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	Changes in Public Relations Work



Impact of Technology. To put current work in perspective, respondents were asked to describe how public relations work has changed over the past three to five years, and how they expect it to change in the next few years. Virtually everyone said that technology has changed the way people do public relations work. Companies expect communication to be instantaneous, so new technology must be used to get tasks done more quickly and efficiently. Companies get information faster and also get it out faster. For example, the news about a crisis gets out almost immediately, and the response must be equally rapid. 

In addition, new technology such as the Internet makes it easier to get messages out to broad audiences. For example, people use the Internet to pitch stories to reporters, send news releases, and communicate with clients. The number of media is increasing, and there are new types of media and publications. On the positive side, timeliness increases immediacy. There is more two-way communication with audiences as opposed to one-way. On the negative side, some say that there are fewer opportunities for in-person communication and networking. 

Increased Credibility. Several respondents felt that during the past three to five years public relations has gained credibility as a business function. There is increasing recognition of the value of public relations. Companies have realized that reputation and image are paramount; they must be established and maintained. For this reason, they are budgeting more money for public relations relative to advertising and marketing. This is particularly true for the newer, high technology companies which may have little to market but their reputation and their anticipated future achievements. In addition, because of their perceived value, public relations professionals have become more involved in developing strategy and in counseling top executives. 

Practitioners say that they need to learn new technologies and understand how they can enhance efficiency and speed. 

Prospects for the Profession. In the future, everyone expects these trends to persist, with information traveling at ever increasing speed, and public relations continuing to grow in importance. CEOs and management teams will continue to emphasize public relations and will be less afraid of making the long-term investment required for successful public relations efforts. Consumers will react more favorably to messages about performance, reputation, and values than to product advertisements. 
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