that?  

# 66.    

# 67.  R5 That person could progress if the management team knew him and see [… 
inaudible …] If all they saw of the person was them speaking in that language, 
maybe not dressed right … I mean I know, obviously, the person’s kind of 
ethnicity is a massive factor, sadly, well I hope not in all of the settings that 
they're going to walk into but if you look right and sound right you are going to 
have more success because the person who's looking from the other side of the 
table needs to have some things to reach out for, to grab onto, to know whether 
they can trust you! They've already worked out that you have decided that 
dressing properly, presenting properly, speaking properly, is important for you 
to gain respect. As a communications person, you work that out and you've done 
it! If you want to gain respect even though you dress shambolically, speak in 
your own jargon, {… inaudible…] to not look the part or sound apart and the 
public has its reaction to him that they had. As a peer, if you're going to work in 
communications, what you're thinking is really this: for me to succeed with my 
project they need to know, think and believe these things. How should I get 
them from there to there? [… inaudible …] stuff in some other area. You 
probably could get away with it if you had an amazing social media reputation. I 
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think if you did the kind of ‘I'm just a creative person I've got some great ideas 
for you. I've come in wearing my shorts [… inaudible…] you might not. One of my 
clients, they brought in that person. They left within a year because they didn't 
know how to manage the internal politics. They couldn't make things happen 
within an organisation. So, pushing the boundaries, some creative and 
sometimes unpopular stuff, might get you the job. Are you going to actually 
achieve change? 

# 68.    

# 69.  I Thank you that's really helpful. I have a slight delay coming back to me from 
your microphone so if I if I ask you to repeat something I do apologise. I can also 
say this is the last thing I just wanted to check with you. So nearly there. 

# 70.    

# 71.  R5 It came up saying my Internet was unstable. So, if it says so again, I'll switch my 
video off. So, if my video disappears, that's what's happened. 

# 72.    

# 73.  I I'd rather not do that, let's not do that. It was just to try and give you an 
extreme of what you just been talking about when I gave you the example of a 
black guy from south London who speaks in a sort of a local patois, vocabulary, 
as a sort of a cultural tell, a tell of that person's personality. Are there any 
particular tells do you think you’ve come across that have either most annoyed 
you, most aggrieved you, most established empathy with you? Have you any 
examples of those sorts of tells which you think have either worked or not in 
your experience? And they don't have to be about you perse actually. They could 
be about things that other people have told you. So, any obvious examples of 
that?  

# 74.    

# 75.  R5 If you don't have any empathy.  

# 76.    

# 77.  I How would that be showed by the way?  

# 78.    

# 79.  R5 It would be making a big global statement about a group of people, in such a 
way [… inaudible …] … the leafy green protest group, they're all a bunch of old 
women who don't know what they're talking about, so says your guy that you 
were talking about. I'm sitting on the other side of the table I'm thinking those 
people are persuasive in us trying to achieve what we want to achieve. You 
using that language about [… inaudible …] 

# 80.    

# 81.  I I can intermittently so please if you wanted to go just to sound to see how that 
works.  

# 82.    

# 83.  R5 Okay, can you hear me now?  

# 84.    

# 85.  I I can still hear you brilliantly. 

# 86.    

# 87.  R5 So, what I want you to be saying to me about the leafy green protest group is 
these people have lived in Leafy Green their whole lives and all they've ever 
been told is that the new railway line is going to take down the left of its field. 
They haven't heard why. They haven't heard what our proposals are for making 
the village better. That's the sort of empathy I want to hear from the 
communications person. An understanding of the reality of the way the people 
are thinking.  

# 88.    
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# 89.  I Say, someone walked into a room wearing a particular tie or with a particular 
interest in makeup either for its use or not for its use … or have on a particular 
badge or wristband … or have there been moments where you've made 
judgments about people which have affected the outcome of the relationship? 
Or because of that you've not been able to make a good relationship or work 
productively with them or you feel that they wouldn't be able to work 
productively with others if they continue to display that interesting makeup or 
lack of interest in make up or to wear that wrist band or to wear that lapel 
badge or whatever it might be? Are there instances like that? 

# 90.    

# 91.  R5 Yeah, the most recent one, interviews where the guy turns up in a hoodie. The 
woman turned up in a very low cut vest top, right? And they were half an hour 
late. They were eventually appointed but those two things for me were hugely 
influential in my thinking about them. Not because I was making a judgement 
about them. I was making a judgement about their judgement. So, if we were 
going to be mates, that would be fine but I'm saying you, as a person [… 
inaudible …] eventuality and is for you to show me that you understand what 
would have been a better thing to do in this scenario. So I am going to struggle 
if the most dominant part of you is that you want to express your individuality. 
A communications job is very little of that and very much more of trying to step 
into the shoes of someone else. In one of my teams, I employed you know my 
three heads were a guy with a very strong estuary accent [… inaudible …] a PhD 
in law … going again isn't it? Sorry. I think if somebody walks in looking wrong 
and when I say wrong I mean unconventional , they're wearing something too 
revealing whether that's a man or a woman, they look scruffy [… inaudible …]  

# 92.    

# 93.  I I don't think I'll get anything from the recording. The good news is that was the 
last sort of question area so the vast majority, 90 odd percent of it, 95% of it, 
I've had clearly. So, thank you so much. Everything you've covered has been 
interesting but also in particular there have been three or four things which 
have been absolutely fascinating. If you're interested in in why these questions 
are asked, I can indicate how they contribute to knowledge about particular 
models of power in the way practice, PR and communicators, the way they 
practice but I wouldn't bore you with that because honestly it's just, it's 
academic granite. It's just sort of stuff that you’ve really got to be interested in 
to want to penetrate. Each of those question areas have helped me in those five 
areas. Was there anything else that you wanted to say, say in terms of planning 
for this, is there anything that I've missed and not allowed you to say? 

# 94.    

# 95.  R5 No, I don’t think so. I think I've struggled to know whether you're talking about 
me recruiting a person.  

# 96.    

# 97.  I Doesn’t matter! It's how you envisage the situation … how you've experienced 
those types of exchanges … or ,you know, what mattered to you as a fairly elite 
practitioner. What mattered to you in your experience really and those sorts of 
things are really insightful to me. Okay, well if anything does occur to you that 
you think might be of interest, do send me a note or shout. Happy to add it to 
the list. You’ve really given me lots to think about. So really grateful for that. 
Plenty of insight and trust me, honestly, your views ,your experiences, from the 
things you've done, are not easy to get hold of. You reached a level in your 
career which most people just don't get to or even contemplate. So, thank you 
for that. Really grateful. Great. So, if I just press off the recording now I think I 
can stop recording. 
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Interview analysis sheet. 

Interview 1 

    Pro 
(For the 
account) 

Contra 
(Against 
the 
account) 

Toulminian 
(what is implied?) 

PDA Political 
discourse 
analysis 
(Shared calls to 
action) 

1 Communicative legitimation: legal, 
traditional and charismatic appeals. 

    

 Firstly, could I 
seek your 
advice about 
how best to 
appeal to 
people when 
discussing 
contentious 
issues or when 
asking them 
to accept 
something 
firmly out of 
the routine 
and which 
they may not 
like. To 
explain, I am 
interested in 
your views 
about the 
relative value 
of different 
types of 
practice; for 
example … 

1 … if you were 
asked to 
improve 
messaging 
around social 
distancing, but 
could only 
adopt one of 
these 
approaches, 
what would 
you 
recommend: 
follow the 
rules (law), do 
what’s 
expected 
(majority), or 
do what is 
done by 
people you 
respect (values 
or charisma)? 
 

# 19 
professional 
support for 
traditional 
and legal 
approaches 

#19  there 
are 
problems 
with 
charismatic 
approaches
. 

# 19 Should avoid 
shame but focus 
on peer 
conformity. This 
circumvents 
perceptions of 
social judgement.  
 

# 19 
Charismatic 
appeals do not 
lend 
themselves to 
control in the 
sense that they 
generate 
unexpected 
outcomes such 
as hypocrisy 
and ambiguity.  

    

2 Symbolic interactionism: frame, 
footing and face. 

    

 Next, I’d like 
to hear your 
views about 
how people 
(stakeholders) 
perceive 
those around 
them, or who 
may have 
influence over 
them, when 
an important 
issue is at 
stake … and 
how this 
affects PR 
practice or 
messaging. 

2 Do expert 
sources of 
advice or 
guidance 
work? Do they 
work in all 
circumstances? 
Are some 
types better 
than others? 
What is your 
experience, 
what do 
people 
perceive as a 
credible 
reason when 
they are being 
asked to give 
up something 
they value? 
Does this vary 
too? In what 
way? 

#39 When this 
is 
commensurat
e with a 
reasoned 
position on 
control and 
with 
proportionate 
risk. 
 

#39 
Expertise 
may not 
work when 
this is 
perceived 
as an 
attempt at 
control or 
as being 
outside of 
reasonable 
risk. 

#39 Expertise 
should not be seen 
as the same as 
independence. 
The latter position 
can be considered 
more impartial if 
irregular. The 
former can be 
considered 
rational but 
representative of 
the status quo. 
The failure of 
‘expertise’ is a 
function of over 
generalisation or a 
disinterest in the 
specific. 

#39 Non-
liberalist 
positioning can 
generate a 
counter 
response in the 
form of non-
compliance. 
This might 
manifest as a 
reaction to 
what may be 
perceived as an 
attempts at 
‘control’ or 
‘infantilisation’
. 

   #39 Claims to 
expertise will 
not be 
considered 
credible if they 
do not reflect 
or acknowledge 
subjective 
realities. 

  #47-#51 Experts 
will only be 
considered 
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credible if they 
have not created 
the problem and 
take no reward 
from the solution. 

 3 Can you 
convince 
people to do 
something 
when the 
evidence for it 
is weak or 
mixed? Does it 
matter? How 
can this be 
done best, 
what appeals 
are most 
effective? 

#39 Only 
when the 
instances are 
related to 
community or 
national 
emergency 
(war). 

   

 #55 No, we 
are driven 
by self-
interest. 

#55 The status quo 
is an active not 
passive choice. 
This must be 
shown to be too 
risky to endure 
and alternatives 
must be 
substantially more 
attractive to 
pursue. 

#55 The 
evidence to 
support an 
unpleasant 
change has to 
be more 
compelling 
than the 
argument for 
doing nothing. 

    
 4 What 

behaviours do 
people display 
or become 
influenced by 
when they are 
concerned or 
anxious about 
change: for 
example, do 
people 
become more 
selfish, 
altruistic, 
safety 
conscious, 
community-
minded, 
rational? Do 
people 
respond to 
messages 
(planned or 
not) which 
appeal to or 
reject these 
states of mind? 
Are other 
states of mind 
more 
commonplace 
do you think?  

#59 Yes, 
there’s 
evidence that 
happens. 

 #59 The ‘herd’ 
instinct is 
apparent during 
moments of 
confrontation. 

 

   #65-#67  
Common or 
shared 
behaviours will 
become 
compelling if 
there is a sense 
that an 
affiliated group 
is normalising 
such behaviour.  

3 Intercultural competence. 
    

 I was 
wondering if 
you felt the 
personality of 
the 
practitioner 
can affect his 
or her 
chances of 
success when 
dealing with 
highly 

5 Is [A1] 
empathy, 
open-
mindedness 
and flexibility 
or [A2] 
desensitisation
, focus, 
resolve, and 
agency more 
likely to yield 
change in 

#79 A1 
Preferred 
model but 
this carries 
risk. 

 #79 A1 Consensual 
practice may not 
achieve the aims 
of the client even 
though it may 
establish a better 
outcome. 

 

#79  Evidence 
of A2 being 
effective in 
highly 
contested 
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sensitive or 
contentious 
matters.  

areas of 
contested 
policy? 

environments
. 

   #87 A1 may 
work better for 
long term goals 
whilst A2 may 
do so when 
short term 
goals are seen 
as more 
expedient. 

 6 Is [A1] 
empathy, 
open-
mindedness 
and flexibility 
or [A2] 
desensitisation
, focus, 
resolve, and 
agency more 
compatible 
with PR 
Excellence 
[mutuality and 
symmetry]? 

#95 Evidence 
that A2 
practice does 
not meet 
expectations 
on symmetry. 

 #95 This gives 
clarity and focus 
to the 
practitioner. 
Empathy can 
generate paralysis 
and uncertainty. 

#95 Mutuality 
in outcome 
may not be 
possible with 
A2 but 
symmetrical 
practice should 
be. 

  #95  It is necessary 
too to be direct 
with a client about 
the merit and 
achievability of 
intentions. 

 

   #107 A2 is 
required when 
power is 
manifest as 
compulsion but 
A2 may prevail 
when power is 
deployed as 
rhetoric. 

4 Conceptual model of PR as culture.     

 When thinking 
about 
contentious 
circumstances
, or when the 
various 
parties 
involved think 
there’s a lot 
at stake, I was 
wondering if 
you thought 
that you need 
to be more 
than just a 
competent 
practitioner 
per se and, 
actually, 
success 
depends on 
what else you 
can bring to 
the table. To 
explain … 

7 How important 
to the PR 
practitioner is 
access to, and 
the 
maintenance 
of, 
professional 
and personal 
networks? 

#111 
Essential. 

 #111 Contentious 
circumstances are 
emotionally 
draining to the 
practitioner and 
networks help 
manage this. 

 

  #115  Networks of 
professional 
support facilitate 
acceptable and 
verifiable 
practices and 
safeguard against 
institutionalisation
. 

 

   #119  
Practitioners 
will act with 
greater effort 
and cogency if 
it is with or 
about people 
they know. 

  #123  The quality 
of a relationship 
should not be 
considered the 
sole predictor of a 
satisfactory 
outcome. 

 

 But it may 
not 

#123  A range of 
channels are open 

#123  Personal 
networks can 
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to the 
communicator. It 
is dangerous to 
presume that a 
discrete or 
individualised 
channel must 
always prevail 
because it is such. 

also work 
against the 
client / 
practitioner. 

  #131  It is not 
always easy to 
judge the efficacy 
of personal 
networks. 

 

#135  Some 
experiences 
can be 
important. 

 #135  Personal 
networks should 
be appropriate to 
the challenge 
being addressed. 

#135  Calls to 
power must be 
highly 
differentiated. 
Some require 
unique access 
to privilege. 
Some demand 
familiarity with 
the prosaic. 

 8 Who is more 
productive and 
useful to you 
in these 
circumstances: 
someone who 
commits to 
mutuality and 
symmetry or 
someone who 
secures results 
and a happy 
client through 
whatever 
means 
necessary? 

    

 9 What is more 
important to 
you: 
predictable 
and reliable 
professional 
behaviour or 
more creative, 
inventive or 
even counter-
intuitive but 
ultimately 
effective 
solutions? 

 #139  The 
reliable 
person may 
carry more 
risk. 

  

#139  Would 
go with 
creative 

 #139  Repetition 
will always bring 
about the same 
result. Creativity 
must be focused 
on the task. 

 

5 Does PR practice deal in and 
exchange cultural capital? 

    

 The final area 
of interest to 
me is what 
others 
(clients) 
expect from 
the PR 
practitioner 
during 
moments of 
difficulty or 
when there’s 
a lot riding on 
the result. To 
be specific … 

1
0 

Do clients 
expect the 
practitioner to 
act in a 
particular 
way: accent, 
dress, even 
gender 
stereotypes? 
Note: I make 
no judgements 
about what 
these might 
be, I’m just 
seeking your 

#147 What’s 
important is 
the capacity 
to build 
relationships. 

 #147 Achieving the 
business aim is the 
imperative and 
this may well 
prefer one cultural 
stereotype over 
another. Such 
characteristics 
though cannot be 
contained by the 
boundaries of age, 
race, gender, etc. 

#147 The 
cultural 
preferences of 
stakeholders 
may generate a 
profound or 
reflective 
effect on the 
preferred 
social 
characteristics 
of the 
practitioner. 
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view about the 
principle itself 
and any 
examples you 
may have to 
illustrate your 
view. 

 1
1 

What is the 
most valuable 
personal 
experience or 
background a 
practitioner 
can have? Does 
this vary by 
sector: 
commercial, 
government, 
financial, 
international, 
third sector, 
etc? I was 
thinking in 
terms of 
upbringing or 
education. 

#155 - #163  
Yes but this is 
about having 
empathy and 
knowledge of 
current 
practice. 

 #155 - #163  This 
is not about 
demography or 
social divisions per 
se but it is about 
access to cultural 
capital. This 
relates to the 
need to deliver on 
professional 
expectations 

#155 - #163  
Symmetrical 
practice 
requires 
knowledge of 
and the 
capacity to 
work with the 
cultural capital 
of interest to 
or deployed by 
stakeholders.  

 1
2 

Are there 
cultural ‘tells’ 
important to 
the PR 
practitioner in 
terms of what 
the client 
expects? These 
could include 
accent, 
lifestyle or 
dress-sense. 
Are some more 
important than 
others? 

 #175  Not 
really, in 
relation to 
cultural 
tells. 

  

#175  Yes in 
relation to 
cultural 
capital as 
understanding 
but not as it 
is displayed. 

 #175  A distinction 
is drawn between 
social capital as it 
is displayed – 
which is 
considered 
unimportant – and 
social capital as it 
has been acquired 
– which is 
considered very 
important. This 
comments on the 
nature of 
experience rather 
than on how this is 
shown by accent 
or body language.  

#175  Some 
experiences, 
but not how 
these are 
shown, are 
considered 
important. A 
perceived lack 
of preferred 
experience of 
and by either 
party in the 
dialectic will 
damage the 
relationship. 
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Interview analysis sheet. 

Interview 2 

    Pro 
(For the 
account) 

Contra 
(Against the 
account) 

Toulminian 
(what is 
implied?) 

PDA Political 
discourse 
analysis 
(Shared calls to 
action) 

1 Communicative legitimation: legal, 
traditional and charismatic appeals. 

    

 Firstly, could I 
seek your 
advice about 
how best to 
appeal to 
people when 
discussing 
contentious 
issues or when 
asking them to 
accept 
something 
firmly out of 
the routine 
and which 
they may not 
like. To 
explain, I am 
interested in 
your views 
about the 
relative value 
of different 
types of 
practice; for 
example … 

1 … if you were 
asked to 
improve 
messaging 
around social 
distancing, but 
could only 
adopt one of 
these 
approaches, 
what would you 
recommend: 
follow the rules 
(law), do 
what’s 
expected 
(majority), or 
do what is done 
by people you 
respect (values 
or charisma)? 
 

#3 Charismatic 
positioning 
represents 
best fit. 
#3 Each has 
merit. 

#3 This is in 
relation to 
options 
given. 
#3 Follow 
the rules is 
adversarial. 
The other 
two can be 
seen as 
inauthentic. 
#3 One does 
not work 
more readily 
than others. 

#3 The 
implication 
here is that 
behavioural 
change is 
related to peer 
group or social 
conditioning. 
There is a 
relationship 
drawn 
between 
individual 
action and 
what can be 
portrayed as 
optimally 
decent or most 
connected to 
shared values.  

#3 Calls to 
action are 
likely to be 
considered 
subjective 
unless they 
represent 
forms of 
legitimation of 
most interest 
to the 
receiver. 
Where this 
resonance is 
not achieved, 
messaging can 
be considered 
authoritative, 
inauthentic or 
didactic.  

2 Symbolic interactionism: frame, 
footing and face. 

    

 Next, I’d like 
to hear your 
views about 
how people 
(stakeholders) 
perceive those 
around them, 
or who may 
have influence 
over them, 
when an 
important 
issue is at 
stake … and 
how this 
affects PR 
practice or 
messaging. 

2 Do expert 
sources of 
advice or 
guidance work? 
Do they work in 
all 
circumstances? 
Are some types 
better than 
others? What is 
your 
experience, 
what do people 
perceive as a 
credible reason 
when they are 
being asked to 
give up 
something they 
value? Does this 
vary too? In 
what way? 

#7 Expert 
sources of 
advice work 
when they are 
perceived as 
informed and 
authoritative.  

#7 Expertise 
cannot be 
achieved via 
performance 
or by dint of 
position 
alone.  
#11 The 
authority of 
experts has 
weakened 
over the last 
15 years. 

#11 Experts 
cannot and are 
not considered 
the ultimate 
arbiters of the 
truth. 

#11 Truth in a 
political 
context is seen 
primarily as a 
subjective 
enterprise. 
Depoliticising 
political 
positions 
improves the 
authority of 
expert opinion. 

 3 Can you 
convince 
people to do 
something 
when the 
evidence for it 
is weak or 
mixed? Does it 
matter? How 

#15 Yes …  #15 … but to 
varying 
degrees only. 

#15 Whilst 
emotional 
appeals can 
work, 
particularly 
when they 
point to 
significant 
consequential 

#15 Changing 
or progressing 
opinions that 
respond to an 
improving 
understanding 
of the 
evidence may 
have weakened 
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can this be 
done best, 
what appeals 
are most 
effective? 

risk, they 
ultimately 
must have a 
rational or 
evidential 
basis.  

authority and 
may generate 
cynicism. 

 4 What 
behaviours do 
people display 
or become 
influenced by 
when they are 
concerned or 
anxious about 
change: for 
example, do 
people become 
more selfish, 
altruistic, 
safety 
conscious, 
community-
minded, 
rational? Do 
people respond 
to messages 
(planned or 
not) which 
appeal to or 
reject these 
states of mind? 
Are other 
states of mind 
more 
commonplace 
do you think?  

  #15  Forms of 
self-interest 
are apparent, 
regardless of 
whether or not 
these are 
based on 
community or 
individual 
rationalisations 
of the 
prevailing 
circumstance. 
These result in 
more intense 
critical 
inspection, 
both of others 
and of the 
instances 
themselves of 
the change 
demanded. 

#15  This 
assumes or 
casts a highly 
liberal cultural 
norm that may 
not be 
consistent with 
other cultural 
traditions or 
societal 
assumptions. 

3 Intercultural competence. 
    

 I was 
wondering if 
you felt the 
personality of 
the 
practitioner 
can affect his 
or her chances 
of success 
when dealing 
with highly 
sensitive or 
contentious 
matters.  

5 Is [A1] 
empathy, open-
mindedness and 
flexibility or 
[A2] 
desensitisation, 
focus, resolve, 
and agency 
more likely to 
yield change in 
areas of 
contested 
policy? 

#19  A2 is 
more 
compatible 
with securing 
change. 
#19  The 
dimension was 
recognised. 

#19  
Polarised 
forms of 
practice such 
as this, and 
at the 
exclusion of 
each, may 
not be 
evident.  
 

#19  There can 
be no ideal 
form of 
practice. 
Empathetic 
practice allows 
for progress 
within highly 
complex 
contexts. 
Resolved or 
focused forms 
of practice will 
secure change 
more 
effectively 
when the 
boundaries of 
the contention 
are understood 
clearly and 
have been 
reached by 
both parties in 
the dialectic. 

#19  
Communication 
that stresses 
demarcated 
principles or 
values allows 
for strict or 
firm 
positioning 
within 
discourse. 
Appeals to 
shared 
expectations or 
behaviours 
necessitates 
more 
responsive or 
flexible 
positioning.  

 6 Is [A1] 
empathy, open-
mindedness and 
flexibility or 
[A2] 
desensitisation, 
focus, resolve, 
and agency 
more 
compatible 
with PR 
Excellence 
[mutuality and 
symmetry]? 

#19  A1 is 
more 
compatible 
with CIPR 
tenets. 
#19  The 
dimension was 
recognised 

 

4 Conceptual model of PR as culture.     

 When thinking 
about 
contentious 
circumstances, 

7 How important 
to the PR 
practitioner is 
access to, and 

#23  Relational 
capital is 
priceless. 

 #23  This can 
be learned or 
developed but 
it is not 

#23  This 
stresses the 
importance of 
relational 
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or when the 
various parties 
involved think 
there’s a lot 
at stake, I was 
wondering if 
you thought 
that you need 
to be more 
than just a 
competent 
practitioner 
per se and, 
actually, 
success 
depends on 
what else you 
can bring to 
the table. To 
explain … 

the 
maintenance 
of, professional 
and personal 
networks? 

available 
equally to all, 
either in an 
inherited or 
acquired form. 

capital as a 
form of power 
expression.  

 8 Who is more 
productive and 
useful to you in 
these 
circumstances: 
someone who 
commits to 
mutuality and 
symmetry or 
someone who 
secures results 
and a happy 
client through 
whatever 
means 
necessary? 

    
 

 

 

 9 What is more 
important to 
you: 
predictable and 
reliable 
professional 
behaviour or 
more creative, 
inventive or 
even counter-
intuitive but 
ultimately 
effective 
solutions? 

    

5 
Does PR practice deal in and exchange 
cultural capital? 

    

 The final area 
of interest to 
me is what 
others 
(clients) 
expect from 
the PR 
practitioner 
during 
moments of 
difficulty or 
when there’s a 
lot riding on 
the result. To 
be specific … 

10 Do clients 
expect the 
practitioner to 
act in a 
particular way: 
accent, dress, 
even gender 
stereotypes? 
Note: I make no 
judgements 
about what 
these might be, 
I’m just seeking 
your view about 
the principle 
itself and any 
examples you 
may have to 
illustrate your 
view. 

#31  The 
practitioner 
contextualises 
the message. 
#31  This can 
be just as 
important as 
an expression 
of neutrality 
than as 
something 
which always 
brings a 
positive or 
prejudicial 
meaning. 
#31  
Prejudices pre-
exist the 
communication 
process. These 
do not reflect 
fairness. 

 #31  Social 
capital is 
expressed via 
our actions 
and 
behaviours. 
This is 
calibrated and 
judged as 
either 
appropriate or 
not by those 
making 
judgements 
about how it 
can be 
perceived or 
used in 
practice. 

#31  This 
discourse 
reflects 
liberalist and 
conservative 
traditions in 
terms of 
societal forces. 
This can be 
seen as a form 
of social 
hegemony that 
remains 
beyond the 
reach of 
reformist 
action in 
relation to 
power. 

 11 What is the 
most valuable 
personal 
experience or 
background a 
practitioner 
can have? Does 
this vary by 
sector: 
commercial, 
government, 

#35  These 
experiences 
are judged and 
taken into 
account as 
part of 
practice. 

#35  These 
will vary. We 
should be 
focused on 
what is 
necessary to 
communicate 
effectively. 

#31  Social 
capital 
deemed 
appropriate for 
specific forms 
of practice 
may not be 
specified by 
stakeholders 
but such 
capital is 

#31  Arguments 
which 
preference 
professional 
behaviours 
over social 
capital or 
personal 
background 
prevail but 
these may be 
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financial, 
international, 
third sector, 
etc? I was 
thinking in 
terms of 
upbringing or 
education. 

considered as 
contributing to 
perceptions of 
effectiveness. 

ignored if they 
bring 
disadvantage 
or even if they 
simply offer no 
advantage.  

 12 Are there 
cultural ‘tells’ 
important to 
the PR 
practitioner in 
terms of what 
the client 
expects? These 
could include 
accent, 
lifestyle or 
dress-sense. 
Are some more 
important than 
others? 
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Interview analysis sheet. 

Interview 3 

    Pro 
(For the 
account) 

Contra 
(Against 
the 
account) 

Toulminian 
(what is 
implied?) 

PDA Political 
discourse analysis 
(Shared calls to 
action) 

1 
Communicative legitimation: legal, 
traditional and charismatic appeals. 

    

 Firstly, could I 
seek your 
advice about 
how best to 
appeal to 
people when 
discussing 
contentious 
issues or when 
asking them to 
accept 
something 
firmly out of 
the routine 
and which 
they may not 
like. To 
explain, I am 
interested in 
your views 
about the 
relative value 
of different 
types of 
practice; for 
example … 

1 … if you were 
asked to 
improve 
messaging 
around social 
distancing, but 
could only 
adopt one of 
these 
approaches, 
what would you 
recommend: 
follow the rules 
(law), do 
what’s 
expected 
(majority), or 
do what is done 
by people you 
respect (values 
or charisma)? 
 

#3  Appeal to 
norms. 
These lend 
themselves to 
nudge 
behaviours. 

 #3  Perceived 
norms will 
attract 
behaviour 
change. The 
greater the 
understanding 
of that norm 
in terms of 
how it 
represents a 
majority, the 
greater the 
response. 

#3  Appeals to 
norms can be 
viewed as 
pragmatic in a 
variety of 
contexts. 

2 
Symbolic interactionism: frame, 
footing and face. 

    

 Next, I’d like 
to hear your 
views about 
how people 
(stakeholders) 
perceive those 
around them, 
or who may 
have influence 
over them, 
when an 
important 
issue is at 
stake … and 
how this 
affects PR 
practice or 
messaging. 

2 Do expert 
sources of 
advice or 
guidance work? 
Do they work in 
all 
circumstances? 
Are some types 
better than 
others? What is 
your 
experience, 
what do people 
perceive as a 
credible reason 
when they are 
being asked to 
give up 
something they 
value? Does this 
vary too? In 
what way? 

 #11  Expert 
sources 
may not be 
accepted. 

#11  The 
expert 
position may 
not be 
accepted if it 
does not 
describe the 
reality of the 
stakeholder 
experience. 

#11  Credibility 
may or may not 
derive from a 
rational position. 
Its power is a 
function of the 
degree to which 
it can be seen to 
align with 
subjective 
understanding. 

 3 Can you 
convince 
people to do 
something 
when the 
evidence for it 
is weak or 
mixed? Does it 
matter? How 
can this be 

  #15 - #19  
Objective 
forms of 
evidence 
based on 
reason are 
insufficient in 
themselves. 
Appeals that 
show they 

#15 - #19  
Arguments only 
take on shape 
and meaning 
when a process of 
alignment to 
stakeholder 
positioning is 
perceived as 
tangible or 
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done best, 
what appeals 
are most 
effective? 

serve purpose 
a priori are 
more likely to 
succeed. 

sufficiently 
contextualised 
around subjective 
interest.  

 4 What 
behaviours do 
people display 
or become 
influenced by 
when they are 
concerned or 
anxious about 
change: for 
example, do 
people become 
more selfish, 
altruistic, 
safety 
conscious, 
community-
minded, 
rational? Do 
people respond 
to messages 
(planned or 
not) which 
appeal to or 
reject these 
states of mind? 
Are other 
states of mind 
more 
commonplace 
do you think?  

#23  People 
resist change. 
Antipathy. A 
state of fear. 
Aggression or 
retreat. 
 

 #23  Change 
can only be 
understood in 
the context of 
framed 
references. 
These may be 
conceived as 
experiences 
affecting 
either 
individuals or 
groups, or 
both. 
 

#23  This 
supposes a 
conservative 
environment 
societally . 
Framing allows 
for 
contextualisation.  
#23  Discourse 
which supports 
improved 
prediction of the 
consequences of 
change is likely to 
be effective. 
 

3 Intercultural competence. 
    

 I was 
wondering if 
you felt the 
personality of 
the 
practitioner 
can affect his 
or her chances 
of success 
when dealing 
with highly 
sensitive or 
contentious 
matters.  

5 Is [A1] 
empathy, 
open-
mindedness 
and flexibility 
or [A2] 
desensitisation, 
focus, resolve, 
and agency 
more likely to 
yield change in 
areas of 
contested 
policy? 

#27  A2 more 
likely to be 
effective. 

#27  A1 is 
more likely 
to favour 
the 
relationship 
not a 
declared 
outcome. 

#75  The 
practitioner’s 
central task is 
to manage a 
framework for 
dialogic. It is 
not to pursue 
activism. 

#27  - #29  
Contested change 
can be seen as 
containing a 
moment or place 
of agreement. 
Movement 
towards this is 
achieved by 
empathy and 
flexibility. 
However, the 
position or point 
of disagreement 
is shown only by 
continued 
resolve. 
 

 6 Is [A1] 
empathy, 
open-
mindedness 
and flexibility 
or [A2] 
desensitisation, 
focus, resolve, 
and agency 
more 
compatible 
with PR 
Excellence 
[mutuality and 
symmetry]? 

#27  - #29  A1 
more likely to 
demonstrate 
this. 

 #27  - #29  
Ideas of 
mutuality and 
symmetry 
serve the 
interests of a 
predeclared or 
desired goal. 
They are not 
objectives in 
themselves. 
The demands 
of the 
Excellence 
project, 
therefore, 
only have 
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meaning in 
this context. 

4 Conceptual model of PR as culture.     

 When thinking 
about 
contentious 
circumstances, 
or when the 
various parties 
involved think 
there’s a lot 
at stake, I was 
wondering if 
you thought 
that you need 
to be more 
than just a 
competent 
practitioner 
per se and, 
actually, 
success 
depends on 
what else you 
can bring to 
the table. To 
explain … 

7 How important 
to the PR 
practitioner is 
access to, and 
the 
maintenance 
of, professional 
and personal 
networks? 

#39  Yes  #39  
Relational 
capital should 
be identified 
and utilised as 
required. 

#39  Social 
capital is superior 
to professional 
competence. This 
shows a 
relationship to 
structural forms 
of power and 
coercion. 

 8 Who is more 
productive and 
useful to you in 
these 
circumstances: 
someone who 
commits to 
mutuality and 
symmetry or 
someone who 
secures results 
and a happy 
client through 
whatever 
means 
necessary? 

 #39  No. 
This may 
be 
unethical. 

#39  Forms of 
honesty which 
reveal without 
prejudice 
weaknesses in 
the client – 
stakeholder 
relationship 
should not be 
subdued 
simply to 
favour or 
enhance the 
client – service 
provider 
relationship.  

#39  This 
preferences the 
value of 
professional or 
independent 
opinion in the 
pursuit of 
influence. This is 
constructed as an 
ethical matter 
because it is 
concerned with 
honesty.  

 9 What is more 
important to 
you: 
predictable and 
reliable 
professional 
behaviour or 
more creative, 
inventive or 
even counter-
intuitive but 
ultimately 
effective 
solutions? 

#39  Creative 
and inventive 
may be a bit 
of a one hit 
wonder. 

 #39  Creative 
and inventive 
behaviours are 
seen here as 
opportunistic 
or of value 
singularly.   

#39  This reveals 
influence as 
cultural 
experience as 
opposed to 
professional 
capacity.  

5 
Does PR practice deal in and exchange 
cultural capital? 

    

 The final area 
of interest to 
me is what 
others 
(clients) 
expect from 
the PR 
practitioner 
during 
moments of 
difficulty or 
when there’s a 
lot riding on 
the result. To 
be specific … 

10 Do clients 
expect the 
practitioner to 
act in a 
particular way: 
accent, dress, 
even gender 
stereotypes? 
Note: I make 
no judgements 
about what 
these might be, 
I’m just 
seeking your 
view about the 
principle itself 
and any 
examples you 
may have to 
illustrate your 
view. 

#47  - #55  
Everyone 
(client) comes 
with a bias. 

 #63   
Expectations 
of the 
practitioner 
can reveal 
overt power 
relationships, 
as well as 
dynamics in 
relation to 
capacity and 
subservience. 
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 11 What is the 
most valuable 
personal 
experience or 
background a 
practitioner 
can have? Does 
this vary by 
sector: 
commercial, 
government, 
financial, 
international, 
third sector, 
etc? I was 
thinking in 
terms of 
upbringing or 
education. 

#47  - #55  
Someone who 
is 
knowledgeable 
and listens. 

 #47  - #55  
The spectrum 
is wide in 
terms of 
personal 
background 
because the 
business world 
has a need for 
difference in 
such 
experience.  

#47  - #55  
Practitioners 
should be capable 
of responding to 
the ego and 
worldview of 
clients. 

 12 Are there 
cultural ‘tells’ 
important to 
the PR 
practitioner in 
terms of what 
the client 
expects? These 
could include 
accent, 
lifestyle or 
dress-sense. 
Are some more 
important than 
others? 

#47  - #55  
Yes, this can 
exist.  

 #47  - #55  
These 
expectations 
exist and can 
certainly be 
gendered. 
Tells contrary 
to 
expectations 
can be 
mollified by 
the existence 
of confidence, 
trust and 
listening 
capacity. 

#47  - #55  Whilst 
cultural tells have 
effect, the 
degree to which 
this applies can 
be managed with 
reference to 
professional skills 
and competence.  
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Interview analysis sheet. 

Interview 4 

    Pro 
(For the 
account) 

Contra 
(Against 
the 
account) 

Toulminian 
(what is implied?) 

PDA Political 
discourse 
analysis 
(Shared calls to 
action) 

1 Communicative legitimation: legal, 
traditional and charismatic appeals. 

    

 Firstly, could I 
seek your 
advice about 
how best to 
appeal to 
people when 
discussing 
contentious 
issues or when 
asking them to 
accept 
something 
firmly out of 
the routine 
and which 
they may not 
like. To 
explain, I am 
interested in 
your views 
about the 
relative value 
of different 
types of 
practice; for 
example … 

1 … if you were 
asked to 
improve 
messaging 
around social 
distancing, but 
could only 
adopt one of 
these 
approaches, 
what would 
you 
recommend: 
follow the 
rules (law), do 
what’s 
expected 
(majority), or 
do what is 
done by people 
you respect 
(values or 
charisma)? 
 

#11  Appeals 
to collective 
sense of 
responsibility 
would work. 

#11  
Should not 
bully. 

#11  There is a 
untapped source 
of social 
responsibility 
here which can 
be tapped into. 
This can be 
considered 
commonplace if 
not normalised. 

#11  This 
assumes low 
levels of 
individualism 
and high levels 
of collectivism. 
This does not 
deny rational 
self-interest but 
instead 
determines not 
to stimulate it.  

2 Symbolic interactionism: frame, 
footing and face. 

    

 Next, I’d like 
to hear your 
views about 
how people 
(stakeholders) 
perceive those 
around them, 
or who may 
have influence 
over them, 
when an 
important 
issue is at 
stake … and 
how this 
affects PR 
practice or 
messaging. 

2 Do expert 
sources of 
advice or 
guidance work? 
Do they work 
in all 
circumstances? 
Are some types 
better than 
others? What is 
your 
experience, 
what do people 
perceive as a 
credible reason 
when they are 
being asked to 
give up 
something they 
value? Does 
this vary too? 
In what way? 

#15   Faith in 
expert sources 
has not be 
damaged by 
Covid. 

 #15   Expertise 
has to be 
demonstrated as 
being credible, 
beyond what is 
known normally 
and as impartial. 

 

 3 Can you 
convince 
people to do 
something 
when the 
evidence for it 
is weak or 
mixed? Does it 
matter? How 

#19   There is 
evidence for 
this. 

 #19   Weight or 
quantity of 
opinion, as 
opposed to its 
truth or validity 
can be effective 
in changing 
behaviour. 

#19   This 
suggests a 
willingness to 
accept or adopt 
perceived 
norms and for 
these to be 
considered 
equally or more 
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can this be 
done best, 
what appeals 
are most 
effective? 

valid than 
objective 
opinion. 

 4 What 
behaviours do 
people display 
or become 
influenced by 
when they are 
concerned or 
anxious about 
change: for 
example, do 
people become 
more selfish, 
altruistic, 
safety 
conscious, 
community-
minded, 
rational? Do 
people respond 
to messages 
(planned or 
not) which 
appeal to or 
reject these 
states of mind? 
Are other 
states of mind 
more 
commonplace 
do you think?  

#23   Passions 
are shown. 
These can 
lead to 
incredulity or 
rejection in 
those cast as 
opposite in 
the dialectic. 

#23   
Moderatin
g 
influences 
may not 
be 
registered 
but are 
common. 

#23   There is a 
tendency to 
understand 
contention as 
dichotomy. This 
fails often to 
acknowledge 
important 
incremental 
positions. 

#23   This 
underscores the 
importance of 
intersectionalit
y in discourse 
and of 
identifying and 
responding to 
strands of 
opinion 
assumed as lost 
or prejudicial to 
compromise. 

3 Intercultural competence. 
    

 I was 
wondering if 
you felt the 
personality of 
the 
practitioner 
can affect his 
or her chances 
of success 
when dealing 
with highly 
sensitive or 
contentious 
matters.  

5 Is [A1] 
empathy, 
open-
mindedness 
and flexibility 
or [A2] 
desensitisation
, focus, 
resolve, and 
agency more 
likely to yield 
change in areas 
of contested 
policy? 

#27 - #35  A1 
Empathetic to 
this. A2 shown 
often from 
experience. 

 #27 - #35  People 
change their 
behaviour when 
they perceive it 
to be good for 
them. This may 
be a continuous 
process rather 
than a single 
event and one 
evolved via 
continued 
conversation 
rather than 
ultimatum.  

#27 - #35  A 
conservatism is 
apparent here. 
This suggests 
that appeals to 
self-interest do 
work when they 
are cast as 
nuanced change 
rather than 
matters of 
principal. 
Power here 
resides in a 
capacity to 
identify and 
moderate those 
behaviours 
where 
symmetrical 
movement can 
be ceded 
without 
damaging self-
interest. 

 6 Is [A1] 
empathy, 
open-
mindedness 
and flexibility 
or [A2] 
desensitisation
, focus, 
resolve, and 

#27 - #35  A1 
is more useful 
in contested 
circumstances
. 
 

#27 - #35  
On 
contested 
matters, 
there is a 
rejection 
of force or 
stridency. 

#39  In the 
context of 
incremental 
practice, it is 
necessary to 
show and apply 
persistence and 
resilience to 
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agency more 
compatible 
with PR 
Excellence 
[mutuality and 
symmetry]? 

achieve 
consensus. 

4 Conceptual model of PR as culture.     

 When thinking 
about 
contentious 
circumstances
, or when the 
various parties 
involved think 
there’s a lot 
at stake, I was 
wondering if 
you thought 
that you need 
to be more 
than just a 
competent 
practitioner 
per se and, 
actually, 
success 
depends on 
what else you 
can bring to 
the table. To 
explain … 

7 How important 
to the PR 
practitioner is 
access to, and 
the 
maintenance 
of, professional 
and personal 
networks? 

#54 - #56   A 
perception of 
trust by and 
loyalty to the 
client is 
important. 

 #54 - #56   Actual 
loyalty and 
justified trust is 
not the issue 
here. When 
individuals 
believe much is 
at stake, they 
will only act on 
advice when this 
has been 
generated in a 
form which 
serves their 
interest. 

 

 8 Who is more 
productive and 
useful to you in 
these 
circumstances: 
someone who 
commits to 
mutuality and 
symmetry or 
someone who 
secures results 
and a happy 
client through 
whatever 
means 
necessary? 

    

 9 What is more 
important to 
you: 
predictable 
and reliable 
professional 
behaviour or 
more creative, 
inventive or 
even counter-
intuitive but 
ultimately 
effective 
solutions? 

#46  Creativity 
can galvanise 
change by 
seeking 
difference in 
outcome. 

   

5 Does PR practice deal in and exchange 
cultural capital? 

    

 The final area 
of interest to 
me is what 
others 
(clients) 
expect from 
the PR 
practitioner 
during 
moments of 
difficulty or 
when there’s 
a lot riding on 
the result. To 
be specific … 

1
0 

Do clients 
expect the 
practitioner to 
act in a 
particular way: 
accent, dress, 
even gender 
stereotypes? 
Note: I make 
no judgements 
about what 
these might 
be, I’m just 
seeking your 
view about the 
principle itself 

# 58  
Superficial 
marks of 
competence 
or experience 
do affect 
trust. 
Female 
practitioners 
might be 
selected by 
men for an 
ability to be 
servile. 

 # 58  There is an 
acknowledgemen
t that social 
capital and social 
divisions are 
likely to have a 
degree of 
influence over 
perceptions of 
competence and 
experience and 
the degree of 
trust that can be 
conferred upon 
the practitioner. 
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and any 
examples you 
may have to 
illustrate your 
view. 

 1
1 

What is the 
most valuable 
personal 
experience or 
background a 
practitioner 
can have? Does 
this vary by 
sector: 
commercial, 
government, 
financial, 
international, 
third sector, 
etc? I was 
thinking in 
terms of 
upbringing or 
education. 

# 66  
Understanding 
the business. 

 # 62  The 
effective 
practitioner 
cannot be 
institutionalised 
but must 
demonstrate 
relevant 
experience and 
background in 
order to secure 
trust.  
# 66  This 
expertise can be 
achieved 
vocationally or 
via formal 
training. 
# 74  A case was 
made for the 
practitioner 
having to 
suppress their 
personality and 
individualism in 
favour or 
presentation 

# 62 - # 66  The 
argument here 
favours the 
position of 
specific 
expertise. The 
effective 
practitioner has 
access to 
relevant and 
case specific 
knowledge. 
# 74  This 
supports the 
idea of ‘face’ 
as identified via 
symbolic 
interactionism. 

 1
2 

Are there 
cultural ‘tells’ 
important to 
the PR 
practitioner in 
terms of what 
the client 
expects? These 
could include 
accent, 
lifestyle or 
dress-sense. 
Are some more 
important than 
others? 

# 78  Yes, 
should 
demonstrate a 
capacity to 
listen. 
# 78  
Willingness to 
rely on and 
use evidence. 

 # 82   The 
contention here 
is that effective 
practice is an 
amalgam of 
access to 
evidence, 
salience, 
honesty, clarity 
and consistency. 

# 82   It is not 
possible to see 
these qualities 
outside of 
subjective 
interpretation 
or without the 
effects of social 
conditioning. 
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Interview analysis sheet. 

 

    Pro 
(For the 
account) 

Contra 
(Against the 
account) 

Toulminian 
(what is 
implied?) 

PDA Political 
discourse 
analysis 
(Shared calls to 
action) 

1 Communicative legitimation: legal, 
traditional and charismatic appeals. 

    

 Firstly, could I 
seek your 
advice about 
how best to 
appeal to 
people when 
discussing 
contentious 
issues or when 
asking them to 
accept 
something 
firmly out of 
the routine 
and which 
they may not 
like. To 
explain, I am 
interested in 
your views 
about the 
relative value 
of different 
types of 
practice; for 
example … 

1 … if you were 
asked to improve 
messaging around 
social distancing, 
but could only 
adopt one of 
these 
approaches, what 
would you 
recommend: 
follow the rules 
(law), do what’s 
expected 
(majority), or do 
what is done by 
people you 
respect (values or 
charisma)? 
 

# 11  All 
three 
offer 
viable 
options 
but would 
major on 
option A. 

# 19  Facts 
can be 
presented 
as a case 
without 
subjective 
meaning. 

# 15  Option A is 
presented as 
non-negotiable 
and a basis for 
the development 
of alternatives. 
These may suit 
or support 
communication 
activity in 
differing 
circumstances. 

# 15  Although 
predicated on 
transparency, 
this may be an 
account of 
pragmatism, 
seeking 
effectiveness as 
the first and, 
perhaps, 
exclusive 
purpose of 
practice. 

2 Symbolic interactionism: frame, footing 
and face. 

    

 Next, I’d like 
to hear your 
views about 
how people 
(stakeholders) 
perceive those 
around them, 
or who may 
have influence 
over them, 
when an 
important 
issue is at 
stake … and 
how this 
affects PR 
practice or 
messaging. 

2 Do expert sources 
of advice or 
guidance work? 
Do they work in 
all circumstances? 
Are some types 
better than 
others? What is 
your experience, 
what do people 
perceive as a 
credible reason 
when they are 
being asked to 
give up something 
they value? Does 
this vary too? In 
what way? 

# 23  Yes, 
on 
complex 
matters. 

# 23  
Experts can 
be 
undermined 
by political 
judgements. 

# 23  They 
represent 
important 
sources of 
framing. They 
must be credible 
and trustworthy 
subjectively. 

# 23  Once more 
the basis of the 
argument here 
contends that 
facts are 
apolitical and 
objective and 
they can direct 
reason without 
prejudice via 
deduction and 
induction. 

 3 Can you convince 
people to do 
something when 
the evidence for 
it is weak or 
mixed? Does it 
matter? How can 
this be done best, 
what appeals are 
most effective? 

# 27  Yes. 
Emotional 
appeals. 

 # 35  There has a 
been an increase 
in the use of 
rhetoric as a 
means of appeal. 
This has been 
accelerated by 
the use of social 
media. This 
places emphasis 
on appeals to 
normality as 
sufficient to 

# 35  This 
assumes too an 
objective world 
view where the 
forces of reason 
and their basis 
are both evident 
and accessible to 
all equally. The 
scale of opinion, 
its volume, 
rather than its 
outcome or 
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induce reason. 
This is seen as a 
threat to 
deference or a 
movement away 
from it but no 
reason for this is 
offered. 

consequence, 
has taken on an 
increased 
persuasive 
appeal. Belief 
becomes the 
principal 
catalyst of 
reality 
regardless of 
facts to the 
contrary.  

 4 What behaviours 
do people display 
or become 
influenced by 
when they are 
concerned or 
anxious about 
change: for 
example, do 
people become 
more selfish, 
altruistic, safety 
conscious, 
community-
minded, rational? 
Do people 
respond to 
messages 
(planned or not) 
which appeal to 
or reject these 
states of mind? 
Are other states 
of mind more 
commonplace do 
you think?  

# 39  
These can 
be 
distinctive 
by age 
but are 
highly 
variable. 

 # 39  
Stakeholders 
relate to facts in 
a number of 
ways. Some 
defer to expert 
sources. Often 
these are those 
who rely on 
traditional 
channels, such 
as doctors or the 
media. Some 
rely on 
normative 
opinion, such as 
social media 
effects on young 
people. Some 
seek 
independent 
review, usually 
those with the 
time and 
capacity to 
research this. 

# 39  This 
reflects 
observations 
around the 
degree of or 
access to control 
over the 
problem that 
exists. Emotional 
effects on 
decision making 
function more 
readily in the 
absence of 
control or 
capacity. 

3 Intercultural competence. 
    

 I was 
wondering if 
you felt the 
personality of 
the 
practitioner 
can affect his 
or her chances 
of success 
when dealing 
with highly 
sensitive or 
contentious 
matters.  

5 Is [A1] empathy, 
open-mindedness 
and flexibility or 
[A2] 
desensitisation, 
focus, resolve, 
and agency more 
likely to yield 
change in areas 
of contested 
policy? 

# 43  Type 
A for 
issues. 
Type B for 
crisis. 

# 43  But 
not A for 
crisis. But 
not  B for 
issues. 

# 43  But A 
number of 
distinctions are 
drawn here 
based on a 
difference 
between issues 
and crisis 
management. 
Different types 
of practitioner 
are suited to 
these scenarios. 

# 43  But 
Relationships 
can be seen to 
have both short 
terms and long-
term 
orientations. 

 6 Is [A1] empathy, 
open-mindedness 
and flexibility or 
[A2] 
desensitisation, 
focus, resolve, 
and agency more 
compatible with 
PR Excellence 
[mutuality and 
symmetry]? 

    

4 Conceptual model of PR as culture.     

 When thinking 
about 
contentious 
circumstances, 
or when the 

7 How important to 
the PR 
practitioner is 
access to, and 
the maintenance 

# 55  But 
Highly 
valuable, 

 # 55  The 
delivery and 
maintenance of 
such networks 
can be viewed as 

# 55  This 
preferences 
subjective forms 
of trust or 
authenticity 
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various parties 
involved think 
there’s a lot 
at stake, I was 
wondering if 
you thought 
that you need 
to be more 
than just a 
competent 
practitioner 
per se and, 
actually, 
success 
depends on 
what else you 
can bring to 
the table. To 
explain … 

of, professional 
and personal 
networks? 

a continuing 
function or asset 
and a precursor 
to effective 
practice during 
moments of 
disagreement. 

above technical 
or professional 
capacity. 

 8 Who is more 
productive and 
useful to you in 
these 
circumstances: 
someone who 
commits to 
mutuality and 
symmetry or 
someone who 
secures results 
and a happy 
client through 
whatever means 
necessary? 

 # 59  
Cannot 
isolate one 
from 
another. 

# 59  Effective 
teams recognise 
the need for 
both forms of 
practice and for 
each to have 
greater 
importance at 
different times 
and on different 
occasions. 

# 59  There is a 
presumption 
here that 
personality type 
as predicated on 
Myers Briggs 
methodology is 
unproblematic. 

 9 What is more 
important to you: 
predictable and 
reliable 
professional 
behaviour or 
more creative, 
inventive or even 
counter-intuitive 
but ultimately 
effective 
solutions? 

    

5 Does PR practice deal in and exchange 
cultural capital? 

    

 The final area 
of interest to 
me is what 
others 
(clients) 
expect from 
the PR 
practitioner 
during 
moments of 
difficulty or 
when there’s a 
lot riding on 
the result. To 
be specific … 

10 Do clients expect 
the practitioner 
to act in a 
particular way: 
accent, dress, 
even gender 
stereotypes? 
Note: I make no 
judgements about 
what these might 
be, I’m just 
seeking your view 
about the 
principle itself 
and any examples 
you may have to 
illustrate your 
view. 

# 63  Yes.  # 63  This can be 
shown with 
reference to the 
need for media 
expertise in 
senior PR 
professionals by 
organisational 
leaders. This is 
despite the fact 
that it can lead 
to misdirection 
in strategic 
leadership. 

 

 11 What is the most 
valuable personal 
experience or 
background a 
practitioner can 
have? Does this 
vary by sector: 
commercial, 
government, 
financial, 
international, 
third sector, etc? 
I was thinking in 
terms of 
upbringing or 
education. 

# 75  Yes, 
empathy. 
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 12 Are there cultural 
‘tells’ important 
to the PR 
practitioner in 
terms of what the 
client expects? 
These could 
include accent, 
lifestyle or dress-
sense. Are some 
more important 
than others? 

# 67  Yes  # 67  Tells 
associated with 
social or cultural 
positions have a 
bearing on 
perceptions of 
competence and 
would need to 
be offset if the 
relevant 
individual wishes 
to progress their 
career. Certain 
forms of cultural 
deviance can be 
acceptable if 
they are also 
seen as social 
tolerable. For 
example, 
creative types 
have permission 
to be eccentric 
in dress or 
behaviour. 

# 91  Cultural 
tells are 
rationalised as 
‘unacceptable’ 
in certain 
circumstances 
because they 
show a  ‘lack of 
judgement’ 
about their 
effect on others. 
This favours 
strongly 
arguments for 
the conservative 
or conventional 
and reveal 
dividing lines on 
power as 
cultural 
production. 
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PART E:  RESEARCH PROPOSAL 
 

 
21. Title of the proposed investigation  

 

 
An examination of public relations practice in the UK as revealing of the way power is 
constructed, deployed and negotiated. 
 

 
22. Briefly state aim(s) of the investigation clearly and explicitly (Guidance note 4.9 

refers): 

 

Two broad but important themes are addressed by the proposed study. The first, and the 
central purpose of the study, asks if decisions affecting PR practice are more convincingly 
explained by conceptual accounts of power than via managerialist explanations of 
effectiveness. The objectives provided reflect this purpose and the activity associated with 
it. The second is that, in pursuing this activity, it is of vital importance to deliver research 
into the effects of actual as opposed to theoretical practices, specifically in this case within 
the UK and via the management of health policy. In this way, the study can demonstrate 
utility in terms of offering a unique insight into professional practice in the UK (and 
potentially globally) and a series of publishable papers linked to progression points in the 
work plan.  
 
The following research questions is indicated:  How does the practice of PR in the UK 
contribute to the production and maintenance of power relations? 
 
This, in turn, can be constructed as containing three parts:  
 

1. What are the principal accounts of good PR practice in the UK, with specific 
reference to (i) normative functional behaviours and (ii) theoretical positions on 
the workings of power? 
 
1.1 What are the main elements and directional concepts of the 

preferred UK PR paradigm? 
1.2  To what degree, and on what basis, can these elements be 

understood as functionally effective? 

1.3 Using this rationale, do such elements operate coherently or with 
ambiguity either conceptually or within practice? 

1.4 How can conceptual accounts of power be understood in relation to 
such PR practice in the UK? 

1.5 Using such accounts, to what degree do they reveal coherence or 
ambiguity in relation to UK PR practice? 

 
2. Are the behaviours and actions required under functional accounts of good 

practice preferenced in actual practice, with reference to professionally 
acknowledged examples of excellence in the UK? 
 
2.1 To what degree does actual practice in the UK reflect objectively 

determined positions on good practice? 
2.2 Does adherence to such positions on good practice vary in relation 

to different market sectors or areas of public policy?  
2.3 Similarly, does adherence vary in relation to different 

communication aims, purposes and ambitions? 
2.4 Does adherence vary in relation to different techniques and tactics 

or communication channels? 
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2.5 Has the degree of adherence to functionally determined practice 
been stable or been seen to diminish or increase over time?  

 
3. Are decisions affecting the understanding, choice and delivery of PR practice in 

the UK more convincingly explained by conceptual accounts of power than via 
functional explanations of effectiveness? 

 
3.1 Within an area of contested public policy, does preferred or actual 

PR practice reflect functional expectations of good practice? 
3.2 Is any variation evidenced consistent with that shown for other 

market sectors or areas of public policy (2.2, 2.3, 2.4)? 
3.3 How would this gap be accounted for functionally in relation to 

good practice and conceptually in relation to power (1.3, 1.4, 1.5)? 
3.4 Within an area of contested public policy, to what degree can 

‘good practice’ be shown to be effective in managing 
communication settlements? 

3.5 Within an area of contested public policy, do perceptions and 
understandings of the relative extent or reach of power held by 
different stakeholders and publics affect the decisions made about 
PR practices? 

3.6 Are choices at (3.5) consistent or not with preferred good practice 
and how are any differences rationalised functionally and 
conceptually in relation to power? 

3.7 With reference to common sociological variables, what is the 
relationship between social background and leadership or decision-
making positions within the PR profession in the UK? 

3.8 Is there a relationship between social background and the types of 
practice used to negotiate power relations? 

 
There are five principal aims associated with this research proposal. These are expressed 
as infinitives and outcomes rather than as process statements:  
 

1. To understand the shape and identity of good practice as defined by ‘Excellence’ 
theory and the degree to which it is accepted and deployed in the UK. Similarly, 
to understand the degree to which good practice is understood, followed and 
deployed within an area of contested public policy. 

 
2. To assess the degree of compliance, in the UK and in a contested area of public 

policy, with four common tenets of good practice: truthfulness, trust, legitimacy 
and authenticity. Are such tenets (i) used overtly as guiding communication 
principles within cited examples of good practice and (ii) are they similarly 
evidential in practice within an area of contested public policy? 

 
3. To understand practitioner rationalisations, both generally and within an area of 

contested public policy, for the deployment of communication solutions that are 
at odds with accepted good practice in terms of methods and principles. In 
particular, to determine if such rationalisations share common characteristics in 
relation to objectives, stakeholders or dialogical themes. 

 
4. To understand how practice in public relations is explained by accounts of power 

and culture, either as organisational or practitioner-based phenomena, and, in 
particular, to understand if discrepancies in practice as identified via functional 
and practitioner explanations are consistent with or even predicted by such 
accounts of power and culture. 

 
5. To determine, given the above, if ‘Lukes’ can provide a coherent account of 

power in relation to public relations practice in the UK and reveal the hidden 
arenas of power negotiation as well as a means to understand and examine them. 
In particular, in terms of a contested area of public policy, the aim will be to see 
if PR practice can be seen as operating within Lukes’ third dimensional account.  



 F 
 

 F 
 

3 

 
23. Proposed plan of work, including its relationship to previous work and argument for 

contribution to knowledge, with appropriate references (Maximum of 2,500 words; 
Guidance note 4.10 refers): 

 

A number of researchers have argued for a decade or more that the existing research 
agenda within the PR profession is constrained by its managerialist imperatives (Watts 
2006). Such research, it has been claimed, whilst attempting to support the delivery 
of good practice, does so without sufficient consideration of the place and purpose of 
public relations ideologically, philosophically or sociologically.  These arguments do 
not dismiss the need to review practice and purpose but, instead, see such activity 
as, for example, without sufficient understanding of externally directed or 
constructed forces.  
 
The arguments are varied in their nature but, broadly, point to the profession’s 
failure to engage practically with (i) developments in thinking related to social 
theory, (ii) competing interpretations of how discourse is created, maintained and 
generated in relation to PR activity, and (iii) an understanding of the place and 
benefit of deconstructive or aporetic reflection - particularly in relation to models of 
practice and their delivery. This absent agenda is argued as being urgent, essential to 
the profession and necessary to distinguish its voice in an era of monocratic 
integration.  
 
A systematic review of evaluation and measurement in PR, in the forty-year period 
between 1975 and 2015, found little evidence of consensus in relation to how PR 
activity adds value in practice (Volk, 2016).  Only around ten percent of the 
contributions could be considered conceptual (7%) or theoretical (3%) revealing what 
she called a ‘paucity of theory-driven’ analysis. Alarmingly, around one in five of the 
published materials (22%) were constructed without reference to either theory or 
conceptual models and the overwhelming majority (78%) were fashioned from 
managerial, instrumental or functional perspectives. 
 
Only around five percent of the sample emanated from ‘non-functional paradigms’ 
and Volk claimed there was a complete absence of feminist or postmodernist analysis. 
In short, the study pointed to a ‘current insufficiency’ of understanding about broader 
communication effects such as those concerned with how public relations benefit is 
constructed, negotiated and deployed. 
 
Volk’s findings are supported by Eyun-Jung Ki and Lan Ye in their assessment of 
research in global public relations between 2001 and 2015 (2017). The study pointed 
to an over-reliance on description and an absence of theorisation. Orthodoxy 
remained largely unchallenged and rooted in traditional western philosophy. 
Tellingly, in terms of this proposal, Ki and Ye (ibid) comment on the relative absence 
of evidence examining the relationship between good practice, as defined 
theoretically, and its actual application. In their review of academic papers from 1985 
to 2013 focusing on organizational and public relationships, Ki and Shin (2015) found 
that whilst the number of studies covering organisation-public relationships had 
rapidly increased in recent years, all had pointed to a lack of theoretical application 
and whilst displaying concomitant disinterest with enquiries into actual practice. 
 
The work to support this enquiry has the following components. Throughout, these 
progression points reflect  

 
1. Establishing the extent and application of accepted good practice (Excellence 

theory) in the UK. 
2. An account of practice as truthful and trustworthy. 
3. An account of practice as legitimate 
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4. Understanding practice as authentic
5. An account of practice using symbolic interactionism.
6. An account of practice using systems theory.
7. Understanding practice as an expression of cultural competence.
8. Understanding practice as culturally specific.
9. Understanding practice as culturally specific to practitioner.
10. Understanding practice as an expression of symbolic capital.
11. Understanding practice as practitioner specific symbolic capital.
12. Understanding practice as organisationally specific symbolic capital.
13. An account of practice using Lukes’ model.
14. Understanding individual practice within third dimensional account (Lukes)

24. Give details of eventual submission and proposed arrangements for examination if not
by thesis and oral examination (regulation 2Q.17 refers):



G 

G 1 

Content analysis main file 

This link will take you to the shared directory: Q12168424. 

Open the folder ‘Content Analysis’ 

You will need a copy of NVivo to open and review the file: 

https://www.icloud.com/iclouddrive/0pZl5A6SpLXUo_YErpEHl5O4Q#Q12168424 



H 

H 1 

Interview audio files 

This link will take you to the shared directory: Q12168424.  

Open the folder ‘Interviews’ 

Select the interview you wish to review. You will need an audio application 

capable of playing a M4a file. 

https://www.icloud.com/iclouddrive/0pZl5A6SpLXUo_YErpEHl5O4Q#Q12168424 

NOTE: these files are restricted and will only be made available in 
consultation with the originator (see contact details on the front cover of 
this thesis).
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Reflective review: October 2021. 

 General description of selected theme  Emotional components Evaluation Analysis Action 

1 

Capacity to undertake and deliver the 
research 

Po Anxiety: professional and 
intellectual credibility in 
relation to research. 

Positive impact of lecturing 
experience and colleague 
interaction. 

Archetypal imposter syndrome. 
Good support from PGR system 
and supervision team assisted. 

Continuous engagement with 
PGR systems. 
Ensure contractual clarity 
around PGR expectations. 
 

2 Po Anxiety: management of 
workload, resources, 
expectations and deadlines. 

Some friction with colleagues 
at key times. 
Imposed limits on availability 
for lecturing duties. 

Importance of: 

• prioritising PGR at key 
times 

• accessing support when 
needed. 

• focus on time and project 
management. 

3 Po Anxiety: the loneliness of the 
long-distance student. 

Management of isolation. 
Focus on responsibilities, 
deadlines. 
The importance of self-agency. 

Demonstrates importance of:  
• clarity of procedures 
• support from PGR system  
• availability of resources 
• the university’s remodelled 

PGR processes.  
• accessible individualised 

PGR solutions. 

Engage further with collegiate 
activity 

4 

Motivation and agency 

Po Anger: power as a lack of 
social and professional equity 
and opportunity. 
 

This preferences social 
reformist positions. 
It reacts against market-led 
solutions or those concerned 
openly with market advantage. 
Questions PR purpose. 

Potential to: 
• open as well as close areas 

of enquiry 
• shape outcomes 

erroneously as well as 
more clearly 

• pre-suppose or second-
guess data subjects and 
methods. 

Early and continuing 
engagement with reflective 
process throughout project. 

Desire: personal demonstration 
of intellectual capacity. 

Danger of preferencing 
completion above output 
quality. 
 
 
 
 
 
 

PGR is intellectual pursuit not 
redemption. 
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5 

Identification of lacuna 

Pr Anxiety: lacuna developed not 
identified? 

A considered, thorough and 
tested literature search 
completed.  
Further iterative review of 
secondary sources during the 
development of thesis was 
possible. 

Insufficient consideration of 
the place of public policy and 
its construction. 
Limited definition of culture in 
the context of study.  
Consider the motivations of 
researcher more explicitly. 

Develop modifications here at 
corrections stage. 
Secure greater understanding 
of secondary research as an 
iterative process. 

6 Pr Fear: of commercial prejudice 
and or pro social bias? 

This may be generated by or 
follow on from motivation and 
agency (#4). 
May be evident in both 
methodology and in data 
evaluation. 

Researcher position has been 
declared but not in context. 
The importance of caution in 
the use of outcomes has been 
stressed within the project. 
The outcomes have been 
identified as conjecture not 
certainty. 

Discussion on the principles 
and values of the researcher 
should be considered for all 
future projects. 

7 

Selection of potential methods and 
instruments. 

Pr Anxiety: over the use of mixed 
methods: positivist v 
constructivist ontologies. 

Positivism should not be used 
to misdirect away from 
weaknesses in interpretivist 
analysis. 
Positivist methods are never 
wholly objective and are highly 
susceptible to researcher bias. 
Interpretivist methodologies 
require high levels of caution 
and rigour. 
Empiricism can better support 
the development of 
professional utility. 

The thesis is: 
• clear about use and place 

of its methods 
• open about how texts were 

used in analysis 
• insufficiently clear about 

coding matters 
• stresses the place of 

caution when building 
conjecture in open systems 

• uses academic frameworks 
to direct potential real 
world application. 

Develop improved coding 
scheme and discussion during 
corrections stage. 
Consider development of Lukes 
as professional model when 
managing the effects of power 
in strategy design. 
 

8 

Use of CIPR awards as indicative case 
matter 

Po Anxiety: this sample may lead 
to professional confrontation 
by showing some practice as 
incoherent / duplicitous. 

Capable of projecting in 
researcher overly cautious and 
defensive position around 
subject studies, 
Issues around motivation and 
agency may lead to 
unidentified researcher bias. 

Clarity around coding scheme 
(see actions) helps justify any 
claims made by researcher. 
Objective analytical tool used 
(Nvivo). 
Sample has been verified as 
exemplary practice by PR 
governing body and therefore 
better able to withstand 
review. 

Develop improved coding 
scheme and discussion during 
corrections stage. 
Ensure coding file is available 
for review to support 
falsifiability. 
 

9 Pr Anxiety: poor balance of 
commercial or pro social 
issues? 

If shown, capable of: 

• casting sample outside of 
or inconsistent with 
intended research 
ambitions 

A preference for contentious 
matters was preferred in case 
study selection. 
Most studies used in sample 
demonstrate or claim 

Develop improved coding 
scheme and discussion during 
corrections stage. 
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• restricting data or 
remodelling it erroneously. 

origination in pro-social 
behaviours in some way 
regardless. 
Balance apparent between 
commercial projects and 
public sector projects. 

10 

Use of potential ‘expert’ interviewees 

Pr Anxiety around relationship 
issues:  
• confrontation v focus on 

subject matter,  
• professional judgement v 

academic intent,  
• over-subservience v 

researcher restraint. 

Capable of projecting overly 
cautious and defensive position 
in researcher / interviewee. 
Capable of generating 
unnecessary and confusing 
counter opinion from 
researcher / interviewee. 
Mixed position. 
May influence outputs in 
undeclared ways. 

Relationship issues may be 
discussed too minimally. 
Uncertainty around position 
and status of interviewees may 
be apparent. 
Full transcripts are provided. 

Review use of terminology in 
relation to elite v expert 
opinion at correction stage and 
any consequent implications 
for data or claims. 
Consider statement on position 
and ID of interviewees at 
correction stage. 

11 

Use of textual analysis  

Pr Anxiety: that the use of mixed 
methods may subdue or 
mislabel matters that are 
subjective in undeclared ways. 

This may incriminate 
methodological decisions in 
relation to the use of positivist 
or deductive approaches. 

Text analysis is repetitive but 
careful in its judgements. 
Openly declared and carefully 
described methodology. 
Some potential subjectivities 
are declared and discussed in 
reflection at corrections stage 

Singularly consolidated and 
better justified approach 
would have been more 
effective.  
Improved defence and use of 
method should be made at 
corrections stage. 

12 Pr Anxiety: potential commercial 
or pro social prejudice? 

May infect outcomes in 
undeclared forms. 
Equally capable of projecting 
in response an overly tentative 
or defensive position. 

13 Reorganisation and redundancy 

Po Fear: that withdrawal of PGR 
support via loss of employment 
status and that reprioritisation 
of research commitment was 
necessary. 

May manifest via loss of PGR 
sponsorship and access to 
support services (supervision, 
library, etc.) 
This may cause overly 
accelerated or problematic 
completion. 

Research fellow contract 
awarded. 
Some evidence that: 
• quality (breadth and 

depth) of submission was 
limited by this issue 

• additional work during 
corrections stage was 
generated. 

Ensure sufficient time and 
capacity for corrections and 
that these meet the 
expectations of examiners. 

14 

Outcomes and next steps 

Pr Anxiety that research 
outcomes work to offer 
practical as opposed to only 
abstract insight? 

Subject matter is highly 
complex and problematic. 
Challenges the dissonance 
apparent in contemporary 
practice. 
It may alienate content and 
insights from research and cast 
them as inconsistent with 
modern practice. 

Contributes to discussion on 
place of practice in the 
context of open, consensual 
and non-privileged 
circumstances. 
These represent persistent and 
evolving challenges to the 
profession. 

Consider development of Lukes 
as professional model when 
managing the effects of power 
in strategy design. 
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15 Po Anxiety: insufficient energy 
and agency for development of 
research? 

Problems associated with late-
stage career change. 

Thesis shows it has merged 
both professional and career 
experiences with the demands 
of academe. Context may not 
be unique but it is not often 
available and has potential for 
broader interest. 

Progressive or baby-step 
ambitions. Consider 
remodelling thesis for 
potential publication. 

 

Table x.1: Reflective analysis using Gibbs (1998). 



 

 

<back cover> 
 

 

 

 

 

 

 

 


	v4 Final
	2 Aggregate appendices
	13ii Reflective grid - Appendix I
	Back cover



