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Agenda Setting

The ability of media and
organizations to influence
what the public thinks
about.

— THAT SHAPE — The Elaboration
PUBLIC RELATIONS Likelihood Model (ELM)

.a. Explains how people process
' persuasive messages through |
central and peripheral routes. |

\

Qx_*}fLﬂ

Prnd

These theories help PR professionals
understand, influence, and build
strong relationships with publics.
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'3 PUBLIC OPINION, PROPAGANDA & PUBLICITY

e Public opinion is the collection of beliefs voiced
by a large number of people on a topic of

public concern. it 2 . C ./
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 An issue is an event or incident that threatens to
disrupt a group’s dominant values, beliefs, and
attitudes, causing more or less of a crisis and
provoking public debate and expression.
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 For a public relations professional, public opinion %
is a powerful force to be reckoned with. / 2% |
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SPIN DOCTORS

@ Spin doctoring is a derogatory term used to describe
public relations activities that exaggerate the
positive aspects of something.
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@ Spin doctors are public relations professionals or political
communication advisors who are skilled in the art of "spin”
— that is, shaping the interpretation and presentation of
information and events to influence public opinion or
perception.
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® They often work for politicians, celebrities, or corporations,
crafting messages, handling media relations, and strategically
communicating in a way that puts a favourable “spin” on facts
or situations, especially during crises or controversies.
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The main objective of public relations is to assess, analyze, and
shape public opinion, which is determined by the attitudes of the
individuals within the public.

P SHEUS BT YA I A B HediwA, faeersor iR fAmior & g,
S ST & Hiaw =afFedl & e @ Fuifia ar 21

Individual opinions are influenced by their needs, emotions,
experience, culture, economic standing, and education

p feora far 36 smavasmared, WaaTadl, Sg9al, JEHid,
anfefes fRufy sk fram @ wwifaa @9 8

Public relations are sometimes referred to be propaganda by

critics, implying that it also manipulates public opinion

P SHEUS & Fl-Fft e gRT uR s S 8, et ared
2 & g8 59wa &1 ft wanfae ik FafEa s=ar 21
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Propaganda is defined as an expression of opinion by individuals
and groups that is intentionally aimed to influence the opinion =~~~
or action of other persons or groups by public relations concepts,
with a specific goal in mind.
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Propaganda is a tactic and a process for persuading individuals
and organisations to change their minds, beliefs, and attitudes.

P vER STl 3R GreAl & fEAm, A ik gfesior & sga
& forg 7= &t ues wrHitfa ek wftkar 21



The main objective of public relations is to
assess, analyze, and shape public opinion,
which is

determined by the attitudes of the individuals
within the public.

RN RELATIONS AN PROPASSININES

bad labels to create fear

@ Name-calling @ x R
| Using derogatory terms or
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and disdain for a person Testimony Glittering Generalities Card Stacklng
ongatp. | Endorsements from famous Making appealing statements that Presenting only positive information
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Plain Folk Chamber of Horrors Transfer Bandwagon
Claiming to be “one of the people” Using exaggerated scenarios or Associating a positive symbol Creating the impression that
imiiaidessissam motsbelatabie: frightening information to scare (e.g., Indian :Hagﬁ}n by corporate everyone supports the idea and
people. houses to gain positive prestige. “everyone should get on board.”
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Agenda setting is valuable in

public relations campaigns as a
strategy to showcase an organization’s
positive news events and demonstrate
its goodwill to the public.

The agenda-setting theory assumes
that media sources purposefully
present stories and events that they
want their audience to care about.

This idea of picking and choosing
what is important is the basis of
the agenda-setting theory.

Developed by Maxwell McCombs and
Donald Shaw in a study on the 1968
presidential election.

It determines which topics should
receive attention as well as how the
narrative around it should be formed.
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AGENDA SETTING §
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. AGENDA SETTING IN PUBLIC RELATIONS .

The agenda-setting theory plays several Tuisr-afén RAigia s=dus A Selection by
roles in public relations. G - tre.'aqt:f W Avrar g1 bl J“u‘;';‘:']:;s ‘Media reality’
‘Reality’ L
Media ;5 a hugel part of ffear, s A9t & fo e The media’s
PR professionals’ two-way . TR agenda
communication with their GT'CF'-? eifire Tl & I 3w HifEar &1 oater
target audiences. HYR B U a1 g 2
Organizations must be able to HITSA1 Bl RIS ufassT 910
impact the thoughts and opinions @A 3R ITHIHISAT & qr1eT 3=
of the publics to maintain a Y a90 a1 & fAve S9ar & Public
positive reputation and stay on Rt ok 4t & waifada 3 A perception
good terms with consumers. q&rH g1 Tifav| of ‘reality’
Public relations practitioners SH99s UGS Bl Ig GHSAT STt $i
should understand how the arfev & Toier-afedn Rigia $3
agenda-setting theory works &HTH HIAT &, Fifh SHBT ITAFT
because it can be used as a Ush WiHIfa & 9 & gefahl &1 ca=
tactic to shift an audience’s po fAdy RA=ERY ik gaf &6t iR
focus to certain ideas and issues TR 3= & fog fear s
that a company wants people epdl g, o8 Hu-l argd & 6
to consider. ot faar 1)
Nfews ‘framing Is anénter[:;etatiun THTER T A g2 9 v
of an issue as agenda settin .
theory is to wheqcher an issug is ?ﬁmqﬂﬁ;@m@%ﬁ% ‘
considered at all. How news
media cover an issue and “frame” & a1 el | Hifsar fa ﬂﬁﬁ ¥
it affects the audience’s AR HIAT & R I "B A 8,
399 gl 6t arond mnfaea gt &)

perceptions.
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QB The Elaboration
¥ Likelihood Model (ELM)

* The Elaboration Likelihood Model (ELM) is a theory
that explains how people process stimuli and how
this processing affects attitude change.

ELM us Rigia & sit aarar 2 6 @ wdef =t 3@
UShd & & IR ag ufekar 39k gfRalor (attitude)
¥ gRad+ &t &9 gurfaa &l g1

It was developed by Richard E. Petty and
John Cacioppo in 1980.
a1 fAera Rag 3. 9t ok Siw SfAaiat 3 1980 & f&xar e

The Elaboration Likelihood Model (ELM)

+ Persuasion is referred as the action by which, convincing or causing someone
to do something through reasoning or argument. The Elaboration Likelihood
model proposes that each and every message is undergoing the process of
persuasion in two different ways. They are called Central route and
peripheral route.

ARoT (Persuasion) ag ufear & s gr1 o an awares: At =t 5o &4
& forg aroft favan wmam 1 ELM & @R weldes |29 &t 3er- 31T adtent &
weon & ufdar @ erar &, omE &g avf (Central Route) 3z ufteia arf

(Peripheral Route) =g1 JiTaT #1

+ Central Route: In the Elaboration Likelihood Model (ELM) of persuasion, the
central route involves careful and thoughtful consideration of the arguments
presented in a message. This route is typically used when the audience is
motivated and has the ability to process the information deeply.

&dra anf: 3g ant d 92w & adf v e o whe-aawet Fawr B smar 21
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Two Coghnitive Path

Routes to Persuasion \

Central Route . o Peripheral Route
Persuasion .

Going directly through the
rational mind, influencing

Persuasion

Changing attitudes by going
around the rational mind and

attitudes with evidence and logic . appealing to fears, desires,

o “My product has been
proven more effective.”

» Peripheral Route: Conversely, the peripheral

route involves persuasion based on cues outside
the message content itself, such as the
attractiveness or credibility of the source,
rather than on the strength of the arguments.
This route is often employed when the
audience is either not motivated to process
the information deeply or lacks the ability

to do so.

aftefra anf: & arf § wdw & Reg-ag @
e Al waat (S da Y amasdear o
freataan) & amuR = dvon & ot &, a6
&Y wroraet wR 7| ag a9 gt B sar @
o1 Zafes STt &t e @ wnEa & e
ffte =& g ar 3=t armar difae gt &

associations.

“People who buy my product

are happy, attractive!”

The Elaboration Likelihood Model (ELM) examines :

@ the ways in which people are persuaded

@ the ways in which people are provoked
@ the ways in which people are motivated

@ the ways in which people are misguided

v
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A FRAMEWORK FOR REPAIRING REPUTATION
THROUGH STRATEGIC COMMUNICATION
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WHAT IS IT? / I8 &1 22

Image Restoration Theory explains how
individuals and organizations respond to
accusations or wrongdoing by using
strategic messages to reduce damage,
rebuild trust, and restore a positive image.

AT IR aR! adrdt & o aafds 3R Imreq 3Rl

Ww%w@uﬁmaﬁwwww
T TTerd BT & STara # WS Tt HT I FEE
qHUH B B, faar iR | g9 o geRTe®
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WHEN IS IMAGE REPAIR NEEDED? / <1 R &t 5% &4 gl 82
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2. RESPONSIBILITY
IS ATTRIBUTED
2. forierdt it STt 8

The individual or organization is
seen as being at least partially
responsible.

afad a1 97e9 & &H | HH
Hifds wY A fFER 7FT STar 21

1. AN UNDESIRABLE
ACT OCCURS
1. U 3(diB-1g e aral &

Something happens that is
perceived negatively.

$© U 8T & [ TBRIS
w0 § 3@ S dn 2|
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IMAGE RESTORATION -

DEVELOPED BY / fawfd fasar sran

WILLIAM L. BENOIT

Communlcation Scholar
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IMAGE REPAIR
BECOMES NECESSARY

gie RO 3maeaes & S @

Restoring the image
becomes essential.

Bfd & 8T A1 AaTF
Bl ST 2|
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DENIAL EVASION OF REDUCING CORRECTIVE | MORTIFICATION
SPBR RESPONSIBILITY OFFENSIVENESS ACTION | (APOLOGY)
> JaRaIEed | ST TSIl HH BT YURTHS HRaATS TSI (&1 araEn)
I

L _11 Jl_--n. = .
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Reject the accusation Acknowledge the act Minimize the perceived e .
entirely. but reduce or avoid seriousness or harm Focus on fixing the Admit fault, express
responsibility of the act problem) and preventing remorse, and ask for
AR B G} 78 = ' N ‘ it from happening again. forgiveness.
B T T I WP, eifeb TR 3T T TR B A FET R e T e
Wﬂﬁa HH HIAT B BH Hb EE'F‘" | m Eﬁﬂ. ﬂ. 'ﬁEb_—IT 1 -
I B AT AR &HT AT

T ST | g

KEY TACTICS / iq¥ 399 KEY TACTICS / UHE ' KEY TACTICS / UHE 3U1g KEY TACTICS / 9q& 3 KEY TACTICS / 99q& 3919 i g T—uf

e Simple denial » Provocation * Bolstering (highlighting e Identify the issue e Acknowledge wrongdoing {

(it didn’t happen) IHATEl A1 positive qualmf—‘% - FHEIT HI ugEH « Tl FEBRAT 3% 0
- Y SHR (€ I & Tel) » Defeasibility (lack of i ™0 e Take concrete » Express remorse .:*# ’f’
: » Shifting blame information or control) nggi::;m corrective steps « QYHTATT b BIAT SR "
y (someone elsé . GiFIEFI'ﬂ' a7 fAsror & R . B URTHS HaH IS o Commititoichange 3
N is responsible) » Accident fr==1ar gar ¢ Implement safeguards o 2ATd Bl beg AT |
v o 1Y TWHIART ST . EEfE:n e Transcendence for the future
(@1 3R RreR 2) » Good intentions I 389 BT gaTeAl AT » Hfasg & ferg Jean 3ur i
3 _ o TS S e Attacking the accuser HTT =

e Compensation

o aifagfd 6t ara s
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William Benoit’s “Image Restoration Theory” identifies “Mortification”

as a specific crisis response strategy.
What does mortification involve?

faferaw a9ige &1 “gie WSR2 2 “Hiféfthds2” o U fafd dae ufdfshar yor-ifa & $u & ygamar 21
HiféfpboE A T onfiet 82

Denying responsibility and shifting
blame to an external agent or
natural force.

Reducing the perceived offensiveness
of an act by bolstering the
organisation’s positive record.

Fully accepting responsibility and
sincerely apologising for the
transgression without qualification.

Attacking the accuser’s credibility
to undermine their standing to
criticise the organisation.

fo fasedt ord gt forsiert iR e

3R T & Forg ST R W WL o

mﬁqwﬁmﬁﬁﬁmm
AT BT difcs TS bl AT
aﬂﬁﬁmﬁiﬁrﬁmaml
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Insider Trading

Insider trading is the illegal buying or selling of a public company’s securities while in possession of
material, nonpublic information about that company.

SAATSSY ¢fse1 fohdl ATdSIfaes U=l & TR # AGcAYUl, IRN-FIASITAF STAHRT
TE@d U 38 MRS i @lig a1 fasht a3 s g

This creates an unfair advantage, allowing the trader to profit or avoid losses before the
general public finds out.

g A BIIET &aT g, Tad ¢ 3T Hl 3TH AT Bl IdT Told A Tgol
ATH HHTA IT THATT A Fde BT AldT A SJTAT B |

Blackout (quiet) Period

IPO PERIOD

e A phase before and during an IPO (Initial Public Offering)

- Fi
e When the company and its intermediaries (investment bankers, PR teams, “ | QUIET
analysts, etc.) PLEASE
e Are restricted from making promotional or forward-looking public =

statements that could influence investor sentiment.

e IPO (Initial Public Offering) & Tgel 3 3° g1 & 3af

* ¥ HYAT 3R 3P ALAEY (3rd&cHe dal, PR &H, [aeias i)

o YARIcH® AT Hiasgarofl & 3T Arasifas saraarsit i &
gyfaefaa gia &, Sy [Aaerst & aRom &t wHTfad H7 Thdr 8|




In financial PR, what does the A period of media silence imposed

"Blackout Period" (or "Quiet Period") during annual shareholder meetings.
refer to? aTfts ARER dSh] & SR FHTI-T IR=T

fafta =iuds (PR) A, "sdiwan3e difas" Hifsar A &1 W |
(a1 "Farae ikas") ¥ 1 aread 82

A SEBI-mandated communication
embargo during Union Budget BUDGET ™
announcements. ANNOUNCEMENT

$a1 TSI Bl BI90N & SR SEBI gRT @]
HUR gfdse |

An editorial policy of newspapers
to ignore companies
under investigation.

S & SRR A TS HUfl Bl AoiR3igreT
P Bl IGARI B TuTesy Hifd |

@ A legal restriction on PR-driven "LEG AL "

statements before and during an IPO. RESTRICTION .

IPO ¥ Uget 31k 3T GIRT9 PR-UIRa
TSIl W BIAT gfdae|
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