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EDO UNIVERSITY, IYAMHO    
EDO STATE, NIGERIA 

 

                Department of mass communication 
                                                   Mac 216: PRINCIPLES OF PUBLIC RELATIONS 
 

Instructor: Dr. Ate, A.A.  email: ate.asan@edouniversity.edu.ng or drate4life@gmail.com 

Lectures: Monday, 1.00pm – 3.00 pm, LC9, phone: (+234) 8034456055 

Office hours: Wednesday, 12.30 to 1.00 PM, Office: Admin Block, 1st Floor 

General Overview of lecture: Students will learn the general principles of public relations. The 

course will teach PR’s history, development and growth abroad and in Nigeria, and examine its 

role in different kinds of organizations. The fundamental theories of persuasion and public 

opinion as related to PR practice will also be taught. 

 

Prerequisite: This is an introductory class for beginners in the area of public relations. 

Therefore, the course has no prerequisite. 

Learning Outcomes: At the completion of this course, students are expected to: 

1. Understand meaning of Public Relations 

2. Know the Origin of Public Relations 

3. Know the relationship between Public Relations, Marketing and Advertising 

4. Know the functions and strategies of Public Relations 

5. To apply the concept of Public Relations in Persuasion Propaganda and Public Opinion 

scenarios  

Assignments:  We expect to have 3 homework assignments throughout the course. We shall also 

have a Mid-Term Test before the Final Exam. A Term paper will also be given at the beginning 

of the class to be submitted on due date. 

Grading: Home work, test and Term Paper: 30% of the final grade. Final comprehensive 

(according to University schedule): 70% of final grade. 

 

 

Reference Text 
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Title:  Public Relations Practice: Concepts & Strategies 

Author: Nweke, O. F. F.  

Publisher:  Hamson Publishers 

Year: 2001 

 

Title: Effective Media Relations: Issues, Strategies and Dynamics.  

Author: Nwocha, J 

Publisher: Zoom lens 

Year: 2005 

 

Title: Marketing Foundations for Advertising and Public Relations 

Author: Chile, C. T 

Publisher: Dinpet Media Group  

Year: 2011 

 

MAIN LECTURE 

Course Details 

Week 1-2: Meaning of Public Relations, Origin of Public Relations 

Week 3-4 Qualities of good Public Relations Practitioners and relationship between         

PR, Marketing and Advertising 

Week 5-6: Roles and Strategies of PR in the society 

Week 7-8: Application of PR strategies to different sectors of Nigerian Environment 

Week 9-10 Assessment of the concepts of persuasion, public opinion and propaganda in PR 

Week 11: Perception in PR. 

Week 12 Revision 
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LECTURE 1: MEANING OF PUBLIC RELATIONS 

Introduction: The term public relations is often abused by none professionals. Some people 

consider public relations as giving bribes to have your way or arranging beautiful girls in order to 

market a product or service. Others see it as window dressing to achieve a desire. Public relations 

is not all those things. 

Objective: At the end of the topic, you should be able to define public relations. 

 

Public relations is defined by British Institute of PR as the deliberate, planned and sustained 

effort to establish and maintain mutual understanding between an organisation and its publics. 

Fortune magazine (1939) captures PR as “...good performance today, publicly appreciated 

because it is adequately communicated.” 

Public relations is about goodwill, positive image and mutual understanding between an 

organisation and its publics. It is about healthy communication with a view to winning the 

affection of members of the public. 

The concept of PR is found in Hebrews 13:16. It is about “doing good and communicating.” 

Iyorkyaa (1995) sees PR as the management of communication between an organisation and the 

people it deals with. 

 

Assignment/Exercise: Discuss what public relations is and what it is not. 

Conclusion: Public relations revolves around mutual understanding, communication, goodwill 

and winning the affection of the publics by an organisation. 

 

 

LECTURE 2: QUALITIES OF A GOOD PUBLIC RELATIONS PRACTITIONER 

Introduction: Public relations is a planned and deliberate act. It is not an accidental show or 

‘abracadabra’. Therefore, practitioners are expected to have some qualities worthy of their 

profession. 

Objective: At the end of this lecture, you should be able to understand and apply the qualities of 

a good public relations practitioner in your professional career. 
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Iyorkyaa (1995) outline some personal qualities of a PR practitioner. The qualities are outlined 

as follows: 

1. Be able to express himself very fluently but know when to listen to another person. 

2. Be observant, quick to learn and have vast memory. 

3. Must have alot of human understanding 

4. He should have the courage and integrity. He should be able to speak, think and do things 

conceptually. 

5. He should be sufficiently disciplined and be able to execute things with minute details. 

6. He should have intellectual maturity, the power of sound judgement and sufficient 

qualities. 

7. He should be a prolific producer of new ideas as an intellectual leader. 

8. He should be able to think and act effeciently in emergencies. 

9. Be able to write rapidly and well. 

10. Be able to interprete facts no matter how jumbled up they are and arrange his thoughts, 

orderly and know where to look for facts. 

11. He should have a sound knowledge on how business works. 

12. He should be versed in psychology, sociology, economics, politices and current affairs. 

13. He should be able to organise himself and others without panicking. 

14. He should not necessarilly and automatically agree with the authority. He should know 

how to propose alternative course of actions for a way forward. 

15. He is a teacher always, he is not necessirilly a crusader. 

 

 

Assignment/Exercise: Outline the qualities of a good public relations practitioner  

Conclusion: Public relations is not meant for any Tom, Dick and Harry, but for people with 

excellent credentials. 

 

LECTURE 3: FUNCTIONS OF PUBLIC RELATIONS PRACTITIONERS 

Introduction: The importance of public relations in the society cannot be under estimated. It is 

therefore important for us to discuss the functions of public relations in the society. 
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Objective: At the end of this study, you are expected to understand the functions of a public 

relations practitioner in the society. 

 

Public relations have taken precedence in virtually all organisations and societies of the world as 

it is practiced in a variety of settings. It is the duty of the public relations manager to handle and 

manage campaigns in organisations. Therefore he should be aware of the political, social and 

cultural terrains of the area of operations. An understanding of the balance of power theory from 

which concepts such as unipolar, bipolar world systems came into use, is also vital.  

Also, understanding the concepts of “global village”, a fast shrinking world with a deeper 

consciousness of independence of nations/societies and organisations, the increasing complex 

nature of science and technology has also contributed in making the world a global village.  

It is therefore the responsibility of the public relations practitioner to carry out the following 

functions to enable his organisation find its rightful place in the society:  

1. Research and data collection  

2. Media relations 

3. Keeping abreast of media or communication technology  

4. Employee relations 

5. Shareholders relations 

6. Customer relations  

7. Community relations 

8. Government relations 

9. Financial relations 

10. Lobbying 

11. Parliamentary relations 

12. Corporate image advertising 

13. Corporate social responsibility, etc.  

 

Assignment/Exercise: Mr. Thompson Ogbemudia is a novice in PR. Educate him on his 

functions. 

Conclusion: Public relations is a live wire. Without it, there will be anarchy. 

 



PRINCIPLES OF PUBLIC RELATIONS (MAC 216) Page 6 
 

 

LECTURE 4: ROLE OF PR IN ORGANISATIONS 

Introduction: The functions of PR can be appreciated in both small and large organisations. 

This topic addresses the roles of PR in corporate organisations. 

Objective: At the end of the study, you are expected to evaluate the role of public relations in an 

organisation. 

 

According to Adamolekun and Ekundayo (2007), “Organisational operations have assumed 

modern and dynamic propositions that competition, and market forces have become more 

relevant in normal business environment. The erstwhile economic principles and philosophies 

that remained reference point for many decades have suddenly become invalidated with new 

concepts which seemed far-fetched but now becoming the order of the day”.  

Today, Public Relations play a vital role in building the reputation of a company based on its 

vision, mission, goals and performance. These roles are stated below:  

1. Advisory and counseling:Public relations practitioners help their organisational 

executives by advising and counseling them on how organisations should operate 

effectively. This is done through research. The public relations practitioner embarks on 

research to know what the problem is all about, the causes and the possible solutions.  

2. Planning and execution of all Public Relations related campaigns and programmes 

3. Arranging press conferences, event coverage, open days, press monitoring, public 

relations and facility visits for the media. These can be summed in whole as event 

management.  

4. Providing effective internal communication by making public opinion survey results, 

media comments/print media clippings, reports and other intelligent information available 

to departmental executives.  

5. Clears all the publications, news stories and information that concerns a particular 

department with the departmental head before sending or releasing to the press.  

6. Crisis Management: Reddi (2009) states that one of the findings of research is that when 

facing a crisis situation, management tends to react in very restrictive ways. In crisis 

situations, public relations executives step in to handle the situation in a proper way.  

 



PRINCIPLES OF PUBLIC RELATIONS (MAC 216) Page 7 
 

Assignment/Exercise: Corporate organisations cannot survive with public relations discuss. 

Conclusion: No organisation can truly exist without public relations oxygen. 

 

LECTURE 5: PUBLIC OPINION IN PR 

Introduction: Public opinion is the aggregate result of individual opinions on a public matter 

which affect groups of people, a consensus among a varying significant number of persons 

which emerges overtime from all the expressed views that cluster around an issue in debate. 

 

Objective: At the end of this topic, you should be able to measure the public opinion in PR. 

 

The Publics must be heard and their views respected in organizational decision-making. There 

are three Publics and they are: 

1. Mass: These set of Publics are the majority opinion holders who show little or no interest 

in opinion expression. For example, the common street man. 

2. Attentive: They are mainly students, civil servants and other enlightened people who 

show interest on public issues but lack the opportunities to pass their opinions across for 

public attention. 

3. Opinion-making: They are an insignificant minority of the Publics are the most active 

due to their elevated social status in the community. They have the necessary facilities 

needed to get their opinions across for public attention. They could be government 

functionaries, opinion leaders, seasoned politicians etc. 

 

An effective Public Relations should always know the attitude (or mood) of its Publics towards 

the organization which could be Positive, Passive or Negative.Opinion and attitude formation is 

affected by a number of factors such as: 

1. Family 

2. Opinion leadership - the role of opinion leaders is also a factor 

3. Health 

4. People's needs 

5. Interests etc. 

 



PRINCIPLES OF PUBLIC RELATIONS (MAC 216) Page 8 
 

Public opinion can help an organization to get become more effective. It also assists in proper 

evaluation of Public Relations programmes. An effective public opinion could help check the 

organization's excesses (like environmental hazards). The lifespan of any organization is 

determined by Public opinion thus its role cannot be overemphasized in Public Relation. 

 

Assignment/Exercise: An effective public opinion can help check an organisation’s excesses. 

Discuss. 

Conclusion: Public relations is no doubt a remarkable and potent tool in the harvest of public 

opinion. 

 

 

 

LECTURE 6: PROPAGANDA IN PR 

Introduction: Propaganda is a process of social engineering and expression by which public 

opinion is influenced, molded and manipulated to suit the interest of the propagandists. It is also 

a resourceful tool of persuasion. 

 

Objective: At the end of this topic, you should be able to interogate the role of propaganda in 

public relations. 

 

Though propagandas can be insincere, distorted, and deceptive, it is very much still educative 

and informative. It is dual-faced, presenting both false and true information. 

It uses media as its most effective tool of communication. Examples of media used are 

pamphlets, billboards, newspapers, television, radio etc. Electronic media are preferred for their 

many advantages. 

 

Assignment/Exercise: From propagandistic prospective, discuss the role of public relations 

using three concrete examples. 

Conclusion: Propaganda can be overt or convert, white or black. Irrespective of type, it can be 

deplored in public relations. It is however important to stress that negative propaganda should be 

avoided in public relations. 
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LECTURE 7: PERCEPTION AS A CONCEPT IN PR 

Introduction: Perception is very important in PR. People perceive things based on their 

upbringing, worldview, environment and inherent biases. It is important for PR practitioners to 

be conversant with the concept of perception. 

Objective: At the end of this lecture, you should be able to understand how issues are perceived 

on PR perspective. 

 

Perception is a process of selecting, collecting, collating, organizing, analyzing, interpreting 

sensory information and assigning meaning to it. 

 

It could be viewed as a mental process of filtering communication. Myers and Myers (1973) 

asserts that, you know about reality and the world in which you live comes through perception - 

a process of selecting, organizing, and interpreting sensory stimulations into a coherent picture of 

the world. 

 

Assignment/Exercise: Using a practical case, demonstrate how an issue can be perceived public 

relations wise.  

Conclusion: Perception is a vital ingredient in public relations.  

 

 
 


