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MODELS OF PUBLIC RELATIONS | SHHYe% & HIS

£

PRESS AGENCY MODEL
U oSl HiSd

NEWS

Ay

The organisation uses media
manipulation to shape the
narrative deceptively.

HreA Hifear & g &
i ey | FeT H O |
TR T 2

GIST OF MODELS
e - - n - @
HISdl Bl 4R

2

PUBLIC INFORMATION MODEL
S AT Higed

!9

The organisation is practising
one-way communication to
disseminate information with
little or no feedback from
recipients. Focus on trust
and credibility
__ ® e _
TS Teh- BT TR T AT T &
dtfes =gra an fa feset wfaferer &
SR THRa it 51 6| W 3R

fasra-faar w s $fga s g

3

TWO-WAY ASYMMETRICAL
MODEL

fg-urit 3rawfia ArEa

The organisation engages in
two-way communication to

persuade and establish
power structures.

@
TS -aVHT TOR # G gidT &
arfes 79 3R o1f<h Gy
&I Tefaq fear s ||
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TWO-WAY SYMMETRICAL
MODEL

fe-arit aufda«q Area
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The organisation engages in
two-way communication to
find common ground and
mutual benefits.
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MODELS OF PUBLIC RELATIONS | S & ATsd

The four models of public relations were introduced by James Grunig and Todd Hunt /
= in their seminal work “Managing Public Relations” in 1984
SEYS &b U B dht BTG IR IRFAT 3R s ge 7 ot Ayl s
“HATSIT gfeetas RAim” & 1984 7 ot ot

These models help various organizations develop guidelines, tactics,
and programs to stay ahead of the competition.

A gise fafy= Iwe & feenfader, Yorifaat ik &rdsy fasfaa &
H Hag Fa & arfe J ufawgyf § i a9 ©

.\ 4

=)

PRESS AGENCY TWO-WAY ASYMMETRICAL MODEL | | TWO-WAY SYMMETRICAL MODEL
O woidt fg-arit safRa aree | | fg-wmil awiaa [isa
' Information is transferred to the Information is transferred to the Information is E“;ha"fgﬁd- but Information is exchanged to
public through the media. | public directly. persuasmr;r:s;l.;sfb“? shlob L achieve mutusl;:::rstandmg and
Hifgar & greay J S74T a6 ‘ SAHER de SHar a SAFERT &1 HASH-USH Bl 2, A 5
TARY TEag STt 8| g TS S & il ALY 3R @A™ Eraﬂﬁ;g;‘rﬁfmm%l
B\ YOI &1 394 fhar s g A L )
. . . £ I St - . N e 0l g
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1+ PRESS AGENT / PUBLICITY MODEL | ¥ Tsi¢ / ufecif¥rdt Arsel

j’; _“ ~ There’s no such thing as bad [:;ublicity.“
; Ig i afeeTfadt gt &l gt

- — —

99 |
)

——— — ——— ——

e The press agentry model, also referred to as the publicity model, € Tt

originated in the late 19th century. It highlights the influence of

P. T. BARNUM’
persuasion and manipulation in moulding public opinion.

| S
LU v o wee, ford wfSerardt wieer aft et e 8, 194t eraTedt 35 GreaIESI Shﬂw [ln Eanh |
el § I §IATI T8 59 DI ITHR &4 | persuasion iR | c

manipulation & WYTG &I Y@ifdd Hdl 8l SEASON OF 1878.

Grandest Wonde. Sifomihe, Salar, Japasaoe
Mammoth, J.. Brown's HMHipopotamus,
Samson, the Chlld of Strvagth, Jumbo, the
Greatest Elephanl on Barth, General Te Tmr
Thumb, & 1500h sovedzand Viger.

THE VAST UNDIVIDED SHOW.

Owned by an Individual and Controlled by
himsolf. Every Morning it leaves its Grounds
and Marches into yoor Town.

® |n the past, the communication model linked to P.T. Barnum's
work has been the publicity model, known for its flamboyant
tactics to attract attention to his circus. |

37cia |, P.T. Barnum & &1 A 8T Y9R Hisd Ufect(Hct Aisd &
U H SAET 7T 2, S 399 Wi & o &= 3rrafia & A

i TRUTHFUGLE TATEMENTS, MAGNIFICENT, MA-

B VELLOUS AND COST1ly shows of all great nations,
and Rare Enkisiio bree foms sll parts of the World,
Scenery Seldom If Ever Eqgalled, and Never Ex-
celled In this or ar&.

HTEE;ﬁEE [ I IIIEI Il'a:"hﬁllm%" WIL I UBE DALLUMS oF DOLLARS
o madehd. e w Clty? If oo, send for a clroule ~of
what It cosls to do 0o, and yoo can then judge
whether you ean alford or nol lo have
‘armnum’s Greal Show there. |
® In contemporary business, the press agentry model is commonly LN & A g 2 e T e M
linked to publicity stunts, press tours, and creating exaggerated
buzz for a product or event. i X

BT AIaT H, U TS Aled B AW R W1 gfeafidt e,
W & 3R Rt IcuTe a1 sl & fog se-aerast R SR A

SISt STTaT 21 ..’

. r Y
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He was an American showman,
businessmasts and
politician remembered for

promoting celebrated hoaxes and
founding the Barnum & Bailey Circus

ag U IARE o=, snaart sk
T4 &, S yETRa uay S agrar 2
3R ari" v it wha FH —moar S

P. T. BARNUM

— o —
"
. n

-
o
"

g
-

PSEUDO EVENT

fog wfag €1

Press Agency is the oldest model,
dating back to the 19th century,
used primarily for gaining attention
through the media.

W gold Hise ga@ QAT Hig g,
St 194 eraTedl & T AT ET & IR
7= 59 9 Hif2ar & areaw | e

PRESS AGENT/
- PUBLICITY MODEL W
WY vele / afectfdt wree |,
- M,

“ There’s no such
thing as bad publicity.

1o e o /
T8 = et

_—*_—__

It was often associated with the
promotion of events, theatre, and
circuses, where the truth was not

always a priority.

g 3GW ATarerl, fage 3k wdhal
& U9R | ST 8T, STal Jcd gLl
grfiear &l grar Al

P.T. Barnum, a famous showman and
circus owner, is often cited as a
classic example of this model in action.

ufag o= 3k 963 aifes P.T. Barnum
& 59 Hise & HIAT-aTq BT b Ichc
JSTEXOT |HIAT ATT 2l

AT & & foro Iuahr far |

Pseudo Event- Also known as media events, are
well-planned events orchestrated to generate
publicity and media attention.

PIE sde- forg Hifzar sde +ft &g wimar 8, 3 & Aaifee
HrdH g ¢ o gfefRd sk fifsar e wrea ==
& fore smafera fasar sar 2

The term was coined by Daniel Boorstin in 1961.
g 9 Daniel Boorstin ZRT 1961 # 71T 14T ATI

Today, we witness a range of pseudo-events,

such as press conferences, award shows, and

reality TV. These events are solely designed

to generate news.

3(TST, g9 THSI-5d¢H $I U @l & g, o 0
HI-thd, 3rare ot 3R Rafardt Tv. ¥ srfea daa
THTER I~ &3 & fog fawrs= fso sima &1

\ Ea /

\ 4 '
/ PRESS CONFERENCES AWARD SHOWS
| U BIhT 3ars o

\

REALITY TV
Raferdt Tv



2. PUBLIC INFORMATION MODEL | wifecias F=41 Alsd
Trust and Credibility | ¥W3rr 3R faugataar ——

| IVY LEE | amgdt &t

e lvy Ledbetter Lee was an American
publicity expert and a founder of

ONE WAY COMMUNICATION | T&a¥®l R

¢ Aiming for transparency, the public information model serves as a more
truthful alternative to the press agentry model by emphasizing the
distribution of accurate and unbiased information. modern public relations. Lee is best
UREfEfdl & &7 & Wi, Ufactas gplier Hisel 44 goid! Aisd &1 (& Afis known for his public relations work
R faeea £, it 8 3R Aoy et & faavor o7 SR Sar | with the Rockefeller Family.

At AR &t U 3ARe! afefad

fastaer & 3k smyfe smwud & Teemas

& | Aphe IRNER & HIY 37 69D

& & fog ot B waw 31fees =T ST 21

* This approach, often linked to the early 20th-century work of lvy Lee
gg gfe®Ion e 2041 Wt Y gresnst # gl oft & Bl | 31 g3 2

¢ |t is often described as the “journalist-in-residence” model

T IR “gaeR-39-AET" Aise & w9 H afvfa fasar smar g1

» His approach is characterized by his
emphasis on releasing truthful and
accurate information to the media.

¢ The public information model focuses on building trust by providing
unbiased data to stakeholders. In contrast, the press agentry model

involves publicity stunts and creating exaggerated buzz for
products or events. v

ufeciss gpTierT Hiee fRauRe! ®1 fresr 227 weH B R a9 W & . ® 31 gfgeivn Hifsan =i v 3R Wt
a &1 5o fuda, da void wise § affdd) @e ik Iamy ar . ‘ ST ST 3 T S 34 & farg
gdgd & oIy agr-agrew War & oanfda g1 - ST ST |

- TRUTH IS PROMOTED IN PUBLIC RELATIONS AS A MODEL OF:
SHEYS ¥ " &) AFafaifEa aiea & ®9 F geEr far san g:

(A) PUBLIC INFORMATION (B) CORPORATE LOBBYING | (C) CORPORATE PROFIT

Corporate Lobbying

A/ Corporate Profit
idRe ifT - SIS 9 iifte siftse

i Public Information

gfeciss B

Nl

.-"'*‘\.

(D) CORPORATE RIVALRY

Corporate Rivalry

BHIARE Igaeil




3. TWO-WAY ASYMMETRICAL MODEL | - veifieet sieel

Scientific Persuasion, Persuasive Communication

TWO WAY COMMUNICATION

The two-way asymmetrical model incorporates persuasion and feedback
to improve communications between an organisation and its stakeholders.

It still prioritises the organisation’s objectives over the needs and
concerns of its stakeholders

gg g 3l ot Wi & Inedl & IuS Raursl &t Fwwdl ik
feranait @ aiftrs wreffear 2ar 21

RESEARCH BASED E TAILORED MESSAGES
oner-3renfa - aféra d@er

STAKEHOLDER FEEDBACK
feaemwe ufafsar

-".-I-l.
o
r

o e

¢-d TeHfeee ATsel # WHTE (persuasion) Y Afdfssar (feedback) ‘If_, '.‘
@I enfiret fasan ST & arfss w@re 3R 39 fRaquns! & v Sur S dgaw a=man o1 Te| ' e
AUDIENCE /
This approach, which gained prominence in the mid-20th century, relies PERSUASION STAKEHOLDERS
on research and understanding of the target audience to craft tailored wqEa 3w /
messages that resonate with their values and preferences. fegaurs
gg gieaiur, St 2041 Ul & wea # wE g, dféa el & oty 3R
T9e IR iR v & arfds 39 Heal ok wafeansi & srgeu |aer dar e s ) ORGANISATION —~
The primary goal of the two-way asymmetrical model is to influence | @ ’ /-'
public opinion while simultaneously taking audience feedback into account. b 3 < e
¢-3 TOifgdhcl AISel &l H&d a8 STAd D! UHTfad ST 8, a1 & ' Fuﬁﬁt”;::fm FEEDBACK
gefel &t wfafssar (feedback) Y 3t e & v &1 — wfefesan
wutfae ST

u

INFLUENCE PUBLIC OPINION
STHHd Bl UHTiad ST




The main purpose of asymmetric two-way
model of public relations is

IfdARGH -9 Alse 3% ufeds R
HT HE&T 3¢ ©

Distortion of facts

deai &1 fasfaeor

Scientific persuasion
CEIGER G Q

Personality promotion

Ifedcd A

d7ia UHTa, UHTT 99R

e TWO WAY COMMUNCATION

* Edward Bernays, one of the first professional PR experts,
0 is credited with developing the two-way asymmetrical

model of public relations

U29s d4949, U 99 fiHR Fdww # ¥ v, Y o
oo & ¢-a vt Alsa &I Awfta & &1 %7 f&ar Jmar g

e One of the most famous campaigns of Bernays was
the women'’s cigarette smoking campaign in the 1920’s TORCHES OF

T99 & 9 g ¥t F F v 1920 F g A
afeenat & e = =1 3fEae 9 FREEDOM

FREEDOM TO SMOKE

¢ The Torches of Freedom campaign was a public

relations stunt designed by Edward L. Bernays in 1929. DISCOUI’EQE CGITIPEtItIOI'I

3. TWO-WAY ASYMMETRICAL MODEL
Scientific Persuasion, Persuasive Communication @
gfaeotl &l gdicdligd il

The campaign’s message was that smoking in public

was a symbol of female emancipation.

gree Hiw wHigw Affars 1929 # vzad va. adaw g
fEames fasar mar AR e un Hfdar & Hder oar &%
AT 9 F YHUE HAT Afgen JiFT &1 gdliF g

% Grunig and Hunt developed a theory, in (A) 0 (o9 (»))
7 ! E

relation to public relations based on:

. : e One-way ! Two-way : Asymmetrical Four-way
’Iﬁ“ 3R ge A ufeqrs RAUw & dau & symmetric model | symmetric model | model - symmetric model
fam=fof@a Rga Asfaa fear ar: ga-a fAARS Alser || -3 AAR® Az yfaAREa Alsa BR-3 RARRs Afsa

& 7 |
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The lvory Soap Campaign e g s
for Proctor and Gamble. i

Bernays realized that directly telling children
to wash would never work. He needed to

leverage a child's natural instincts. Inspired

by an artist who carved miniature sculptures £
out of soap blocks rather than expensive wax, { '
Bernays pivoted the entire branding strategy.
He transformed Ivory Soap from a cleaning
tool into a raw material for creativity. !

. — —
gl & GHeT foh =3 & dYg “HTR FA F
e ° HHt & FE1 TA | IFIA T Y A
UTehideh UGl ohl AT 33TAT | Teh heAThIT A J ——
UOTT AHY, ST AEI AT hl TSI TG &b ghel |  — T g &g

I ~ &L__: -Ji-j:"’

q BIET ATHIAAT FATAT T, TS 4 I FifST

TS gga &Y | SR ATIadt 9Tg H AHTS
o HTY 9 gAY TAATcHBAT hi ched] THHT
q gao faari

B2 JRF Media Academy by Rohit)




Light's Golden Jubilee for

General Electric
ST Scifcheeh o felT AT &l WOl ST dl Id

Light's Golden Jubilee was a massive, six-month-long

public relations campaign orchestrated by PR pioneer Edward
Bernays in 1929 to celebrate the 50th anniversary of Thomas
Edison's invention of the incandescent light bulb.

AT I Mes- SJdcil U fA2me, B8 Held dal SiHaUc A= o,
9 S YS & Holar Usds a4 4 1929 # U419 ufeTq gRT

gIchedc digc dod & ATfashr 6t 50} aefris 7= & fau
3maiferd fhar i

While overtly framed as a grand tribute to Thomas Edison, glciltch 59 UTHY TISHA Bl Ueh W Agisifel & wU H UKjd fowar T,
the entire worldwide spectacle was quietly funded and driven fha g OxT fasgeardt smate= ud & 9 | HIuiRe UraSidhl gIRT
behind the scenes by corporate sponsors, most notably oy fAaaifa ik Swnfera fsar man, Aty w0 | S9Ra sdfRes
General Electric (GE) and Henry Ford. (GE) 3R 8131 BIs gRI

JRF Media Academy by Rohit




4. TWO-WAY SYMMETRICAL MODEL

Yl
At gufafa arse -* >
% Z * The two-way symmetrical model of public relations,
. . . . . o outlined in Grunig's Excellence Theory, emphasizes
Relationship Building | |@aer fAwtor ,. |\ ensining thatiorsanizational detblons benefkiboth

the organization and its audiences.
TWO WAY COMMUNICATION | fg-arff 9=rR o it veitele =it § afofa f-anfi emfaf aisa o

SR &9 &1d W & & w1e & Aol d@me+ 3iik 39 ool

o' le

* Grunig and Hunt introduced the two-way symmetrical model

as the most ethical and practical approach in public relations. QAT  foig meRY g

fe 3R ge A fg-arfl aafEfa gise & gdsfis dduf P e e ::
/ Ha¥ A 3R caaeiRe gfeson & 9§ wegd fEa JAMES GRUNIG AND TODD HUNT | e The goal of Grunig’s symmetrical communication
?’f# * This model emphasises open, transparent communication, model embraces negotiation between the
% wherein the organisation and its stakeholders engage in a B @ . organization and its public, and one that also
’ dialogue to better understand each other’s perspectives, R S - fosters mutual understanding
AN values, and concerns. - / RS TfrT & amfida TR Hied o1 e We 3 36
7 ag wifser Gefl, TRaell Far o S a1 8, fSrr s i ud @' : ‘@ a0 s arat 2 } SR w

fRauR® Udh-gan & gfRe®ivr, gaal 3R fRiarsil & dgav awsA ; 4
& forg darg Fa 2 . @1 ; | ot sgmar San gl
¢ By seeking a balance between the interests of both parties, “\ l," —
the two-way symmetrical model promotes collaboration, \\h ‘;f
~

trust, and long-term relationship building. ~ @ el
gl ugll & f2al & fta dgem s a8 dise wgan,
farsara 3k o Hay FAwfor &1 ggar qar g

The four models of public relations describe the different f The systems theory of public relations is

forms of communication between an organisation and its ] described as a set of united

stakehuldﬁl_'s were defel.u?ed by: | ‘ ‘ Ardsifae Hae &1 fawer @8 fBQ v Sy

Hidsife Hatll & IR AIsel WMo IR 39 Faurs! & 9 d9r TE & w9 § afota st 22

& fafi= wal &1 9ol *=4 €, 5= fa=fEa far ar ar: 1 .
(A) Edward Bernays (B) Ivy Lee :' (A) Pressure groups J (B) Subsystems 0
(C) Walter Lippman (D) James Grunig and Todd Hunt 0 | (C) Employee systems 1 { (D) Production systems J




Excellence Theory

& The theory was developed in 1985
by James E. Grunig.

& e Rgia1985d
Stw g §. g g1 A fasar mam e

Q iy = gardh & & dnea-ufis
Reter & S=Hygsh &1 goa fAfga gtar 81

Q& A IEAS SHEE & 1Y 3= HeY oA
g &Y YTt i H HEE hd & Sl TiTeA 3R 395
STEHE aHFl o folg aifdd gid §, RIS afeetfadt i
AFTd @A Bid! &, 3R f@deRa! ol STaThdrsil &
IR ITE! Gd Far3ii & Ioia dedl g |

@ The Excellence Theory explains the value
of public relations lies in organization-
public relations.

o A good relationship with its strategic public
is helpful for an organization to develop and
achieve goals desired by both the organization
and its public, reduce costs of negative publicity,
and increase revenue by providing products and
services needed by stakeholders.

To maximize value of public relations, public relations SIS & g ol 3AfShdd hA & f[AIQ, STHAUS ol oA
must identify strategic publics and build long-term Gl:l?ﬂﬂfff &) Ug= S IR ok gufla TR HrfeH! & greaw
g 3 1Y alEchliceich Harel ST T dTiay |

relationships with them through symmetrical
communication programs.

yaileiy o, o9 o €. gfAm 3 1985
A fasfaa fosar ik IABC g1 fagatfaa
fapar aT, aderon 3R Ut qur Hisan
& HI&ThRT Ur SMeTRd Sdgeh garsit | oA
& fOu U a9 & FU H Frd Sl g, / Samw
STl 9= AT ARSI, gArses fahmen, b’

hATST 3R &feror spifkar # fohu U

The Excellence theory, developed by
James E. Grunig in 1985 and funded
by the IABC, serves as a benchmark
35% | for public relations practices based on
/  surveys and interviews with
.\ professionals and CEOs in in the
S— e Whitod States, the United Kingdom,
Canada, and South Korea

',’ The excellence theory has been developed from four Tl =it IR fafa—= gfewion 4 fGfaa 6
.." different approaches: Goal attainment, Systems, g &: A& OIS, Honferdl, I0Ifde SHIHg,

Strategic constituencies, and Competing values. 3R ufaaaef ge1
&3 JRF Media Academy by Rohit



1. Goal Attainment °

@)dr According to the goal-attainment

approach, organizations demonstrate
effectiveness by achieving their
objectives.

(@"’) The concept of public relations

@/5 Aeg-UTfd gfeehIvr & IR, T 37U
3521 Pl UTd Bk TUTaLedr Ugieid &d 6l

@ SHE YD T hl STTLROT bl &3

management was initially introduced 1952 ¥ wpefela 3R e gR1 hl 78 ot
by Cutlip and Center in 1952.
@
.
2. Systems Approach .
pig.  Sa SIS Ych ol UuTTell RIGId U daTieh
The systems theory of public relations : | & 2 ) sEEus @ fift= siqgefea
Is a conceptual framework that views _ :
public relations as a social system ?'Eﬁ ¥ HARR g TP WHTSID dF & &
composed of different interrelated H 3Edl g1 I8 59 91d R SR <dT g b
elements. It emphasizes that public SHIYID B ITAT-AAT THST T8) ST
relations cannot be understood in oo it 2 &3 3 fred
isolation, but rather as a part of a Moes E.I sl i AR e
larger system. ] H GHST STET I1fgy|

&3 JRF Media Academy by Rohit



- System Theory =

Sgsc’;em;s. thinry isa ":n:a;:sdisciplinary : fRAeeq Y yonferdal 1 v
study of systems, which are groups o - :
interrelated and interdependent €, :1 ?
components. GJ,@ SR TTER
S g BId gl

In Public Relations, Systems theory _
essentially works from the premise gfesten Reter H, fA%ed &aik &
that the publics, like customers, o o 3R T8 & & afeetaw, o9
empplc:yees ar;nd neighbﬂurs, all form Environment | Goals & TTE®, HHER ok uSiE,
a kind of social environment for the . % foro S
organization. BTE= Dl el 5

UgiaRor §1d & |

Community  ~-----"~  Customers
Like the physical environment, the Wifdes gafarur 6 avg, IETfSIeh
social environment is always Systen ggfaeor off gRem Seoadr Ear g
changing. Organizations that adjust y S TTsT aTeTg F IR G F
to the changes survive and prosper, [ Organisation | Environment | Goals ] LS, g e, e B
and organizations that do not . g d Eﬁ & 3R ”
adjust do not survive. '::::‘:_:::::::;':::::::.'::‘ ........................ R &, SR ST HITe ufRad &
IR A8l Geord, d Siifad Agl 3§ urd |

&2 JRF Media Academy by Rohit



. Tg Grunig ¥ situational : Publics are situational, PR Practitioners can strategize how

Itis based on Grunig's situational theory | theory of publics T merfa public will seek behaviour and process it
of publics, and identifies environmental £ 3R gafazoftg aei A gga= : STHEYE fafifer= ?ﬁ?l’ % Hramz froraa orhfy 991 9Ha .g 5
elements that can either hinder or support Fal ¢ o frft 9ew & Al SHUYE TAER 3z Hﬁ;ﬂT FA G iR IT 9T HTH FHAI
an organization's goals. It involves classifying | o grenm 21 9d € a1 9949
people based on their awareness and | X aPa ¥ = gRE-gETeE
iformationtooskindibetdiorn e BEHAVIOR TYPE HIGH INVOLVEMENT LOW INVOLVEMENT
_ | . (HFER FT UFR) (S wgwfive) (7 wgfiran)
problem-solving processes, | @ISl g b ATUR W S B
* affervor enfaret 1 Problem-Facing Behavi
: A g Active Public Active/Aware Public
High Problem Recognition
It was developed by g James E. Grunig 7 Low Constraint Recognition Afeha SHTg Afsha/SrTEs S HYg
James E. Grunig in 1966. 1966 & fawfre fasar o

Constrained Behavior
~ ; % Aware/Active Public Latent/Aware Public
~<°4  High Problem Recognition

: - n | Ycafea ¥ g R et @ (7
He categorizes the different waysin "2 HighConstraint Recognition =~ STed/Afba sas  fAfda/smres swae

which individuals react to and engage aifigpd &d & ford & el

with public issues or problems. ' Hel a1 gaeredt o) ufafesa s Active (Relrfordi

& iR IR Tea Routine Behavior cLve 1(3 E;ln orcing) None/Latent Public

| anPmblem. Remgniti?r:u B ( o e ) HIE 98 / Ak
According to this theory, people's - 34 FRigia & orgar, ol qe & ofa Low Constraint Recognition d T
behaviour in response to an issue can | NIl & AAGR BT HTHH IAh TR L
be predicted based on their level of UEIT R, 9147 Ugd &R 3R Fatalistic Behavior Latent Public Non Public
problem recognition, constraint HEWIET & TR & YR G dmam Low Problem Recognition =

High Constraint Recognition & R S

recognition, and level of involvement. | &7 gearar g1

JRF Media Academy by Rohit
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Problem Recognition:

This is the extent to which
individuals recognize that an
issue exists and see it as a
problem that affects them.

If people do not believe that
an issue affects them
personally, they are less
likely to become active

N about that issue.

e RN W NN OEN EE W EN NN N N N NN O N BN R NN N NN N N N N EN EN EN NN N EE Em E

1. 99T Ug<T: 98 98 91 &, Sigl dah At 98
ugaTd g o s FgT Ao & 3R 38 3 forg ue
guT & ®9 § e@d &1 afe & i g fRzar T
giar fa @l Jg1 safoha ®u 8 I uwifad &ear g,
at 3 39 g2 & ufa afehg 29 & dwer =7 w@a g

Constraint Recognition:

This refers to the extent to
which individuals feel capable
of influencing the situation. If
people believe some too many
barriers or constraints prevent
them from acting (such as
time, resources, or power),
they are less likely to

take action.

——

Level of Involvement: Q
; This is how personally affected and .
H interested individuals feel about the issue. The @

more directly an issue impacts an individual,
the more likely they are to become involved. f},

- "-.

:r 2. |1 UgTH; 9g 98 91 8, 58l d& |
fafa &t yawfaa & & 9am Aggd Fd & |

gf @nTi &t orvran € o6 sga ot ared ar |i\md
(S T, FET1EA AT 2fh) I8 B v °

AFdt & a1 F FRaE T Y GYEAT F9 @ &

L 3. HFEYTIE Wl T I8 39 91d o quiar @ ok s e g 9

- fora aafea w9 & ywifaa ok s w@a €1 Sia=n sifves faseht g3
- o1 e guTa R saf<h ur usar @, Sa-t & sifres Iadr gesfiar
B Y AT Bt 21
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/4 Competing Values
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Organizational effectiveness can be assessed based on the competing values :

Internal vs External

This value looks at whether the <:>

organization focuses more on
maintaining stability, control,
and consistency, or on being
flexible, adaptable, and open
to change.
g Hed 39 91d & 3@l & & drea
O 3AfYe &1 &aT & a1 Ay,
gperaLiterdr R gRada & ufd
\ T

-}

This value examines whether the
organization is more focused on
internal processes, employees, and
internal stakeholders, or on meeting
the needs and expectations of
external stakeholders and the market.

HITSATHD FHTARMETdT BT 3ot Ufavcedf Hedl & TR R fasar S Jdr g:

i
-

UE {od 39 91d & 5 HdT ¢ b Trsa
fRauRs! W 3fds SHfea & ar ared
feauRe! 3R IToIR 6t smaeyHansit

3R AUETHT B GRIT A W

Ends

Means vs.

VS.)

This value considers whether the
organization emphasizes the means
(how work is done, processes, and
methods) or the ends (results,
outcomes, and goals achieved).

U8 oA 39 91d IR fa9R &war 8 & dires
are=t (e H fbar siar g, wftkand sk
faferai) ar iferes Sk <ar @ ar sia (wra
g, Iuafaeat 3k @e=n) avi

4 ufaveeff goa WAl o1 fafsi= urafasarsit
& ot dAdor

T4 341 gAY gHTaefierdan
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Social Exchange Theory (1958)

Cost-Benefit Analysis

_‘\
Social exchange theory (SET)isa | wmifers fafma figia (SET) &
sociological concept that applies RIS TR & S /719
cost-benefit analysis to human e fearaif ov ara-ary
interactions. farecteor Ty et 21
It's based on the idea that people I8 3H fFaR W anenfa & fs @ Negatives
seek rewards and avoid REFR AT ¢ 3R &8 | a1 Sieodss
punishments and that they gIed & auT 3 e 89 | g Pusitiues_
calculate the costs and benefits | it areaRRes fifsan & wmma iR or benefits
of an interaction before engaging. | & &t 7o A &
It was introduced by . =@ sifst gm=g X 3o Frds
George Homans in his essay | “giyeret faRfrR TS CaEE”
“Social Behavior as |

H yga

Exchange”

/

Application

Romantic
relationships

Anifes

* Social power

wTferes oifsh

waiel

s / IUANT & 8

@0 O

Friendships Workplace
- behavior
IEEGIY
Frfwere

» Politics

eI

¢ Leadership

A=

qggit

Organizational Business
management decisions
LU IR CE 2L UEER
Uae fAofa

* Television viewing

decisions & 2@
& faofg
/

* Consumer purchasing

decisions ITUIEHT
=i fFofg
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In the context of Public Relations (PR) o
In the context of public relations (PR), s=ead (PR) & @2 4, g8 g
this theory helps explainthe dynamics | Y sir 373 fafi wE=f=
between organizations and their various =1l (Raurs, mes, s, fifda
publics (stakeholders, customers, | ) & dfta nfafterar @ gagm d
employees, media, etc.) TR Eee 21
The theory posits that i oy fRagia sarar & & ey
relationships are formed and | anog B e T OReaRE st

':," ‘ maintained based on the mutual | % R W ET atk TG &
benefits derived by the parties .
involved. : :
The fundamental premise is that s RgaH g urmag & 5
individuals and groups engage in | oofahra SR g @a ol
interactions and relationshipswhen | firanaif ofk G § enfR A &
they perceive the benefits will | o7 3 oTa & b e, e @
outweigh the costs. | sifere g
4
\
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It was developed by
Dowling and Pfeffer in 1975

Legitimacy gap theory is the
difference between how
stakeholders expect an
organization to act and how

the organization actually acts.

It can also be defined as the
discrepancy between social
norms and organizational
behaviour.

This gap can significantly
impact an organization'’s

reputation and stakeholder trust.

g8 Dowling 3fR Pfeffer
gR1 1975 # fawfaa fasar T

Legitimacy gap theory g 3R
g S stakeholders (f@aemsesl) &t
39 30 3R e & arfas
GgR & d§19 giar g b Tred
& FY A w1 T1fge R a9
g H Y i BT g |

IR & &I IIYHHAT & ©9 §
oft gfrenfea fasar s gwar g1

g 3 fhddt T &b ufasT sk
feaemel & g &t wgayyl
w9 ¥ yHIfad X G121

e & @
2 @

> Legitimacy Gap R

@ Legitimacy Gap
— lE
g
o 8
3
e

X

Ll

b
0 Organizational
Actions >
A

The greater the gap,
the higher the risk to reputation and trust.

Y,
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