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@ “Advertising is what you pay for, publicity is what you pray for.”
p

Definition of Public Relations

Public relations is a strategic communication process that
builds mutually beneficial relationships between
organizations and their publics.
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Public Relations Society of America
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Definition of Public Relations

. 1‘
T\"* - e The initial definitions focused on press agentry and publicity,
e whereas contemporary definitions now include the notions of

"engagement” and "relationship building.”
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e "Public relations helps an organization and its publics adapt
mutually to each other.”
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PUBLIC RELATIONS
GEECETD

Public Relations is about influencing, engaging and building a relationship
with key stakeholders across numerous platforms to shape and frame the

public perception of an organization.
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Stakeholders in public relations include: LR I QREGIICG R
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Customers Employees Shareholders Government agencies Media Community members Other relevant |
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The trm Public Relation
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The term Public Relations was first coined by the =~ U 6% BT FTUROM HH Tget
3mReT & Tgafd Thomas Jefferson

US President Thomas Jefferson. He used the
- e S S C " 1807 g & g ot | 3EIA g9 s BT ITANT |
erm during his address to Congress in : 1807 # i @Y Ry ara waee § Rear em g
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Customers
PIEED

Public Relations is about influencing, engaging and building a relationship
with key stakeholders across numerous platforms to shape and frame the

NS
o

PUBLIC RELATIONS

public perception of an organization. ;
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The term Public Relations

S 6 FEROT

The term Public Relations
was first coined by the
US President

Thomas Jefferson.

He used the term

during his address to
Congress in 1807.
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Employees Shareholders Government Community Other relevant
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oe Father of Public Relations =59 & 5% =

Edward Bernays is credited with pioneering many
techniques in the field of public relations. He was among
the first to use psychology and other social sciences to
design and implement public relations campaigns. He
defines PR as

'Public Relations is a management function that tabulates 0
public attitudes, defines the policies, procedures and interest
of an organization followed by executing a program of action

to earn public understanding and acceptance. ,,

“SHEE U W e St STAHA 1 HedqH HIaT &, e Ht e,
ufisanait 3l Rl = Fuifa svar 2 ik seawm ik <igfa ora 5@ & foe
\_ Prima P fsarf=a s & .
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Crystallizing Public Opinion (1923)
ferrearsfor ufses anfafaa= (1923)

Propaganda (1928)
TratTeT (1928)




“Advertlsmg is what you pay for, publicity is what you pray for.
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@ | Definition of Public Relations 7 Definition of Public Relations

Public relations is a strategic communication ‘ * The initial definitions focused on press agentry

process that builds mutually beneficial B e i kL &)
| now include the notions of “engagement” and -
relationships between organizations and . “relationship building.”
their publics. | wfiie aRuTTG W@ w9 A 0 geii 3R ufefid w HfEa o,
ufeers Rerei e Tofifies SR wfban & s et | e .
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® “Public relations helps an organization and its

Hae g1t g | publics adapt mutually to each other.”
Public Relations Society of America ‘ “afecrss R fdt wire 31k 3T ufecraa
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Public Relations

“PRis a planned effort to influence opinion through

good character and responsible performance based Important books

upon mutual satisfactory two-way communication”. > Effective Public Relations (1952)
"dtaTR v fAaifoa v & St e 9= ik fomier ueef= :

F ATead ¥ URERS dalgoi-e al-avhl TOR & YR T Tt gfeetes Re1ei (1952)
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Scott M. Cutlip and Allen H. Center




List - | (Book)

a. Crystallising
Public Opinion

b. The Power of

Corporate
Communication

2. Edward L. Bernays

c. Effective _
public relations 3. Scott M. Cutlip

. Public Relati
d. Public Relations 4. Paul A. Argenti

Strategy
Codes:
(a) (b) (c) (d)
(A) 4231 (B) 3214 (D) 1324

Q. Cutlip, Bernays, lvy Lee are
associated with

(A) Radio and T.V. Journalism

(B) Public Relations and Corporate Communication

(C) Film production and new media

(D) Print Journalism

List = Il (Author)

1. Sandra Oliver

2

Who wrote the book about PR
titled ‘Crystallising Public Opinion’?

(A) Edward Bernays

(B)

lvy Ledbetter Lee

(C) J.P. Morgan

(D)

George Creel

JRF Media Academy
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Communication 4R

PR professionals are the voice of a brand and use
earned media channels like newspapers, magazines,
TV, radio, websites, and social media to amplify it.

R d9taR foredt Ais ot amarat gid @ 3R 39 M & forg
HHER 94, ufAeg, A, A2, dearge ik |iee difEa
ora sifofa #ifear =t &1 ot s E

Employee relations F#Hant gay

The main goal of employee relations is to ensure that
employees are productive, loyal, motivated, and fulfilled.

FHAR Ty &1 & ced g8 gRfga s g fe
FHARY IATCH, THIER, ART 3R He & |

Community relations @9cr™ dey

PR professionals can host events and campaigns in social
niches, such as education or environmental protection,
to ensure the positive brand image of the company.

danz d9tar forem a1 uaiavor dzamor S g aE=t o
Frdsa 3R fvra= smafora & aad &, arfes ot &t
HHNIHAS d1s Bid Gl ot 51 |/ |

Brand management s UeeA

PR professionals handle brand management and the public
perception of a brand. They work with marketing team
members to establish consistency in the brand image

across all platforms.

dia1R Ueler ais wayA iR faeft @iz & adwifs amon
e & | 3 9l Sewd w® i sfa # e wenfla s &
faradfendm s geai F T FH B & |

Corporate social responsibility ®fRe amifos e

PR professionals can use corporate social responsibility (CSR)
as an activity. CSR is described as companies’ voluntary
practices on social and environmental issues.

diaR 9etar wrale o saefad (Hivasim) &t ve nfafafe & s
5 IUaPT Y Ghd & | HewaR & gmifae ik gafevfia ggi v Fufaaf
& wf<ss warat & wu # afofa fomar man &)

Crisis management Hae atH

PR departments must handle difficult situations
with sensitivity and tactfulness.

o faurtt &t Fdeaefiiaa ik goge & ary
fea gRfeafaal & Furemn @ifge)




Difference between PR and Advertising Control / A==

PR S-ﬁ? Advertising ﬂ' 3’ , - ¢ |n Advertising High control over content,

Advertising is a one-way, impersonal communication
process paid for by marketers, while public relations (PR)
focuses more on feedback and public response. It is a
two-way communication.

Advertising U one-way, impersonal communication
& o marketers Y7TdT= & &, Sidfd PR feedback

3R public response TR 3fel& &= a1 81 T8

Cr

placement, and timing as it is a paid space or
time in media. while in PR less control over how
the information is used and presented by the
media since it's not paid for directly.

Advertising & content, placement 3R timing T

gga Afftres (=01 giar & aifes a8 media
paid space T time &Id1 &1 Siafeh PR ® 1 o

two-way communication gl I 3R yReeltesvor HifgaT gr1 S faBar sran
v e 2, 39 W & fa=or giar & Fifd gaes forg H@ie
Media / #if$=n WA 8t faa sirar|
¢ In Advertising the media is purchased while
in PR the media is earned. ! . Success / HBeldl
‘:‘:‘::Zi;‘i H mEdE:ij}?ﬁ?ﬁT \"\1 _,"f"“ e In advertising success is measured in terms of sales

- figures, number of views, clicks, or other direct
metrics. In PR Success is measured by media
coverage, public perceptions, and effect on public

Purpose / 3%

* The purpose of Advertising is primarily to promote and sell
goods and services.The primary purpose of PR is to build

and maintain a positive image, manage reputation, and build ; _ _ :
relationships with the audience. [T, clicks AT 314 direct metrics § HTAT STdT &1

Advertising T &4 3339 goods 31X services @I promote PR # HheTdT I media coverage, public

3R sell T 81 PR 1 qEA 3224 positive image FAFT 3R 4 - perceptions 3R public attitudes & behaviors 43
gAY 3@, reputation manage &HIAT 3T audience & ATY \‘w_‘_ l Eﬂﬁi YT T /YT SATdT %I

relationships F-T-T %I

'

attitudes and behaviors.

Advertising H Hhaldl &I sales figures, views ! I I

B>

Which one of the following is the most appropriate function of public relations?
(A) It is about organising media conferences and giving out media releases at staggered intervals.
I8 staggered intervals U media conferences IS @3 31X media releases ¢ & IR H &1

(B) It is about addressing media issues on a regular basis.

a8 fFafid $9 9 media issues & address & & I H 2|

(C) It is maintaining minimum relations on a continuous basis with stakeholders. Q
g stakeholders & JTY TITAR ATUR G AGH T IATQ TEA &b TR H B

(D) It is about handling a crisis situation in an organisation after getting clearance from the security agencies.

gg security agencies T clearance faa & a1g fadt §7159 # crisis situation @I handle & & IR H g1
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_ - @ In public relations (PR),

N € ,ﬁ»_z»g: the term “publics” |
refers to groups of individuals with
shared interests or concerns
about an organization
or a specific issue. |

e They include employees.

$H BHUR! AT B & |

® [nternal publics are crucial for maintaining a cohesive
and motivated workforce. Effective internal communication
can enhance productivity, morale, and loyalty.

HiaRes TTHHE U Tbale 3R ARG PHrieel 918 3@ & oy Agcagof €|

® These groups are broadly categorized ‘
into “internal” and “external” publics, STt SicRes HeAR ST, HArae IR T BT ag1 Hebel & |
each playing a crucial role in an

organization’s PR strategies.

o e — e ———

® PR strategies aimed at the internal public often focus on
employee engagement, house journals, internal newsletters,
town hall meetings, and other communication channels
that foster a positive organizational culture.

3iaRe SagE & fg PR WMifdal sHart agaifian, 89 o+,
3Miafe <etetex, T34 Bl MfETy 3R 3 GuR Al R Higa 2l €,

s Employees:
The workforce of the organization,

who need to be kept informed
and motivated.

&9 Volunteers:

In non-profit organizations, volunteers
are crucial and need to be engaged
and motivated like paid employees.

s M

' OTrade Unions __
v

b -
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Tools of PR for Internal Publics / 31idfi& S99 & et PR & 3ub0r

AudIO-VIdEO A{E-w:\‘,
Programmea %) Townhalls
ifeai-difeat cr3daicd
e
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HOUSE JOURNAL / 8139 Si-dl

FAMOUS HOUSE JOURNAL / uf¥ig 39 Si-d

e ‘House Journal’ is a well-recognized
part of the corporate communication
practice of an organization.

‘BI3H ST’ fhdl H7ea $I BIURe R
W1 T Ueh Yegareerd R A=gar U &= g1

1. Thermax Ltd. ® Fireside
2. Air India - Magic Carpet

3. Reserve Bank of India - Without Reserve

It is a periodic publication by a corporate

. . 4. Hindustan Lever Ltd. - Hamara
establishment for its employees, :
customers and other interested people. E !
S R G . Bank of India - The Teller
gl IR 3= feaere! & g ywfda s : :
e . Telco Ltd. e Telco Parivar
It maintains communication with both - Indian Hotels Co. Ltd. ' Apna Taj
internal and external publics. : :

. Pfizer Ltd. e The Crucible

gg 3Mialia 3R a1ga A1 UHR & STHTE! & |
T HUR §AIY &l g

. Mahanagar Telephone Nagar Ltd. - Antarang

It establishes a bond between the
employee and the company they work for

TTE FHIRI 3R 39 SU- & &9 uP

. Indian Iron and Steel Co.Ltd. o  Yours Faithfully
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= EXTERNAL PUBLICS / 9180 5 R

Customers or Clients: The end-users of the organization's products or services,
vital for the organization's revenue and reputation.

YIess AT YTgh: TS P I4rel a1 Jarsfi & 3ifaw Igareal, s e &t g 3 ufasr & forg agagof &)

Suppliers and Business Partners: Entities that provide goods or services to
the organization, affecting its supply chain and operational efficiency.

angfdesdal 3R eraaf@es arFier: 3 el S  @ieA & a5 a1 99] U= Hl 8,
St ght Mgfd siRgen 3R afR=ner= <arar & wafaa st §1

Investors and Shareholders: Individuals or entities that provide capital to the
organization, interested in its financial performance and future prospects.
Faeres 2ily Sazeaees: 3 =afth a1 <end S TeA S Yofl "aH & §,

gus A< ugefw ik wfasa & dvyra=nadl & s w@a 81

Media: Channels of communication that can shape the organization's public

image and inform the public about its activities and products.
M S99 & 9 "regH S Hited @6 grasf-es ofar &) 3R € Sea g 3R
ST B s9<ht rifafefE=y 3l IarEl &6 9 3 SHEN € Jbd 8 1|

Community: Local or broader communities that can be affected by the organization's
operations and can influence its success.

THEE: TG 9T =19k SHEME Si TiTe 6 S@9red | udifaa € Od § iR
SHP TAHhoTdl h! UHIfAT HT Thd & |

Government and Regulatory Bodies: Government entities that regulate, legislate,
and can impose obligations on the organization.

T¥hR R Fames Ao g dwend s Faa s91dt, s g9t 8 3
HiTeA uX gifde @F] T &l 2|

Competitors: Other organizations offering similar products or services,
influencing the organization’'s market position and strategies.

ufa=gsll: 3= I97ea S 99 398 91 9910 USH H3d &, Sl 9184 & gelR
Refa afv vorifaat = uvifaa s=wa &1
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.- PRIMARY, SECONDARY AND MARGINAL PUBLIC / wraifeis, fgctass 3R | sag

The secondary public, comprising The marginal public may not have a
the media and the community, holds direct impact on the organization, but
the power to shape public opinion their opinions and perceptions can
and influence the organization's still influence how the organization is
image through their coverage and perceived in the broader context. By
interactions and support. Their feedback, perception. Building strong understanding and engaging with all
loyalty, and engagement can significanty relationships with these stakeholders types of public effectively,

impact the business's reputation and and effectively managing organizations can build strong

W —— communication can help enhance the relationships, foster trust, and create a

organization's reputation and credibility. zﬁzlttlrtz ::"{;'Eﬁi:t ::';' tgfllza;aekehulders
....................................................................... unity s

--------------------------------------------------------------------

The primary public, including employees,
investors, customers, suppliers, and trade
partners, plays a vital role in shaping the

organization's success through their direct

---------------------------------------------------------------------------

qrIfHe SaHE, S sdurdt, e, e, srgfdeat fEras S-awE, Rrad Mifgar sk e aifte &, s HHATd SHEHE &1 FeA &R Hen yuE T8 8 g, oA

R =R 9rfier anfae &, 399 user 99 3 gafa & 3R 4RO & HEH W F99d S ATHR ¢4 AR e i sia I T 3 emvond 3t off =g wed # diew & uron

HTEH E TS Pl THeAdl Bl HMMHR G H Agcayol HfHwT I yuIfad & & Afd w@ar &1 39 Raurs! & g dsgd I yHIfdd e Fc! &1 G gHR F FTHGHE B T &

fArvran &1 S=h ufdfama, fer sk wgwifian @ arear & ey g1 3R guEt SUR gdue @ 6 ufder ik s gHgER R ITR JSAR, WIS "o Hay &7 b B, Ay

st 3R a1 W FgEqef yHE gsar g ! g H AgE BT B ! Fglal & Fhd & 3R 30 fRaure! ik wHe™ W FERIHAS
gHTa ST Ahd & |

PRESENT AND POTENTIAL PUBLIC / Td#T 3R S¥Ifdd S399g

e Organizations must always be prepared to adapt and evolve to meet
the needs and expectations of their ever-changing public.

rrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrr

e By staying attuned to the shifting demographics, preferences, and
behaviours of the public, organizations can ensure continued
relevance and engagement.

e Embracing this dynamic nature of the public allows organizations to
cultivate a vibrant and diverse community that fosters growth,

A
innovation, and sustainability.

e SO YO

-
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P &% INTERNAL PUBLICS / 3fidft® serg =

Employees: Journalists, editors, cameramen,
sound engineers, graphic designers,

Tiftees fRSTsaR, amEd Ould, TR FHERT 3R
geHAE WIE|

Management Executive nfﬂcers news directors,
station managers, and department heads
responsible for operational decisions and strategy.
WEeH: Hrader JfSE, *Ie sTaaey, ©IE A9
3R forvmT g, St SeremHe Aot ik worifa & g
IeRerl 8id &1

Board Members: Individuals who are part of
the governing body, overseeing the media
house’s management, financial health,

and strategic direction.

a1 gew: § =afes o st Freera &1 e 819 € 3l
Hifzar graw & vaw, RA<ila @reg ik wrifas fRen
& T FA B

IT support, HR personnel, and administrative staff.

Audience: Viewers, listeners, readers, and online
users who consume the media content
produced by the media house.

g9 g9fs, oitar, utes 3 3ifaarsa IuanTsaf,
=it HifZar grew grr Afda gt & s = &)

Advertisers and Sponsors: Businesses and
individuals who purchase advertising space

or sponsor content within the media house's
outlets, providing a significant source of revenue.

frsma=ETar ik uraee: sgaura ofik =afts it fasma=
o wiiea € ar Hifzar gew & ey & =it &6t
urgiforea &d &, S 3T &1 Uk Heaygol g 2|

Content Sources: Individuals, organizations, and
agencies like PR firms that provide news tips,

press releases, interviews, and other content.

e =afes, dires ok weifeai S feme wH, S =go1 few,
g Refter, se3=g oiR s 9t ue= =< 2|

Regulatory Bodies: Government and independent agencies that
regulate content, broadcasting standards, and media practices.

3R Hifzar st =1 A=EfEa st &1

Competitors: Other media houses, news agencies, and alternative
content providers competing for audience and advertising revenue.

ufag<l: s fifzar g9, =g woifaat ofk asfeas arft ugrar st

gefel iR fAsma= sma & forg ufawaatf ==a €1
» JRF Media Academy by Rohit
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TOOLS FOR PR / UI31R & 3UBI0T

Annual General Meetings
(AGMs)
aiftfes 3y dad

HHHR 949

yearly performance and future strategies.

arfdes ama 95& (AGMs): AGM SRRYRS! AR faurs! & ary Hu-t

Nz
Newsletters ‘\
Visits (\ .
y5or / 2R |

Annual General Meetings (AGMs): AGMs serve as a formal platform for
communicating with shareholders and stakeholders about the company's :

Press Kit
0y fabe

Press releases

g faaf

Media Advisories

Hifgar gemref

Sponsorship

I

News conferences 0

TR e

Interviews | @ | ﬂ
TI&TehR |

.?LC .J

¥ aififes weefa 3k sfeg 6 orifAaf & an & Hare 33 &1 v sitgafis a9 21 ;

€) Newsletters: Newsletters are used to regularly update and engage with .
internal and external audiences about company news, insights, and developments.

THTER U9 GHER A &1 3gant Rafaa $9 @ siafls 3k age cofat & soht &

EaR], SASIRAl AR fae & ar 7 a2z 6k gy3[E & forg fasar s g1

9 Visits: Organizing visits, such as facility tours or office walkthroughs,

helps build relationships and provide a firsthand look at the
company's operations and culture.

YHUT / §1R: WAA YHUT g1 Hrafera aieey o) gk S &= @ @&y @ d ¢
3R St & durer ok Tepfa & ve SHer Aad 21
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OTHER TOOLS FOR PR / UI3TR & 31 39<h0T

Bylined articles
gweiRa a9

Press briefings

g st

Social media channels

arerer HifEar S5

Media training

for spokesperson
waeT & forg difsar wioraror

Backgrounders

geyfa anrft

Photo release

wiet Refler




ekl TOOLS FOR PR FOR MEDIA /#Hif$ar & oo S9aucth & U0l Kk

PRESS RELEASE

Press Releases: A press release is a news
n story written by an organization to promote

a product, organization, or person.

o Reftar: i Refter o d@me= gt fasdt seurg,
e a1 =fds # ggrEn &7 & fo foht 7 g
@t gt 2

a It is a written communication distributed to
members of the media with the primary

purpose of announcing news, events, or

information about a business, organization,

or individual.

g Hifzar & gewt «t fafa & o= aht o= ofde

Tur "t § e g stw et seee, se

1 =fds & ar # gaER, genait ar s & ghaon

HEAT B B

B Press releases are also known as news
releases, media releases, or press statements.

g e = R R, @itz Refs
ar O avreg oft S S 81

A broadcast announcement that promotes the
programs, activities, or services of governments
(nonpartisan), nonprofit organizations, or other
groups serving community interests without any
charge is known as a Public Service Announcement
(PSA). Information for PSAs can be presented in
point form, as a script, or as a pre-recorded message.

Si-fed o (PSA): TS SHROT G190 S HBR]
(r-vwrorifaes), R-anmvusrt dre=t ar s arEiRs
fea el & wrdmml, afafifEat @ Jaraf =t e Gedt
e & dgral <ot &, IW wAfea aEonm (PSA) 81 e §1
PSA &t sreTe! fifgan, fasre & w0 #, a1 gd-RafE fu
Mg EN F 9 F uwga $Y o Gt g

\J

BYLINED
ARTICLES

Articles written mostly for trade

and business publications. The article
byline is that of a key player in the
submitting organization

gweRa aE: |AUR R aaafRe

yareEl & faw =g $9 4 fad 10 ||
g & d13c11s4 39 HIeH & U U 9
et &1 gfar & St 39 U B gl

involves communicating with government
officials to influence public policy and law.

Ly o
LOBBYING / @itfeRT Sritapo e At
T Lobbying is a public relations discipline that

» JRF Media Academy by Rohit

o The primary objective of lobbying in public

wife ves S=rEd gens= & e svert safteial
ﬂﬂ'ﬂgﬁ#ﬂﬁﬁﬁmﬁrﬁ‘raﬂ?mﬁﬂﬁmﬁﬁﬁm
T 2

Lobbyists are practitioners who use p!.anned'
and sustained efforts to achieve specific objectives

dffdee @ Udaw g & ot Rfive s2waf & ura s+ & oo
Irern geq ok Fridr marw ==wa £

relations is to influence policy outcomes in a

way that benefits the organization or client

being represented.

wEudh 3 affdn &1 g 2w Hifa aftomt & g9 aw
wutfaa wen & orad wfatafasg R o @ d@wes ar aemde
F FTH B

o Lobbying is legal in the United States,. GErmé;ﬁ,—mm

Awustralia, and Canada.

it w@gen woa sfte, s, aifwferar afft w=mer & 3w )



PR TOOLS & KEY MCQs / UI31R ge¥ 3R Hgqul 94

What are the tools of PR? 9 In which of the following countries, lobbying was started

FI3R & IYHI0T T 82 | as a legal public relations activity during mid twentieth century?
o S| Dummy / =0 5 , PR TOOLS fmafeifaa & 9 foow qer # 7o diadl 94t & SRA difaT &t

——— 5 | /i w1 gfecia R afafafs & w9 7 & foasar m@ar an?
0 = | AHouse Journal / 7jg uffe : '
o /ﬁ/i AnnosReportal S The United Kingdom / g=Tses famew
o < Advert Report / famma it The United States / IATses wWeH v 4 ]

Job M ls / Sita #3169
G !] e ke Germany / STHA 2
© ~ 8. Conly/3amA B C @ B.C.Eonly / %awB,C,E ¢/ ) Lr i Pas v

€ AcoDonly/¥awmACD @) B.C.Donly/%awB,C,D

9 Canvassing for a cause of an individual or organisation among o Which of the following press releases is issued
decision-makers is termed as ( ) to respond to an adverse comment in the

oo g & fiv e affa ardea F uar A media by the concerned organization?
HRATS HAT fF0 HgT ATAT 272 fea v &t U Reftar felt Toes g difsan

The House Journal "Hamara" is published by :

B39 S "R feas gt v &t St 82

H &l T3 THRIeHS feoquft & Sara # St &t ATl 87 o Air India / Tav 3R
o Public relations / dfeses fidter= . . o Announcement release / PRESS _
B e T Rellot RELEASE 0 B8ank of India / ¥ sifw g
sge L b 0 Response news release / « | —
[G v Redi=a =g Reftst ; G Indian Hotels / &fFa= gleeg
Lobbying / @tfaT } G
Bad news release / 4= =g+ fisfie
0 Hindustan Lever Ltd. / V
0 Crusading / a3 0 Spot news release / e == fiefia fEgwam = fofies
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CRISIS MANAGEMENT / Hebhe UaeH

- A crisis is a sudden adverse event needing immediate attention,
stemming from natural or man-made causes like famines,
earthquakes, terrorism, corporate warfare, employee agitations,
project closures, product recalls, and scams or scandals.

Hohe U A= "fed g8F arelt ufdda geqr g, foras fog aesra
T Y ATaRTHdT gidl 8, St Uipfae a1 AFa-SIfHd SR J9
3qre argdl, 3R gRarad ar el § 3G aidl 2

Each crisis is unique and requires customized management,
with communication playing a vital role across all crisis stages.

U Habe Afgdta giar 8 3R 9 g spiora Ueeq &l Amavaddl
gt g, forad it Tae =onl & Har & Agcaygel & gidt &

9 During a crisis, Maggi India used
social media to reassure customers
and provide information, addressing
concerns about lead content by

explaining its natural presence in
soil and water.

announced that Maggi noodles
would be banned in India due to
high levels of lead and monosodium
glutamate (MSG).

= Maggi India &

77 =}

o In 2015, the Food Safety and
Standards Authority of India (FSSAI) f A

At Maggi, your safety
is our priority.

Lead is naturally
| present insoil and
water.

2015 #, wdia @y gram iR Hepe & a1, At $fEar 3 e o

We follow the highest

AT SfrEoT (FSSAI) 3 seon B AT B AR ATBR FEH safety standards.
& fo fft Teog o i 3k m&gmm;w o :':::';:;:;::‘wur
ARaw wEde (MSG) & s faar, e fgh
I TR F BN WG § ufdEfig ﬁﬁﬁﬁﬁﬁm
feram o AL it

| fRrenaft &1 TaTem= fasan)
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CRISIS MANAGEMENT AND COMMUNICATION | e Ude 3R §aR

e Business crises can stem from various situations
such as financial downturns, personnel changes,
organizational missteps, technological failures,
natural disasters, public confrontations,
workplace violence, or malicious acts against a
company.

e Effective communication is essential
in addressing these issues and n
maintaining the organization'’s =
reputation and operations.

IS Hbe He fRAfadl d 30T &I Thd & o

Hrdeere fFar a1 ot & f&ens gufaargef S| lll
M

39 HgI & Halfdd $3 3R FmeT &
ufaesr 3iv aR=ras &1 a=10 W@ #
UHTT HER AT 2|

o ——

CRISIS

MANAGEMENT

-

s o

The Relationship Principle: an organisation can withstand crises,

Hged 271 FifEv)

wafaa @9 fAgie: dwe o 59071 * 24 = 9mea & et & 9=
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if it has a well-established relationship with key stakeholders : : : L fEauRet e
e g ﬁr@f;‘ 2 P é; 4 > wiaier ¥ Strong relationships with ; *WWW
3 H'a.a“ﬂ" ; “"E:H' A EW““' g g:'“ i stakeholders build trustand | ¥@c & WHY faeEm ok

resilience during crises. | oTefeTaT 9o &
The Accountability Principle: an organisation should accept
responsibility for a crisis even if it was not its fault; the cittes
the example of a product recall that has been threatened or Accepting responsibility fS=tert iR &
tainted by an externalist. , ; EHFETHY fRmrar & iR 9=
STl Rrgta: wime B Hwe B forerh St TRy, o @ e bt g L i
Faeht Teredt 7 BY; IeTEr % foy, feht Ieae feier W aEd SRS | TR helps in faster recovery. qsiTfea & eras giar ¢
The Disclosure Principle: in a crisis an organisation should ' 5t i
disclose all it knows about a crisis or problem. If it does not Transparency and timely ' . 3R oY g
have immediate answers, it must promise full disclosure once disclosure prevent rumors E JFFﬂTE’I 3 T @maﬁ
it has additfﬂr.lal ir:uforrna‘tinn. < and misinformation. ' FI A 2
U fagia: doe & f@fa & dwes =1 = oft st 2,
T W HyEn anfey; afg qfa sew Tl 8, & oft s arg # 33 @1 arer )

, .y L S & feal 3R Te & aadl

The Symmetrical Communication Principle: In a crisis, the public B‘?Ia"c'"g F'Ub!": interest r . 8 -
interest should be considered equal in importance to the with organizational goals E # Hge 991 | HER
organisation’s intent. strengthens communication. Hetgd HGIE



PHASES OF CRISIS MANAGEMENT | ddhe yaeq & =0T

1y

= ~ ~
PRE-CRISIS PHASES @ CRISIS PHASE
N qd-¥ahe TRT HPE TOT

POST-CRISIS PHASE
U9g-Yehc TAI0T

% PREPAREDNESS RESPONSE RELIEF

(V) aar ufaferar TEd
MITIGATION » RECOVERY » RECOVERY
I EEE gl gy
PREVENTION DEVELOPMENT REHABILITATION
ABATH fapra L GCIL
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