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Thankfully, children of ‘father of PR’ don’t follow his lead

n “Field of Dreams,” Ray Kinsella hears
avoice saying, “If you build it, he will
come.” He has no idea what it means.
Maybe he's going nuts.
Most entreprencurs probably know the
feeling.
Although skeptical, when Terrance
Mann sees the ghos(]y
baseball players,
Something ir
happening, something
that will draw people to it
just because it’s sincere
and true. Kinsella thinks
he’s crazy for bringing his
family to the edge of finan-

PUBUC cial ruin, but Mann says,
RELATIONS  “People will come, Ra:
people most definitely will
JON come.”
PUSHKIN How can you be sure you
can trust your inner voice?
o

Insome intrinsic way,
people respond to the
truth. Politicians and cynics may believe
the bigger the lie, the easier itis to get peo-
ple to fall for it. But the truth is that in the
business world, lying is expensive.

In fact, a front-page story in the July 16-
22 Denver Business Journal reported that
“19 energy companies and two individu-
als, including four Denver-area compa-
nies, have paid more than $220 million to
settle charges they lied to industry publi-
cations in an attempt to manipulate the
marketplace for profit.”

Ethical companies attract loyal cus-
tomers and employees. Unethical compa-
nies that engage in deceit attract skeptics.
Ken Lay said he takes full responsibility for
the failures at Enron, except for the illegal
manipulations of his executive team,

Public relations firms exist to
help companies tell the truth,
yet there is acommon
perception that PR people are
'spin doctors’ or ‘flacks.’

which he knew nothing about. Does any-
one actually believe him?

Public relations firms exist to help com-
panies tell the truth, yet there isa com-
mon perception that PR people are “spin
doctors” or “flacks.” Perhaps this is
because the profession was founded by
someone who perfected the art of manip-
ulating public opinion.

Edward L. Bernays, the “Father of Public
Relations,” opened the first PR firm in
1919. The nephew of Sigmund Freud, he
coined the term “public relations counsel”
and wrote several books, including
“Crystallizing Public Opinion” (1923) and
“Propaganda” (1928).

He began his career helping the U.S.
propaganda effort, “Make the World Safe
for Democracy” during World War 1.

Afew years later, he figured out the best
way to sell a product was to turnitinto a
social cause, so he helped the American
Tobacco Co. make it acceptable for
women to smoke by calling cigarettes
“Torches of Freedom.”

In 1929, he originated the concept of
the global media event by getting power
companies to go dark at exactly the
same time to celebrate the 50th anniver-
sary of the light bulb. He pulled this off

on behalf of his client, General Electric.

Bernays argued that, “The conscious
and intelligent manipulation of the
organized habits and opinions of the
masses is an important elementin dem-
ocratic society. Those who manipulate
this unseen mechanism of society con-
stitute an invisible government which is
the true ruling power of our country ...."
No wonder he influenced everyone from
President Hoover to Nazi propagandist
Joseph Goebbels.

Bernays had a dim view of the public. He
was convinced he could manipulate pub-
lic opinion to suit whatever objective his
clients wanted. Influence the opinion
leaders and you capture the people who
follow them. The problem is if the public
finds out you were lying, it will take much
more than opinion leaders to get them
back on your side.

The“Father of Public Relations” was
wrong. Public relations is more than prop-
aganda or publicity gimmicks. It's a strate-
gic approach to how businesses commu-
nicate, Public relations helps entrepreneurs.
listen to their inner voice by asking ques-
tions such as:

*Who are the audiences you need to
reach? —Your most important audiences
are your employees and the people who
need your goods or services. Make sure
they know who you are. Build a level of
trust thatinstills confidence.

* What does your company stand for?

— Your brand is your promise. Believe it,
deliver itand make sure you communi-
cate your enthusiasm so clearly that peo-
ple want to jump on your bandwagon.

* Why are we here? — If you can’t answer
this one, you need to do some soul search-
ing. [t's more than your mission; it's the

reason your company exists. People need
to understand why you're in business and
what makes your business special.

Public relations helps CEOs create com-
panies that people feel good about by
building ethical corporate cultures that
inspire long-term brand loyalty. And as
Lay or John Rigas can tell you, doing so
from the start is much easier than repair-
ing a corrupt culture after it becomes
infected with deceit.

Last year, a delegation of government
ministry public information officers from
Azerbaijan came to Denver. In their lan-
guage, the word for public relations is
“propaganda.” They were fascinated to
learn that in the United States, public rela-
tions firms did more than just parrot the
party line.

They also were surprised to learn mem-
bers of the Public Relations Society of
America adhere to a professional code of
ethics that allows us to practice honest
persuasion but prevents members from
counseling clients or employers to engage
inany sort of dishonest manipulation.

The right public relations firm or con-
sultant can help you build a transparent
corporate culture based on honesty, to
“evangelize your brand” by communicat-
ing your passion to your employees and to
establish a reputation that attracts loyal
staff, customers, clients, patients,
investors, donors or partners.

Ifyou build this kind of company, peo-
ple will come. They most definitely will
come.

JON PUSHKIN, APR, is president of the Colorado
chapter of the Public Relations Society of America and
president of Pushkin Public Relations. Reach him at
jon@pushkinpr.com.



