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 ABSTRACT OF SPECIAL ST UDY
COMMUNICATION AND EXTENSION PUBLIC RELATIONS

The study was designed to show that e[fcgtive Ez:tension pub-
lic relations are based on sound programs communicated to the p;xl)]ic
and that they involve all Extension staff members. The purpose of the
study was to define public relations, to identify the sleps in the public
relations process, and to determine the principles of effective com-
munications as a tieans to more effective public relations for the Ex-
tension Scrvice,

Extension public relations was defined as a two-way cominun-
| cation process between Extension and its publics. Its function is:
(1) to evaluate the public attitude, (2) to define objectives, (3; to
identify the objectives.with the public interest, and (4) to davelop,

execute, and evaluate a program to earn public understanding and ac-

ceptance.

The Extension public relations process identified five steps:
(1) analysis, (2) planning, (3) communication, (4) evaluation, and |
(5) revision.

The Extecnsion communication process model ernphasized
thesec points: .the SXTENSION SERVICE develeps a PROGRAM com-
municat ed through the MEDIA to the PUBLICS. The FEEDBACK of
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information is included in the model. Four principles of communica-
tion were listed and described: (1) know the public, (2) be creative,
f 4
(3) use established comrunication methods, and (4) usc two-way
communication.
Public relations was rcported as an applied and behavioral

science; there is a trend in the field of public relations to use the re-

sources of this area of study since the business of the public relations

practitioner is human bechavior. .
The study made nine recommendations to the Cooperative Fx-
tension Service to improve Extcension's public relations: (1) convey to
the Extension sta’;ff an understanding of Extension public relations,
(2) improve Extension proérams and program development, (3) im-
prove communication methods and build better working relationchips
with commercial mass media personnel, (4) improve the Extension
Service by establishing an identity, maintaining a competent staff, and
updating office facilities and services, (5) provide public ‘relations

in-seirwice training, (6) keep government official;a informed about JCx-

tension, (7) keep the colleges and universities, government agencies,‘
and civic and service groups informed about Xxtension, (8) keep the

relevant publics informed about Extension, and (9) give the non-farm
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public an appreciation of agriculture and its contributinn to our econ-

omy and our civilization.

Edward J. Dieffenbach
Department of Education
Colorado State University
' Fort Collins, Colorado 80521
. . June, 1971
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CHAPTER I

INTRODUCTION

The Cooperative Extension Service is in the ''pecople busi-
P

s ncople of many walks of lifc.

ness.'" The work of Extension involve

There are farmers, homemakers, students, parents, businessmen,
government representatives, rural and urban people of many profes-
sions, rescarchers, teachers, paraprofessionals, and the Extension

The success of the Extension Service is dependent upon what

staff.
these people think about it, and how they act, based upon what they

have learncd through various channels of communication.
Cooperative Extension Service, Extension Service, and Ex-
tension arc terms which are used interchangeably. ‘This study defines
the Cooperative Extension Service as a partnership between each state
land-grant institution and the U. S. Department of Agriculture, in co-
operation with local governments and local pcople. It was crcated

under provisions of the Smith Liever Act of 1914 and subsequent re-

The Extension Service conducts educational pro-

lated legislation.
grams of an informal, non-resident, problem oriented nature. The

basic legislation provided federal funds to be matched on a state basis.

Local units of goyernment gencrally provide funds for Extension wn rk.




lxtension is dependent upon appropriations of fedasrnl, state.
) pA

and local tax funds for its maintenance and development. It must an-

swer to the Jegislative bodies for the way it spends these funds. In

addition, the general public is increasingly concerned about how gov-

ernment and ecducational organizations are using their monies and
meeting the purposes for which they were formed. Thus, Extension's
business with people is judged by whether or not it is effective in ac-
complishing its purpose--conducling programs of education for action
and stressing organizational and educational leadership.

Extension has a product that is a result of its business with
people. The product is the Extension prograra. The program is de-
veloped by the Extension staff and the voluntary local leaders working

cooperatively.

Ballard (1964) made this statement about the Extension pro-

gram:

The basic faclor in Extension public relations is a sound

program in which appropriate and diverse publics partici-

pate with the leadership of competent, well-trained per-

sonnel (p. 216). '
Ballard also felt that good public relations should be considered a
pathway to urnderstanding--the ultimate goal of Extension public rela-
tions. A sound public relations program should be directed to the end

that people will be better informed, happier, and more prosperous.

Almost every consideration of public relations for Extension leads to

5 one base point--program. The Extension program conveys to the




public a better mnderstanding of the philosophy., vbjectives, acesm -
plishuments, and nceds of Extension.
Everything that the Extension Service does has an aspect af

public relations. A short and easily remembered definition of public

relations agreed upon by many pcople in the public relations field is,
"Good works, well told." Thevefore, Extension public relations is
the program well told to the people who make up its pubiics.

Gilbert (1964) said:

A public can be defined as a group of people distinyuished
from other people by the factors held in common (p. 24).

. . . There are many publics, each composed of two or
more individuais with a common interest. £11 are impor-
tant and each public should be handled differently (p. 168).

Sanders (1960) listed the following eight Extension publics
for the purpose of an inventory of Extension public relations:

1. The Estension organization itself
2. The parent institution

3. Elected and appointed officials
4. Organizations

5. Businesses

6. Mass media personnel

7. Other agencies

8. General public (p. 3).

The Extension Service has a long history of work with the
farm public. Many rural non-farm and urban individuals and groups
have sought the services of Extension during the last scveral years.
Scheel (1964) stated that it is important to recognize that publics do

net remain static and suggested that Extension should be alert to:

S
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1. Changing publics resulting from the effects of cur
cducalional work.

2. DPotential publics with whom we have not yet cstab-
lished productive mulual interests.

3. Emecrging publics created by changes in socicty
(p. 10).

Scheel used a different basis for classifying publics and suyg-
gested the key to the ideca is that the Extension program depends upon
organized effort by people, and that people tend to form organizations
around subjecls of common concern to them as individuals. One indi-
vidual may belong lo many organizations for different purposes. At
leasl seven kinds of inlerests form the basis for publics: occupational,
geographic, chronologic, socio-economic, ecducational, avocalional,
and ethnic.

The definition of a public and the lwo examples cf classifying

Extension publics suggests that there are a number of ways to classify

a public for public relations programs. Cutlip and Center {(1964) re-
ported that the publics are constantly shifting in age groupings, eco-
nomic inlerests, political interests, and geographic residence. "In
public relations you must communicate with a passing parade, not a
standing army (p. 117)."

Dochterman summarized his philosophy concerning educa-
ticnal public relations by saying:

Any public relations prograra has to be based on a very
sound effective enterprise, a good product to sell. Ewvery

2N
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poerson in an organization becomes a part of what you call
the public relations staff. 1 '

4

Dochierman also indicated that public relations inust become the att:-

tude of the lotal organization. The secretary or the switchboard apaeia -

tor can c¢ither build the public relations effort or destroy it. Every

staff member has a role in interpreting what the organization is doing

for its publics. Service is the reason for existence. '"We have a

product to scll, service is our product, and cvery person in the puh-

lic is our employer.”

In commuuicating public relations, the unimporiant factor

can easily become the important factor. The operation of the movic

projector, press camera, or public address system may seem casy

enough and not too important. But, when one of these audio or visual

aids fails, public reaction can be critical.

Clegg cited thc example of an Extension agent who thought he

had completed all of the details for a successful cattle {ceders meet-
ing. The public address system had not been fully checked and it

failed to work just when it was needed. A banker who attended the

1 ... . . . . .
Clifford L. Dochterman, Director of Public Relations, Edu-
caticn Commiscsion of the States, DRenver, Colorado. Personal inter-

view, February 19, 1971,
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mceting was critical of the agent for a long period of time because of

2
the faulty public address system.

Commnunication by writing for newspapers and by speaking to
=~ J &

civic and service groups appears to be one of the successful ways to

create good public reclativns. Yet, too often the communicator is dis-

appointed in the resulis of a public relations effort, and the real reason
for the disappointment is becausc the communicator wasn't effective.

ITmportant as well as unimportant things must be kept in

mind in communicating public relations. One should write instead of

tell the details of a news story to the news cditer. It nicans writing &

better news story and writing a summary of the spcech one is going Lo

malke. It means paying attention to detail.

Gilbert (1964) pointed out that public relations-is continuous

and always present, good or bad. He likened good public relations to

health, not appreciated until we are sick. By comparison, good pub-

lic relations is not missed until needed. Some writers have comparcd

public relations to a wagon; if allowed to coast, it can go cnly one

-

way--dowrnhill.

Good communication is essential if an organization is to do

an effective job in public relations. Good communrication is a continu-

ous, planncd, and well supported effort. It is one of the means of

2 . . e
Denzil O. Clegg, Associate Professor of Continuing Educa-
tion, Colorado State University, Fort Collins, Colorado. Personal

interview, March 1, 1971.
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ceuveying to the public a better understanding of the phile<ophy, ob-

jectives, accomplishments, and needs of Extension.

Problem

What is the importance of communication in the public rela-

tions process as it relates to the Cooperative Extension Service and

Extension procrams ? Much misunderstanding results {rom fault
pProg :

communications. Public relations is saying the right things, at the

right time, in the right way, to the right people. Comuwnicatlion is -
g ’ Y f 1

factor that will increasc the effectiveness of the public relations eifor!
p

of the Extension Service.

Ballard (1964) reported:

Extension public reclaticns is essentially a condition or a
partnership between the Service and the publics with which
it functions. . . . It is a clear fact that public relations
is stark reality. This conclusion descrves consideration
el in light of current temptations to project an image of "what
the public ought to think' Extension represents instead of
what Extension rcally is and what it is actually doing (p.
216).

Aitention should be given to the statecment in the previous

paragraph. The Extension public relations effort must be: "What Fox-

tension is and what it is actually becoming.' The fact is acknow-

ledged that too many people think of public relations, especially the

practitioners, as: “"What the public ought o think." An image of the

latter type is the reason that public relations is sometimes scorned

TN L

as press-ageniry.
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Sanders (1260) said:

There is still prevalent in the minds of some Fxtension
personnel the idea that good public relations is a sort of
"glad handing, ' money-spending, entertaining, publicity
activity which is apart from their regular proccdures
and program (p. 5).

Public relations thinking has served to deepen the science of
social respomsibility in organizations and industry. FPublic rclatious
has contributed to public welfare and improved the communications re-
quired in modcrn scciety. The misdeeds of public relations, like auy
other aclivily, arc more widely heralded than the accomplishinents:
however, the constructive work far outweighs the harmful. The pub-
lic needs to understand that public rclations does not constitute a
handy umbreclla {o protect an organization against a storm of unfavor-

able public opinion (Cutlip & Center, 1964).

This study, Communication and Extension Public Relations,

represcnted an effort to improve the understanding of public relations
in general and Extension public relations specifically. The study
identified public rclations as an appiied and behavioral science due to
the fact that whenever a pablic rclations problem situation is analyzed,
it usually involves some sort of attitude and behavior change.

The emphasis on communication in the study is consistent
with the identity of public relations as an applied and bechavioral
science. The Extension public rclations model (sce Figure 2) and the

Extension communication process model (see Figure 7) represented

<3
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a conceplual framiework into which public relations problems can be
mozre systematically analyzed and =olved.

Sanders (19260) said that Externsion ncu’d's belter working ra-
lationships with commercial mass media pz:rsormcl.' There is also a
nced to strengthen internal relations by working together in support of
our Extensioa program. These needs arc part of a2 list of nine needs
of Exlension public relations stated in a surnmary of Extension rela-
tions completed in 1959.

The purposc of the study was to investigate the use of com-

munications in the field of public relations for the Coopcrative Ixten-

sion Service.

Objectives
The following objectives were developed to guide the study:
1. To define public relations.
2. To identify the steps in the public relations process.
3. To determine the principles of cffective comimunication
as one step of the public relations process to influence human behavior.
4. To draw implications about the public relations process

znd effective communication which may be helpful in improving £=-

tension public relations.
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TProcedures

Three sources of information were used in gathering mate-

rial and idecas for the stludy.

1. A review of literature in the fiecld of public relations.
2. Interviews wilh specialists in the field of public relations.

3. Responses o letters sent to selected persons and organi-

zations active in the ficld of public relations.
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CIIAPTER II

PUBLIC RELATIONS DEFINED

Public relations, whether recognized or not, is with an or-

ganization at all times. It is as ceriain as "death and taxes. " These

organizational relationships are with the public or serac special part
“of the public.” The Cooperative Extecasion Service is depandent uporn—- -~ -~
public endcrsement. Therefore, it is dependent upon public relations

T.esly (1967) had this to say about the development of public

relations:

Public reclatiens is a phenomenon and a necessity of our
titnes. It has been created by the forces that increased
the tempo of the world, casting people into many diversi-
fiecd groups, all secking different objectives yet all hav-
ing to work together toward common advantages and
progress. The growing complexity of civilization has
created problems undreamed of when gocial, economic,
political, and religious classifications were simple and

distinct (p. 2).
Public relations is not new, it is the current emphasis and
the developing techniques of the field that gives public reclations the

delusion of newness. Cutlip and Center (1964) believe that it probably

had its beginnings when Neolithic man discovered he could trade a

flint for the hindquarter of a sheep. "With recognition of the power of

cople's opinions, there came in respouse practices w~ now call pub-
’ P

lic relations (p. 16)." Archeologists have found a farm bulletin in
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[raq vhich told the farmers of 1800 B. C. how to sow, irvigate, and
harvest their crops. This early effort o communicate injormation to
influcncec actions is not unlike the work of the C‘o'opr_-rntivc xtension
Service for almost six decades.

Black (1962) credited the first actual use of the parase "pub-

lic relations'" to President Thomas Jefferson in 1807 in drafting his

nSeventh Address Lo Congress.' In the first draft he used the words

"state of thought! and later scraiched out these words and wrote in

"public relations,"

Griswold and Griswold (1948) credited Theodore Rooscvelt
with being the father of modern public relations. It was Roosevelt who
drew the issue between the private power of corporations and the pub-
lic power of government. Some writers credited the late Ivy Lee with
being the father of modern pubiic relations. Lee was the man who had
the vision Lo sce that the needed service was a two-way operation, to
make the corporation behave in its relaéions to the public and to make
news out of the improved behavior. Public relations came into ils
own during World War II. Since that time the field has been recog-
nized as a management function, it has matured, specialized, and be-
come a profession.

Authors of several of the references included in the study
generally agree that public relations, as it is known today, is around

50 to 60 yecars old and that there arc well over 100, 000 professional




public relations people in the United States. Schoenfeld (1963) re-

ported that public re].ation:-;,vi‘S not confined to the Uniied Statc;. - The
first World Congress of Public Relalions was h‘eid in“i958 in comec-
tion with the Brusécls World Fair. Inm 1960 there werc 39 known pro-
fessional public relations associations, .nine of them in the United

States. '"Roy Leffingwell has estimated that at least 150,000 persons

outside the United States are engaged in some phase of PR as a ca-

reer (p. 27)."

3

S~ el

Public relations means different things to diffcrent organiza-
tions. There is a wide variation in the size and scope of public rela-
tions practices. Darrow, Forrestall, and Cookiran (1967) listed
seven basic concepts that are common to all public relations:

1. Every company and every intérest has public relations
whether it does anything about them 0_1:‘_110t.

2. Public goodwill is the greatest asset and public opinion
is the most powerful force of any enterprise.

3.. Integrity is the basic element of a successful public re-
lations program.

4. Devclop sound policies which are in the public interest,
as well as the company interest.

5. Policies and programs which are not in the public inter-

est have no chance of final success.
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6. Good public relations have to be deserved. Public rela-
tions is not a special sugar to make a sour situation taste sweet.

7. DPublic rclations must use many meal.ns of reaching the
public. It goes beyond press relations and publicity.

Many definitions of public rclations are in the literature.
There are almost as many definitions as there are public relations
practilioners and public relalions organizations. The definitions sc-
lected for this study emphasize communication. 1f one is to earn pub-
lic understanding and acceptance--that is, to change people's behavior--
one has to comxnuni.cate with them (Robinson, 1966).

Welch and Wilson (1951) reported the following definition: '

Extension public relations consists of doing good work in
a way which develops in the public mind an apprec’ation
for and recognition of the program (p. 4).

Co:x (1960) stated it this way:

Public relations is a continuing process forming a two-
way channel for the interpretation of the extension pro-
gram to the community and the understanding of the com-
munity by the extension personnel. . . . Good public
rclations are sincere, honest, comprehensive, and
simple. They depend on such media as radio, television,
newspapers, annual reports, and personal contacts.
Cooperators contribute to the success of public relations.
However, they must be well informed as to the program
and principles of the organization to render the maximum
assistance (p. 20).

Hibbard gave this view:
Public felations is a deliberate, planned, and continu-

ous activity aimed at establishing and maintaining mu-
tual understanding between a public or private entily,




15

pariicdarly those groups of persons with which it is

directly linked or involved.
Kelsey and Hearne (1963) sard, "The best px'zbl'fC. relations for exten-
sion workers is effective, helpful work fully explained and presented
so that people know what is being done (p. 90)." Welch thought of it
as, "Public relations is made up of the policics, the activities, and
the communications of a business by which that business is known in -

£
the community."

A definitior by Cutlip and Center (1964) described public re-

5 lations as, "The planned effort to influence opinion through acceptable
performance based upon two-way communication (p. 3)." ‘The autlers

used the term public relations to bring about the performance and

communication necessary to build good relationships with the public.

The term public relations is plural, however, itis used in the singu-

lar.

The National School Public Relations Association has adopted

the following definition:

Educational public reclations is a planned and systematic
two-way process of communication between an educational

3Rus sell E. Hibbard, County Agricultural Agent, Norwich,
Conn., Chairman 1970 Public Relations Committee, National Asso-
ciation of County Agricultural Agents. Personal letter, February 19,

1971.

4Wayne A. Welch, President, Wayne Welch, Inc., Public
Relations/Consnltation on Advertising, Denver, Colo. Pecrsonal in-
terview, January 22, 1971. ’
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organization and ils internal and external publics. 1Its
program scrves to stimulate a better understanding of
the role, objectives, accommplishments, and needs of
the organization. Educatlional public relations is o
management function which interprets public attitudes,
identifies the policies and procedures of an individual
organization with the public interest, and executes a
program of action to encourage public involvement and
to earn public understanding and acceptance (Educa-
tional Public Relations Standards for Professionals, un-
dated, p. 3).

The fact that public relations is an applied social and be-
havioral science was stressed b'y Robinson (1969). The reason for

this point of view is that the goal in nearly all public relutions efforis

is to change attitudes and behavior. Robinson defined public relations

in this way:

: Public relations as an applied social and behavioral
' science is that function which:

1. measures, evaluates, and interprets the attitudes of
various relevant publics (the word public is used . . . to
i : refer to any group of people who share a common inter-
est);

2. assists management in defining objectives for increas-
ing public understanding and acceptance of the organiza-
tion's products, plans, policies, and personnel;

PR R Y

3. cquates these objectives with the interests, needs, }
and goals of the various rclevant publics; and ’

PR

4. develops, executes, and evaluates a program to earn ;
public understanding and acceptance (p. 5).

The following definition of Extension public relations was an
attempt to include the necessary elements of public relations as the

public rclations effort applies to Extension: =
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Fiiension public relations is a planned and systamatic {wo -

way nrocess of communication between Extension and its publics,
) Kk —

.

The function of the public relations process is:

l. to evaluate the attiludes of the various relevant publics

ublic is uced to refer to any group of people who share a common
g ¥

interecsti);

2. to define objeclives for increasing public undarstanding

and acceptance of Extension programs, policies, and personnel;

; 3. to identify the objectives with the public interest; and

4. to develop, execute, and evaluate a program to carn pub-

lic understanding and acceptance.
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CHAPTER III

[ 4

' ' THE PUB LIC RELATIONS PROCESS

Public relations, good or bad, is the result of everyday ac-
tivities. There is nothing that can substitute for good day-by-day re-
lations with the public. But just doing a good job will not guarantce
that the result will be good public relations. The public must under-
stand what is being done and why it is being done. An understanding
of the public relations process will make the public relations effort of
Extension much easier and more successful.

‘ Harmonious adjustment between an institution and its publics

does not just happen, it requires the exchange of opinions and infor-

mation, and it is a continuing effort. This adjustment must be pianned
and provided for. The public relations effort requires listening,
counseling, communication, and evaluation in this process (Cutlip &
Center, 1964).

t Cutlip and Center said that the public relations process has

; four basic steps:

1. Research-Listening. Studying the opinions, attitudes,

and reactions of persons concerned with the acts and policies of an

N T s Tt et K3t e e e

organization,
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2, Pla.ning-Decision Making: Bringing the opinions, atti-

tudes, reactions, and ideas to bear on the policies and programs of an

organization.

3. Comniunication. Explaining and dramalizing the chosen

course to all those who may be affected and whose suppoert is essen-
tial.

4, KEvaluation. Evalualingthe results of the program and
the cffectivencss of techniques used.

Each of these steps is important and they are necessary to
have an effective program (see Figure 1). The steps in the public re-
lations process of analysis, synthesis, communication, auad interpre-

tation arec continuous, spiraling, and over-lapping.

Rescarch-
Listening

Planning-
Decision Making

AN

Evaluation

! \

Communication
P\@ -

Fig. 1. The public reclations process. Adapted from Cutlip
and Center.
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The public relations process according to Schoenield (1963)

involved:

v

1. Conception. The public relations 1>1°6grzirn begins with a
tentative plan based on immediate nceds, long range goals, the num-
ber and types of publics to be dealt with, and their present attitude to-
ward the organization.

2. Collecction. The collection, or research, involves the
assembly and cvaluation of information about public attitudes, and the
interpretation of these public feelings.

3. Formulation. The outline of performance to be achieved

will be a balance between responsiveness to public needs and aspira-
)} P

tions, and responsibility for institutional objectives.

4, Execution. Once a program is formulated and approved,

it is carried out with vigor at all echelons.

Communication is the act of planning

5. Communication.

and producing the written, spoken, and/or pictorial messages that

form the pulse of a public relations program; the job of explaining an

orgarization to ils patron community.

The public relations process is not complete

6. LEvaluation.

until there is systematic evaluation of all its componeni parts, collec-

YN b s

tively and ind ividually.

Wright and Evans (1964) said that there werc three basic

steps necessary Lo initiate a public relations program and put it into
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operation. Iach organization has different ebjectives and ymay phrase

the steps dilfcrently; however, the csseulial stages are:

1. Rescarch and analysis. This step is to answer the ques-
Y

tion: What can a public relations program do for an organization?
The essential elenmient in cffective public relations performance is to

rescarch the problem, pather the faclts, and analyze all factors affect-

ing the organization's relations with its publics. One must have ac-

cess to all pertinent information from within the organizaiion and from

external sources.

2. Plauning the program. Planniug involves five phases:

a. Targets, or publics to be reached.

b. Objcctives, or areas of intercst based on organiza-
tional policy.

c. Media to be used.

d. Imnplementation by which objectives arc to be attained.

e. Expected results.

3. Implementing the program. The experience of the public

; relations practitioner will determine the methods of implemnenting the

{
programn. There is a direct relationship between the means of attain-

ment and the results to be expected of the program.

The objectives are the specific results expected on the

e N U

basis of the general requirements of the program. They )
arc basically the end result of analysis and plaming, and ':
the effectiveness of the public relations program can be :
{ measured in terms of what has been accomplished as ;
ﬁ %

w.)
Fgcf.
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against what was vxpected. Obviously, the expectations

must be realistic (p. 52).

Another outline of the public relations precgess was described
p .

by Robinson (1966). He said the process involved the following steps:

1. Analysis of problem situation: leads to ascertaining
goals and a clarification of problems to be solved.

2. Development of a public relations program designed
to cope with problems pinpointed in step 1.

3. Execcution of public relations programs developed in

step 2.

4. FEvaluation of the effectiveness of the public rclations
program; research done to obtain necessary feedback.

5. Revision of public relations program in the light of
fecdback obtained via rescarch in step 4 (p. 96).

Robinson emphasized that program evaluation, or the feed-
back of information from the public, is important enough to reccive
a full step in the public relations process; placing it on a par with de-

veloping and executing the public rclations program. The entire pro-

cess was envisioned as circular in nature. Problem identification and

program devclopment is a never ending process. ''The social environ-
ment within which all organizations operatc is dynamic, fluid, and

changing (p. 97)." Thercfore, the public relations effort must be the

same way: dynamic, fluid, and changing, whenever change is neces-

sary.

wrr
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! Summary

‘The public relations process was described in the study with
four outlines; one of the ouilines was illustrated wi.th a model, The
following outline and model (scc Figure 2) was an attempt to include

the necessary clements of the public rclations process in a descrip-

tion and a model that will be useful to the Extension Service in devel-

oping the public relations program.

Analysis

e 7

: Revision
: I
i
N }
i 1
| N !
: i
: i
: Evaluation Communi- ;
cation 1
| a
]
| 3
: i
| s
i !
i . N . .
§ Fig. 2. The Extension public relations process model. !
£
{ :
1 |
¢ :
{ |
g 1. Analysis. One must start with a thorough analysis of the "
. - b
problem situation. This step requires research to determine the .
& - . . . ?
& opinions, attitudes, and reactions of persons concerned with the goals :
Q
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of the Extension Service and the policies (if :m)lr) relative to the prob-
lemn situation.

2. Planning. The Extension public cclations program must
be designed to deal with the problems resulting froni the analysis of
the situation keeping in mind the objectives ol the-organization, pub-
lics to be reached, methods to be used, and results to be expected.

3. Communication. Effcctively communicating the Exten-

sion public relations program that was developed to gain public under-

standing and acceptance. Communication is the heart of the public re-
lations process.

Communication is cssential, it -is the key word in public re-
lations according to Korbe (1964). "Communication is fhe telephone
system of an organization (p. 8)." Communication must be used to

formulate and carry out the policies of an organization. It is the only

means by which one can promote understanding, goodwill, and unity.

The publics of an organization need to be informed of what has hap-

pened, of what is happening, and of what will happen.

As Lerbinger and Sullivan (1965) said:

. . . we believe that communications between institutional
groups is essential to their mutual rights and obligations;
that public relations has the job of managing these com-
munications effectively; that the adverb effectively is a re- .
markably awkward one because so little is known with pre- |
: cision about large-group interaction and so much is yet to §

: he defined regarding mutual rights and obligations (p. V).
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4. Jwvaluation. The feedback of information concerning the
alfcctiveness of the lixtension public relations program is cssential
to the orpanization. One shoald be familiar with the methods of re-
search to secure the feedback information. The method ma).r be
L simple, c¢. g., word of mouth, opinion polls, or easily designed sur-

veys; or detailed, e.g., structured research studies.

5. Revision. The results of the evalnation step st be

studied to determine the revision (if it is called for, of course) of the.
Extension public relations program. This step of revision should

continually stimulate the organization to develop turther plans and

policies.

The Extension public relations procéss is i].lustnf:xccd in
Figure 2 as a wheel in motion. Each step leads to the next step, con-
tinuing in a circular motion, until the circle is completed.

The circular motion of the Extensiop public velalions process
suggests that identifying.problerns and developing programs is a never

ending process. Today's environment is dynamic and changing, and

PR

the public relations effort must prove its worth to the organization.

e

5%

Each step in the public relations process has a part in demonstrating

the value of public relations.

ERIC ‘ R
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CHAPTER IV

COMMUNICA'TTON AND PUBLIC RELATIONS

b ; Comimunication is a familiar term to Extension staii members. !

Public relations is not a well understood term by many Extension staff

members. With this limited knowledge of the terms, Extension staff

members may ask, "Why place emphasis on communication and public

rclations ?" i
Gilbert (1964) pointed out the value of comnmunication and
good public relations:

! The list includes prestige, good will, recognition, promo-
E tion of goods and services, commmunity acceptance, few

. misconceptions and prejudices, prevention of misunder-

X standing and ill will, lack of apathy ard ignorance, and
support from other businesses and agencies. To this

; ) - list . . . (and particularly for the Cooperative Extension

| ' Service), we must add desired legislation from politi-

! cians, beneficial policies and regulations from govern-.
ing boards, understanding of policies and ~.-tions, co-
operation of employees and land owners, quality employees
at all levels, confidence of the publics in. . . regulations
and actions, and allocation of adequate budgets to do the
job (p. 15). , :

s . o SV o . - St Atv——— ovie e o b

! "Letting people know'" is the backbone of all effeclive public
relations programs according to Marston (1963). Even the best ac-

tions have little effect until they are widely known. The skill of com-

munijcation i much more than writing ability, knowledge and use of

the media of cornmunication, and acquaintance with the experts in the

R:RIC .09




ficld. The skill of communication includes the ability to approach

o

-),

readers, lislenevs, or viewers in such a way as to command their at-

,

tention, interest, and agreement.

Marston emphasized:

Men communicate today, as they always have, through
words, symbols, and the simple relations of friendship;
but they communicate more effectively if they have a
thorough knowledge of the principles of successful public '
relations comraunications as they have been demonstrated
: time aud again. A completely exhaustive list of such prin-
ciples of effective cemmunication has not yet been mada
and is not likely soon to be made, for social scientisis
are continually discovering and refining them (p. 244).

"The public relations practitioner, no matter what else he
may be, is first and foremost a communicator (Robinson, 1969, p.

: 18)." Practically all of the problems of public relations can be trans-

lated into a communication context. All attempts to persuade, moti-

!
vate, inform, or inspire depend on some form of communication.

Communication is defined as the sharing of ideas and feelings

in a mood of mutuality. It is a two-way process according Lo Dale

| (1967). -
i Schramm (1954) described communication as follows:
I
} Communication comes from the Latin communis, cominon.
g When we communicate we are tryingto . . . share infor-
t mation, an idea, or an attitude . . . the essence of com-
& munication is getting the receiver and sender 'tuned" to-
% gether for a particular message. . . . Communication al-
? ways requires at least three elements--the source, the
5 message, and the destination. A source may be an indi-

vidual (speaking, writing, drawing, gesturing) or a com-

munication organization (like a newspaper, publishing

house, tclevision station or mwotion picture studio). The
4

40
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message may be in the form of ink on paper, sound waves
in the air, impulses in an electric current, a wave ot the
hand, a flag in the air, or any other signal .capablec of be-
ing interpreted meaningfully. The destination may be an
individual listening, watching, or reading; or a member of
a group, such as a discussion group, a lecture audience,

a football crowd, or a mob; or an individual member of
the particular group we call the mass audience, suchas

the rcaders of a newspaper or a viewer of television (pp.
3-4).

Robinson (1969) suggested a communication theory model
(see Figure 3) that is identified by four stages--sender, message,
media, and recipient. The four stages are described as follows:

1. Sender. The person or the group responsible for initiat-
ing a particular communication.

2. Message. Symbolizes that \vh‘ich the communicator
wishes to transmit to the recipient. Central to the message stage is
the idea of communication through common experience. For a mes-
sage to be truly intelligible, the experiences of both the sender and
the recipient must overlap to some extent.

3. Media. Embraces all of the methods by which one trans-
mits a message.

4. Recipient. All of the varicus '"objects" of the communi-
cation, whether the object of the effort is another individual or group
of individuals.

The communication mode! also identifies the communication
process, shown as the product of the four stages. The corununi-

cation process is used to link all of the stages to form the whole.




‘uosulaoy welj paidepy ‘lopowr AI109Y3 UOTIRITUNUWOD ¥ ¢ ‘31 d

$
[ed
~
!
| ssanced UOLITDIUNLULUOD Juotdooy TIPAN oSessoN 12pudg
NS~ NP
e et e T T mTm oo s e e I TR et a4 AR A .S\J...u.L\““u..‘nfunnx.rrr.m&#.l

-ah
gmm_




T e g o,
P R T T T YU A et A ey
T T TR R A e, sers o emsepe s

—-C

@)

ERI

T
4

30

The model structure should help illustrate the concept of
cornmunication as a dynamic process consisting of many
parts--one thal should be viewed in its entirety when used
as an aid in analyzing problems in public relations (p. 25).

The Robinsen model included three processes: decoding, as-

g, and encoding. The three processes arc equally im-

[~

signing meanin
portant to the sender and to the recipient. Decoding embraces the
things one does to understand the various communication directed to
one. Meaning is assigned at practically the same instant one is de-
coding. The process of encoding is taking what one wishes to com-
munjcate to someone else and translating it into a "language' that he
will understand. These three processes occur simultaneously and

with intricate interaction.

Robinson said that the processes of decoding, assigning mean-
ing, and encoding are summed up by the term feedback. Any communi -
cation effort will benefit from the use of feedback and will suffer from
the lack of it. The public relations effort should include as much pro-
vision for the feedback of information as is humanly possible.

"Clearly, feedback is an indispensable portion of the total communi-

cation process (p. 29)."

Amend (1968) developed a model of communication through

common experience:

When people attempt to commmunicate with each other, their
communication ability is limited by their respective ficlds
of common experience. If they have a high degree of the
same kinds of experience, comumunication will be relatively
casy. If their backgrounds and experiences are widely

IR

[

—




w

PAFulToxt Provided

i
]
i
i
}
4
!
{
f
r
i
g
3
g
&
1

et Yaits fee W S PASNTIN G WP ST 7 o P e et

31

different, ii will be difficult, or maybe cven painful or im-
possible for them to find cnough common ground Lo estab-
lish a communication with cach other (Sce Figure 4).

Fig. 4. Communication through conumnon expericnce.

If the circles represent the total lifetime experiences of
individuals A and B, comumunicalion can occur relatively
casily in the common arca C. In the {irst example, with
a high degrece of overlap, there will be rauch casier com-
munication than in the second example where there is
very little common field of refercnce. If the circles do
not overlap at all, communication between the individuals
is impossible. In this case, if commumicationis te oc-
cur, the individuals would have to find or create an area
of experience common to both, and build from there (p.

10).

Communication is a continuous two-way process. It begins
before the formal program is undertaken, in the form of an input of
information to the organization that may requirec its action through
public relations media.

Wright and Evans (1964) suggested a basic formula of com-
munication known as "SCAME." This is a word coined from the ini-
tial Jetters of the five essential steps in the precess of effective cein-
munication: source, content, audience, media, and cffect. The

communication formuli is illusirated in Figure 5.
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A two-way systera of communication is shown i Figure §,

If conymumication is5 to be more than just a means of conveying a mes-
sage to the public, theve must be some indi(:;‘.l.im; of the resulls in
terms of public reuction. The clement of continuity in public relations
operations--the fcedback of information--should enable an o rganiza-
tion to keep itself informed through the public relations methods em-

ployed in the program. If this communication cycle is not conmiplete,

much of the value of future public relations cffort may be lost,

This formula should be extended to a continuous process
of [inding out what the results of a planned campaign have
been, Moreover, it should continually stimulate manage-
ment to develop futher plans and policies. The reaction,
whether favorable, adverse, or unexpecied, can be com-
municated back by such means as opinion polls, the indi-
vidual recaction of cdilors as well as readers, customer
approval as demonstrated by increcased sales volume or
inquiries, ar word of mouth. Whatever methods arc used,
a conscious and sustained effort must be made to kecp
the return flow of information coming in through organ-
ized channels, so that management will know what has
happened; and the best focal point for assembling and
analyzing this information is the public relations organ-
ization itself (Wright and Evans, pp. 67-68).

oremven

Pletsch, McCormick, and Cunningham (1968) described a

model that included many of the concepts identified in the previous

models. The model shown in Figure 6 further clarifics the concepts:

AN R e v e P
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SCURCLE sends a MIESSAGE through a CHANNEL to a REC IV ER

Source may Message may Channel Recceiver may ba

be a person, scek to may be --one person

organization, -- report -~ speaking -- small group

government -~ interpret - - writing --mass audicnce
-- persuade - - visualizing

(one or morec of these)

WHO says WHAT through what CHANNEL to WHOM?

-~ for what purpose?
--with what cffect?
--in what situation?

FEEDBACK is the other half of S-M-C-R

Fig. 6. The communication process (p. 35).

A Framework of Conmynunication

Fifteen principles of effective communication were suggested
by Marston (1963). There is an abundance of communication in usec at
the present time and the general pub].i'c will pay little attention to most
communication unless the communications are of considerable per-
sonal interest. The message must recall and reinforce the experi-
ences or goals of the .i'ecipicnts. Since such experiences are much

L wider than they used to be, and since the number of communications

has multiplied even more, the role of the communications expert re-

S A s Sepne

quires increasing knowledge and discrimination.

1. The principle of humanization. People need visual sym-

bols to replace or amplily words if they are to remember and under-

stand names. The advent of television has made the public more
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One idoniifics a nation with its president and a coms-

ey —

symbol-minded.
pany with a peveonality; however, rcal puople make mistakes which

may reflect badly upon the organization which they personify.

The ideal hwman symbol, perheps, is a ficlitious person
who is always wise, screne, and pleasant, like General }
Mill's "Betly Crocker' or Quaker Oat's n"Aunt Jemima. "
Everybady knows that thesc people do not exist, but they
still fill a definite purposec in pleasant identification (p-

245).

The Forest Service's fire prevention & mbol of ""Sriwokey Bear'" is an
t

cxample of a symbol that always conveys a message.

2. The principle of suiting the message and meons of com-

munication to the audicnce. A mass media approach is usually noticed

]
only by those who agree with the message; the rest ignore it. Too

often, the communicalor assumes the message has done jits work be-

cause of the wide coverage of newspapers, magazines, or broadcast-

. e 8 oty = e ¢ 8 Ay oot e @

ing. The specific audience musl be identified; the message and the

means of communication must be suited to the predispostion of the

audience.

3. The principle of speaking the receiver's language. A

c¢c?" The communicalor

! communication directed toward the right public may fail becuuse ils
{ .
!
i words are outside the range of their understanding or because they
¢ convey mecanings to the recciver quite different from those the writer
I
! .
had in mind. Good communication first consists in putting oneself !
£ !
i into the other person's shoes and saying, "I I were a dairy farmer in )
~- |
!
:

Susquehanna County, what would my reaction b

PRy

Scbrrm )
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infor-

raust forget about the language of one's own trade indeveloping

mation jor the benefit of others. One must be intevested inv the peopl.:

.

one is addressing.

4, The principle of timieliness., One should be on the look-

out for current and commonly expericnced news which will be an ap-
proach to the public. Timecliness offers the opportunity to connmuni-

cate and is the key to attention.

5. The principle of imagination in dramatizing communica-

tion. Much good commumication is still nonverbal. Dramatizations
that ave honest, worthwhile, and in good taste often make a lasting
impression and say things that words alone cannot convey.

6. The principle of two-way communication. Two-way com-

munication is the essence of communication, it must be upward as
well as downward, and it is a necessity to organizations that wish their
staff and communities to hear them. The suggestion box, the small-
group discussion, surveys of public opinion, tours with well-trained
guides, committee participation in planning and executing events are
ways of achieving two-way communication.

7. The principle of reaching your own people first. The

staff of an organization is a significant public and is a front line of
communication. The staff engages in effective word-of-mouth com-
munication with other publics. One should make sure that the staff is

well informed about the organization, participates in activities beyond

creims . . ——— . y——
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drawing a paycheck, and has the opporiunity to cooperate in the public

relations cflfort.

8. The principle of facing facts., Facing an unpleasant situ-

ation requircs honesty and is the best procedure if communication is
to be achieved, Straight talk builds o reputation for reliability, which
gains attention and promoies belicf in the cominunicator who is known
to practice it.

9. The principle nf communication by performing a needed

public service. Activities and programs in the field of public service

may have communication as the main element of approach. Corpora-

tions sponsoring specific 4-H Club award programs illustrate this

- principle, and the sponsorship is a public relations effort for the cor-

poration,

10. The principle of stressing positive benefits., Successful

public relations efforts must provide answers to the receiver's un-
spoken query of "What's in it for me?'" The approach of stressing
positive benefits may be more honest, more constructive, and less
spurious than other emotional or intellectual appecals.

11. The principle of repctition. A good public relations ef-

fort is worth telling over and over in a variety of ways. A comumon
failing in public relations efforts is to quit befere the battle has been

won.

— —— ! — . o -
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12. The principle of overcoming refusal to pay attention.

One of the most baffling problems occurs when an audience refuses to

pay any-attention to attempts at communication. Mental avoidance of

messages because of their unpleasant nature often scems to occur in

safety campaigns. The message is considered for the 'other fellow"

instead of oneself. In this case, a minor threat or an appeal to pride

may be more effective than an accusation or an appeal to a serious

fear.

13. The principle of concentrating upon leaders of opinion.

Faced with insufficient funds to communicate with every-
body, the public relations effort may be concentrated upon
the leaders of opinion, who, it is thought, will then influ-

ence others . . . (p. 285).
Despite the difficulty of identifying the leaders of opinion, it is sound

public relations strategy to cultivate the understanding and support of

these leaders because they are worthwhile in themselves and because

they also, to some extent, control the gateways of cornmunication.

These people do have the power to speak or to write. Teachers,

editors, preachers, broadcasters, club and group leaders all come

into contact with the public regularly in situations in which they con-

vey ideas.

14. The principle of preconditioning an audience to.a view-
The most cffective public relations communications takes place

point.
before issues are joined. The public relations practitioner nseds the

ability to foresee coming issues and directions of thought.

e
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15, The principle of harmony of all conununication. In order

to be noted and remembered in today's busy conununication: world, an
organization cmmot.nf[ord to give a scallering pictt.’u"c of itsclf, either
in appcarance or thought. The organization must establish an identily
that is easily recognized in all communication of the ofga.ni:'.ation.

For example, there is no question about the identity of "'Coke' with

the Coca-Cola Company.

Suggestions for Effective Communication

Cutlip and Center (1964) gave the following "7 C's of Commun; -

cation'':

1. Credibility. Start with a climate of belief. The receiver
must have confidence in the sender and high regard for the scurce's
competence.

2. Context. Provide for participation and playback; confirm,
not contradict the message.

3. Content. The message must have meaning for the re-
ceiver, and it must be compatible with his value system.

4, Clarity. Put the message in simple terms, put the com-
plex into slogans or themes which are simple and clear. The further
a message has to travel, the simpler it must be.

5. Continuity and Consistency. Repetition--with variation--

contributes to both factual and attitude learning.

e S e & S g < ot
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6, Chaunels. Use established channels which the receiver

uses and respects.

7. Capability of Audience. Know your audience. Communi-

cations are most effective when they require the least effort on the
part of the rccipient.

Dochterman suggested using the following communication sug-
gestions to be sure that the public relations effort comes through:

1. MNews releases should emphasize quality, not quantity.

‘2. Preparca sho?:t summary of the talk thaf one will give to
an' ofganization. The summary will help insure that the story will
reach the press. The information in the talk cshould be important to
the other pecople in the community.

3. Prepare a biographical sketch of oneself when speaking
to an organization. The sketch canbe used for introductions and for
newspaper publicity.

4. Be creative, fjnd new ways to illustrate the story.

5. Recognize the competition of television, advertising, en-
tertainment, etc. Don't try to compete, but, discover the things one
can do better than anyone else and do it.

6. Hold press conferences when appropriate.

Extension is providing the kind of service that is unique
from the service offered by other agencies and organizaticns.

-
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If an ovganization has limitations, the limitations are
self made. ?

Behavioral Science and Cormmmunication

Lane (1965) reported a trend on the part of public relations
practitioners to discard outldated concepts of persuasion in favor of
i : disciplined, professional cfforts to pool the resources of specialists
in such diverse fields as social psychology, cultural anthropology, lin-
guistics, and computer programming. This trend is late in developing.

Much of the theory behind opinion change and propaganda
techniques is not new. The application of basic theory

. « . was outlined over a quarter-century ago. Yet neither
theory not succeceding refinements have been put into prac-

tice by . . . public relations practitioners (p. 9).

The following suggestions were made by Lane as steps that
| could be helpful to the public relations practitioner in applying the
rclevance of social science for public relations programming:

]1. Secure a good set of sourccbooks in small group research
and social psychology, and subscribe to some of the professional
journals in reiated disciplines.

2. Develop files of key studies uncovered from 1_;hese and

other sources.

3. Mak~ use of this information in planning and pregraniming.

4. Make use of innovations in the analysis of:

By mrens
ERhe C e T e RN

a. problems,

-

’Clifford L. Dochterman, Dircctor of Public Relations, Edu-
cation Commission of the States, Denver, Colorado., Personal inter-
view, February 19, 197],

<
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b. macra-publics (any group with an identifiable com-
mon hond),

¢. micro-publics (a smaller group with identifiable neads,

motivations, and relationships),
d. media effectiveness, and
e. language.

5. Think of the mass persuasion proccss as three steps in
I

planning and programming:

Step one: The communicator influences the macro-public !
leaders such as columnists, broadcasters, high-
credibility sources.

Step two: From macro-public leaders to micro-public

leaders. These are the leaders of functional groups,
with great power to build bchavioral support for

opinion change.

NI PRPIPRPREE SRR SRR S SRR

Step three: From micro-public leaders to group members.
This is the payoff, in general adoption of new opinion.

6. Build interpersonal contact into the program.

7. Learn and use group dynamics techniques.

8. Spend more time on planning, on research and analysis

into the needs and motivations of key publics, as a means of develop-

ing consonant verbal and personal appeals.

The mass communications methods used by public relations

people is designed to motivate a particular audience according to Lanc '

(1967). The audience is differentiated by its opinions, attitudes, and -
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belicfs and the development of optimum communications strilegy--

including selection of means, media, messages, and communications

.

sources--is wholly dependent on the audience. Opi.uons are short
term judgments, subject to rapid change, and are only incidentally re-
lated to behavior. Attitudes represent combinations of opinions about
objects, issues, persons, groups, or institutions. Belief refers to
one's central values about life. The following techniques--~called re-
duction of discrepancy--are useful in making the communication posi-

tion appear somewhat in line with the andience's attitude:

1. Using media most closely identified with the audience's
position.

2. Using a communications source that enjoys high credi-
bility for the audience on this issue.

3. Playing down the differences between the communica-
tion and the audience's attitudes.

4. Seceking identification in vocabulary and anccdote with
the audience in an area removed fromn the issue.

5. Establishing your position as being the majority
opinion--defining the majority from the audience itself.

6. Bringing the audience's group identifications into
play--when those identifications will help the develop-
ment of a positive response. The converse is also tru}e.

/
c
- -

7. Since you can't modify your objectives, modify your '
message to {it your needs (p. 6).

Mass communications generally works best in creating opinions and is

somewhat effective in changing opinions and attitudes. Small group
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dynamics is uscful to some extent in changing atltitudes. REdliefs can-
not be changed by rnass communications.

Bailey (1968) reported the statements of a number of leaders
in public relalions concerning the use of behavioral science principles
and research findings in public relations. The following points will
summarize their statements:

1. The theories of behavior advanced by psychologists are

neceded where there are emotional factors, gencral attitudes, or

‘basic attitudinal syndromes involved in controversial issues.

2. Communicators should work through the social structure
in addition to the mass media to reach people. Social structure is
a communication network and the more one knows about social struc-
ture the more one knows about effective communications.

3. The effective public relations practitioner must know
specifically what motivates his publics, what they are thinking, and.
how they are reacting to his program.

4. Bechavioral science is best utilized by public relations in
planning, programming, mapping strategy, and validating audiences.
When you get right down to it, the business of the public
relations practitioner is behavior--human behavior. The

taslks with which he busies himself are not ends in them-
selves, but means to the end of influencing behavior

(p. 14).
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Summary

Communication is an esscential step in the public velations

.

process to carn public understanding and acceptince. Communicalion

is defined as the sharing of ideas and feclings in a mood of mutuality, ;

The person doing public relations is a communicator,
I 81

The communication process was illustrated in the study with

several models. The model shown in Figure 7 wns an attempt to ia .

clude the necessary clements of the communication process in a

model that will be usecful to the Extension Service in the public rela-

tions cffort.

Therc are four stages in the Fxtension communication pro-

cess model: Extension Service, program, media, and publics. The

four stages are described as follows:

1. Extension Service. The source of the communication is

the Extension organization with its objectives and policics.

2. Program. The program is the means of conveying to the

ey n wme s A

public a better understanding of the philosophy, objectives, accomplish-

ments, and needs of Extension. The program or message may seck

to report, interpret, and/or persuade.

Rieat ST T Trrpa

i . .

3. Media. The media represcnts any and all of the methods f

I -

of communicating the kxtension public relations effort to the various

5 relevant publics.
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3. Publics. The publicis any group of people who share a

common interest. There arce many publics, all are different and each

should be handled differently.

———_,

&

PROGRAM

EXT T\ISIO\I
SFRVlCl:
\~ ——— 7
- //] -..
i
FEEDBACK |
(encoding, assigning |
meaning, and degoding) |

/ \

/§ T~
MEDIA \3 j}y

LR

COMMUNICATION
PROCESS

Fig. 7. The Extension communication process model.

The feedback of information is a very important element in

the Extension communication process model.

Feedback enables an

organization to continuously evaluate and revise its public relations

methods and programs.

The study identified the following principles of effective com-

munication:
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1. Know the public. The commumicator needs to know what

motivates the public, understand the opinions, attitudes, and beliefs
of the public; identify in terms of people, and recognize that communi-
cation is facilitated or limited by the field of conunon experience of

the recipient.

dramatic, use simple terms, and keep the message relevant.

3. Use established comnunication methods. '‘Lhe most ef-

fective cornrnunication channels are the ones used and respectad by

the recipient. The message must be varied, repeated, and suited to ‘
the audience. TFace the unpleasant situation with honesty; keep the

public confidence.

4. Use two-way communication. The process of making it i
' possible for the receiver to translate the message, assign meaning,

i and tell the communicator and/or the public what he undecir'stood and

accepted from the message. The feedback of information is an indis-

pensible part of the conumunication process.
L.eavitt (1969) had the following to say about communication:

. . . commmunication is largely the communicator's re-
sponsibility. For the communicator's job is to comrauni-
cate--and if to communicate he must get his message into
the receiver--then his responsibility cannot end until the
receiver has received. And he cannot be sure that the
receiver has received until he gets confirming feedback
from the recciver (p. 201).

3
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Mary anthors in the professional journals and textbooks on

public relations have stated that the public relations practitioner

nceds Lo apply the knowledge of the social and b;-':liaviora] sciences,
because the business of the public relations practitioner is behavior- -
human behavior. The study pointed out a number of suggcestions,
techniques, and principles concerning the use of the social and be-

havioral sciences in public relations.

Robinson (1566) emphasized the importance of these views:

The future (of the public relations practitioner) is going
to belong to the practitioner with specialized training
that includes a considerable amwount of specific knowledge
of the social and behavioral sciences and their respec-
tive research methods. The reason: The public rela-
tions practitioner is increasingly having to behave like
an applied social and behavioral scientist (p. 46).

A study on communication and public relations would be
amiss if no consideration were given to the applicatiun of communica-
o . . . . »
tions media as the means of conveying the public relations program to

the recipient. However, a discussion of the use of the media is be-

yond the scope of the study. A discussion of the application of com-

munications media is a study in its own right. It seemed adequate to
report that printed, oral, audio, visual, electronic, and other forms

of mass media all have their place in the communication process of

TR v e e e e

public relations. Communicators should also work through the social

structure to reach people. .
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According to Leavitt (1969) the bmportant thing to remember

Pcople begin, modify, and end relationships by communi-
caling with one another. Communication is their chamnel
of influence, their mechanism of change (p. 297). . . .
Communication is a primary tool for effecting behavior
change (p. 303). ' '
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CHAPTER V
IMPROVING EXTENSION PUBLIC RELATIONS

The Cooperative Extension Scrvice is an important public
relations arm of the Land-Grant institution which it represents. The
public image of Extension work is a concern of the Land-Grant insti-
tutions. Recent and continuing cxpansion of Extension's programs
:;nd responsibilities places an increasing emphasis on the neced for
good Extension public relations.

Extension public relations, whether recognized or not, has
existed from the beginning of Extension work. One might say that
good public relations has been the chief stock in trade of the Coopera-
tive E}:tensioﬁ Service. Good ]_;llbliC relations rmust be accomplished
in a spirit of seriousness and sincerity; never in an artificial or
trumped up manner. The destination of Extension's public relations
should always be the concern for Extension's publics: happier, more
prosperous, and better informed people--higher grade public service.

Today's world is made up of many complexities and conflicts
where community, national, and world problems are becoming mora
intense. There is sharp competition for public funds to finance
social-service programs, and there are many interests clamoring to

gain position. In the given situation, public relations is even more
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necessary thaw it has been in the past. The real guestion is, whethaor

public relations is to be helpful or harmful. Itis far better to do

D N

public relations work in an organized way than to ignore or lightly

touch upon them and hope for the hest.

The following paragraphs will report some of the findings of

- eme e -

surveys, studies, and commiltee reports of Extension and Extension

related organizations that have been made during the last 20 ycars.

Thesc findings will suggest some of the areas that are of concern in
improving Extension public relations and some of the ways in which ’

a better understanding of communications can make the Extension

public relations effort more effective.

The Report of the Subcornmiitee on Public Relaticns (1952)
listed the following major public relations objectives that were com-
mon to [Extension on a nation-wide basis:

1. To establish widespread use of program-planming pro-

cedures and techniques that involve local people and in-
sutre the active participation of county interest groups.

2. To better inform top-level officials of State colleges
or universities, members of county governing bodies,

and mernbers of State legislatures and the Federal Con-
gress, rcgarding Extension policies, programs, and ac-
complishments. t

[,

3. To better inform farm, rural nonfarm, and urban
people about the Extension Service--what it is, how it
operates, and what it does.

4. To improve connly office facilities and services.

)
b .
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5. To vvercome unsatisfactory employiment conditions,
which in many States are a scrious handicap in recruit-
ing and maintaining a competent Extension staff.

.

6. To establish dynamic supervision with emphasis fo- ;
cusced on program leadership and on higher standards of ‘
teaching quantitatively and qualitatively.

7. To clarily and strengthen relations with Federal
agricultural agencies operating in counties.

8. To recognize the need for a short, popular name that
clearly identifies the Cooperative Extension Service and

its major programs throughout the Nation (pp. 14-15).

Sandcrs (1960) discovered nine nceds of the lxtension public

relations program that point up several arcas that need continuing

attention;

1. There is still prevalent in the minds of some Exten-
sion personnel the idea that good public relations is a
sort of ''glad handing, " money-spending, entertaining,
publicity activity which is apart from tiaeir r-gular pro-
cedures.

2. The Agricultural Extension Service needs to be better
understood, more fully appreciated, and more liberally
supported in many colleges and universities.

3. Elected and appointed officials--local, state and
national--need a fuller understanding of the organiza-
tion, its program and accomplishments.

4. Our program development procedures nced broaden-
ing and perfecting.

5. We nced belter programs developed for more spe-
cific groups.

6. The grcat non-farm urban public nceds an apprecia-

tion of agriculture and its contribulion to our economy
and our civilization.

65
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7. Wenead to develop a role of leadership with and
cement together the whole group of comimercial enter-

prises which we call "agribusiness." ,
S. We need better working relationships with commer-
cial mass media personnel.

9. Weneed improvement of coruvmunication within our
organizations. We need to streagthen internal relations
by working together in support of our Extension program
(pp. 5-6).

West (1962) studied the time efficiency of Extension agents
and said t‘hat the Extension worker must carefully and continuously
evaluate the use of one's time. This evaluation will make better pub -
lic relations possible by showing accomplishments of previous pro-
grams, defining present and {uture needs for lIExtension work, serving
as a guide for establishing priorities, and helping to identify Exten-
sion audiences.

Clark and Abdullah (1964) concluded from three studies of
the position of the chairman of the county Extension sigaff that among
other things the county chairman should be: teacher, leader, or-
ganizer, policy advisor and interprefer, coordinator, personnel
manager, reporter, housekeeper, supervisor, business manager,
budget controller, communicator, program planner, and public rela-
tions man. A study of the training nceds for county Extension chair-

men found that need was centered in four major areas: public rela-

tions, program development, business management, and {inance.
] L ’
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'he Mational Association of County Agricultural Agents is a
professional organization for counly agents (Extension staff members
assigned to an agricultural agent position in a county). One of the im-
portant committees of the National Association is the Public Relations
Committee. The 1970 Chairman of the Public Relations Cormmittee
reported the following activities as examples of some of the outstand-

ing accomplishments of state committees (Fibbard, 1970):

I. Eightcen states held Public Relations "Workshops. "
2. The Pennsylvania committee arranged Tele-ILecture
. demonstrations to improve mass media, suggested a slide sct or a

movie to tell the story of Extension to the general public, discussed
the Extension Service image as it applies to mass media, and took
steps to have the University information section include data sheets
in TV-Radio News that would include the proper ingredients for in-
troducing programs.

3. The Maryland committee planned an '"Extension-Public
Relations Week." Counties were asked to participate in publicizing
what Extension ders; making use of news articles, exhibits, and dis-
plays.

4. The North Carolina chairman reported a "County Com-

missioners Day" to be held at the North Carolina State University

under the direction of the Chancellor, Dean of Agriculture, and the




Dircctor of #utension, This committee also planned special empba -

sis programs for: Farm-City Week, agribusiness tours, appropriai.

-

c

recognition of agricultural leadership, and key leaders to visit Novilk

Carolina State University to learn of the work being done in rescarch,

teaching, and Extecasion.

5. The Iowa commitllee recommended that a salaried pro-

fessional public relations representative be hired for Extension at the

state level,

! 6. The Alabama committee started the "Country Kitchen

Project' in 1969, which is a hospitality room serving Alabama pro-

duced food to those attending the State Convention of the Association

of County Commissioners.

7. The New England committece set up a project in the arca

of "land use" problems in an effort to get across to the general pub-
lic that the Extension staff docs have an expertise in this area and is
playing a major role in correcting and preveniing environmental pol-
lution. The New England power companies. cooperated by carrying

flyers in their monthly bills giving information and suggestions on

A BT e A A e PRTAT ) P N fm e s T S e i o

'land use' problems. Over a million families received these flyers,
and in each case Extension is given credit for the informstion (pp. 7.
- 11, 20).

Hall (1970), Chairinan of the 1971 P'ub]ic Relations Commiit-

tee of the National Association of County Apricultural Agents, proposed
) }:» (=] 2 1 ]
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these goals: to provide menmibers with ideas and techniques that can

be uscd in establishing and maintaining favorable relationships with

v

the general public, individuals, organizationg, and Jegislative units

on the local, state, and national level; and to encourage members to

share ideas and techniques that have been successful with others.

Hall outlined the following activities to accomplish the goals

of the Public Relations Committee:

1. Encourage and assist State chairmen in setting up
Public Relations Workshops either on a state or area
basis.

2. Provide State chairmen with material for continua-
tion of our packet program for new extension agents in
an effort to increasc membership.

3. Make available to our meinbership our decal by sale
through the State chairmen.

4. Encourage written reports from all county extension
offices to their county commissioners, state legislators
and members of Congress.

5. Ask cach State chairman to report good public rela- .
tions activities in their state every thrce months.

6. Encourage membership to write appropriate thank
yous to supporters of Extension programs on a local,
state and national level--including annual meeting.

7. Ask the Board of Directors and the Annual Meeting
Committeec of NACAA to secure and provide appropri-
ate bumper stickers for agents attending the annual
meeting.

8. Collect and make available to State chairmen, Pub-
lic Relations idecas and techniques that have worked for
others (pp. 3, 7).




The Michigan State University Cooperative Extension Service

expressed a sincerce interest in improving the public relations offort

of its Extension staff by devoting the entire program of the 1970 An-

nual ISxtension Service Confercence to the thenie--Selling JExtension:

The program was designed to fulfill these goals:

My Job,

1. Melp staff members establish a basis for effeclive
communications with clientele and gencral public.

2. Improve relations within the University and the Ex-
tension family,

3. Assist staff in developing techniques which effectively
mirror Extension's image.

4. Offer opportunitics for fcllowship and rapport.

The various scssions were built around these divisions of the theme:
Our corporate structure; Who are 'we selling to; Packaging our pro-
duct; How others sell theiir "products'; What we're selling; and Gain-
ing support for our product. Wamhoff reported:
Public relations is an ongoing present activity among all
members of the Extension staff. Our efforts at the last
conference in 1970 were directed to helping all staff

whether on campus or in the field to become more pub-
lic conscious.

Presenting an accurate image of our various specifics
and maintaining extra organizational and institutional
liason is a formidable task but one that is often given
second billing in terms of importance. A major part
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of my responsibility as Assistant to the Direclor is in
organizing Extension efforts in this regard. 6

The following examples of public relations efforts in busines:
make a worthwhile addition to the study.

The American Dairy Association's public relations program
during the past decade has been built around sponsoring the productlion
and distribution of motion pictures with well defined messages for
specific target audiences. Annual auci'ncnces for four ADA movies
have averaged about 50, 000, 000 people. The ADA movie must pro-
duce results in terms of influencing audiences to do the things the
organization is in the business to do--influence the public to drink
more milk, eat more ice cream and cheese. This type of public re-
Iations program is going to continue for a long time (Neu, 1965).

Public service time on radio and TV has increased signifi-
cantly over the past decade as the public relations groups discovered

that radio and TV stations welcome well prepared, non-commercial

- materials (Stamler, 1969). This offers the public relations effort a

real opportunity to supplement the printed word to communicate to the

public. Records, tapes, film, and slides can be an integral part of an

overall public relations program. Broadcasting has assumed a nearly .

6C:«.rro]l H. Wamhoff, Assistant to the Director, Cooperative
Extension Service, Michigan State University, Last Lansing, Michi-
gan. Personal letter, March 4, 1971, and program of the 1970 An-
nual Conference of the Michigan Cooperative Extension Service.

L §

s




59

cqual status with the press; it is now more than just a supplemental
medium.
‘he 70's will demand move and more information and pre-
sent added opportunities for the use of public service
time. Keceping messages educational and informative and
well-produced is the way Lo succeed (p. 82).

Snow (1970) reported that the Dairylea Cooperative, e,

used a crisis as a public rcelations tool. The U. S. postal strike in

: .
March, 1970, was going to delay the delivery of F1, 000 dairy farimers’

monthly milk checks. "Operation Pony Express'" was promptly or-
ganized and the ficldmen, scrvice men, and tank truck drivers of this
farmers' cooperative took over the job of delivering the farmers'
'pay checks''--soine as large as $11,000--within three days cf nor-

: mal mail delivery. Urban newspapers, radio, and TV stations car-
ried the story throughout the seven-state arca. Regional offices re-
ceived immediate fcedback as members called in to say that they had
received the news and their check. This emergency could have been
a troublesome situation. E

. . . the public relations success wasn't a matter of luck

’ by any mecans. Without the kind of tecamwork we enjoyed,

} both within the organization and with our agency, and with-

out the willingness of all these people to make the strenu-

ous effort to get the job done, the milk checks would

cventually have made it but the story would have gone
untold (p. 12).

e e e m——

Four case studies were presented by Robinson (1966) as an

aid toward understanding public relations. In cach casc he identified

some of the problems faced by the public relations practiticner,

9 oy : s
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Case Study 1. This is a military situation whera the modi-

fication of activities at Bolling Air Force Base rcsulted in public con-
fusion. The basc was only closing down the flying operations, and the
public thought the base was to be closed co.mp].ctely. The fact was
that steps were going to be taken to make increased use of Bolling Air
Force Base.

Case Study 2. The Esso Rescarch and Eugineering Company

was concerncd about its rescarch reputation among the scientific
communily because of the unavoidable lag in the publication of basic
and chemical research being done by the company.

Case Study 3. Lesley College, a small women's college, had

shown considerable growth during recent years and had hired a person
to handle college public rclations. The college had no planned pub-
licity, no planned community relations program, no alumnae associ-
ation, and had never done any development or fund-raising work.

Case Study 4. The National Safety Council program to pro-

mote the use of automobile seat belts is a classic case in overcoming
resistance to change. In this large task with the entire motoring
audience as the public--it is clear that thc;,re are a mullitude of con-
flicting forces, some helpful, some detrimental, to furthering the
causec of seat belt usage.

Robinson made six generalizations from these casacs: (1) the

need for communication, (2) the nced for shaping attitudes or

'3
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behavior, (3) the need for plenning, (4) the veed for relating public

relations programs to management, (5) the need for a scarching ex-
amination of the ecthics of what is planned, and (6) the necd for feed-
back of information. From these generalizations the following six
principles were developed:

I. Because of his constant need to be an effective com-
municator, the public relations practitioner of the future
must understand the process of communication from a
theorctical as well as a practical point of view.

2. Because of his preoccupation with changing attitudes
and behavior, the public relations practitioner must un-
derstand human behavior as an applied social and be-
havioral scientist. That is, he must have enough know-
ledge of zuch disciplines as psychology and sociology

to have a solid, working understanding of the factors
that affect human behavior.

3. Because of the administrative and plamming skills
called for in implementing a public relations program,
the public relations practitioner must have some manage -
ment training, particularly in organizational structure
and the elements of coordination and supervision of

other people.

4. Because cevery action taken by a public relations
practitioner on behalf of his organization reflects man-
agement's policies and decisions, the public relations
practilioner must be a member of top management, re-
gardless of the type of organization.

5. Becausc every action taken by a public relations
preactitioner on behalf of the organization with which he
is associated has ethical implications, the public rela-
tions practitioner must have a strong, active ethical
and moral code to guide him in his everyday work.

6. Because of his need for feedback of information to
guide him in subscquent public relations action and to
make him capable of demonstrating the effectivencss of
his actions, the public relations practitioner of the

9
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future will need a thorough grounding in social science
rescarch methods (pp. 36-37).

It should be reported that there i;; an org;,a'nization_ of agricul-
tural public relations practitioners. The organization called the
Agricultural Relations Council is a professional council c¢omposed of
over 150 executives working in the field of agricultural public recla-
tions. The council is a national, non-profit, incorporated associa-
tion, and was organized in 1953. The object of this professional
council is to promote the public welfare through the advancement of
the art and science of agricultural public relations. The council pro-
vides the opportunity for the exchange of ideas and for closer working
relationships among those involved in public relations programs in the
agricultural field. The membership includes a number of Extension
specialists from the inforration and communication departments of
the state Extension Scrvices. Records of the council are maintained
in its office at: Agricultural Relations Council, Room 600, 18 South
Michigan Avenue, Chicago, I].liﬁois, 60603 (1970 Directory of Com-

municators in Agriculture, 1970).

Summary
Improving Extension's public relations i's the ultiniate pur-
posc of the study. IExtension public reclations will be made more ef-

fective by using these suggestions:
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1. Convey to the Extension staff an understanding of Exten-
sion public rclations, what it is, and what it can do for Fxtension.
4. lmprove Extension programs and program development.

3. Improve comnmunication methods and build better working

relationships with commercial mass media personnel.

4. Improve the Extension Service by establishing an identity.

maintaining a competent staff, and updating office facilitics and ser-

vices.

5. Provide in-service training in public relations for IKxten-

sion staff members. Public relations must become the attitude of

every Extension staff member.
e, and

.y

6. Keep elected and appointed officials of local, stat

national government informed regarding Extension policies, programs,

and accomplishments.
7. Keep the colleges and universities, government agencies,

and civic and service groups informed regarding Extension policies,

programs, and accomplishments,

8. Keep farm, non-farm, and urban people informed about
the Extension Service--what it is, how it opecrates, and what it does.
9. Give the great non-farm public an appreciation of agri-
culture and its contribution to our economy and our civilization,
The generalizations concerning public relations show the

wide range of actlivilies required by the public relations effort. The
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generalirzations were stated as "needs" of the public relations effort,

and they are related to: comnmunication theory, research, psychology,

and sociology. Ixtension staff members who are responsible for im-

plementing public relations programs must understand the theoretical

and praclical process of communication; must nnderstand the factors

that affect human behavior; must have some management training;

must understand the need for feedback of inforimation and have a know -

ledge of the social science research methods.

Robinson (1969) defined research as means of obtaining re-

liable knowledge and said that survey research was almost the only

type of research used, from the social and behavioral scicnces, by

public relations practitioners.
As Taylor (1970) said:

People are going to expect to sece some fundamental
changes in what we do. They are going to insist--are
insisting--on some program changes. They are going
to insist ¢i1 us deing things differently from the way we
have long done them. If we don't change, they will
change things for us as has already happened to a con-

siderable extent. . . .

News releases, films, television programming, field
days--none of the information techniques will contribute
very positively to our image without basic changes to
our actions. We must go directly to our programs first,

rather than to our techniques (p. 5).
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CHARPTER VI
SUMMARY AND DISCUSSION

Geod public relations is essential to the Cooperative Exten-
sion Service for many reasons. One of the prime reasons is the de-
pendence of the Extension Service upon appropriations of tax funds by
demoératically clected officials. The Extension Service is engaged iu

a voluntary informal type of educational effort. For this reason, it is

important that Extension develop and maintain in the minds of the many

publics it serves, a high level of recognition and appreciation for its
program, activities, and accomplishments. The voluntary and local
leaders, the people Extension serves, and the Extension staffs need to
fully understand how Extension work is conducted.

The study attempted to show that effeclive Extension public
relations involves all Extension staff members, are based on sound
programs communicat.cd to Jixtension publics; to achieve a better un--
derstanding of the philosophy, objectives, accomplishments, and
needs of Extension.

Sanders (1960) stated that good public relations must grow
out of two fundamnental forces:

1. a competent staff and

2. programs democratically developed, involving the
people, so that they will be led to know, understand and

. | _ - }
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hive the desire to solve their real problems. Good wdu-
cational programs will help in accomplishing that pur-
pose (p. 2).

The purpose of the study was Lo define public relations,

identify the steps in the public relations process, and delermine the
principles of effective comummunications as a rneans to more effective
public relations for Extension,

The study reported that public relations is an applicd and be-
havioral science. This view is reflected in the definition of Extension
public relations and was stated in this manner:

Extension public relations is a planned and systematic two-
way process of communication between Extensiox;x and its publics.
The function of the public relations process is:

1. to cvaluate the attitudes of the various relevant publics
(public is used to refer to any group of people who share a common
interest);

2. to definc objectives for increasing public understanding
and acceptance of Kxtension programs, policies, and personnel;

3. to identify the objectives with the public interest; and

4. todevclop, execute, and evaluate a program to ecarn pub-

lic understanding and acceptance.

The Extension public relations process was designed as a

methodical approach to developing the public relations effort. This

Aruitoxt provided by Eic:




67

approach will «deo be seful iﬁ derveloping other Kxtension programs.
The J:’I.-\:l;t-mr'.ior. public relations process identificd these five steps:

1. Analysis

2. Planning

3. Comumunication

4. Evaluation

5. Revigion
The process of identilying problems and dcveloping prograims is con-
tinuous and was described as the circular motion of a moving wheel.
The public relations effort is dynamic and changing; it is a ncever end-
ing process.

The Extension communication process model developed in
the study cmphasizcd these points: the EXTENSION. SERVICE develops

a PROGRAM communicated through the MEDIA to the PUB LICS.

E The model includes the FEEDBACK of information from the program,

media, and publics to the Extension Service to continuously evaluate

{ and revise its public relations methods and programs. Iour princi-

f ples of effecltive commmunication were listed and described. :
(

: 1. Know the public.

/

i

¢ 2. DBe creative,

¢

: 3. Use established communication methods.

4. Use two-way communication.

g ¢ l 8(}
ERIC

Aruitoxt provided by Eic:




68

The study cited references to show that there is a trend in
the field of public rclations te use the resources Qf'thc social and be-
havioral sciences. The business of the public rc]ai;ions praclitioner
is human behavior,

The study identified nine suggestions for making Kxtension
pablic relations more elfective. The suggestions will be stated as
recommendations to the Cooperative Extension Service to improve Iix
tension's public relations.

Five of the recommendations are related to the Extension or-
ganization, and therefore, they deal with the internal public relations
of the Extension Service.

1. Convey to the Extension staff an understanding of Exten-
sion public relations, what it is, and what it can do for Extension,

Extension staff memhers should work with the professional organiza-

tions of Extension and the professional organizations in the public re-
| lations field. The staff members neced to Kknow that public relations is ’
a two-way communication process, based on the evaluation of public
attitude, with defined objectives that identify with the public interest;
the final pré)duct being the .Exfension program that.is developed, exc-
cuted, and evaluated to earn public understanding and acceplance.

2. Improve Extension programs and program development
by using the Ext-ension public relations process: (1) analysis, (2) plan-

ning, (3) communication, (4) cvaluation, and (5) revision.

3. Improve conmumunication methods and build better working

relationships with commmercial mass media personnecl by using the

communication process: the EXTIENSION SERVICE develops a
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PROGRAM communicated through the MIEDIA to the PUBLICS; and by

the principles of effective communication: (1) know the public,

using

2) be erealive 3) usae cstablished communication methods, and
b

(4) use two-way comimunication.

4. Improve the Extension Service by: (1) establishing an

‘c.
identity that is easily recognized in all communication of the Ixten-

sion Service, (2) maintaining a competent staff by evaluating posi-

tions and eliminating unsatisfactory employment conditions, and
<7 (3) updating office facilities and service.
_ There are a vaviety of ways that Extension offices, telephong
2 listings, staff titles, news, radio, and TV programs are identified.
The expansion of general or university Extension is a complicating

: ' factor in identity. The term "Extension' is no longer an identifying

term that is peculiar to the Coopcrative Extension Service. The Re-
port of the Subconmumittee on Public Relations (1952) and Sanders (19060)
indicated that there has been improvement in employment conditions

and office facilities. However, Sanders recported that these areas

i
i
]
{
| .
! were generally ranked "satisfactory'" or "adequate' which still shows
{ . y y
; - ....4 R
2‘ a need for improvement. The quality of an organization's personnel
i_ p Y [ 1
i
. i .
3 has a close relationhsip to the attitude of the public toward the organi-
i zation,
5,
& .
k- N . T, « . . . . -
7 5. Provide in-service training in public relations for Exten-
7 : . ,
sion staff members. Public relations must become the attitude of
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every Ixtension staff member. Authority for Xalension public rela-

lions should he assigwned to a staff member at the state level, to a
staff member in cach departynent or tliscil‘)lino, and to a staff mem-
ber in cach county office. Responsibility for Extension public rela-
tions is a part of the work of every Extension staff jmember.

The other four recommendations are related to the xtension

programs with the various relevant publics, and therefore, they deal

with the external public rclations of the Extension Service.
6. Keep elected and appointed officials of local, state, and
national government informed regarding Extension policies, programs,

and accomplishments.

The persons in these positions are constantly changing, due |

to elections and new appointments. In general, these persons are not

well informned regarding Cooperative Extension work, and it is a

challenge to keep them informed. These persons neced to be suffi-

- ciently informed about Extension as a public educational and service
: N

b . '

agency to enable them to provide the resources required to maintain
the kind of Extension Service that their constituents request.

7. Keep the colleges and universities, government agencies,

and civic and service groups informed regarding Extension policies,
programs, and accomplishments.

‘Therce is a great need for these groups to understand the

philosophy, objectives, accompli%]iments, and nceds of cach other.

>

~
'
)
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When there iz competition and lack of mderstanding betweon public
agencies or groups working with the same publics, this will detract
froni the public's confidence in those agencies :.‘.x'ui.v."‘.ll dirminizh the
quality snd quantity of the service by cach agency or group.

8. Keep farm, non-farin, and urban people informed about

the Extension Service--what it is, how it operates, and whal il does.
There has becen a rapid shift in the relalive size of cach of
these publics during recent years. With urban people conslituting a

predominantly large proportion of the total population, and their in-

lerest in the home demonstration and youth prograims of the Coopera-
tive Zxtension Service increasing, it is important that each of these

publics have a knowledge of the Cooperative Extension Service.

: 9. Give the great non-farm public an appreciation of agri- ,
culture and its contribution to our economy and our civilization. :

Today only about 5 percent of the U. S. population are

farmers. The ability to produce food has passed rapidly from the

hands of many to those of a few, and it has occurred so quickly that

most of the nation is unaware of how or why it happened. This situ-

ation offers the opportunity to tell the success story of agriculture to

all of the publics with programs like those conducted during Farm-

City Wecek.

The case studies presented in the study were used to develop

six generalizations concerning public relations programs: (1) the need

« ’ ‘ : .
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for communication, (2) the need for shaping attitudes or Lehavior,
(3) the nced for planning, (4) the need for 1°c'1n‘.:in‘g public rolitions
programs Lo management, (5) the need for a searching examination
of the cthies of what is plamned, and (6) the need for fecdback of in-
formation.

These gencralizations concerning public relations are all be-
haviorally oriented, and they point Lo the fact that Extension staff mem-
bers muast undersiand thx; process of communication, must under-
stand human behavior, must have some management training, must

understand the Extension organization, must develop programs that

are cthically correct, and must have a knowledge of the SOC\ial science
research methods.

The examples of public relations programs by Extension and
business rceported in Chapter V wer-e no doubt successful because the
person or group that was responsible for the public relations effort,

) cither consciously or unconsiously, made use of the five steps in the

! " public relations process and the principles of effective communication
that were developed in the study.

One can easily realize that th; New England Extension staff

members analyzed the sitnation regarding the lack of understanding

of the general public concerning the expertise of Extension in land usc

planning and environmental improvement. The program involved

plaming with the power companies and made use of their mailing of

A . ' ]
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sonthly bills to communicate the Extension expertise to over a mil-
Hon families, Onae can also expect that thare was a feedback of in-
! .
formalion to be used in evaluating and revising fnture programs.
This program also applied the principles of effective communication

in that the staff identified and knew something about the public with

which they were dealing, they were crealive in. their approach to

disseminating information, they used an established comnmmnica-

ticn metkod, i.e., the monthly bill; and one Jﬁ:m assume that they

planned for two-way communication or in some roanner received a

feedback or infermation,

The Dairylea illustration of using a crisis to build gcod pub-

lic relations can be compared ic examples of an lxtension agent and a
program planning com'mittee developing an effcctive program to com-
bat a serious threat of armyworm to the corn crop of an arca, or
the educational program that resulted frora a regional milk strike. } .
: Thesc types of programs would lend themiselves to the public relations =
process and the principles of effective communication and will result ’ ,
in effective p\‘.lbli(: relations for the Extension Sevvice.

e Each of the examples of public relations programs in Chapter

V could be related to one of the nine recomimendations to improve Ex-

tension public relations. The two programs for the county commis- - .

sioners are cffective means of keeping local government officials in- , i

formed about the policies, programs, and accomplishments of IDxtension. o
Y e ‘.';'r-
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The Michigan Coeperative Extension Saervice Annual
Conference--Selling Extension: My Job--provided an opportunity Lo
convey Lo the Extension staff an understanding of Extension public re-
latiecns. The conference program would indicate that the Extension
staff members were probably made aware of all nine of the recom-
mendations of this study.

Taylor (1970) was pointing to the kinds of recommendaiions
madec to the Extension Service in the study when he said:

PPeople who pay the bills only want results. JIf we can do
our job with drive, energy, and aggressiveness--in terms
of goals that perform a needed public service--and keep
the people informed of our efforts--we should com= out
alright in the public eye.

A knowledgeable and informed people, supporting the
activities of their government and their institutions,

still remains the hard-rock foundation of a democracy.
Therein, perhaps, lies our primary goal--a goal we've
always had and merely need to recaffirm today (p. 17).

""Helping people help themselves' appropriately expresses
Extension's approach to public service. Extension's specific objec-
tives rotate around this theme. It is to this center of gravity that the
Cooperative Extension Service attaches its public reclations effort
(The Report of the Subcommittee on Public Relations, 1952).

Extension public relations is what the public thinks about the
Cooperative Extension Scrvice. An effective public relations program

i.s one that conveys a favorable impression and understanding of Ex-

tension's philosophy, objectives, accomplishments,- and necds. In the
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simplest terns, public relations is merely conveying to otheis, in
many different ways, anunderstanding of whit one is doing.  When

the immpression is favorahle, the public relaticas progran is good;
H 2 l w &y

when the impression is anfavorable the public relations program is
bad. I the work of an organization is good, it is time to let the pub-
lic know, in fact, they deserve to know. The Extension S.cr\'ice must
let others know that its work is important to ixtension, to the com-
munity, and to the world. The job of improving the Extension image
is Extension's most important job, be.(:ausc Extension public relations

exist whether the Extension Service does anything about it or not.
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