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PUBLIC RELATIONS

AKING up definitions of “Public Relations”
seems to be the favourite hobby of people in
the public relations business. There are

scores of them, ranging from a short slogan to a bill
of rights with many paragraphs. However, they all
boil down to a few words well known to every literate
person, words which, if put into universal practice,
would change the face of the world.

Public relations is about nine-tenths doing and one-
tenth talking, though its philosophy is made up of
many ingredients: sociology, economics, psychology,
communication and other knowledges. All these
should combine to form a system of human under-
standing. Alas! although men have developed sciences
which enable them to accomplish many great achieve-
ments, they have not yet found the catalyst that will
fuse these knowledges into a science of human re-
lations.

Except for belligerent people, public relations is
necessary to enjoyment of life. Xenophon, who was a
Greek general and an historian of around 400 B.C,
remarked sagely that it is far easier to march up a
steep hill without fighting than along a level road
with enemies on each side. An environment made up
of good friends is beyond price. As Lincoln put it:
the best way to destroy enemies is to make them your
friends.

Instincts and Emotions

Our society is civilized, we like to think. But civil-
ization is a very recent phenomenon in human history.
Arnold J. Toynbee remarks in his Stzdy of History
that the earliest civilization originated no more than
6,000 years ago.

For all practical purposes, the material of human
nature within our civilization is the same as that with
which the Stone Age men and women had to work.
Our environment is different, but basically we are
primitive people in a modern world. It is dangerous,
as well as advantageous, to be heirs of all the past
insofar as material things are concerned, and to carry
with us still the urges and impulses of ancient days.

There are three things we can do with our instincts
in trying to conform to the requirements of civiliza-
tion: we may follow our primal impulses, we may deny
their existence, or we may use them for ends which
are in harmony with our most ardent wishes.

The third is, of course, desirable. It is an outcome of
self-control. And, says George Bernard Shaw, “The
survival of the fittest means finally the survival of the
self-controlled, because they alone can adapt them-
selves to the perpetual shifting of conditions.”

If we recognize the need of self-control in our public
relations, and the need to regulate instincts and
emotions by self-discipline, we have passed the first
hurdle. But there is more to it than that.

Intelligent public relations must be built upon a
solid foundation of knowledge. Children may take
life as frankly beyond them. They do not feel the need
to fit their environment or the things that happen to
them into patterns of meaning. But grown-ups govern
their lives by reason, and the fuel behind all effective
reasoning is knowledge.

We may have to school ourselves to think things
out in their relations to other things; we may have to
train ourselves to walk all around questions. The
person of culture must know both sides before he can
judge or talk or act with wisdom.

A Few Dim Characters

Most of the scoffers at our idea of public relations
will be egocentric people who are convinced that the
only sensible way to go through life is by getting their
own way, getting the best of every bargain, grabbing
credit for everything they or their fellow-workers do,
getting ahead at the expense of other people.

They are the people who absorb like sponges all
the compliments you give them; people who always
let you reach for the check; people who criticize, but
resent criticism; people who demand attention but
never volunteer a service. They are wrapped up in
themselves and their wants. When fortune smiles on
them and their colleagues and neighbours perform in
a satisfactory “giving” way, they are urbane and
boastful.






