Sublic Relations Society of America (1947)

3ARpT FY ufedtss Rarera aarsdt (1947)

® It is one of the largest and most prominent public relations
organizations in the world.

ag gfar & a9 92 3R uHE SAEush 31541 ° 9 UH Bl

® Founded in 1947, the PRSA was established in the wake of World
War Il, a time when the field of public relations was experiencing
significant growth and transformation.
1947 # wenfoq, dremuay o =g gg & a= wenfaa gan,
ST ST-IEigeh o1 &1 doft & g TeT o7 3R aRad=s & v | o= <er ami

® Its formation marked a pivotal moment in the history of public
relations as it signified the profession's move towards more
formalized standards, ethics, and practices.
Fa<hT TIMTO=T Saad & gfasra & v agcagol o= off, == a9
a2t =6t siferes sfta=Res ar=est, Afdesar it wemait & 3w srar f&@Fan

® It has developed a code of ethics for practitioners, provided
educational resources, and facilitated professional development
opportunities.
99 aLa & Ao smar dffar Resfaa Y, Afares 9= Saeey
T 31T A9raR faesra & araas = aorar f2zm

® It reflects the professionalization and institutionalization of public
relations as a critical function within modern organizational structures.
g Yy dersaT Y d@yaen F sradash &) U ggeagof wrdf s sa A
Oeiaees<uT 3R TTYETaaH0T a6l S21far &1

e ®b ( “ Public relations is a strategic communication
B ¢ ¢ ¢ - process that builds mutually beneficial
'- LY 4 ,_/ 'ﬂ-“ \ § relationships between organizations

5 > b * \;_/ and their publics.
. 3R I SHAHE! & g arEaRe s daul o1 fAfor &t 81

Public Relations Society of America
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FULL COURSE

® Let’s Find Out Every Concept in Detail.
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Public Relations
Society of America

one of the largest and
most prominent public
relations organizations in
the world

International
Public Relations
Association (IPRA)

Established in 1955 at a
meeting in London's
Cabinet Office. The IPRA is
a global network for public

Public Relations
Society of India

Established in 1958, PRSI serves
as the national association for
PR practitioners and
professionals across the
country, making it one of the

Public Relations
Council of India

a national professional
body of PR professionals,
communicators,
advertising, PR
academicians and other

elations professionals
:Egm ! qad a_‘f'ﬁ 3R ;h;c ;i:ﬁslir;pemr:-z;e oldest and most prestigious PR allied services.
; ;”E”_@E' SEREE ethical practices and organizations in India. ] =5,
Geeraii # 9 U 2| trusted communication. 1958 # Tenfdd, PRSI 291 WX wﬁwmawaﬂa%aﬁﬁ .
1955 ¥ viet & S st & TS d9adl ¥ forg el e Sl
H §¢ dow o wfid | IPRA ¥ Wi & F9 F B us TP eraae e 2
SHEE USR] 1 U df s Hdl g, S HRA & T /A
Yead &, it A s 3R afYe e SR Teny @
feaerita o &1 wgran & &) AATH I Public Relations
PRrciCouncil of India
| \ i / Communication for o better world
0 . #e. inl g ' '
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The International Public Relations Association (IPRA) is a
leading global network for public relations professionals

scvAeHol Ufeetss Reter=a vaiffee= (IPRA) ufeciss
Rerer=q MihereH &1 U WHE 3fqh Acas g |

Founded in 1955.
TT9ET 9§ 1955 H gS |

One of IPRA's most significant contributions to the
field of public relations has been the development
and promotion of global standards and ethical practices.

IPRA &7 ufeatss Rete1 & &3 # 9«9 Agcagul anie=
dfsaes Al 3R Afde gunsil &1 fawr 3k yar @1 8|

In 1965 IPRA adopted the Code of Athens, which is

an undertaking of ethical behaviour by members of
the International Public Relations

1965 & IPRA 7 vy Gfgar & 3rqamar, St Sexae=d
ufectes Rete=a & gl grr Afds sgraror &t ufds gl

The Code of Athens is a set of ethical guidelines intended
to establish standards for professional behaviour among
public relations practitioners.

vy dfgar Afas fenfAden &1 s g 8, Sas 38
ufectes ReAer=1 HfeFesad & fAv arewTf@s 3m=rRor & A6
T AT B

In 1965, the International Public Relations Association

(IPRA) adopted the International Code of Ethics,
which became known as the Code of Athens

1965 #H, ge3191e Ufeier Rerer= TaIfaue (IPRA)
a SCHIAA PIS A6 UfATT Sl 39T,
ST U GfgdT & A1 | ST 14T

The IPRA Code Athens was public relations’
first international ethics code.

IPRA &Y ueig Gfgar ufeeiss Rare=a $ ugeht
3iaRTE T Afcs Gfgar ot |



PRSA Code of Ethics /|

1. Advocacy
dhleld / AU

Code of Athens (1965) /|

PR Professional should Refrain from

PR u2i<Rl ot A=fafad @ a==r afge

Subordinating the truth to other requirements.

2. Honesty T Dl 3 ATGIHATAT b 3ef BT

SHESHI

Circulating information that is not based on
established and ascertainable facts.

Ut SIHH &1 TR &A1 ot wWifdqa 3k
9T qeaf o¥ menfa 78t 21

3. Expertise
faetusTar / <ardn

Taking part in any venture or undertaking that

4. Independence
is unethical or dishonest or capable of impairing

] d Ac] human dignity or integrity.
fasedt oft srfaes, agam= ar wr=a 7l an SaeErd
Pl JHHT UG dTet HIR H HOT AT
5. Loyalty ETHICS ¢®¢
IGL) / frtb‘l‘cﬂﬂ Using any manipulative methods or techniques

= designed to cre subconscious motivation
- | esig ate subco s ations

over which an individual has no control.

ot fopddt oft ures fafer ar aep-tes &1 3uahT =T

6. Fairness
fora@ =afehs & AT & a1gv Ja<as IRomd 3= & |

1y / fAsgerar

g
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Code of Athens (1965)

PR Professional should Endeavour
PR UIheed ol A Uy &3 91fgu

Subordinating the truth to other requirements.

3 ATAIHATIHT &b THA A Bl 0T HIATI

Circulating information that is not based on
established and ascertainable facts.

Ut SR uHTRd AT St wenfud 3R
yHTfora deaf g¥ 3menfRa Agl gl

Taking part in any venture or undertaking that is
unethical or dishonest or capable of impairing
human dignity or integrity.

forddt off U9 1, Iushd a1 ISTH | U AAT St
3fdes, dSHE 81 AT JAEd TRAT AT SHFGRT Bl oF

qgeT arell gl |

Using any manipulative methods or techniques
designed to create subconscious motivations
over which an individual has no control.

0 fhdt off 2vbvapRY adish AT deh-les T ITANT HAT,

Sit fasdt safae &t sifafaa sraga s I wifaq
H & foig 5918 718 BN

To contribute to the achievement of the moral and cultural
conditions enabling human beings to reach their full stature

and enjoy the indefeasible rights to which they are entitled
under the “Universal Declaration of Human Rights”.

ATATfShRI ! AraHifae aiyon & dgd urcd ifa=eey fdar)
&1 3T+ o aq Afde iR wivplas aRfefaal H ufda &
IRTGTH AT

To establish communication patterns and channels that foster
the free flow of essential information, thereby making each
member of the group feel informed.

T9R & 0 g+ 3R d9a1 TATOd BT Sl 3Maeh SITHhNT &
Waa Uarg &l derdl &, 98 9Hg & Ucds 9a&d Bl SAhRI
UTe 811 T N &l |

To conduct themselves always and in all circumstances in such
a manner as to deserve and secure the confidence of those with
whom the practitioner comes into contact

X gfiRf<ifa & o1 3tr=ror 3491 S99 99d # A= a1 A9 6l
faregra arfSia ailr gRféra fasar s g

To bear in mind that, because of the relationship between the
Public Relations’ profession and the public, the practitioner’s
conduct - even in private — will have an impact on the way in
which the profession as a whole is appraised.

gg g w@HT o ufeciss Reler=g withe 3R Si9dr & i dedy &
HROT, HfFe=R HT =R - A5 e 7 oft - R I A sfd

WW%I



Guiding Principles of

Public Relations Ethics Public Relations Ethics — Global Recognition

SIHEYh Afdeedr & Aniesis Rigia STHAYsh Afdddr - dffe A=gar

e To observe in the practitioner's professional duties,
the moral principles and rules of the “Universal
Declaration of Human Rights”.

« Ufaeev 3+ 99taR el & “arafadert & ardhifas
aigon” & Afae fAgEal ik Rast & ae= SR

The professional code of ethics for public relations
practitioners all over the globe was finalized at
a conference held at IK-SETI

AT WR & Sad AAa”) & forg s wfgar &
IK-SETI # 3maifSia v ae= | 3ifaw wa fear mani

* To pay due regard to, and uphold human dignity and
to recognise the right of each individual to judge
for themselves.

‘0 o HT=d TTRHAT &I G BT AT Ul cafed & W@d &

fAofa &9 & sifder *1 ©ier FE1

» To establish the moral, psychological and intellectual
conditions for dialogue in its true sense, and to recognise
the rights of these parties involved to state their case
and express their views.

» HdTE &I ITS arEdfas 3 & wenfiaa s & fow Afas,
aardsiAs 3t difgs oRfafeat a9 sk anfas
i F IR g ER AR A AR g s &
3iferpR &l wer HHAT

i

» To act, in all circumstances, in such a manner as to take
account of the respective interests of the parties involved;

both the interests of the organisation which the practitioner
‘ ‘ serves and the interests of the publics concerned.
o,
"# o It gRTERIfaat ¥ 0w eagagR &eAn a6 enfaer sl &

feal @1 o= @ wie: Mfae =R gy 5= de= &t |aan
&t wITelt & 39 faa 3k wefda s=avera & fga g+t




The Public Relations Society of India

(PRSI) (1958)

Established in 1958, PRSI serves as the national
association for PR practitioners and professionals

across the country.

1958 # TTfie, PRSI 39 WX & =g 9tavd 3R
Uiheed & AT I e & ¥ A S Har g

It is one of the oldest and most prestigious

PR organizations in India.

Ig WRd & 9ad QA IR ufafda s=dush
e+l H 4 U gl

Kali H. Mody is known as the "Father of Public
Relations" in India. In 1958, Mody led a group of

public relations practitioners in Bombay to form
the PR Society of India (PRSI)

el T, ALl & YRd H "STH8Ush & o6 & 9 H
SIT|T STt 21 1958 #, Al A a™gs # s9aud detasd

& Qe HHE &I Aqcd fabar 3 PRSI &l TATa=T 6|

Public Relations
PRcCI Council of India

Communication for a better world

Established in 2004
2004 ¥ wnfua

The PRCI promotes the highest standards of public relations and
communication practices through various initiatives, including
workshops, conferences, and awards.

PRCI| @&rAmernai, ¥ al 3R qsRI dfgd fAff= ugar & areaw |
STHEYS R TR TAT3H & IJeadH AT Bl dgrar T gl

The Chanakya National Award is presented to communication
professionals for their outstanding contributions to society,
industry, and the profession.

STOTERT AU HATS HHTST, I2ANT AR det A Ipe ahvre= & fag
H9R UetaR! &l uer= fohar sirar 21

It is a pan-India Communication Exchange forum with its presence
in 38 Indian cities and towns.

Og 38 YR 913 3R Hxal & 3rg+t Iufufa & arer g d9-2f3ar
HFYASHAA Yadds Ad g1

Some of its journal include Kautilya and Chanakya.

$HS] B W H ST-icd A Pifeed R I10TT A g1



1. Digital and Social Media Integration:
Greater emphasis on incorporating
social media strategies into PR campaigns.

2fSrea ok atere Hifgar vhiazon:
PR sif¥=m=t & |terer Hifgar worhifaat =t
fae e uv fdes ear=)

2. Data-driven PR: Utilization of analytics and
big data to tailor PR strategies and
measure their effectiveness.

2e1-3menfRa PR: vAfeifea i A 2er =1
IUANT &¥eh PR 0THIAaT &l srgapfora et
3R I wuraiiear & Arg=n|

3. Influencer Partnerships: Collaborating
with influencers to reach targeted
audiences more authentically.

FEAUER AR Afga gefel aw e
graTfores Fu @ ggaH & fag swaeqead &
qry

h¥AT

4. Content Creation: Producing high-quality,
relevant content to engage audiences and
enhance brand reputation.
fasg-a<g fAwion: gefsl &t Sie+ ik sz &6l
ufasT ol geq & fore I=a-1uran, uRifis
At ot [AAToT ST

5. Crisis Management in Real-Time:
Rapid response and transparency in handling
crises, especially on digital platforms.
Rae-ergn dae udy=: faey w0 4@ BFfSew
GeleWhiH UR Hehel | Aaed # cala wfafae
3R urefRfar

Recent Trends in PR

6. Ethical and Social Responsibility:
Increasing focus on CSR and ethical
communication to build trust with stakeholders.
Afderar ok o foraer): fRaures! &
farsara aifSta &= & fag CSR ok Afas
IR UR dedl &A1 |

7. Personalized Communication:

Tailoring messages to individual preferences
and demographics for more effective
engagement.

fdara |ar: e wuTEl See & fag
fana arafasarsit ok sAwifead & argar
HeTl &l A ford STl

8. Visual Storytelling: Using videos, infographics,
and other visual content to tell
compelling stories.

R4 el chg- i chell: AThych hel-1gl
Far+ & oo fifzat, s=emfesay sk s
ST A &1 IuGHT HIATI

9. Employee Advocacy:

Leveraging employees as brand
ambassadors to amplify the

organization’s messages.

e gada: 9ireq & el ol e & fou
HHATRYT &l Fi TaddsT & 9 H IggNT HAT|

10. Integration of Al and Automation:
Adopting artificial intelligence and
automation tools for more efficient

PR processes.

Al 31X 3MTSIAAA &1 TehlhoT: AHfdeh FHAuA

PR ufsharait & forg i gies=r ik
HTSHALAA T il ATATAT



The Chanakya Award for excellence in the field

of Public Relations is given by

SFAYh & &7 H Icpedl & folg TR qRIBR g1 & Simar g

INS
ATETACH

PRSI
flamRuaamd
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Public Relations was developed as a unique
practice first in:

SIS &l Tep AIET UfehaT & $9 H a9 Ygdl fassfad fasar mar o :

Great Britain

Ie faea

France
Hig

Germany

STHAT

The United States
HYFo AT 3HRBT
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