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Researgh in : .
Public Relations | .

® Research plays a crucial role in public relations by offering essential
information to strategize public relations activities and assess their impact.
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® Management requires concrete facts rather than relying on intuition
or speculation.

udyq & v 3k a=al Y sraegsar gidl g, 7 & siasi= ar sresal o A a3

PR research is essential for understanding target audiences, guiding strategic planning, managing crises,
measuring campaign effectiveness, building relationships, and maintaining reputation, thereby enabling

informed decision-making and effective communication strategies.
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Understanding Audiences:

Research helps PR professionals
understand their target audiences,
including their preferences,
behaviours, and media
consumption patterns.

STl St FAH: FHUH PR WIS Pl
3 aferd g3ie] & FHe | 358 Har
g, foaH 3 urufAsand, @gasr R
Hifzar IounT e fae &

Strategic Planning:

By providing data and insights about
the market, industry trends, public
opinion, and competitive landscape,
research informs the development of
more effective and strategic PR plans.

oA QI aTaR, IEhT S,
S R wfaeost aRgea & ar & g1
gHTET 3R Yoifae® PR gionen & fasw
¥ A Sl gl

Crisis Management:

PR research is vital in identifying
potential issues and vulnerabilities
before they escalate into crises.
Regular monitoring and analysis of
public sentiment and media coverage
can alert organizations to emerging
threats, allowing them to prepare or
respﬂnd proactively.

Hepe gau: Hufad el ok FHeiRRAl
@I UggE &34 § PR e Hecaup
€, 599 Ugd & I Hepe o 9o WU|
fPrafera PRt 3R sTaET qor i
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Research in Public Relations
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Measuring Success:

Research methods such as surveys,
media analysis, and social media
monitoring enable PR professionals
to evaluate the effectiveness of
their campaigns and strategies. .

EEdl 1 HI9-: daa&or, Hifgar
fametaor IR Trere Hifdar At
St T fafdat PR SRR @5t
I | SR uifoat 3t
THTaRieTdl &1 i de- H HaH
CEInI

Building Relationships:

PR is about building and maintaining
relationships with various stakeholders,
including customers, employees,
partners, and the media. Research aids
in understanding the needs and

| expectations of these groups, fostering
stmnger relationships, and enhancing
stakeholder engagement.

way fAmior: PR fafh= Raurs!, 5=+
g, HHaN!, HrfleR iR Hifzar A €,
& AT WaE a9 IR a0 7@ F AR A B

MTEYH 37 & g ara AR
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IR RauRS 31 1 agr § 7e v 21

Reputation Management:

In today's fast-paced digital world,

an organization’s reputation can
change rapidly. PR research helps in
tracking public perceptions and
sentiments, allowing companies to
maintain and improve their reputation
proactively.

OfesT Uae=: AT H a 1fd ared! f2foea
g #, feht e &t gfder dasht | aqa
et §1 PR UL 919 yRonaff 3R
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Process of Public Relations Research

Cutlip, Center, & Broom introduces a four-step model
for the public relations process:

3. Implementing

I'\;:sDeeafrI:I:nguTar;i‘:: puzlz;lii):[arZIr:t?gns peRlivTeNSas i kgt
' programs through the program
relations problems programs actions and
communications
mﬁﬁﬁiﬁﬂmﬁiﬁ Hicjmi?*‘h SEL PRATE 3R IR & ATeAH BRIHH Bl
HHETT &I afedried BTIHHI hl TSI A i dae Hrispal Helieh AT

3R MY HAT ST Y ] HEAT



What is the importance of research
in public relations?

iep et | 2N ol Hgcd T 82

Identify the correct order :
He! A ygdaIrfau :

According to Cutlip, Center and Broom,
the correct sequence of four stages of public relations process is :

‘@l’ o fSrmulsts stratsgy weforg, Hex 3R g9 & JgaR, die Hay Ufthar & IR =l &7 98l HH 8 -

rHIfa a9 & fag
O O

e¥ To maintain discipline among the employees ; @ / .. H“\
I'O‘l SRl # 3gnE s91¢ @1 & fag , € ’)) I +f ?‘l P P [ A é
"ax_ - f.-' '“\_1 ’b / 1 l I . -
@ To prevent crises e N / . / B r
W‘ M ﬁ ﬂ i IR T ~—
(crises) @ % ferg Research- Planning- Evaluation
. Listening decision making Hedish
o
f’ x' To cf:;;pete mt;z;hg:s ey : 4
qurt & wfawyl ferg frofa &

To measure success

/.)*
I|" THerdl I 719 & o

Communication-action, Research-Listening, Planning-decision making, Evaluation

Choose the correct answer from the options given below

i AT 71 fasheal | | |@gt 3R gH

o A, C and E only 0 9 B, C and D only

ﬁ e A, C and D only o C, D and E only

¢

Planning-decision making, Evaluation, Communication-action, Research-Listening

Evaluation, Planning-decision making, Research-Listening, Communication-action

Research-Listening, Planning-decision making, Communication-action, Evaluation 0

% » JRF Media Academy by Rohit




Defining public relations problems

The first processs phase involves
gathering information to define and
. anticipate potential public relations
- issues. Techniques include :

o @ Public relations audits
o @ Communications audits
o @ Social audits.

Environmental Monitoring

.-

e Also known as Boundary Scanning.

e |t involves the continuous observation and

» JRF Media Academy by Rohit

@ Environmental Monitoring

3O Si3gl Wb ot w81 ST gl

- —— -

analysis of changes and trends in a company’s

external environment that could impact ."
public perceptions. 4
3 Syt & argdt araraw ¥ gl W@ agenal 3R I
&1 AR aaie 3R faveryor enfae g, St S=awRon
&I gyTfad &R 9&a &l

It includes monitoring news, social media,
and other public forums to understand public
opinion and emerging issues relevant to the
organization.

3O HER, 9iere Hifsar 3R =1 ardufae d@4f &t
fArt enfier @ anfes Smwa &t wwe s 9 3R d@ired
¥ IS 3WRd qgi B uga & b |




Environmental Monitoring

Trigger Event Analysis / At NS

A technique involves having researchers search i’ ﬁ«* I .
for a Trigger event , which is an occurrence ‘ :
or activity that could draw public attention .L L /
to a particular topic or matter. :

e daies foret eferasal et IR veat Y dermer & &, P y
St et faeiy fasa am At IR greeifae e 3aitd b "
P dTetl DS EeAT a1 Tfafafer gl 2|

Precursor Analysis

e |t includes identifying and evaluating potential trends before they
lead to an adverse event or accident.

e |t involves the systematic identification of early warning signs or
iIndicators (precursors) that could lead to a future negative outcome.

l UI
10K
o 3 it e A1 gefeT 81 & UEa Wil Tl Y gg *
3R Heieh BT eMiTe B JRF Media Academy

o THH HHIfAA THRIHS TRUMTH 6l IR o ST dTet LHEATAT AdTa-1 by Rohit
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ECONOMIC
FACTORS

PEST Analysis stands for political,
economic, social, and technological.
This type of analysis is used to gauge
external factors that could impact

the profitability of a company.

PEST Analysis WsHifa®s, = 1)
e & P e 41 g veR |
Pl Ao SR PRBI BT

aYedl P aWIfdd SR ada &1

PESTLE stands for the same
but adds "legal" and
“environmental" factors

to the analysis. Generally, it is
more effective with larger
organizations that are more
likely to experience the
effects of macro events.

PESTLE @1 372f agl g aifes
HRPI Bl faveryor § onfae
fopan SITaT 81 3MW AR W, 98
a2 WISl &b A1 3ifeh
JUTA! BT § S AT TeATsil
& UHTAT BT AU B DI
3ifeies TWUTET IGd &1
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MOST Analysis ? /
MOST fazetsor MOST Analysis MOST faeaiyor o
/A stands for Mission, forer, Igea, orfaaT, f _' " !
Mission Objectives, Strategies, 3R gfkar 1 gerian g, _, ﬂ’-
: f and Tactics, is a g U aidm IUHT 8 §pgw ~
Objectives : X Wi
/ =t TN E framework tool that Sil AFEHT Bl I 2 L
/ helps businesses analyze JNidRe araraRer &1 faeeryor o>’ ﬁi
their internal environment P 3R IThT Tpla RS
and improve their culture 3R ufshanai & dgar i i
' and processes. 9 H Heg BT g | Ny O I

SWOT stands for
strengths, weaknesses,
SWOT Analysis opportunities, and threats. AW 3ﬁ? @ﬂj\’ 51
SWOT fagayor . WEHkﬂESSES It's a framework that E&ﬁjT €1TE ae g &
o« S helps identify and analyze Sl .am AR
Strengths | : CIRSUGIEC ARG AR eI
L ' internal and external factors 3R fedwor oed & Hee
=9 that may affect an AT 2, SN ISP adHE
Dppnrtunltles o \ organization's current and 3y ufesy & 9169
""" future operations. &I yTfad &R T 2 |
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Environmental Monitoring

ggiqror fATREL

" Public Opinion Analysis
ST9Hd faeawor

® . The phase of environmental monitoring consists of tracking public opinion on major issues.

* |t involves the systematic collection and analysis of data to understand the attitudes,
beliefs, and perceptions of a target audience or the general public regarding a particular
topic, organization, product, or service.

» This research can be longitudinal as well as cross sectional studies

o UGfaRor fAARTHT T 98 =0T W@ qgi U SHHd &I b B+ § Hafed gl

o 3UH foheft fafere fawa, dwreq, IcuTe a1 Aar & ar # dfgra gefenl ar = Saar & fa=ry,
AIATSt 3R YRS & 9H9s & AT 21 o1 aafya §us iR faeayor enfaa 21

o Tg My srgeed (iftegfRae) ik Hiw A3 SHI PR & eaa— & Thd 2|

\

Internet

L L

 The majority of current public relations research is centered on the Internet, which serves
as both a research tool for background information and a data collection device.

« Monitoring the internet has now become a crucial aspect of environmental scanning.
According to Paine (2002), there are various techniques suggested for monitoring chat
rooms, evaluating the relationship between web public relations campaigns and sales, and

e

gauging the cost-effectiveness of web PR efforts. . .

o TAH H SHETS JGHUT &1 ey Fear devie v $fea 8, st goyfd sart ik 2 ‘ ‘
Hue ST & fore o oy Susor & U H &l Sear gl y— 4

o Fere 6 R ore gafavefia wHfH &1 v Aecagel uge @9 7 81 99 (2002) & IFER, 2
Iz w9 ) R, Ao sEETE JfaE) R st & dfia way @1 geaied, R da sHEUd JRF Media Academy

TATE] Y ANTa-FHTaftear &7 e B & forg fafi—= as-el &1 gama far mar 8 by Rohit



2. Public Relations Audits

The public relations audit assesses an organization's
PR status internally and externally, providing
insights for future strategies.

e aiifEe wme it sifaRes ok argd Rt @ PR AUDIT 3R 3iifee &1 g0 383 JiDH- AT 8
qeich @l ¢ 3R wfaen 6 el & forg siagf verm avar ) =

» JRF Media Academy by Rohit

The main objective of PR Audit is to assess

Studies like these are employed to assess a company's
position from both internal perspectives (employee
perceptions) and external viewpoints (customer
opinions, stockholders, community leaders).

g9 ¥ & =g HUHT S Rufd &1 e e & v sy [P &

The strengths and weakness of
PR in an organization.

fpdt wirea | dtamm &t areed 3R saenat|

e

a1 Jfafe gfRewtor (Edardt uwon) | g a1 agd gfR® o (s T, ®
AARYURS, THE & =T) |
The negative image of an organization.
Step 1: Identifying the key stakeholders in the organization it 9irsT Y TERTES ofA|
TROT 1: HITSA & UqE fgaewan! & ggar &
o

Step 2: Determine how the organization is viewed by each of these audiences.

TRUT 2: g Auif¥a &= &6 e &) 29 s gl g1 f5| uar 2@ rar g1

The relationship between an organization
and its key public.

foselt WToA 3R IUS WA STHAHEHE & did Haw|

Inaccessible | . Totally Accessible
)

- - -
il 1 2 3 4 5 6 7 T d g

k + ' v ! ks : %‘;ﬂen"s The internal relationship of employees
1 2 3 4 5 6 7

in an organization.

fhedt direw | sd=nfal & sfiaike e

Unsympathetic
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1. Defining Public Relations Problems

® A tech company has noticed a significant decrease in customer
satisfaction due to product reliability issues reported on social media.

| Ueh ¢b U4l 7 IeTd HifZar uv Raid &t 13 Iaure fSsaa-iaar au=ansn
& HRUT ATgsh AT H Aeagol HHI a1 |

® To define and research this PR problem, the company would start
by monitoring and analyzing social media mentions, customer
reviews, and feedback.

59 PR 98T ! 9o 39 31T oNer 3= & o, sa-l Orera Hifzar
HeH, ATed IHIe3l 3R Hisad 6 FRE 3R fGeagur 9= it

® They might conduct surveys or focus groups to understand
customer perceptions and experiences better.
d UTEd YRS 3R ITHAT Bl dgad a1 & forg ad a7 s a5
ITNTSId BT hd 2 |

® The objective here is to identify the root causes of the negative
sentiment and how it is affecting the company's reputation.

TEl I3 ABRIHS HIGAT & o BRUN bl Ugd HAT 3R Tg HU«l
$ ufassT &) FA ywifaa &= @1 8, I8 == 2
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2. Planning Public Relations Programs

A Uh BRIBHI Bl AVSTAT ST

After collecting data through different environmental scanning
methods, the subsequent step involves interpreting the information
to pinpoint particular issues and opportunities that can be tackled
through a well-planned public relations strategy.

fafirz gatazor A fafirat & arsgs @ 221 vp= &1 & 915,
3TTAT TRUT SATHHRI hl ATEIT HIAT g difes fafre g=i 3k srawRi
! ggara & &1 I o9 v glaaRa saduss yorifa & areas
¥ fAger =1 9|

e The planning phase would involve setting clear objectives
(e.g., improve customer satisfaction ratings by 20%
within six months), identifying target audiences (e.g.,
current customers, tech bloggers, industry influencers),
developing key messages (e.g., commitment to quality,
steps being taken to improve product reliability), and
choosing the appropriate channels for communication

¢ Based on the research findings, the tech

g . company will launch a PR program aimed at

/ c addressing the platform’s reliability concerns

.- ) and improving customer satisfaction.
§y Q ‘ ‘9\ proving

\ oier Frepst & aTUR W, 2% SO UH (e.g., social media, press releases, email newsletters).
e BT o =RoT  Tow IvE B AuiRa F (99, v T@
’ - ib - _ & ffax s dqfee e & 20% gur), @féra gf=i H
== Wehid &I fasga-iaar el farsi & YgETE &A1 (SR, aEAH g, T R, IR gHTES),
. 5 @ ween fasftha s (SR, qora< & ufa afdagaarn, 3=
& [ @ " 3 TITE (R gl farsaa=fraar & gur & fore o1 o W@ Haw), dR H9R & forg
L @l g ! BT I8 HAT (S, Trerer Hifzan, ow s,
. A goTclex) A g
JRF Media Academy e
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3. Implementing Public Relations Programs

through actions and communications

During the implementation phase, the most common
type of research involves monitoring the public
relations efforts.

=g TROT & SR, ATHTH BT Jad ATH :
UBR S-HUS T Y TR &3 ghar 21 Gatekeeping Research

Gatekeeping is the process of
selecting and then filtering,
items of media that can be
consumed within the time or
space that an individual
happens to have.

In this phase, the tech company
would put the planned PR
program into action.

g9 TROT §, ¥ Syt fAaifsa e

BIRIhH DI fhar<ad Bt
Tehifae 39 Hifsar arsft &
T94 3iR R wers &I uftbar 8
This phase includes S @13 aaf<s 319 U 3ueTsy
Gatekeeping Research. P g 91 WE & iR g a1
g9 TROT | Aehiftr R 3UGNT B Hhdl gl

oMfHet gl




4. Evaluating the Program

hTIHH hT ik

e Evaluation research involves assessing the effectiveness
of program planning, implementation, and outcomes.

o Hcich1 MY H HrAhA h AT, FAaAT 3R
qfRormHT Y gHTafierdr &1 sitehet= A gl

e The public relations researcher takes before-and-after
measures and determines if any significant differences
exist that can be attributed to the campaign.

o ST MeThdl JfNIATH & gt IR 91 & ATg Aa1 8
3R ag FPuifRa @=ar & f& a1 i agcaygof siaz AisE @
S srfvar= & aRom AT ST 9hdar gl

¢ Researchers aim to assess the level of cognitive level,
affective and behavioral change

o SMeIehdl THATATHE &R, HIGATHS 31 dgriveh
URad= & TR T 3MTheAd hid bl 987 I&d gl
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Media Audit Gatekeeping Research

® A media audit involves collecting and analyzing @ Gatekeeper research in public relations refers to the
data on various media outlets, including traditional study and analysis of individuals or entities that

media, social media, and digital platforms. control the flow of information between an

organisation and its public.

Hifg=n siifee A aRuRss difza, arew difgea v Rfeew
wewid fga RAftrs fifgar snsedew aww 21 vea &
3R IGhT fasegor &= mfae 21

s | edhir Rad @ arcad 39 a@afaoal ar d@vensif & =
g IR fageiyor & § ot fedt dew iR SuS SREE F LA
&t gu=n & vare @ e s g

The primary goal is to evaluate media coverage,
understand public perception, and assess the
effectiveness of PR campaigns.

These gatekeepers can be journalists, editors, influencers,
bloggers, or even algorithms in the case of social media
platforms and search engines.

=& wafis aea Hifar s &1 ggiea $341, S=ar &
YR & Tz AR fiar A= H guashiaar &1 seaa
HIAT 2

g NchIgR UAHR, aIgd, UHTATH! Aafad, SR a1 Jierd
e @ewid ik g ot & g § e oft @ g=a &
Conducting regular media audits ensures that PR
strategies remain relevant, responsive to public
sentiment, and aligned with communication goals.

V."ﬁ' . ® They act as filters, deciding what information is
: published, broadcasted, or shared with the audience.

d filheeY & ®u A &1 H3d 8, I8 a9 Hd g¢ b o= @
SIT-hNI €2fepl & AT Ui d, UETRT a1 JIsM &t S|
[T\

D
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frafaa #ifear siffee gz gffeta o & fF fam worifaat
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Models of Evaluation

& ATSd

Preparation, Implementation, Impact (Pll) (1985)

Cutlip, Center and Broom wefeid, deX 3iR g5

w1feRA &t Gier F91 & oy geyfa e Y gafoaan

— ——
Social and Cultural Change | amifsis 3t mwﬁm gftad=
Number who repeat behavior | & =i Sl E8R Slevd &
IMPACT ( ) . [ Number who behave as deswed | & &1 St srdfera =g &ed &
T2 TR ST 2 £ i @ g Number who change attitudes | & @@ fo=a gfeeior g &
3R S9AT ) 41 U9 92T | Number who change opinions | & &1 fe=eh! /g ag&d! &
" Number who learn message content | d &1 <11 daer ot arft e 2
e A three-level evaluation -/
i £l - -\‘.
model for differing demands: Fslumber who attend to messages and activities | & T it @er 3k nfafafeaf or eam 33 &
preparation, implementation IMPLEMENTATION 2 : _
and impact. (-ﬁ.’—qm:n _‘ Number who receive messages and activities | & @1 St T2er 3 nfafafery ura e &
— Number of messages placed and activities implemented |
; ﬂgmm%ﬁ;mmnﬁ[‘a‘h’f ferem wider walRa g g o fasaeft nifafaferat sy &t
o Ig fafys smasgesaran & forg . : = :
: b £ et iR ?I'Fliﬁ\' TS | Number o messages sent to media and activities designed |
di= &R aren geais disd & e @t WYt U TR e o Teea 3R MAFAY oY Ao @S T )
dart, feraraa 3Ry | — =
‘ Quality of messages and activity presentation |
w w - el 31 nfafafeay H uwgfa &t ora=n o
# % Kk PREPARATION (daré) . r |
. ol e N Appropriateness of message and activity content |
. . . = e 3R nfafafer & areft Ht sugesarn
A Fardm FTEFH
g__e__! fm St aret Al %IE - ‘ Adequacy of background information base for designing program | |
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Pyramid Model (Macro Model) (1992)

Jim McNamara

e gg Cutlip, Broom 3R Center &

* |t was inspired from PIl model of
O Cutlip, Broom and Center.

Q@ 0 O

4
-
y .

AR

PIl Bifzet & 9f¥a &1

* It has a bottom-up structure, with the base
of the pyramid being the starting point of
the strategy and the peak being the
outcome of the campaign.

o FHhHI WEAT A F SR HI AR g, Tud s
&1 ATYR I Bl YHEATa &1 féig gar @ 3k
forar arfvrars &1 o grar 21

inputs, outputs, and outcomes.
o SHH ofl= uTT B &:
gqe, H¥eYe 3 ATHH|

. * It consists of three parts:

|I*IPI..I.t5 are elements of communication projects and
programmes and include the following: the choice

of medium, the content of communication as well

as format.

Inputs e gftaread it sredwEt & o § ot g9
=1 enforer : Areaw & 9u=, Har & areh sk g

Outputs are the materials and activities created (e.g.
promotional materials, events, and media publicity)
and the process to create them.

Outputs & arElt ity nfafafeal § o aod o<t § (9
W= grefl, sEfEn, it fiffar of Faf{) ot 3=F == 6t widsam

Outcomes are the impacts and effects of communication efforts
Outcomes Fa® warEl & w9 3T aua &1

Outcomes
(Functional &
organisational

* evaluation)
: (i ik
| HIEATHS i)
|

! Out-takes
BOTTOM (Proposed by some
uP as a 4th stage)

Outputs

(Process & programme
evaluation)

(wfsran 3R SRiET geaie)

Inputs
(Formative research)

(R enten)

Key Steps / Stages in Communication
HAR # UHE HaH / TROT

A 9K
T (i
JRF Media Academy
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Measurement Methodologies:

(formal & informal)

HI9= Gfaral: (3igaiRss afy aFgeriies)

® Qwias! Voting revuIes: Hdoption rafes ODsErvard:

» HETAS 9 (a2 9 o2 "@if=e)
How; aifen aftoms; s 6t av; s

* Focus groups; Surveys (targeted) (eg Customer, Employee
or Shareholder Satisfaction); Reputation studies

wIEE THE; | (afaa) (S oes, et
a1 fRREesT Hgie); ufaeT sreaas

® Focus groups; Interviews; Complaint decline; Experiments
Interviews; Focus groups; Mini-surveys; Experiments

* BIEE TE; wanesr; Feeraat # =6 g
HIHATERR; S O9g; &g =l ua

* Response mechanisms (1800, coupons): Inguiries

* Media Content Analysis; Communication Audits

& Media Monitoring (clippings, tapes, transcripts)

® Circulations; Event attendances; Web visits & downloads

» Distribution statistics; Web pages posted

« ufafdsar &= (1800, F99); yoaTS

« WHR HE; wrdwe Iufraf; 3 AfSe ot seaas
foreror sifes; 39 O g fasg g

& Expert analysis; Peer review; Feedback; Awards
* Feedback; Readability tests (eg. Fog, Flesch); Pre-testing
* Case studies; Feedback; Interviews; Pre-testing (eg. PDFs)

* Academic papers; Feedback; Interviews; Focus groups
Observations; Secondary data; Advisory groups; Chat rooms
& online forums; Databases (eg. Customer complaints)

» fagras fAssaor; FeHT witam; Fisd=s; grear
+ Hisdes; ga-faan gfleior (S Fog, Flesch); g adtaror
- g =, Frzds; Areneer; gd aharor (39 PDFs)
« ftarfors ot o=; Hisd=s; AeHR,; Bied 998
+ acite; fadtas 2T, Soesr a9E; ¥ &9

3 siferg= wRE; TR (S e o)



Yardstick Model

PUBLIC RELATIONS EFFECTIVENESS YARDSTICK

®
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ADVANCED

Measuring:

+« Behaviour change
» Attitude change
+ Opinion change

LEVEL #3

INTERMEDIATE

Measuring:

+ Retention

« Comprehension
+ Awareness

* Reception

LEVEL #2

Measuring:
« Target audiences
« Impressions
. » Media placements

LEVEL #1

Walter Lindemann (1993)

A model with three levels to allow a practitioner
to measure the effectiveness of a campaign.
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List- | (Models)

Preparation, Implementation,
Impact Model

Three step yardstick model.

Pyramid Model

Short term and continuing
programme model

@ @ 6 O

(a) (b) (o)
(A) 2 4 1
(B) 3 P 4

4 1 2

3 1 4

Match List — | with List - II:
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(d)

List- Il (Author)

o Lindermann

e Watson &Nobel

| 9 Cutlip, Center &Broom

T o McNamara
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In his book, The Unseen Power, Scott M. Cutlip talks
about major developments in the field of Public relations
from a historical perspective.
39+t g¥as The Unseen Power #, @i UH. daid Ardsiae dael &
g7 # tfaefs gftemiur @ wia fasal & ar d a1d & g1

He refers to the primary sources. These eras include:

a urafie Hal HIeeeid Hide | 37 N i g:
Seedbed Era | ¥isds g

World War | | weH fasa gg g1

Roosevelt Era (WW2) | ¥sidee g (fgdia fasqg g9g)

The era of information society | JdAT GHIS &1 I

L%

SCOTT M. Cutli has divided the developments of public relations

in ern context into.the following périods:

Whie TH. Bdold A deYfs g d Ardsiimdadles AaraarAmiai@msafia) | faufsiafear 8:

m -“'gvﬂ Seedbed Era | #Higaz gn

B a World War First. | W fasa gg g
s 2!  Donald Trump Era | 2FTes g
au
m .{Jﬁ ~ Anna Andolan Period. | 3T 3iglei &I

B @ The Era of Information Society. | =T 9HIS &1 I
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A.BandConly | sae1 A, B3R C
A.BandEonly | sae A, B 3R E

A.DandEonly | daaT A, D 3RE

B.DandEonly | %a@ B, D 3R E
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