Solving PR’s Identity
Crisis Could Unlock
Our Potential

By Matthew S. Zinman, APR

Let’s be candid. Fragmentation
of the PR profession is worse than
ever and practitioners have fallen
short in properly educating the con-
stituents who control our profes-
sional destiny. Until we achieve
consensus about industry representa-
tion, our ability to convey our value
and create demand for our services
will be limited.

One obvious solution to thwart
the growing number of PR busi-
nesses, departments and assoclations
using alternative monikers is a
renewed effort to endorse an indus-
try umbrella term that
more accurately repre-
sents our modern prac-
tices. The terminology
issue has not been
addressed since 1987
when a PRSA commit-
tee agreed to endorse
the status quo. That
was 12 years ago —
one year before the
word “spin” entered
the mainstream.

There are several
reasons why semantics
remain important.

Solving this identity
crisis will help unify
our divided profession,

making us more effective in address-
ing other issues limiting our poten-
tial, such as general inertia and the
lack of mutual business/PR educa-
tion and inds leadership.
Though our profession has evolved,
the term “public relations” continues
to be assoclated with unethical prac-
tices. The term is also

new suggestion will likely find con-

servatives still huffing about why the
issue is even

and others who find the change to

the “PR” acronym pectful in

management,” “relations” or “strate-
glc communications,” among others.
* By reducing “public relations”
to “PR,” the ambiguous wrm

some way.
Ultimately, the goal is to revisit

terminology and other key issues in

an d forum with industry-

perceived and implies noth!ng to
suggest a planned process or man-
agement function.

Last May, in a commentary that
appeared in these pages, I suggested
“cc ation " as

wide endorsement and participation.

This sanctioned dialogue, a “PR
Management Issues Summit,” could
be an adjunct to the PRSA
International Convention in
Anaheim this October. Until a for-

an umbrella term to better rep
modern PR practices. The semantics
issue has advanced since then
through limited dialogue. While
more is needed, it appears that “com-
munications management” would
not achieve industrywide endorse-
ment because the word “communi-
cations” with its numerous
connotations may be misperceived.
There are also many traditionalists
who will not abandon the term
“public relations,” in spite of its
many shortcos . Fortunately,
another product of this ongoing dia-
logue is a moniker that provides
greater viability, seamless transition
and facilitates compromise — “PR
Management.” The reaction to this

dialogue
becomes more palpa-
ble, consider the fol-

acronym, much like CPA or MIS. s
*“PR t” maintains its
connection with our industry origins,
but more appropriately, represents
the strategic role that 1es modern
asa t function.
* The new term better positions
PR curricula, now housed in journal-
ism programs, to transfer to business
schools where mutual integration is
needed. Some PR programs may also
find appropriate homes in indepen-
dent communications and liberal arts

departments.
. “PR” retains the

aviable compromise.
Solving our identity
crisis will help our
modern profession
reach its potential.
“man-
lgement" to “PR"

would provide a com-

mon thread to
encourage accep-
tance among practi-
tioners with
preferences for terms
like, “reputation,

equlty of the APR designation. It also

helps provide a natural transition for
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and PR Management

Agency.”




