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Q.1 Define Public Relations by referring to various
expert definitions. Discuss its core objectives and

functions in contemporary communication.

Definition of Public Relations

Public Relations (PR) is a strategic communication
process that builds mutually beneficial relationships
between organizations and their publics. It involves
managing and guiding the public image of an individual,
organization, or institution to create a positive perception

among the audience. PR plays a vital role in influencing



opinions, shaping public attitudes, and maintaining
goodwill through communication strategies, events, and
media relations. In simple terms, PR ensures that the right
message is conveyed to the right audience at the right

time.

Expert Definitions of Public Relations
Many scholars and professional organizations have

defined public relations in their own way:

1. Cutlip, Center, and Broom (2006): They define PR
as “the management function that establishes and
maintains mutually beneficial relationships between
an organization and the publics on whom its success
or failure depends.” This definition highlights PR as a

two-way communication process essential for building



trust and cooperation.

. British Institute of Public Relations (BIPR): “Public
Relations is the deliberate, planned, and sustained
effort to establish and maintain mutual understanding
between an organization and its public.” This
emphasizes the planned and continuous nature of PR

activities.

. Public Relations Society of America (PRSA):
“Public Relations helps an organization and its publics
adapt mutually to each other.” This definition
underscores PR’s adaptive role in bridging the gap

between an organization and its stakeholders.



4. Edward L. Bernays: Often regarded as the father of
public relations, Bernays described PR as “the
attempt by information, persuasion, and adjustment to
engineer public support for an activity, cause,
movement, or institution.” His definition reflects PR’s
persuasive aspect and its strategic role in influencing

public opinion.

5. Frank Jefkins: “Public Relations consists of all forms
of planned communication, outward and inward,
between an organization and its publics for the
purpose of achieving specific objectives concerning
mutual understanding.” This shows PR’s focus on

both internal and external communication.



Core Objectives of Public Relations
Public Relations serves several essential objectives that
help organizations build their reputation and maintain

positive relationships with the public:

1. Creating Awareness: One of the primary objectives
of PR is to create awareness among the target
audience about an organization’s activities, services,
or values. It ensures that people are informed about

the organization’s role and contribution to society.

2.Building a Positive Image: PR helps in shaping a
favorable image of an organization. Through strategic
communication, media coverage, and social

engagement, PR professionals build trust and



credibility in the public eye.

. Managing Public Opinion: PR plays a key role in
influencing and managing public attitudes toward the
organization. By presenting facts effectively, PR
professionals can alter misconceptions and enhance

public support.

. Promoting Mutual Understanding: PR seeks to
establish mutual understanding between the
organization and its stakeholders. It ensures that both
sides communicate openly to resolve

misunderstandings and build long-term cooperation.

. Crisis Management: One of the most important

objectives of PR is to handle crises effectively. During



scandals, accidents, or controversies, PR
professionals communicate transparently to minimize

damage to the organization’s reputation.

. Supporting Marketing Efforts: PR supports
marketing by enhancing the brand’s reputation,
promoting corporate social responsibility, and
generating favorable publicity, which indirectly helps in

boosting sales.

. Enhancing Employee Relations: PR not only
focuses on external audiences but also strengthens
internal communication by motivating employees and

creating a sense of belonging within the organization.



8. Public Responsibility: PR also serves as a bridge
between the organization and the community,
ensuring that the organization fulfills its social
responsibilities and contributes positively to public

welfare.

Functions of Public Relations in Contemporary
Communication

In the modern communication environment, PR has
evolved into a strategic function that integrates traditional
media, digital platforms, and interpersonal communication.

The maijor functions of PR include:

1. Media Relations
Media relations involve maintaining positive relationships

with journalists and media organizations. PR professionals



provide press releases, organize press conferences, and
offer reliable information to ensure accurate coverage of

their organization in print, electronic, and online media.

2. Community Relations

This function focuses on developing and maintaining
relationships with local communities. Organizations often
engage in sponsorships, charitable events, or social
development programs to build goodwill and demonstrate

their commitment to society.

3. Internal Communication

Internal PR deals with communication between
management and employees. It aims to create a healthy
working environment, improve morale, and align

employees with the organization’s mission and goals.



Regular newsletters, meetings, and internal campaigns

are tools of internal PR.

4. Public Affairs and Government Relations

PR also includes maintaining good relationships with
government bodies and regulatory authorities. Through
lobbying and advocacy, organizations attempt to influence
public policy in ways that support their business or

mission.

5. Crisis Communication

When unexpected events threaten an organization’s
image or operations, PR professionals manage
communication with the public and media to prevent
misinformation and reassure stakeholders. Timely and
transparent communication is crucial in maintaining

credibility during a crisis.



6. Investor Relations

Investor relations involve managing communication
between a company and its financial stakeholders. PR
professionals ensure that shareholders, analysts, and
potential investors receive accurate and timely financial

information to maintain confidence in the company.

7. Corporate Social Responsibility (CSR)

In today’s world, CSR has become a major function of
PR. It includes promoting the organization’s initiatives in
sustainability, ethics, and social welfare. CSR not only

enhances reputation but also strengthens public trust.

8. Reputation Management
Reputation management is at the heart of PR activities. It
involves continuous monitoring of public perception and

responding appropriately to protect and enhance the



organization’s standing. Online reputation management

has gained importance due to social media.

9. Event Management

Organizing events such as product launches, seminars,
exhibitions, or awareness campaigns helps organizations
connect directly with their audience. These events create
opportunities for direct engagement and generate media

coverage.

10. Social Media Management

In contemporary communication, digital PR has become
indispensable. Social media platforms like Facebook,
Twitter, Instagram, and LinkedIn allow organizations to
interact directly with their audience, gather feedback, and
promote transparency. PR professionals use these tools

for online storytelling, brand building, and engagement.



Role of PR in Contemporary Communication

In the era of instant communication, PR serves as the
backbone of organizational communication strategy. Its
functions have expanded beyond traditional publicity to
include content creation, digital engagement, and
corporate responsibility. PR professionals today use
analytics to measure public sentiment, manage online
reputation, and ensure message consistency across

platforms.

Moreover, with the rise of fake news and misinformation,
PR plays a vital role in ensuring credibility by providing
verified information and countering rumors. It also helps
organizations maintain a consistent voice during social

and political issues, enhancing their public trust.



Conclusion

Public Relations is more than media management—it is a
comprehensive process of building, maintaining, and
enhancing relationships between organizations and their
publics. Its objectives revolve around creating mutual
understanding, fostering goodwill, and ensuring effective
communication. The functions of PR, such as media
relations, crisis communication, CSR, and digital
engagement, are essential tools for navigating the
complexities of modern communication. In today’s
globalized and interconnected world, effective PR is
crucial for any organization seeking to maintain a strong

reputation, trust, and long-term success.



Q.2 What are the key roles and responsibilities of a
Public Relations Officer (PRO)? Also, explain the
major tools and techniques used in effective PR

campaigns.

Introduction

A Public Relations Officer (PRO) plays a central role in
managing an organization’s communication and image.
The PRO serves as a bridge between the organization
and its stakeholders, including the public, employees,
investors, government, and media. The success of any
organization, whether it is governmental,
non-governmental, or corporate, depends largely on how
effectively its communication is handled. The PRO
ensures that all public communications align with the

organization’s mission, values, and strategic goals. By



building mutual understanding and trust, the PRO
contributes directly to the development of a positive

organizational reputation.

Key Roles of a Public Relations Officer (PRO)

The roles of a PRO are diverse and dynamic. They
involve both proactive communication strategies and
reactive responses to public concerns or crises. The major

roles are as follows:

1. Image Building and Reputation Management

The primary role of a PRO is to build, protect, and
maintain the organization’s positive image in the eyes of
the public. Through continuous communication and
planned media exposure, the PRO ensures that the
organization is perceived as credible, transparent, and

socially responsible. They handle both internal and



external image management by promoting the
achievements of the organization and minimizing the

impact of negative publicity.

2. Communication Management

A PRO manages all forms of communication between the
organization and its stakeholders. This includes drafting
press releases, preparing speeches for executives,
organizing press conferences, and ensuring that all
communication materials reflect the organization’s core
values. The PRO also ensures message consistency

across all media channels—print, broadcast, and digital.

3. Media Relations
Establishing and maintaining strong relationships with
media professionals is one of the most important roles of a

PRO. They act as a liaison between the organization and



journalists, ensuring that accurate and timely information
is shared. The PRO must respond promptly to media
inquiries, arrange interviews, and provide press Kkits or
official statements. A strong media relationship ensures
that the organization receives fair coverage and positive
visibility.

4. Event Management and Publicity

The PRO organizes and oversees various events, such
as product launches, press conferences, exhibitions,
award ceremonies, or community engagement programs.
These events not only promote the organization’s brand
but also strengthen its connection with the audience. The
PRO ensures that events are well-planned, professionally

executed, and effectively publicized.



5. Crisis Communication

In times of crisis—such as scandals, accidents, or
controversies—the PRO plays a crucial role in damage
control. They must quickly gather facts, prepare official
statements, and communicate transparently with the
public and media to reduce panic and protect the
organization’s reputation. Effective crisis communication
can turn a potential disaster into an opportunity for

demonstrating accountability and leadership.

6. Corporate Social Responsibility (CSR)
Communication

The PRO promotes the organization’s social responsibility
initiatives. These may include community development
programs, environmental protection efforts, educational

campaigns, or charitable activities. By publicizing these



initiatives, the PRO helps establish the organization as

socially conscious and committed to public welfare.

7. Internal Communication

A PRO also facilitates communication within the
organization. They develop internal newsletters, memos,
and employee bulletins to keep staff informed about
organizational developments. Internal communication
improves morale, loyalty, and cooperation among

employees, which in turn enhances productivity.

8. Government and Public Affairs

The PRO acts as a liaison between the organization and
governmental bodies. They ensure that the organization
complies with legal and regulatory requirements and

maintain communication with public offices. In public



sector organizations, the PRO handles relations with

ministries, departments, and political representatives.

9. Market and Public Opinion Analysis

An effective PRO constantly studies public opinion and
market trends. They analyze how the public perceives the
organization and adjust communication strategies
accordingly. This includes monitoring social media
sentiment, conducting surveys, and reviewing media

reports to assess the effectiveness of PR campaigns.

10. Content Creation and Storytelling

Modern PR relies heavily on creating engaging and
authentic content. A PRO writes press releases, blog
posts, social media updates, newsletters, and reports to

communicate key messages. Storytelling is an essential



part of this role—it humanizes the organization and builds

emotional connections with the audience.

Responsibilities of a Public Relations Officer (PRO)
While roles define the broader purpose of a PRO,
responsibilities refer to the specific tasks they perform
daily to achieve those roles. The main responsibilities

include:

1. Drafting press releases and distributing them to the

media.

2. Preparing executive speeches and statements for

public events.



3. Organizing press briefings, conferences, and media

interviews.

4. Managing the organization’s social media platforms

and online presence.

5. Monitoring media coverage and compiling daily or

weekly reports for management.

6. Handling communication during emergencies or

controversies.

7. Coordinating with advertising and marketing

departments to ensure unified messaging.



8. Maintaining a database of journalists, media outlets,

and influencers.

9. Managing the company’s website and ensuring

updated content.

10. Building strong relationships with stakeholders

through transparency and responsiveness.

Major Tools and Techniques Used in Effective PR
Campaigns

Public Relations campaigns rely on various tools and
techniques to effectively communicate messages and
influence public perception. These tools can be classified

into traditional and modern (digital) categories.



1. Press Releases

A press release is one of the oldest and most widely used
PR tools. It is an official statement distributed to the media
to announce something newsworthy, such as product
launches, events, or organizational achievements. The
purpose is to gain media coverage and inform the public

directly through credible news sources.

2. Press Conferences

When an organization needs to make a major
announcement or address public concerns, it holds a
press conference. This allows journalists to ask questions
directly, ensuring transparency. The PRO is responsible
for preparing briefing materials, selecting spokespersons,

and managing the event.



3. Media Kits

A media kit (or press kit) is a package that includes
background information about the organization,
biographies of key executives, high-quality images, and
recent news releases. It provides journalists with all the

essential details needed for coverage.

4. Public Service Announcements (PSAs)

PSAs are short messages broadcasted on television,
radio, or social media to promote social causes or raise
awareness about important issues. They help
organizations project a socially responsible image while

benefiting the community.

5. Newsletters and Brochures
Printed or digital newsletters are used to keep employees,

customers, and other stakeholders updated about



organizational news, policies, or achievements. Brochures
and flyers are often distributed during events or
campaigns to provide concise information about services

or initiatives.

6. Events and Sponsorships

Organizing or sponsoring events such as seminars,
sports tournaments, or charity drives enhances the
organization’s visibility. These activities offer direct
interaction with the public and help in building long-term

goodwill.

7. Social Media Platforms

In the digital age, platforms such as Facebook, Twitter,
Instagram, LinkedIn, and YouTube have become powerful
PR tools. They allow organizations to share news instantly,

engage with audiences, and respond to feedback in



real-time. The PRO must plan content calendars, respond

to comments, and monitor online reputation.

8. Websites and Blogs

A company’s website serves as its primary online identity.
The PRO ensures that it is regularly updated with press
releases, event information, and contact details. Blogs
allow organizations to express opinions, share stories, and

highlight achievements in an informal and engaging way.

9. Media Monitoring Tools

Modern PR depends heavily on analytics and monitoring.
Tools like Google Alerts, Meltwater, and Brandwatch help
PROs track media mentions, analyze audience sentiment,

and measure the impact of campaigns.

10. Influencer and Community Engagement

Partnering with influencers, community leaders, or



industry experts can amplify PR campaigns. Influencers
help spread the organization’s message to a wider

audience in a credible and relatable way.

11. Corporate Social Responsibility (CSR) Activities
CSR projects—such as environmental campaigns, health
drives, or educational programs—are essential tools for
building goodwill. Publicizing these initiatives enhances
the organization’s reputation and strengthens community

trust.

12. Surveys and Feedback Mechanisms

Surveys, questionnaires, and feedback forms help gauge
public perception. This data helps PROs refine future
campaigns and ensure that the organization’s

communication strategies remain effective.



13. Storytelling and Content Marketing

Storytelling is an advanced PR technique used to make
brand communication more human and emotional. By
sharing success stories, customer testimonials, or
behind-the-scenes insights, organizations connect with

their audience on a deeper level.

14. Multimedia Content

Videos, podcasts, infographics, and animations are
increasingly being used in PR campaigns to make
communication more engaging. Visual and audio content
has a stronger emotional impact and is easily shareable

across platforms.

Significance of Tools and Techniques
Each PR tool serves a unique purpose in shaping public

perception. While traditional tools like press releases and



conferences lend credibility, modern tools like social media
and influencer marketing add immediacy and interactivity.
Together, they help organizations communicate
transparently, manage crises effectively, and maintain a

consistent image across multiple platforms.

Conclusion

A Public Relations Officer plays an indispensable role in
shaping an organization’s image, fostering goodwill, and
ensuring smooth communication with both internal and
external publics. Through responsibilities like media
relations, event management, crisis communication, and
content creation, a PRO ensures that the organization
remains credible and respected. The effective use of
modern and traditional PR tools—such as press releases,

social media, CSR campaigns, and events—enhances



public engagement and builds long-term trust. In today’s
complex communication environment, a skilled PRO is not
merely a messenger but a strategic communicator,

reputation manager, and the voice of the organization.



Q.3 Compare and contrast the structure and
communication goals of government and

non-government PR departments.

Introduction

Public Relations (PR) plays a vital role in shaping
communication between organizations and their publics.
Both government and non-government organizations
(NGOs) rely on PR departments to build trust, convey
information, and manage their reputations. However, the
structure, objectives, and communication strategies of
PR departments differ significantly between these two
sectors due to their organizational goals, audiences,
and operational frameworks. While government PR
focuses on public service and policy communication,

non-government PR emphasizes advocacy, awareness,



and community engagement. This answer provides a
detailed comparison of the structure and communication
goals of government and non-government PR

departments with examples and analysis.

Structure of Government PR Departments

The structure of PR departments in government
organizations is generally hierarchical and bureaucratic.
The system is formal, rule-based, and centrally controlled
to ensure uniformity and accountability in public

communication.

1. Hierarchical Chain of Command
Government PR departments operate under a strict chain

of command. The structure typically includes:



e Director General or Chief Information Officer:
Heads the PR division at the national or provincial

level.

e Public Relations Officers (PROs): Assigned to

individual ministries, departments, or agencies.

e Assistant Directors and Information Officers:
Handle specialized tasks such as press releases,

digital media, and media monitoring.

e Clerical and Support Staff: Assist in documentation,

record keeping, and logistics.



For instance, in Pakistan, the Press Information
Department (PID) works under the Ministry of Information
and Broadcasting and serves as the central agency
responsible for disseminating government policies, press

releases, and official statements.

2. Centralized Decision-Making

In government PR, communication strategies are
formulated at higher levels and disseminated downward.
Every statement must be approved by the concerned

authority to ensure consistency with official policies.

3. Coordination with Other Departments

Government PR officers coordinate with other ministries,
law enforcement agencies, and local governments. This
ensures that messages align with national policies and do

not contradict political or administrative goals.



4. Legal and Ethical Frameworks

Government PR departments operate within legal
frameworks such as the Right to Information Act,
Official Secrets Act, and public communication codes.
Their role is to ensure transparency without compromising

national interests.

Structure of Non-Government PR Departments

PR structures in non-government organizations (NGOs)
or private corporations are more flexible, creative, and
decentralized than in government agencies. They are

designed to encourage innovation, quick decision-making,

and audience-focused communication.

1. Flat Organizational Structure

Most NGOs and private companies have a flat hierarchy



to promote collaboration and creativity. The structure often

includes:

e PR or Communication Director: Leads the PR team

and reports directly to top management or the board.

e PR Managers or Coordinators: Oversee campaigns,

media relations, and brand strategy.

e Content Creators and Digital Media Specialists:
Handle online communication, social media, and

website management.

e Event and Outreach Officers: Manage events,

partnerships, and advocacy activities.



2. Autonomy and Flexibility

Unlike government PR departments, NGO PR teams
have greater autonomy in designing campaigns and
messaging. They can adapt quickly to social issues,

emerging trends, and audience feedback.

3. Partnership-Based Operations
Non-government PR departments often work with media
houses, donors, and other NGOs. Collaboration and

partnership-building are crucial to their success.

4. Mission-Oriented Work

NGO PR focuses on mission-driven communication. For
example, organizations like Edhi Foundation or Save the
Children use PR to raise awareness about humanitarian
issues, promote donations, and encourage volunteer

participation.



Communication Goals of Government PR Departments

Government PR departments aim to promote public
understanding, trust, and compliance with state policies.
Their communication goals are largely informative and

regulatory, rather than promotional or profit-oriented.

1. Dissemination of Government Policies and
Programs

The primary goal is to inform citizens about new laws,
welfare schemes, infrastructure projects, and development
initiatives. For example, the government may launch a
campaign to inform the public about vaccination drives or

tax reforms.

2. Building Public Confidence in Government

Government PR strives to strengthen public trust by



showcasing transparency, accountability, and service
delivery. Regular press briefings and official statements

are used to keep the public informed.

3. Crisis Communication and Public Safety

During emergencies such as natural disasters,
pandemics, or political crises, government PR
departments provide verified information and issue safety

guidelines to prevent panic and misinformation.

4. Promoting National Image and Unity

PR officers also work to promote national identity, cultural
heritage, and international reputation. For instance,
diplomatic PR offices highlight Pakistan’s contributions to

global peace and development.

5. Feedback and Policy Adjustment

Government PR departments collect public feedback



through surveys, social media, and press coverage to help

policymakers refine existing laws and programs.

Communication Goals of Non-Government PR Departments

Non-government PR departments focus on
relationship-building, awareness creation, and brand
enhancement rather than regulation or governance. Their
goals are shaped by the organization’s mission and the

needs of their target audience.

1. Brand Building and Image Enhancement

The foremost goal is to build a strong, positive brand
image. For corporate organizations, this involves
highlighting quality, reliability, and innovation; for NGOs, it
involves demonstrating credibility, compassion, and

effectiveness.



2. Advocacy and Awareness

NGOs use PR to advocate for social causes such as
education, gender equality, and environmental protection.
They design campaigns to influence public attitudes and

policy decisions.

3. Fundraising and Donor Relations

Effective PR helps attract funding from donors,
corporations, and the public. Through storytelling,
emotional appeal, and media engagement, NGOs gain

financial and moral support for their missions.

4. Stakeholder Engagement

Non-government PR departments actively engage with
employees, volunteers, partners, and local communities.
They create two-way communication channels that

encourage participation and feedback.



5. Crisis and Reputation Management

NGOs and private companies also face crises—such as
product failures or ethical controversies. PR professionals
handle these situations through transparent

communication and corrective actions.

6. Promotion of Corporate Social Responsibility (CSR)
In the private sector, PR campaigns often highlight CSR
projects like community development, environmental
sustainability, and philanthropy. This improves brand

loyalty and public perception.

Comparison between Government and Non-Government PR Departments

Aspect Government PR Non-Government PR

Department Department



Structure

Primary

Goal

Audience

Decision-M

aking

Hierarchical,
centralized,

bureaucratic

Informing citizens
and supporting

policies

General public,
media, and
government

officials

Top-down,

policy-controlled

Flexible,
decentralized,

innovative

Building reputation,
advocacy, and

fundraising

Customers, donors,
volunteers, partners,

and communities

Collaborative,

creative, and adaptive



Communica Formal, factual,

tion Style

Media
Relation

Approach

Feedback

System

Performanc

e Indicator

Examples

and official

Controlled and

regulated

Limited, mostly

one-way

Public awareness

and policy support

Press Information

Department,

Emotional,
persuasive, and

storytelling-based

Open, proactive, and

media-friendly

Interactive, two-way

communication

Brand visibility,
funding, and
stakeholder

engagement

Edhi Foundation,

WWEF, Red Crescent,



Ministry of NGOs, Corporate PR

Information firms

Challenges Faced by Government and Non-Government PR

Government PR Challenges:

1. Bureaucratic delays in communication approvals.

2. Limited use of modern digital media tools.

3. Public skepticism or mistrust during political crises.

4. Difficulty in managing negative media coverage.

Non-Government PR Challenges:



1. Limited financial resources and media access.

2. Over-dependence on donor funding.

3. Balancing objectivity and advocacy.

4. Maintaining consistency across global branches.

Similarities between Government and Non-Government PR

Despite their differences, both types of PR departments

share several common objectives:

1. Both aim to maintain a positive public image and

reputation.



2.Both rely on media and public engagement for

communication.

3. Both play a critical role in crisis management and

transparency.

4.Both use press releases, events, and digital media to

convey messages.

Conclusion

In conclusion, while government PR departments focus
on promoting policies, ensuring transparency, and
fostering public trust, non-government PR departments

emphasize advocacy, branding, and stakeholder



relationships. The structure of government PR is more
bureaucratic and policy-driven, whereas non-government
PR structures are flexible, creative, and
audience-oriented. Both, however, share the ultimate goal
of maintaining effective communication between
organizations and their publics. In today’s digital age,
successful PR in both sectors requires strategic planning,
transparency, and the ability to adapt quickly to changing

media environments.



Q.4 Highlight major developments, institutions, and
turning points in the growth of public relations in

Pakistan.

Introduction

The growth of Public Relations (PR) in Pakistan has
evolved through various historical, political, and
institutional phases. From the early years after
independence in 1947 to the modern digital era, the
development of PR in Pakistan has been shaped by the
government’s need for effective communication, media
expansion, and the emergence of corporate and public
sector organizations. Public Relations in Pakistan has
gradually transformed from a simple

information-dissemination activity to a professional



discipline that focuses on image building, strategic

communication, and reputation management.

Early Development of PR in Pakistan (1947-1959)

At the time of Pakistan’s independence in 1947, there was
no organized system of public relations. The government
had to communicate its policies and programs to the
people, and this need led to the establishment of official
information departments. The Department of Information
and Broadcasting was among the first governmental
communication institutions created to provide information
about the newly formed state. During this period, public
relations were largely one-way communication — the
government disseminated information to the public
through newspapers and radio. The focus was mainly on

nation-building, creating awareness about government



policies, and uniting a newly born country facing
challenges like refugee settlement, constitutional

development, and identity formation.

In 1948, the government established the Press Information
Department (PID) to act as the central public relations
organization. The PID was responsible for managing press
relations, issuing press releases, and organizing press
conferences to communicate official statements. This
period marks the foundation of formal PR practices in
Pakistan. However, PR during these years was limited to
government activities and lacked professionalism or

two-way communication.

Expansion and Institutionalization (1960-1977)
The 1960s brought significant changes to Pakistan's PR

landscape. The government of President Ayub Khan



realized the importance of public relations in promoting
development policies and projecting a positive national
image. During this time, PR was not just limited to press
releases but was also used as a tool to shape public
opinion and gain support for political and economic

reforms.

One of the major turning points was the establishment of
the Central Office of Information and the strengthening of
the Press Information Department (PID). Ayub Khan’s
government utilized public relations campaigns to promote
the idea of “Basic Democracies” and the “Decade of
Development.” Radio Pakistan and Pakistan Television
(PTV), established in 1964, became key PR tools for

government communication.



This era also saw the birth of institutional training in PR.
The Pakistan Information Service Academy (later renamed
the Information Services Academy, Islamabad) was
founded to train government officers in communication,

journalism, and PR techniques.

At the corporate level, multinational companies like
Pakistan Tobacco Company and Shell Pakistan began
establishing in-house PR departments to handle their
image and relations with stakeholders. Advertising and PR
agencies also began to emerge in major cities like Karachi
and Lahore, expanding the scope of PR beyond

government communication.

Challenges and Reorientation (1977-1988)
The political instability following the fall of Ayub Khan and

the subsequent governments of Zulfikar Ali Bhutto and



General Zia-ul-Haq changed the direction of PR once
again. Under Bhutto, PR became a political tool used to
promote socialism and people-oriented policies. The
Ministry of Information and Broadcasting was reorganized

to centralize information management.

However, during the military regime of General Zia-ul-Haq,
PR was used to promote Islamization policies.
State-controlled media became a major platform for
religious and political propaganda. Despite strict
censorship laws, this period marked the increased use of
mass media as a PR channel. The government’s public
relations strategy emphasized unity, patriotism, and

Islamic identity.

Modernization and Professional Growth (1988-2000)

After the restoration of democracy in 1988, the PR



environment in Pakistan started to diversify. Both public
and private sectors recognized the importance of PR as
an essential management function. The growth of
television, radio, and print media provided new avenues
for public relations professionals to engage with

audiences.

During the 1990s, several PR consultancies were
established, and universities began introducing
communication and public relations courses. Corporate
organizations, NGOs, and international agencies such as
UNICEF and WHO started using PR techniques to
promote social awareness campaigns on issues like

health, education, and women'’s rights.

The Public Relations Society of Pakistan (PRSP), founded

in 1984, became an important institution promoting the



professional standards of PR practice in the country. It
organized seminars, training workshops, and annual

conferences to develop a network of professionals.

Digital Transformation and Globalization
(2000—Present)

The 21st century brought revolutionary changes in PR
due to globalization and the digital media boom. The
introduction of the internet, social media, and online news
portals changed how PR messages were communicated.
Organizations in Pakistan now use websites, Facebook
pages, Twitter accounts, and YouTube channels for public

engagement and crisis management.

Government institutions, such as the Directorate of
Electronic Media and Publications (DEMP) and PID,

started using digital communication to reach wider



audiences. Similarly, corporate organizations integrated

digital PR with marketing to enhance brand image.

Public Relations became a vital component of crisis
communication during events such as natural disasters,
political upheavals, and international relations challenges.
For instance, PR campaigns were used to project
Pakistan’s image abroad after the 2005 earthquake and

during the fight against terrorism.

Educational institutions also contributed significantly to PR
development. Departments of Mass Communication in
universities like Punjab University, Karachi University, and
Allama Igbal Open University began offering specialized
courses and degrees in PR and corporate communication,

producing skilled professionals to meet market demands.

Key Institutions in the Growth of PR in Pakistan



. Press Information Department (PID): The central
government PR body that manages relations with the

press and disseminates official information.

. Ministry of Information and Broadcasting:
Oversees national communication policies and

regulates state media.

. Information Services Academy (ISA): Provides
training and capacity building for government

information officers and PR professionals.

. Public Relations Society of Pakistan (PRSP): The
professional association that promotes ethical PR

practices and professional development.



5. Pakistan Television (PTV) and Radio Pakistan:
Major state-owned media outlets serving as PR tools

for information dissemination and public engagement.

Turning Points in PR Development in Pakistan

e 1947-1948: Establishment of the Press Information

Department — formal beginning of PR.

e 1960s: Expansion under Ayub Khan’s government for

nation-building campaigns.

e 1970s: Politicization of PR under Bhutto and religious

PR under Zia.



e 1980s-1990s: Institutional growth and the formation

of PRSP.

e 2000s onwards: Digital revolution transforming PR

strategies and engagement tools.

Contemporary Trends and Challenges

Today, PR in Pakistan faces both opportunities and
challenges. With digital communication becoming
dominant, PR professionals must deal with issues like
misinformation, fake news, and social media crises. On
the other hand, new technologies provide opportunities for

real-time engagement, analytics, and global outreach.

Public Relations has also become more strategic, focusing

on corporate social responsibility (CSR), public diplomacy,



brand reputation, and stakeholder relations. Modern PR
agencies use integrated communication strategies
combining media relations, digital marketing, and

influencer outreach.

However, challenges remain in terms of ethical standards,
professional training, and recognition of PR as a strategic
management discipline. Many organizations still perceive
PR as a secondary communication function rather than a

core management responsibility.

Conclusion

The development of Public Relations in Pakistan reflects
the country’s political evolution, media expansion, and
growing need for organized communication. From a
government-centered information service to a multifaceted

professional field, PR in Pakistan has come a long way.



The establishment of key institutions, adoption of digital
platforms, and professional training programs have
strengthened the industry. However, continued growth
requires more emphasis on ethics, transparency, and
two-way communication to align with international
standards and effectively serve both public and private

sectors.



Q.5 Evaluate the role of media relations in political
public relations. How do political PR professionals

manage news and media narratives?

Introduction

Media relations play a central role in political public
relations (PR), serving as the main bridge between
political entities and the public. In a democratic society,
political PR professionals depend heavily on the media to
shape public opinion, build political images, and
communicate messages that influence voters. Effective
media relations help politicians, parties, and governments
to establish credibility, gain visibility, and manage their
reputation. Political PR professionals work strategically to

manage news coverage, craft narratives, and respond to



crises, ensuring that their client’'s message is represented

positively and persuasively in the media.

Understanding Political Public Relations

Political Public Relations (PPR) refers to the strategic
management of communication between political
organizations, government officials, and the public. The
goal of PPR is to shape opinions, promote policies, and
enhance political image. It involves a wide range of
activities — from press conferences and media interviews
to social media engagement and election campaigns.
Unlike commercial PR, which focuses on brands and
products, political PR aims to influence attitudes and
behaviors toward leaders, political parties, and

government policies.



Media relations form the backbone of political PR because
the media acts as both a channel and a gatekeeper of
information. Political messages reach the public primarily
through television, newspapers, radio, and increasingly
through digital and social media. Therefore, maintaining
good relations with journalists, editors, and media outlets
is vital for ensuring that political communication is

accurate, timely, and favorable.

The Role of Media Relations in Political PR

1. Information Dissemination
The primary role of media relations in political PR is
to disseminate information to the public. Political PR
professionals prepare press releases, hold press
conferences, and arrange interviews to share

government policies, political statements, and



responses to current events. Media coverage ensures
that these messages reach a wide audience
efficiently. For example, when a government
introduces a new policy, the PR team coordinates with
news outlets to highlight the benefits of the policy and

clarify its objectives.

.Image Building and Reputation Management
Media relations are crucial for creating and
maintaining a positive image of politicians and political
parties. Through consistent coverage, carefully
designed statements, and visual presence in the
media, politicians can enhance their credibility and
popularity. Positive stories about a politician’s social
initiatives, achievements, or leadership qualities

strengthen their public image. On the other hand,



negative news or scandals can damage reputations
quickly, which is why political PR professionals
constantly monitor media narratives and take

corrective actions when necessary.

3. Crisis Management
In the political landscape, crises can emerge at any
time — corruption allegations, policy failures, or
controversial statements. Media relations play a
crucial role in managing such crises. Political PR
teams prepare official responses, hold press briefings,
and issue clarifications to prevent misinformation and
restore public trust. They also use the media
strategically to shift focus, reframe issues, or
emphasize positive aspects of the situation. For

example, during political scandals, spokespersons



appear on talk shows or news programs to explain the

party’s stance and minimize reputational damage.

4. Agenda Setting and Framing
Through strong media relations, political PR
professionals can influence which topics receive
attention and how they are framed. This process,
known as agenda-setting, allows them to shape public
discourse by emphasizing certain issues over others.
By providing exclusive stories, quotes, and expert
commentary, they guide journalists toward covering
topics that align with their political goals. Similarly,
through framing, PR professionals influence how a
story is presented — whether it is seen as a success,

a challenge, or an opportunity.



5. Building Relationships with Journalists and Media

Outlets
Political PR professionals spend considerable effort

building trust and mutual understanding with
journalists and editors. They maintain regular contact,
provide accurate information, and ensure timely
access to political figures. A strong relationship with
the media ensures that when news breaks, the
journalist is more likely to contact the PR professional
for clarification or official comment, reducing the

chances of misinformation or bias.

6. Media Events and Campaign Coverage
Political PR teams organize events such as rallies,
press conferences, and public meetings that attract

media coverage. These events are planned to create



visuals and stories that reinforce the political
narrative. For instance, during election campaigns,
PR professionals arrange photo opportunities
showing candidates interacting with citizens, visiting
hospitals or schools, or participating in community
activities — all designed to project a positive public

image.

. Use of Digital and Social Media

In today’s media environment, traditional outlets like
television and newspapers coexist with digital
platforms such as Facebook, Twitter, YouTube, and
Instagram. Political PR professionals use these
platforms for direct engagement with the public,
bypassing traditional media filters. However, media

relations still matter because traditional media often



amplifies content from social media. A viral tweet or
video clip can quickly become a headline in
mainstream media, demonstrating the
interdependence between digital and traditional PR

efforts.

Managing News and Media Narratives in Political PR

1. Strategic Message Framing
Political PR professionals carefully design messages
that align with the audience’s values and emotions.
Message framing involves presenting information in a
way that highlights desired interpretations. For
example, a tax reform might be framed as “supporting
economic growth” rather than “increasing revenue.”

The goal is to create positive associations and



minimize negative perceptions.

. Media Monitoring and Analysis

Monitoring media coverage is an essential function of
political PR. PR professionals use media tracking
tools to analyze how political leaders and issues are
portrayed in the news. This helps identify trends,
detect misinformation, and evaluate public sentiment.
Based on this analysis, they adjust their strategies
and craft targeted responses to influence the

narrative.

. Proactive Media Engagement
Rather than waiting for media coverage, political PR
professionals proactively engage with journalists by

offering newsworthy content such as exclusive



interviews, expert opinions, and behind-the-scenes
stories. By being a reliable source of information, they

increase the chances of favorable coverage.

. Crisis Communication Plans

Every political PR team must have a crisis
communication plan that includes pre-drafted
statements, spokesperson training, and clear
protocols for responding to media inquiries. Quick and
coordinated responses during crises help prevent
rumors and demonstrate transparency. Effective use
of press briefings and social media updates ensures
that the official version of events reaches the public

promptly.



5. Media Training for Political Figures
Political leaders often receive media training from PR
professionals to handle interviews and press
interactions effectively. Training focuses on body
language, tone, and message discipline — ensuring
that politicians remain on message even under
pressure. Skilled media appearances can significantly
enhance a leader’s credibility and connection with

audiences.

6. Opinion Articles and Editorial Influence
Political PR teams often contribute opinion pieces or
columns to major newspapers to present their
viewpoints on national issues. These articles are used
to influence public debate and highlight achievements

or policy perspectives. Additionally, they maintain



contact with editorial boards to advocate for favorable

coverage and counteract negative reporting.

7.Managing Social Media Narratives
Modern political PR heavily relies on social media
narrative management. Teams monitor trending
topics, respond to public concerns, and use hashtags
to direct discussions. Political figures frequently use
social media to issue direct statements, bypassing
traditional media. However, PR professionals ensure
that these messages align with the overall
communication strategy and do not lead to

controversy.

8. Controlling Leaks and Managing Rumors

In political environments, leaks and rumors can



cause significant damage. PR professionals work
closely with security and legal teams to manage
sensitive information. They issue clarifications quickly,
provide verified facts, and use trusted journalists to

correct false narratives.

. Building Alliances with Influential Media
Personalities

Influential journalists, anchors, and columnists play a
maijor role in shaping public opinion. Political PR
professionals develop relationships with these figures,
inviting them to private briefings, background
discussions, and press events. This helps them gain
favorable media treatment and reduce the impact of

hostile coverage.



Challenges in Media Relations for Political PR
Despite its importance, managing media relations in

politics is not without challenges.

e Media Bias: Journalists may favor certain political
groups, making it difficult for PR professionals to get

balanced coverage.

e Misinformation and Fake News: The spread of false
information on social media platforms can damage

reputations within minutes.

e 24/7 News Cycle: The constant demand for new
content pressures PR teams to respond quickly,

increasing the risk of miscommunication.



e Public Distrust: In polarized societies, audiences
may view political communication as propaganda,

making credibility difficult to maintain.

e Ethical Dilemmas: Political PR professionals must
balance persuasion with honesty, avoiding
manipulation or misinformation while protecting their

client’s image.

Case Example: Media Relations in Pakistan’s Politics
In Pakistan, media relations have become an essential
component of political strategy. Political parties like
Pakistan Tehreek-e-Insaf (PTI), Pakistan Muslim
League-Nawaz (PML-N), and Pakistan People’s Party

(PPP) maintain dedicated media cells to coordinate press



releases, handle interviews, and manage social media
campaigns. Press conferences, televised debates, and
social media posts are carefully planned to control
narratives and respond to opposition attacks. During
election seasons, PR teams work around the clock to
promote manifestos, clarify rumors, and shape voter

perceptions.

Conclusion

Media relations are the lifeline of political public relations.
They ensure that political leaders and parties
communicate effectively, maintain transparency, and
influence public discourse. The collaboration between PR
professionals and the media defines how policies, leaders,
and events are perceived by the public. Managing news

and media narratives requires strategic planning, ethical



communication, and an understanding of how different
media platforms function. In the digital age, political PR
professionals must blend traditional media management
with social media engagement to maintain credibility and
control over their narratives. When handled skillfully,
media relations not only protect political reputations but
also strengthen democratic dialogue by ensuring that
accurate, timely, and balanced information reaches the

public.
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