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FUNCTIONS OF A PUBLIC

RELATIONS CCUNSEL

i

. Thinking that the two most prominently mentioned public relations
counsels in ¥ew York would be better {itted thon anyone else to outline the
purposes and functions of a public relations counsel, we oblalied inuterviews
with 7. J. Ross, Jr., nanager of the ifew York headquarters of Tvy Lee an¢ with
Bdward L. Bernays. Then most New Vork advertising or newspapermen are asked
who the prominent public relations counssls are, they reueuler both Lee and
Bernays but frequently cannot recall anoither naie.

Neither of these men was willing to state specificelly that they
wére solely responsible for any results that may have been obtained through
their work with various clieuts but both indicated that they believed they were
motivating factors in changing the current of public opinion.

Mr. Ross did not care to discuss actual details on any contract; but
naaing over the chief clients of Ivy Lee, he mentioned John D. Rockfeller, Sr.,
the Pennsvlvania Pailroad Soipany, the Committee on Public Nelatiouns of Bastern
Railroads; the Betlilehem Steel Gompany, Armour & Coapany; Clarence D. liackay;
The Cotton Textile Institute; the Copper & Brass Research Association (which was
formed by lir. Lee3) the Interborough Rapid Transit Company; the Guggenheim Fund
for the Promotion of Aeronautics and various banks and stock exchanze houscs.

¥r., Ross did not Dbelieve the aititude of some trade papers to be
fair, because, he said, they regard a public relations counsel as chiefly a press
agent when as a matter of fact lMr. Lee regards tiie preparation of copy for

resazine and newspaper publication as & minor pact of-his task. MNr. Foss said,
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for instaiice, that*inaﬁahéling the Fennsylvania failread contract . Lee re-
comends that an extensive advertising campaign ehould e handled by ono of
of the nost prominent vastern advertising agencies.

If }¥r. Lee's .convictions were accurately presented by Mr. Lioss,
then lir. Lee believes that every big company should have its puulic relations
counsel, who would have general supervision of sdvertising and who would be
consulted in determining company policy as it aifects the cogp&qy's relations
to the public. This of course neans frequent conferances with the board of

directors and a very real influence in guiding the company destirnies.
- 000 -

Mr. Edward L. Bernays, too, believes that the public relations counsel
cdoes much more than sccure newspaper or azazine publicity for his clients. The
functions of the public relations counsel are those of a directive influence
rather than a press agent, he said. The public relations counsel in his
conceptidn does not report events to the public press, he moulds thew in such

. form that the press will of its own accord give wide and favorable publicity
to the client.

He instanced this distinction in several wayse.

“hen Clemencesu came to this country several years ago on a good will
mission, it was tiie public relations counsel who saw to it that the reception
commitfee consisted of lsading personalities from all sections of this country.

Thus he assured the fact that Clemenceau‘'s series of receptions would be so
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impsrtaat that the locel fuactises ia each comaunity would be played up by the
prece, locelly, naticaally aod isteraationally.
lr. Beraays hes been reteained to iancrecse the use of veivet in
feinine costumes. To do this he does not try to influence the American

ecs cirecctly but through Perisiaa couturiers he eadeavors to have velvet

o}
2]

drecces cshowa i: the Parieiaa opeaiage. American etyle scoute watchiog
the spenings, eec these velvet dressec showa in the esmart drece shope ia raris
cad buy them 12 be uced as modele by American houses. Becauvse they have been
¢hovo in Paris they automatically receive meatiocoo in the American magtzices and
pegers devoted to ciyle treade zod prefereaces.

Agoia when Dodge Drothers put up & aew eleciric ciga 24 Bracdway,
l.r. Bernaye arrcazed for & dianer to be given by the Broadway hAssocizction
at the Hotel Aetor to & grouy of esclected agencies. The dinnsr reccived a
grect deal of publicity, eome ia the deily press but more ia the trace prees.
The chief purpose of the diloner was t0 grsuse the ioterest of the trede and
t5 publicize the fact that Dodcoe Brothere aow have a2 sky sign on the
Grezt White lzvy.

Althsugh he niade 03 claim to haviag originated the ideaz, lir. Ber-
nocye had 2a his desk a copy of one of the reps of Loag Island supplicd za
requect t9 ¢ll motoriets by Soconye. Thot Soczay Land bid for public fovor was
richtfully za adjunet to the work of the public relatioss counsel, lhie said.

o wore t21d thct the public relatioas ésunsol of todzy tries {2
use cpplied psychology ia pre-ccter=miniag the attitude of the public to

compaay policies or chaages in policy. He thcen rccommende the adoptisa of such

«<

coursce oe wey be cxpected to arduse a frieadly fecliang zad discourages groctices

which his exporicace 2ad troining iacdicote o probebility of harwful resctiosan.
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Thus by indicating the iiost beneficial coursss and by so staging company

and public relatiohsJ;héé tgey will receive the greetest possgible amount of
favorable publicity, either through the medium of paid advertising or through
free publicity, he directs public opinion - at least so Ir. Bernays contends.

One of the most helpful expressions of the scope; functions and
nethods of the public relations counsel is Iir. Dernays vook "Crystallizing
Public Opinion%, published by Boni & Liveri;ht. The followiny outracts from
this book give the high spots and indicate the field covereds

"Because of the recent extraordinary growth of the profession of
public relations counsel and the lack of available informatien concerning it,
an air of mystery has surrounded its scope and functiongg~=w-we=w-

"These examples show him in his positionas one who directs and
superviscs the activities of his clicents wherever they impinge upon the daily
life of the public. Ile intorprets the client to the public, which he is onabled
to do in part becausec he interprets the public to the clianﬁ. His advice is
given on all occasions on which his client appears bofore the public, whether
it bo in concrote form or as an idea. His advice is given not only on actions
which take place, but z2lso on the usec of mcdiums which bring these actions
to the public it is desirod to rcach, no mstter whother thesc mediums be the
printed, the spokon or tiaec visualizod word - that is, advertising, lectures, tho
stage, tho pulpit,; the newspaper, the photograph, thc wirclecss, the wail or any
other form of thought cormmunication.essscece

"The public today demands information and oxpccts also to boe accepted
as judge and jury in mettcrs that havo a wide public import. The public,

whether it invests its moncy in subway or railroed tickots, in hotcl rooms or
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regtaurant fare, {n>silﬁiof soap, is a highly sophisticated body. It asks
questions, and if the answer in word or action is not forthcoming or satisfactory
it turns to other sources for information or rcliefececeievecs

"On every side of American life, whether political, industrial ,
social, religious or scientific, the increasing pressure of public judgment has
made itself felte.ecoos.

"Behind these obvious phenonmena, hovever, lie three recent tendencies
of fundamental importance; first, the tendency of snall organizations o
aggregate into groups of such size and importence that ithe public terds to regard
then assemi-public services; second, the increased readiness of the publiec,
due to the spread of literacy and democratic forms of government, to feel
that it is entitled to its voice in the conduct of these largs aggregations,
political, capitalist or labor, or whatever they may be; third, the keen
competition for public favor due to modern methods of sellingecevesceses

"Walter Lippmann of the New York Jorld in his volﬁme '‘Public
Cpinion' declares that the significant revolution of modein times is not
industrial or economic or political, but the revolution which is taking place
in the art of creating consent among the governed'seeceeeccoes

"The best examples, of course, of the incireasing importance of
public opinion to industries which until recently scarcely concerned themselves
with the existence or non-existence of a public opinion about then, aré those
industries which are charged with a public interesteececcscss

"The significant thing, however, is not the accepted importance
of public opinion in this or the other individual industry, but the fact that
public opinion is becoming cumulatively more and more articulate and therefore

more important to industrial life as a whol6esseessccoscos
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"The kcen coipetition in the selling of products for public
favof maekes it imperafi§e that the seller consider other things than merely
his product in trying to hbuild up a favorable public reacticn. Ho must cither
himgelf appraise the public and his rclation to it or he must engzage the
services of an expert who can aid him to do thiseseesess

‘"In this stato of affairs it is not at all surprising that
industrial leaders should give the closest attontion to public relations in
both the broadest and the most practiczl concept of tho tori.

"large industrizl groups, in their associations, have assizned a
definite place to thec public relations burcaus.

"The Tradce Association Exccutives in Vow York, an association of
individual executives of stute, territorial or national trade associations, such
as the Allied Wall Papcr Industry, thoc Amdrican Hardwarc lanufacturcrs'
Association, the Amer%fip Protoctive Tariff Losguc, the Atlantic Coast Ship=-
builders' Association, the National Association of Creodit Men, tho Silk
Association of America and somo scvonty-four cothors, includcs among its
associations' functions such activities as the following: coopcrative advertising;
edjustments and.colloctions; cost accounting; a crodit burcau; distribution and
new markets; cducational, standardization and rescarch workj; cxhibitsj; a foroign
trade burcau; housc organs; genoral publicity; an industrial burcau;
legislativo work; legel aid; markct roportsy statistics; a trafiic departmonts
Washington ropresontation; arbitration. It is notoworthy that forty of thosc
s.ssociations have incorporatod public rclations with gonorel publicity es &
definito part of their program in furthering tho interosts of their
organizationsescesoe «

"The Fourti Estatc, & newspapor for the mekors of nowspapers, sayss
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'Council on public rclations' and 'dircctor of public roleations' arc two
terms that arc boiné en;ountorcd more often evory dave'ecoccecescs
"First of all, there are the circumstences and ovents he hclps
to create. Aftoer that thore cro thc instruments by which he broadcasts facts
and idoas to the public; advertising, motion pictures, circular lettors, booklots,
handbills, spceches, mectings, perades, novws articles, magazine articles.
and whatover other mcdiums thers are through which public attcation is reachcd
and influcncedesecoscececas
"The public relations counsci is the pleacer to the pudlic of a
point of view. Hc acts in this capacity os o comsultant both in intorproting
the public to his client and in helping to intarprot his clicat to tho public.
He helps to mould the action of his client as well as to mould public opiniofece...
"The public and the press, or for that metter, the public and eny
force that modifies public opinion, interact. Action and intercction are
continually going on betwsen the forcos projccted out to ﬁho public and the
public itsclfecescccces
"It is tho office of the public rolations counsel to determine the
intoraction between the public, cnd the press and the other mediums affecting
public opinionesesascese. oo
"The moulder of public opinion must cnlist tho cstablished point
0f ViCWeoaaeoaeac
"r. Lippmann finds that the stercotypes at the contor of the code
by which various soctions of the public live "largely determine what group
of facts we shall sce and in what light we shall see them.' That is Why;
he says, 'with the best will in the world, the news policy of a journal tonds
to support its oditoricl policy, why & capitalist seus one sot of facts and

certain aspocts of humen nature - literally sces thei; his socizlist opponent
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another sct and pthgr qspgcts, and why each regards the other as unrcasonable
or perverso, when fho rocl differonco’betweon them is a difforence of parcepticn...
"Because all have mode coertain sacrifices, roasons are devoloped
why such sacrificcs musf be imsistod upon at all timose The 'logic-prooi’
compartment is the result of this unwillingness to mccept changcsesscecocoscn,
"Even an honest, critical understanding of tho domandé of tho
opposing crowd is discourcged, possibly because it is rightly felt that the
critical habit of mind is so destructive of one crowd-complex as the other,
and the old crowd profers to remein intact and die in tho last ditch rather
than risk dissolution, even with the promiso of averting a revolutiofReseccesscess
"Tn the first placo, lr. Martin ("Tho Bohavior of Crowdsﬁ) points
out with absoluto justicc that the crowd-mind is by no means limited to the
ignorant..c.oceve0eNoither is the crowd mind to be found only when thero
is a physical agglomoration of peoplCecescessosece
"The crowd is a stato of mind which pormeoates society and its
individuals at almost all timcs. What becomes orticulate in timos of stross
under groat oxcitemont is present in the mind of the individucl at most times
and cxpleins in part why popular opinion is so positive a&nd so intolerant
of contrary points of viowWeesoaueose
"The workinzgs of the grogarious instinct in man result froquently
in conduet of tho most romarkable comploxity, but it is characterized by
all of the qualities of instinctive action. Such conduct is usually rationalizod,
but this does not concoal its real charactoreecsscess
"Mr. Lippmann remarkss ‘For the most part we do not first seo
and thon define, wo defino first and then seGeececoss
"The gregarious tondoncy in man, zccording to Mr. Trottor, rosults

in five charagtoristics which he displays in common with all grogarious animals.,
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"He is intolerznt cnd foarful of solitude, physical or mental.'
The samo urge which érives the buffalo into tho hord and man into the city

rcquires on the part of the latter o scrse of spiritval irdentificatice with

the herd. lan is novor so nuch ot homc as whcn on the band wogonesceocss: :cos

"He is rcmarkably suscoptibleo to lcndorship.'Mr. Trottor (Instincis
of the Herd in Poaco cnd Var) poﬁut that the nced for loadorsiaip is often
satisficd by leadcrship of a quality which cannot stand anclysis, and which
must therefore satisfy somo impulso rather then tho demands of reasdn...,.....

"Man is not, thorcforo, suggestible by fits ond starts, not morely
in panics and mobs, undor hypnosis and so forth, but always, ovorywhore,
and undor any circumstances'cesscscesees

"Which you prefer is a‘matter of tasto, but not entircly a mattor
of the oditor's tastc. It is 2 matter of his judgment as to what will absord
tho half hour's attcntion & cortain set of rocders will give to his nowsSpapOrecssess

"Both Trottcr, ‘nirtin andéd the othor writers wo have quotod confirm
what the actual oxpericnce of the public rclations counscl shows - that tho
causo he ropresonts must havo some group rcaction and traditiom in common with
tho public he is trying to roachececcessces

"The cstablished point of viow becomcs established by satisfying
somc rooal or assumcd humon noCdecsccesess

"The ‘average citizen is the world's most officicnt caensor. His
own mind is the grestost barrior botwoon him and the facts. His own 'logic-
proof compartmonts',; his own absolutism.are'tho obstacles which provont him
from socing in tcrms of cxporionco and thought rather thon in terms of
group roactione.

"Tho training of the public relations counscl permits him to stop

out of his own group to look at a particular problem with tho oycs of an
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impartial obscrvor and to utilize his knowlodgo of the individuel and the
group mind to projecct his clicnts' point of vicwWeecsoesss
"Populgtibﬁé”ka;o incronsed, In this country gecographiccl arocs
have incroased. Hetcrogencity has clso incrcascde A group living in any
given aree is now extromely liktly to have no common ancestry; no common tradition,
25 such, and no cohesive intolligence. All these oleronts make it necessary
todey for the proponcnt of a point of view to engnge an oxpert to
represent him before society, an expert who must know how to recch groups
totally dissimilar as to ideals, customs and oven language. It is this necessity
which has resulted in tho dovclopuont of the coumsel on public rclationsececevec..
"They must for z great port work through the cxisting deily press,
the existing magezine, tho oxisting lecture circuit, cxisting advortising
mediums, the oxisting motion picturc channols and other moans for the
communicotion of idcoSjescosassccas
"The third mothod is ’governmont bascd on such o highly developed
systom of informotion, analysis ond sclf-consciousncss thot tho knowlcdge of
national circumstconces and reasons of stato is cvident to ﬁll RCYs 'osessoece
"Dominant groups today aro more socurc in their pesition than was
the most successful autocrat of several hundred years ago, because today the
inertia which must be overcome in order to displace these groups is 80 much
greaterecesscsccse
"People accept the facts which come tothem through existing channeis.
They like to hear new things in accustomed ways. They have neither the time
nor the inclination to search for facts that are not readily available to them.e...
"And the established order of things is maintained by the inertia
% of the group. Three factors make it possible for the public relations counsel

- to overcome even this inertia. These are, first, the interlapping group
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formetion of society;;éedond, the continuous shifting of groups; third, the
changed physical conditions to which groups respondescsescscecsse

"Society is not divided into two groups, although it seems so to
many. Some see modern society divided into ccpital and labor. The feminist
sees the world divided into ilen and women.e.sesceccss

"In somte resmects the capitalist is a consumer. In other respects
he is a worker. Many persons are at the same time workers and capitalists.c....

"That group so vaguely called 'the public' consists of all sorts
and conditions of men, the particular kind or condition depending upon the
point of view of the individual who iB making the observation or classification.

"The public relations counsel must take into account that many groups
exist, and that there is a very definite interlapping of SroupSsccccescescosoa

"Society is wmade up of an almost infinite nurber of groups, whose
various interests and desires overlap and interweave inextricablysssecesecacccs

"It is precisely this interlapping of groups - the variety, the
inconsistency of the average man's mental, social and psychological commitments
wbich nekes possible the gradual change from one state of affairs or from one
state of mind to another. Few people are life meubers of one group and of
one group only...........

"lany psychologists have atteupted to define the componont parts of
human nature, and while their terminology is not the same, they do follow more
or less the same general outlines.

"Among the universal instincts are =~ self-preservation, which includes
the desire for shelter, sex hunger and food hunger. It is only necessary to
look through the pages of anv magazines to see the way in which modern business
avails itself of these three fundamentals to exert a coercive forze upon the

public it is trying to reachesecscerssse
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"The public rélations counsel extracts from his clients*® causes ideas
which will capitaliieAcertain funaamental instincts in the peonle he is trying
to reach, and then sets about to project these ideas to his public.

"7illiam MacDougall, the psycholozist, classifies seven prirary
instincts with their attendant cmotions. ’They are fli_ht-fear, repulsion=-
disgust, curiosity-wonder, pugnacity-anger, self-display elation, self-abasement -
subjection, parental-love-tenderness. These instincts are utilized by the
public relations counsel in developing ideas and emotions which will modify
the opinioné and actions of his publiCeecscececees

*Tt is this element of conflict, directly or indirectly, which plays
an overwhelming part in the psychology of avery crowd. It is the element of
contest which mekes baseball so populare'eceesscscs

" "Nothing so easily catches general attention and crecates a crowd
as a contest of any kinde'ceesoensnes

"Jc haveo to take sides. We have to be able to take sides. 1In the
recesses of our being we mﬁst step out of the audience onto the stage and wrostle
as the horo for the victory of good over ovilescace oco

"Four other instinctBCAre listed in this classification - gregariousnoss,
indivicdualism, acquisition and construction. e have alrcady dealt with the
first at Iongtheeesesscescnne

"The innate tendencies are susceptibility to suggestion, imitation,
habit and playeescscsses

“Hental habits crcate stereotypos just as physical habits croato certain
dofinite roflex actions. Thoso storcotypes or rocfleox imm;os arc a grcat aid to
the public rclations counsol in his workeeeccooseo

"How docs the public rolations counscl approach eny particular problem?

First he must analyzo his clicnt's problom and his cliont's objoctive. Thon he
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must onclyze the public. he is tryiog $9 recch. He wnuet cevise & plan of action
for the clicat to follzﬁ ;nd Getermine the mthads cad the orgens of dictribution
available for rocching hie public. Finally he must try t5 estimate the intcractisa
betwewa the public he sccke t9 reach and his client. How will his clicat's case
ctrikc the public mind? And by Lubiic wiad herc is mecnt that sectiosn or those
scctions of the sublic which wurt be rocchcdececesaa.a. ..,

"He nmuct woke it eusy for the public to pick his iscsue out of the grect
maes of motericl. He must be cble t9 overeowe what hos boen czlled 'the toandecacy
3n the rzrt of public a{tcntian t3s flickcer and relex". Hc must do for the public
mind what the acwspoger, with ite headlince, accomplishes for its SRTALS I

"The refincmcnte of recesa and the shadiags of emstion canast reach
a concldercble public.

"ihea ~a appeal to the iastiancts can be mede 9 powerful cs to gcoure
acceptaace ia the wediuw of discemiaction in enitc of couapetitive intercete,
it cza be aptly torned ACWSeeeinwa. ..

"In orcer to zppeal to the instincts cnd fundamentel cmotione of the
public, discusscd in srevisus chapters, the public relatione csuasel nust creato
acwe around his iccos.  Nows will, by its superior inherent interest, recoive
cttontion in the competitive markcte for acwes, which cre themselves continually
trying to clair the public atteatiosan. The public rclatiosns counscl must 1ift
ttartliag facte from his whaic subject aad proccat them as news.. He must isslate
idces oand develsy them iato cvents £9 that they can be mare readily uaderstoad
and s9 that thoy may cloim aftuntion G5 MCWSsesssasase

"So, t29, thc aealyzes the public relations couascl mekes, lift out
the importoat, the intuercetiag, cnd the coeily understandable poiats in order

t0 crectc intorceteeeeeeveeas
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"Perhaps"thc“éﬁiof contribution of the public rclations counscl to the
public and to his cliont is his ebility to undorstend and analyzo obscurc tendon=-
cics of the public nmind.... It is his capacity for crystallizing tho obscure ton-
dcncics of the publie nind befors they have rcached definito oxpression, which
makes him so valuable.

ins anvility to create thosc symbols to which the public is rcedy to
rosponds his ability to know and to analyzc thosc rcactions which the public is
rcady to givej his ability to find those stercotypes, individual and commwunity,
audionce and to rcceive from it a fevoreble rcccption are his contributions.

"The appcal to the instincts and the universal dosircs is tho basic
method through which ho produccs his rocsultSesscess

"For the public rclctions counscl rmust not only supply nows - he must
creatc nows. This function as the crcator of nows is cven wmorc important than
his othecrs.

"It has always boon intoresting to mc thet o conciso, comprchonsive
definition of nows has ncvor becn writtcen. That nows is, cvery newspaper man
instinctivcly knews, particularly as it concorns the nocds of his own paper.

But it is 2lmost &s difficult to defino news as it is to doseribe a circular
staircasc without meking corkscrow gostures with ono's hand, or as to dcfine
some of the abstrusc concopts of the motaphysician, like space or time or roelity..

"In Nr. Irwin's opinion, tho four outstanding fectors making for
the crcation or cnhanccment of nows value arc the following: (Thdt is Nows?"
by Will Irwin, Collicr's, March 18, 1911.)

1. ‘Wb profer to rcad about the things wo like!
The result, ho says, has beco. the rulc: 'Fover for the min,

affcctions for woncn'.
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2. ‘'Our interest in news increases ia direct ratio
to our famiiié;ity with its subject, its.setting, and its
dranatis personaze.'’
3. 'Our iaterest in news is in direct ratio to its
qffect on our persoral ccacerns.'
4, 'Our intersst in news increases in direct ratio
to the general importance of the persons or activiiies which
it affects.' This is so obvious that it scarcely needs commentecsss.
"The only difference betwsen 'propaganda® and ‘'sducation' really,
is in the point of view. The advocacy of vhat we belisve in is education. The
advocacy of what we don't believe in is prodagantaesccecccs
" *The relativity of truth', says Mr. Eluer Davis, 'ls a coirionplace
to any newspaper man, even to one who has never studied episteriologyj; and, if
the phrase is peruiissible, truth is rather more relative in Tashington than
anywhere €lSeeecesscescss
"Political, economic and moral judgments, as we héve seen, are more
often expressions of crowd psychology and herd reaction than the result of
the calm exercise of judgment. It is difficult to believe that this is not
inevitable. Public opinion in a society consisting of millions of persons,
all of whom must somehow or other reach a working basis with nost of the
others, is bound to find a level of uniformity founded on the intelligence
of the average member of society as a whole or of the particular sroup to
which one may belong. There is & different set of facts on every subject for
eachh man. Society cannot wait to find absolute truth. It cannot weigh every
issue cerefully before meking a juégment. The result is that the so called
truths by which societv lives are born of comproaise among conflicting desires

and . of interpretation by many minds. They are accejsted and intolerantly
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maintained once thev have been determined. In the struggle among ideas, the
only trust is the one wﬁiéﬁ Justice Holmes of the Supreme Gourt pointed out-
the power of thoughtto jet itself accoepted in the open compotition of the markct.
‘"The only wvay for ncw idces to gain currcncy is through the acceptance
of theu by groupse. liercly individual advocacy will leave the truth’outside the
general fund of inowledge and boliefSeccssscreces
"The future of public opinion', seys Professor Tonnies, ' is the future
of civilizetion. It is cortain that the power of public opinion is constantly
increcasing and will kcep on increasing. It is equally ccrtzin that it is more
and uiore being influenced, chenged, stirrcd by ipulscs from belov. The danger
which this devilopuent contains for a progressive ennobling of human society
and a progressive hoightening of huwman culture is apparcat. The duty of the
higher strata of socioty = the cultivatcd, the loairned, tiho export, the intcllect-
val = is thereforec clcar. Thoy must injcct moral and spiritusl motives into
public opinion. Public opinion :iust becomo public conscionco. '™
Tho following thoughts on public rclations are quotcd from a booklet,
also by Mr. Bernays, on "Public Relations as a Careers"
) ‘"Propaganda has becen back of much of the important progress of the
past ten years. A special plcador has been the motivating forcoe in the
winning of politicel campaigns, in the changing of pconlo's attitude toward
social qucstions. Somctimos this spocicl pleader has becn a profcessional
counsol on public rolations and somctimcs he has beon the hoad of the move-
ment who has unconsciously practicod the principles of public rclations.
Every group loader, foraworly, whethor his cause wms roligious, educational,
. sciontific, or industrial, was thc groat unconscious propagandist for his causo.
He undorstood tho underlying motives which impcl pcople ond zroups of pecople to

act,; and which causc thca to hold their opinion. Only within thc last fow yocars
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- has this function been-deputed to the man who is a special pleader by profession.

The technic of propaganda is based on the practice of those who carried it on for
the most part unconsciously, and has been developed as & highly tecknicael
profession by the counsel on public relations.

“"Every bank, every political party, every governiental official, every
industrial orzanization which seceks to keep abreast of modern tendencies, has a
counsel on public relations, either on its staff or as a consultant, although
his title is sometines obscure. Occasionally his department is called the public
relations departuient. Often he is called secretary or vice-president, or director.
Sonmetimes he is known as cabinet oificer or commissioner, but his functions are
well defined, His advicé has great bearing on the conduct of the group or
individual with whom he is working.

"1t night be well to tell here some of the actual methods by which
the counsel on public relations accomplishes his worke.

1. lie analyzes the public to determine its relationship to his
client. He iust survey ithe whole field of contact of the public and his client,
and he nust know within limitations what flexible forces he will work with. He
realizes that the individual ancd the group are swayed by a small nunber of
fundamental desires, emotions and instincts. Sex, gregariousness, the desire
to lead, the maternal and paternal instincts, all are dominating motive foréces
of groups. Then, toco he realizes that certain characteristics of his public
are sound factors upon which he can base his 'selling arguments's He considers,
for instance, the group formation of society. The natural cleavage of the group
occurs along religious, social, economic, sex, political, racial, geographical
and other lines., He must keep this closely in mind in his analysis, because
this group constitution of socicty is not a stationary thing, but is flexible

both from the standpoint of the nuitbers in the given group at any spocific time
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and from the standpoint~of‘the influence of specific group leaders over individuals
of overlapping or iﬁtdfié;piﬁg STOoupSe

2. He analyzes the cliont, just as a doctor oxamincs his patient
thoroughly before he pronounccs a verdict 6f sugzcsts a curc, so the counscl
on public relstions cxamines overy funciion of his client and studies overy
symptom of health or discase before he makes suggestions. ZIvery spot’at which
the client and the public have contsct is placed under his microscope. He
examines cvery phasc of tho clicnt's activity which the public can approve or
disapprove, from thc production to the actual point of proscintation to the public.

3. He formulatss policice goveraing tho goneoral practicc, procoduroe
and habits of the clicnt in all those aspectis in which he comes in contact with
the public. Thosc policics arc bascd on the analyses sugzosted in the two
procoding paragraphs, and oa their occoptance by his cliont, he procoeds to the
fourth step.

4. He interprets the clicnt,; his products, or his service to the
public. The public rclations counsel has found that only by‘a carcful systom
of constent, thorouzh and frank information will thc public undorstond and
apprecciatc the value of what a given mcrchant, cducator, or statcsmon is doing
for it. Tho public irclations counscl must maintain constent vijilanco becausc
lack of full information and tho preovalanco of mis~information arising from

/
unknown sourccs aro factors of cnorious importance with which ho must copo.
A false rumor can causc thc loss of millions of dollars to the stockholdors of
a corporation and lowcr tho "good-will" of thc corporation unlcss the public
rclations counscl deels with it spoodily and offocctively.

"Counscl undcr this hcad includes analysis of thc narkots alroady
used with freoquont conscquent discovery of contircly new markcts. It may be,

as in the casc of a megazine, the sccuring of a higher class of rezdors through



POLICYHOLDERS SERVICE BUREAU - METROPOLITAN LIFE INSURANGE COMPANY - 1 Madison Ave. N Y.

- 19 -

the corrcct quostionnairc and circularization mcthodse It may be through the
utilization of group 10a§ergllip, to align new grouphfs fawerof the product or
ido0csesesecss o

‘"Tho ideal of thc profession is o pragmatic once It is to make the
produccr, whether thet producer is a legislaturc making iaws or a manufacturer
meking a commercial objoct, understand what the public wants and to mako tho
public undorstend the objoctives of the producer. It is to mcke the producer,
using this word again in its broadcst scnse, and tho consuimer mcet at the
highest possible point betwocn them for the grcatcst good. And in its logical
extension it is to bring about a harmony of understanding between nation and
nation, between government and people, charitable institutions and contributors,
and between group or power and the public wbich it.serves or upon whose good-
will it is dependent. The public relations counsel wants, above all, to foster
important movemsntsgghat are socially constructive and to secure public
cooperation and apﬁ;rfal of theme Th}s is true, whether the 2oveinent is concerned
yith international palitics, whéther it is purely educational, abstractly spiritual
or comercial, or concerned with any of the arts. The ideal is to takd wdrihy
minerities and plead their case befsre %the publies The public relatione coinsel
focuses the public eye upon the inherent virtue of an idea so that the greatest
good may accruo from this perception. In relation to industry, the ideal of the
profession is to eliminate the waste and the friction that rgsult when industry
does or makes things which its public does not want. And likewise it is to
eliminate the waste‘that follows when the public does not understand what is
being offerod it. For exaiple, the tolephone companies uaintain extonsive
publie roiatzons dopartme1ts to explein what they are doing #¢ that snergy nej

b A TIe A
not be burnt up in fhe friction of mlsunderstandzng.

-~ 0o0¢ -
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Mr. Lee's only publicetioa in book form dealing with the work of the
public relatioas counsel is a little bsok called "Publicity", priated in 19235
: by the Industries,?ubliapi@g Compeany, being @ reprist of three addresses made
by lir. Lee. The foila&ing brief quotations {rom thie swall boodk indicate the
oninisas of Mr. Lee ae they add to or differ from those gquoted {ram Iir. Beraays:

“News_is that which the people are williag to oay o have

rtising is thet which the advertiser him

Rl Heodob el L po O e B e et ofiopfutl > WPmia L2 o Mo forplariigih ooty g iyrivaogian eyl g ugipi=g PN

showing t? what extent the more ilwportant busisescs coacerns have organizatione for
publicity, aside from organizatione for pmid advertisiage
3 A&, 1 think practically every institution .in the couatry which cught
to advertice, has an advertisiag demrtment. I think e very large oumber, if
ast all, of the more iuportant corporatiocne have today somethiag tantamdunt to
a publicity departmenf. Cf course, as I said, I view publicity ac embraciag
adverticiag. I am coastantly advieing my clieate to advertise, but it is not
because of aay ethical preference for advertieing as against so-called publicity.
.- It is because I want to call attentisn to certaila thinge, aad I caaast ds that
- except thriugh advertisioag. Advertiaing ic the effeciive way to project an idea
in a great meay instancas:;;,iff..,.

"No_one must sileupt to addpt publicity or maks uee of it for hie

benefit_uvalers he is preparcd 1o take all the consequences.
"A company canadt sing of its prosperity ts security halders and at.
the same time cry over its poverty to tax appraisers and ite workiogmene......

"But, as the Precideat of the Uaited States not long ago very

.- correctly said, the peosyle are not moved by mind, they are moved by ceatimeont.
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In develsping a policy of publicity we cannot expect merely to reasca the case
out, merely to preéentVéfatistical date and arithmetical equetions, and have
the people draw from thece statements the conclusions we should like them 195 draw.
"People are interssted in their own affairs,~théy are not very much
interested in ysur affairs and they will not analyze statistics.
“The fundamental purpose, theref ore, vhich must uonderlie any pslicy
of publicity must be to induce the people to believe in the siacerity and honesty
of purpose of the management of the company which is aeking for iheir confidence...
"Publicity in its ultimate sense mcans the actual relationship of a
company to the people, aad that relationship involves far more than sgying - it
involves doing. An_elewentary reguisite of any ssund publicity nust be, therefore,
the giving of the best poseible service.sesessass
"Courtesy is not something which the mwanager can tell his employecs
t2 exercise toward the public and then himself be very ecoanomical in its use

towards his employces. Kmployees of most companies teke their tone from the man

e e o —

at_the head, end if the man at the head expects his employece to be courtéous
to the public he must himself be most courteous to his employees. And that does
nst cost any moneyessees e

"In tclling things through the medium of printers® iak you must tecll
the things that are intere;tingu

"As an illustrdtioca, the goneral manager of the Peansylvania
Railroad some ycars agd on a very cold day sent out a notice to every track
gang foroman - because of thce fact that a great many of the track men on
accoupt af the cold'would probebly be wearing ear muffs -~ that upon the
approach of a train, when the foreman blew his whistle, the foreman should
secec to it that cvery man knew he had whictled, and ast take it for granted

the men had hcard the whistlc.
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"That itom was humen. It was intcrecting. It was published all
over the Uaited States;"and ?'an‘rcss‘cd people with the fact that the management
of the Pennsylvania Reilroad cxercised sympathetic care for its mea. A4 little
fact of that kind has morc weight in formiang public opision than & groat mass
of argumentsscaae..,

"I BELIEVE IK TELLING YCUR STCRY TC TUE PUBLIC.

MIf_you go direct to the

'l——-

6 and got the nedpls to agrce with you,

g commissions, aand everybody else

e

You can_be

must give Way 10 your fEVIrs..ecescnecs

-F_]_:_n.o__-..--.--n-.

"It the people koow, and if you are right you will

¥

"Use all the advertiicing spacc that you can afford to pay for. The
peaple are intercsted in ¢o ainy other things that you have to make special
cfforts-to got their attontisan. Iaany things will be published ac acws in the
news columns of the papors, but the pecsple do nst always rcad the asews columas.

“"The great value of advertisiog space isast merely to got the thing
into the paper = you can of ten get something in as nows = buf it is to be able
to command your lagation 10 the paper, to be able to write your own headlines,
andr 2 be able to lay put your owa typographical dieplay. Ia this way you can
comiand the attcatiosn of the pesvle at lcast for .a fleeting moment.

"Aad valesz ysu can get the attientisn of the people away from the
great mess of things whicﬁ are claiming their notice nowadays, there is really

not much sbject in having the thing printed at all.

- 000 =
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"To summarize, let me cuggest that the being aad doiang are far more

than the saying, that a:mén-who goes into a policy of publicity must believe
absolutely that he ie right and that he can juctify his policy upon the theory
that ftruth loves open dealing ' and that he can rely absolutely upoa the
refining and sterliag value of the truth.

“If you devote yourself to making the public know the factc, you

can have full confidence in the fact that knowledge by the public of what the

truth is will make you free."

Two issues of "Printers' Iak" .acumgly Juse 16 aac Joauery
‘7, 1837, quotcd. questions . and saswers from.the tcastimeay”. of iir. Lzo
whilc -celled os & witnors bofars the New York Stitc Traneit- Commission.
during itc iaquiry ints the affairs of the tractisn iatereste, oo whe bacis
that Mr. Lec was retained by the I. R. T. as advisor in public relations. These

questisne, though many are obvisucly of an evasive mature, indicate IMr. lee's

ideas aand the duties of an "advicor in public relatisns™ and alss of the difference

between an "advisor in public relationc and & "prese agent."
- 000 -

Posgibly the publication that would prove moet helpful in plaoning
and preparing actual public relat;ﬁns work would be a McGraw Hill publicatioa,
called “Public Relatiosas" by John C. Long from which the following quotations
are taken:

“"The two chief faults with which Publicity has been charged are:

l. TFacts are twicted or misrepresented.
2. The source of informatisn is concealed.

"The public relations departmeat which studioucly avoids these two
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shortcomiaogs will find in the loag run that it has built a reputation for
honeety, accuracy; aﬁé“&gnéor which will well repay it....;........

“Pubiic relatisns is the process pf‘f;pd}gg qgt,_and of making
knowa, the factors in aa enterpfise which are 3f public intercect.

"This process of fact-finding end proclaiming ic, 15 be sure,
motivéted. The decire on the part of the individual or organizatisn may be
simply the wish to be known, to have Xdentity. Or, it mmy be the wish to
awaken public response to oneself or a cauce so as t9 receive favorable
attention or actisn. There are two parties which have an interest in this
process, the individual or enterprise, and the publice.eisvvensse

"The only gain that can be counted on from the effort to secure
favorable public attentice is Good Will.

"It is hardly necessary to say that business recognizes good will
as an intangible asset, and any cash estimate thereof is admittedly an
arbitrary figure. 7Yet mmay expect that the use of Publicity will bring in
dollars aad cents, and are disappointed if such results aré not apparent.

“Publigity will not bring eales.

"Sales, t2 be sure, may coue as a by-product, but the more
directly o2ae tries to base the fublic Relations work on a sales appeal the
less likcly it is 10 succeed in any direction..

"Publicity is not “"free advertising". It isn't advertising at all,
in the sense Of trying to push the sales of goods. The confusioan of the
purposes of the sales message as contrasted with Publicity is one of the
chief obetacles which confronts Public Relations workssassee

“"The Public Relations Departmeat, ar the Publicity Council, in so
far as it has secured good will, mey find that the following by-products |

have als> been obtained in the process:
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1. Reductiosn of Labaor Turavver - An employee takes on some of the
glory, or beare soﬁe~ﬁ£"%he‘stigma, ac the case may bte, of thc organization
into which his eaergies are poured. Aecsuming an approximate equivalent in
spportunity and incame, the average man or woman would prefer to work for a
Fifth Avenue shop of recputation than for same obscure coacorn about which the
neighbors know nothiag.

2. Greater Productivity - The officials and employees of an
Srganizatioa which enjoys public favor will tead to absorb therefrom s pride
in the institution and an enthusiasm which will stimulate them t2 a high
standard of cffort in maintainiog ite good will zad prosperity.

3. Protection from Adverse Legislation. = The institution
which is bcing sand-baggedlby legiclatures, either sincerely or in tho effort
to sceure corruption funds, can wage a counter-campeign in self-protection,.
going beforc the public with its cace, and will have a much betior chance of
winning if ite past operatices have been ema sound basis, and have boen
brought t5 public attcation. But though the good will may be decirable, and
may be augmented by Public Relations, it will not be obtained mercely by
shoutiag from tho housetops.. .

"Creating the favorable impressiosn, moreosver, is not the simple
and unp}casing srocess of self-praicec., In paid advertising space, the public
will stand for praisc of a given product, enterprise, or whatever is being
coasidered.

“But in Public Relations, in the news ¢o2lumne, in booklets,
addresses, or radio, the institution or individual docs not find a roady
rccepti:n for self-applicd compliments. It is the cese of the Town lceting
again, or the Village Commsn. The boaster was always & pest, or a joke-

¢ ometimes both.
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anywhcre and tell the thinge he kaows in a pleasing, convincing meaner.”

) - 000 =
A bosklet called "Nittea Men aod laaagensat® containiag reprints
from ceveral newspapers and magazines of interviews with Lir. Ts &. ILitten
coataios the followin; comneats expressive of Lir. Hitten's fundamental beliefs
on the subject of public relations at interlockiang with industrial relations:
"The fuadameantal priaciples, accordiag to Mr. Iitten are: First,
that the primary psurpose of a public service corpsration is 1o give public
cervice, and without such cervice aone but thieves can benefit. Second,
that the successful running of a railroad depeads most upon the wen whs run
the railroad, and thece huuso teings are of more iwportance thaa dividends.
Third, capital caanot get an adequate return for its iavestment, it cannot,
in fact, get aay return unless these principles are observed. - Finaaciers
may aad sometine ds get rich by other methods, just as burglars may run away
with your eilverware, but what they get in that case is not divideads
bul sWageeseessvocenneas
"ire. Mitten thinks of hic men as capitalists. They in tura refer
t2 him as a labor leader, aand thgt is ocae bouquet which he positively likes.
"It ie all ridiculous', he taid, 'to meke distiactions between
management and mea as though they vere two diztiact <raups.. Lvery maoager
‘rust be a man &ad every wao nuct be a manager - or srgeanizer to the best of
his ability of all the powers &t his command. 4 merely ovbedient group is
next +9 uceless. Followiag orders, uathiokiagly and irrecponeibly, doss not
produce loyalty; it produces contompt. The orders that ersw osut of cosoperatiosa,
however, will be more than obeyed - they will be recpected, and each caoperator
will briné to them all the ressurces he can mucter.™

- 000 -
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“Yet if the desirc is to croate a responsive impreecisa, how is thet
£3 bo accomplished if};dé ey 0ot indulge in praisc of onceclf, oac's or=
ganizatisa, or one's caugc?

"The answer leads egaia 2 the defisitisa: Public Relations is the
praccse of fiading out, and of making kaown, the factisrs in aa caterprica
which arc of vublic interest.

"What ic the basis of our roeponsive intercet in persoas or things?

le Intrineic valuc
2. Eontertainmont

"Now fashiSns, standards, custome, prcjudicce kecp appecaring on
thce horizon, zad the Public Rclctiosne cxecutive must be familicr with thosce
Perhope a storm of criticism brecks sut conccraniag the cousc which he rcarcscnts.
His job is not ncccesarily to combat thie and try to stamp it out, Hié concern
is rather to cxamine it, wcigh 1it, find how valid it my be, ond guide his
cnterpricc $o a position which is morc tencblc. Specifically, the Public
Rulatisne cxccutive nceds to read addriecsce, pamphlcts, ncwé itims, and other
medie of cxpreesion which concora the entorprisc, ce woll as t9 ¢t tho opianisn
of unbiceed individuale. He muct, in chort, listcn t92 and kaow the public
attitudc.

"So far as hc finds that public criticiem ie bascd mercly om a gencral
objcction t9 Publicity, hc canccet in the knowledge that coatiaucd good fai th
and compctence 2a his part will cventuzslly win out. IHc can stond on his right
t2 spcak ia mectingy and oo the fact thot 2ll communication is Publicity for
gorcthing and for someonc. He my find the situction clcarly cnelyzed by Herbert
Bzyard Swope, cxccutive manager of the Kew York World:

"Publicity yiclds to o vcry dcfianitc formuloe Siacc it is truc that

cverything we print is an advortiscmcat, dircet or iadircct, of eonmcthing or
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of somebady, the tguchstqge, the standard of meassurement, it very sasily aoproxi-
wated. *

"Cn any story that mey reach uc, through chanaels spen 1o serutiny,
sur questioson ie esimply: ‘ihat news value does it csntain? If it does possess
that quality our course 1s eacily recognized.

"Not long ago I saw that the Bureau of Adverticsing >f the American
Newspaper Publishers' Associatisn was coanciderably exercised over the fact that

in the oublicatisn of the discovery of Magellan's helmet in the PHilippines,

we - many of us - hal ueantiocned the fact that the helmet was made of bracs. This,

If this sort of thing were to be contiaued we would presently fiad ourselves uader
the necessity of orinting & series of dots and dacshes, since almost every asun
and edjective possecsec attributes that may be resolved by thie aew psychology
into advertising; theon, only the verbs would be safe worde to play with.

"We find that the universal law of news hae t5 do with ite interest
coantent, Ue on the World see no possible indictmeant to be leveled against
us by orianting interesting things o2a the first page, even if they have

edvertising tendencies. For exanple, we printed the fact that recently there

[P

was a race between two famous and beautiful actresses gs to who would make ths
first production of “Juliet." Both were asteworthy, I might add - one for sne
reason and one for ansther.

"A estory which is illustrative and which poscecses real news interest
but, nevertheless, would fall within the catcgory of advertising and of publicity
has todo with the play called NRaid"? in New York. Ttwi one of th¢ mast extr-ordinary

Y

-hite thot the theantrical aila Lac kaowe; porhepe not in the Loagth of itr Yua, but in the foot
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that nightly.cnd at every matincs every seat wos colc.Mhon you went to the thentre
with your tickets'inJyﬁuf hrnads you werc becought, nst by gpeculatsrs, but
by would-be spectatore unable to gain admission, to give up your seats 19 them
at any price you saw fit; the suppliante beiong out=sf-tswn men mad women who
couldn wib. the necescary four or five weeks bef ore seate worc available, but
who were determined to2 ses the play. I ceaa ses & by-product of publicity in
such a thing, but cen see a far greater news value, and that secues {192 me to
sverride any poesitle coupleint that might be brought by the business of fice.
“Nor do I think we should be particularly worried by propsganda.
tie, each of us, have a staadard >f judgmeat whereby we caa rouchly separate
praoper from iaproper-ganda.
"... te recognize that propaganda mey be anything or sverything;
that a limitatioa i:c readily set by the acsumptisn of a personal respaasibility.

[w]

Can we call by aay sther name but wropaganca a Precideatel mwssage sent to

1

izn?

o

the Congreces, advocating the pacsage of some special legicla

-
o
"o« ¢ It cecme t2 me that thoce three eleicate = Interect, Import-
cacc, Truth - acscrt themsclves ia all matter offercd us for publicatisa.

"A psrellelism to Public Relations ey be found in the law, which

.

is o0¢ of the jrocecces of eaciety thet may operate for justice or injustice.

To protcct the reputatisa of the prsfescisza, zad to foster its coastructive

[

valuc 12 gociety, the Amcrican Bar Associatisn has & code of cthice. A similar
guide for Public Rolations work cas be sct dowa bricfly as follows:
1. Public Relations or Publicity matericl must be truce
2¢ It must be hoacetly preccatod without attempt t5 csacenl
the sourcc.

3. Iimust be infcrcsting

4, Tt muet be intclligent.
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"Theodore Rooscevelt eaid that overy mea owees ¢ pert of hic timc to
the upbuildiag of{thc“ggbfdasion to which he bclongs, cad the Publicity or
Public Relatisne exccutive will recognize the validity of the four obligations

in the Fublic Relztion codc.”

-
)
[®]

This ok alss contalas sonc very good motericl on the verisus kinde

of public rclatisne ¢fforts thet can be made ¢ffective aad how Leegtd t9 plon

them in order thot thoy ehould be effcetives Chapter & will bo found particularly

intcreeting as dealiag with the possibilifics of public rulations b; corsoratione.

The gub~-jcincd puragraphs arc quotced from cn address delivercd
before the Iadiana Engincering Society at Indianagolis, Februcry 20, 1925
callcd "Public Rclotioae ead Good Will" by i 8. Viviaa, Dirccior of Fublic
Rolatisae for the Ziddle wect Utiliticse Compaay.

*There arc throe csscatial steps ia such o progroese:

"The firet is to5 €.1l the cmployee, his job, his compaay and his
industry £9 that hc mey be cathusiacstic aad hoppy in his particular task
and in the opportuniti.c thet arc ahozd &5 that he would rothcr work for his
barticular compaay aad Inductry than aaywhcre or in anything clec.

"Second- iaf ormiag mad c¢ducating the cmployce. If cvery wmployee
is to bc cathusiactic and heppy ia his work, it logically followe that he
must become iaformed and cducnted, cnd, thereforc, the z.csand stcp in this
program deals with that factor. It means that the iandividual emnloyee rust
know the techaique of his marticular job s that he can perform his tzsk in
the most efficieat manner. Too often industry stops at that psiat. That is
a5t gufficient. Not oaly must he koww cbout his partigular job, but he must

be fully iaf ormed about his compeny and hie inductry aod the public they cerve.

He must kaow of the hictory and the develoumeat mad the romasce zad the econsmies

of the bucsianece ae & whole. To accomplich this it followe that the imegination
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of the individual emplosyee nmust be aroused. Lxecutive, eagineers, ranagers,
everywhare, must geedé'fbcégnize that all progrees io sur modern civilization hes
teen preceded gae time, sowe 2lace, by couebody's imagionatioas

"It ie yowur tack cad mise t9 help arsuse the imaginaticza of the men
aond womea 1o our organizetica e3 that they too, ney be quclified for the
op.ortunities that are consteotly ocpco 9 that there may be creatcd a dowinant
decire t5 rcader the larger service aod iacidentally to fill the bi mer pogition
aad receive the lerger remuneratisn.

"Uslecs our mea sod women are he ppy and caan cctuzlly vicuolize in
thcir minds st how their efiosrte nre contributiong t2 the haypiscess, comfort
and ogportualty of mea zad woumea everywherc, they connot be the beot kind of
employees. Meither can they reflect through their iadividual actions the
purposes, policies wad ideals of the industry they are represcoting,

“How is thic iof srmative cad cducatisazl pert of our uragram earried
into effcct? By ncane of carcfully plansed employcus' metings, couvrsce of

‘ ‘
study, fradc publicatisne zad eosaveantisas. Thero zre o aumbor of cowpanics
with whom the cpecker is familiar who briag their employecs tagetuer ot

k]

least sace & wonth t35 discus

w

mattere of mutucl igbercet. A aumbor. of
those same companice hove large aumbere of their cizployeee cageged 1a study

courecs where the oo

s

o aad womea arc qualifyiag for thic better 2Peltion,
where tho cmployces arc thiantiag ebsut the srobleie of thelr company, wherc

they arc gotting €3 iaf srmed that whee eriticicms orc mave or gucetisns aeke

joh

e .

¢aaccraing their company, they can give the corrcet aasvcre in : ueh moancr cs
to dovelop a fricadly iatorest.
"The third step in thie arogram ie £9 deovelop the molsyes's power

of ¢xpressisa so thit e cun stuad boforc an individucl or group zay time
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This paragraph is from sn address made by ir. Lartin J. Insull
sn public relatiCQS'bEfs}e-the Indiana Llectric Light hessciation at Freach
Lick, Se tember 26, 1923:

"Cne of the firet thinge that you have got to do, in my opionion,
is to have your owa organizatisae completely £o1d 2a the subject of public
relatisne. They have got t9 uaderetaad the importaace of it ia the
developmont of yosur busiaecs. You executives alone cznaot craduce the proper
atmosphere, beceuce what you do today some fellow may uad? tomorrow, if he
doesa't understoad what ie the re:l policy of your srgaoizatisn. So that
the first thioz you have t5 do, ia my 92.inion, ‘is to sell the aroblem of
public rclatisas to y:uriswn srgaaizetion, so5 that the whole organization
is workiag as one vait. DBear ia wind it it aot you individuelly, but your
srganizatise ac a whole which is the poiost of coatact between ysur cowgaay
and the jpublic.®

Thece centences are quoted from a paper read by lr. Z. P. Harrison,
Precideat of the Iowa Precs Asssciatisa oa “Public Utility-Publicity" before
the Con&ontion of the I>wa Sectisn of the Veticnal Zlectric Light Associztion
and Iowa Electric Railwey Assaciaﬁisn et Fort Dodge, June 235, 1924:

"The fuadamental purpose, therefore, which muct uaderlie any policy

or publicity must be to induce thc peoaple to bolicwe-in the cincority gnd honesty o

surpose of the manzzemeat of the comzay whlch is ackia
"Publicity in its ultimcte scneo woaas thac actval relationship of

a compaay 5 the people, and that rolatisachip iovslves far more thaa saying-

it iavolver doing. An elomsatery requicite of aay souad publicity must be ,

therefore, the glviag of the best passible ECTViCEertonannsyss

" . " . . . .
Aaother tl.ing t5 romeuber is theot courteey is not saacthiang which

the manager can tell his employees t5 cxorcise towards +the oublic, and then

for their coof idcncCen o vu
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himeself be very ecsocmicel is its use toward his employees. LEmployees of
m3t companies take théibltane from the man at the head, and if the man at
the head expects his employees t5 be courtesus to the public he must himeself
be most courteous to his employees. And thet does not cost money."

- o0o -

It ie of especial interest to note that the U. &. Department
of Gommerce.. hte . iscued a publicatisn which is No. 21 in its domestic commerce
ceries called "Adverticiang for Commuonity Promoticn”, while ac ic evident from
the title thie does not deal primerily with public relatione work as carried
on by corporations, it contalas material which should be helpful in such
public relatisas work.

- 000 -

The Illinois Committee on Public Utility Iaformation of Chicags, Ill,
began a gpblicatian early in 1924 of a series of pamphlets called "Speakerce!
Bulletias" dealing with various phasec of public opiniosn and puclic utilities,
the series contaianing several related data sheete and exbodying a wide
variety of material intended for the uce of those writing and gxeakiag on
the variosus phaces of the cubject broadly covered by the decignation “Public

Relatione."

- 000 =~

METROPOLITAN LIFE INSURANCE COMPANY - 1 Madison Ave, N.Y.
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Brosklya Edieon Conpany, Inca
Service organizatiocn. 1925, 20 p. (adéress by M. 5. Sloan)

Brundage, H. M.
Emplsoyees duty to the utility sad the comauwaity which it cerves.
Rock Island Light & Fower Co. kiddletown, N. Y., 1927, 21 p.
uabouad,

Cabst, Philip
Problems ia public utility mamagemeat. 1927 Chicags, Shaw.

Georgia Railway & Power Co.
- Addrceses by P. o. Arkwright, publiched for the informatioa of
employees. Atlanta, Ga. 1928,

Mullaney, B. J.
"Public relatiosas™ ia the public utility icdustry: an address
bef re the ctudeats of the College of Commerce, University of
Illinsis, Urdbana, 1l924.

Nach, L. R,
Public relaticoae (In hiz Ecocnomics of Public gtilities, p.367=377)
1925. lMcCraw-Hill, ®. ¥,

Public Service Commaay of Horthera Illiaoic,
Develspiag favsrable public relatisas, p. 15-16 {In Yearbook, 1925.)

letropslitaa Life Insuraace Co.
Pslicyhsldere Service Bureau. fublic relatiosas, 1925, N. Y,

Ingvll, I, J.
Besef ite of public utility adverticing to the coosumer. Houetoa, Tex.
1925, 23p. Public ubiliticc; hietory, orzanizatisa, regulatioss and
finaaciag.

Loag, J. C.
Public relaticag, 1924. HoGraw-Eill, #. Y.

New Eagland Csuscll
Reporis of committees precented at the coaferesces. Bostoa, lavs.
Amcrican Llectiric Railway ase'n
Cosperatiag with the cormusity, p. 25-52 (In liaking traacportation
Pay, 1526.)

American Railway Develspueat heg'a.
Praceediage of anaval aeetiay, n.p. 1927,
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Committee 20 public relatisas >f Basters Reilroads
Vhere freight rates and passenger fares go; & popular statemeat
of the income &nd exXpeanditures class I American railrsade. N. Y.
1928 nepe -

Cordeal, Erast
The employee and the public. p. 223-237 (In Railroed operation,
cl924)

Georgia Railway and Pawer Co. -
Addrecses by P, 5. Arkwright for the iaformetisza of
ernnloyees. Atlanta, Ga., cl926, 2G6p.

Illiasis Ceatral System
Thiagze to talk about. Chicago, 1926. Moathly

New York Railroad Club
Public relatizas. a.p. 1926. p.3007-3067 (Official Proceedings
May 21, 1926)

Wectera Railwaye Commitiee on Public relatisac
Reilrsad factec; & wasval for the railroad men. Chicags, 19£7-26.

K:)app » G’- ‘130
How banks increace their busisnece. Chicagd, Rand iicNally, 1626

American Baskers Association - Saviags Bank Divieion
Bank promotion, N. Y.

Philadelphia Rapid Transit Co.
Fublic Relatizans, 1927 12 bsoklets. -

Kennedy, 5. M.
Wigaiaz the public. 24 ed..N. Y., lcGraw-iHill, 1921, .

Buildiaz csageonial public relatione., (In Populariziag public
- transportatica: - a digest of preseatations made by electric
railwayceeseessa 1927, to the Chas. &. Coffin Foundatioa. 1928. .
p.111-30.)
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EILGTRIC RATIRCADS

Electric railway situaticn as seen by commissiocner. D. N. Lewie hera.
Er. '23 p. 926-34.

Electric railways keep faith. C. D.Emmsaos Aera. ir. '23 p. 851-7
ir. 21 '23 p. 653-7.

Manuf acturers cooperatisn. Aera 0. '22 p. 267=71

Reilway aad mstor bue regulation. C. C. Elwell. F. 17 '23 p. R75-8

Some poiaters oa solicitiag treffic. F. L. Shappert. lir. 31 '3 p. 569-70

EIRCTRIC UTILITICS

Acquaianting the public with utility perconnel. Elec. W. Mr. 24 '23
p. 702-3
How greater service developes public relaticzns into frieadship. O. M. Kennedy
Elec. W. N. 19 '21 p. 1013-15
' Lionkiong public relations and cczles..D. G. Ray. Elec. W. No 3 '23
p. 923-4
Merchaadicing aad public relaticas the chief issues of the Southern Califoraia
Edison. Elec. W. S..15 '23 p., 547-3
Persoonal contact with customers reduces complaint of high bills. Elec..W.
D. 17 *21 p. 1a3
Public interect. N. Iansvll, N, E. L, .A. Bul., 10 Je. '23 p..3456-50
Public relatisns then acd now. A. Atkins. Elec. W. S, 9 '22 p..549=50
Reducing customer contracts to figures. Elec. Ww. Ap. 1 '22 p. 5621-2
Simplificd rates a good-will aecet. A. 5. Fratt. Elec. . W. F. 10 '23
p. 343-4 :

PUBLIC UTILITIES
Better uaderstaading betweea gas compacies aad public. H. T. Sands. Am. Gas. J.
D. 31 '21 p. 573=5
Bureau of P. U. Information organized by Oregon Utility meoa. Cae Age. 5. 15'23
p. 3325
Co~speraciza, publicity aad cervice. J. P. Barnes. lLilec. Ry. J. lr. 31 '23
ge 570-1
Creatiza of public good-will. J. P. licBweency. Gas Age. Ja., 6 '23 p. 19-22
Employee and public relatioaship. J. 5. Sullard. Gas Age D. 24 '21
p. 870
Establichiog public relatioans. B. J. Lullaney. Gas Age. C. 23 '22 p. 577-8
Field of women in public relatione. C. B. Tate, Jr. NE L A Bul., 9 Ap. '22
p. 249-50
Fricadeliip the basie of public relations.-J. w. Gleed. Elec. "o JI, 14 '23
pe- 757

Gainiag public gsod=will. R. E. Brady. Am. Gas. J. 0. 14 *22 p. 337-9

Getting closer to the peosple. J. B. Groce. Elec. U, D. 9 '22 p. 1272

How %o improve relatisas between public and the utility. ©O. H. Bessell,.
Eaz. & Coatr. Je. 14 '22 p. 576=6
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PUBLIC UTILIZIES  (CONT'D)

Illuctrated lecture an aid t3 the public utlllty company. A. licArthur J.
Elec., JI,,1, 1923. p. 13-15 ' -
Inforuatisao burezus effect betier public relatlsos. J. Bf Grocc. Blec. .
J1. 21 '23 P. 138 _ .
Keep public contacts from sparkiange. . L. iilliken. Elec. . Je. 13, F. 3 '23
p. 1388-50, 100-Z, 277-9. (alss D. 23 '22) )
Liagerinz prejudice that wust be cured. H. 5. Cooper. Llec. W. Jl. 1. '223
p. 18
Necessity of good public reletions; repsrt of public policy committee of -—
N2 LA Zlec. W. Ja. 9(23 p. 1351-3
New Style acsocimtiosn meeting e wiager; Iandiaaa public utility accs c:atlJn
meeting in co- ooeratisn with the echosl of commerce and finaace of India
University W. S. Greeasugh. aAm. Gag J. Ja. 21 '22 p. 58=60
New=-—1t relation to the utility. B. Platt.‘Elec. W. D. 30 '22 p. 1456-7
100 per ceat smappy comeback. Gar. Age. Je 23 '23 p. 797-8
Propagenda ve. educatiosaal newe. Gac Age Ne 11 '22 pe 6578 _ .
Proeperity a co-operatvive game. H. i, Atkineon. Elec. Ry. J. D. '3'21 p. $90
Public relatiosas. F. Gilchrist. NE L A Bul 8 D. '21 p. 757-GO
Public reletisos mein topic of N L A. Elec. Py« J. Je. 9'23 p. 968-71
Public relatioas of public utilities. H. C. Abell Awm. Gas J. Hy 26 '23
p. 441-2 ;
Public relatiosas of public utilities. J. F. Hull, Am. Gas J. Je. 17 *22
p. 552=-3
Public relations, the most important asset a utility can have. Insull Elec.
Ry. J. Mr. 4 '22 p. 371=2
Public servant. D. kMcDonald. Elec. W. Ja. 13'23 p. 1l11-12.
Publicity and public utility credit. J. B. Preecott. Elec. Ry. J. Aug. 12 *22
237-8
Public's interest in utility development. J. Ad I ’erry. ¥ E L A Bul. §
J1. '21 p. 382=6 Eng. and Contr. D. 21 '21 pge., 572-3
Relatisne of employee and public. A. G. Curtiee Ame. Gas J. Ja. 1” 123 p. 25=G
Reporter and the public utility. W. Woodruff N E L A Bul. 9 0. '22 p. 591-2
Elec. Ry. J. 11 '22 p. 731 :
Stressing the perc2oal element in nublic relatiszoe. F. Rd Coatees NE L A
Bul. H. A. Wheeler. Aera H. '22 p. 408-15
Symposium oo public relatioas at HE L 4 CaaventlJn. Elec W. Je 9 '23
1347-51
Tenney management gives ineide utility facte. Elec. W. F. 17 '23 p. 403
Utilities aad the public. A. W. Brady Elec. Ry. J. Ja. 28 '22 ps 160-2
Utilities organized for bsoctiag. B. W. Hodges Gas Age Je 30 '20 p. 837=3
Ap. Gas J. Je. 23 '23 p. 540-1 ,
Value of utility news. M. S. Sloan Elec. \i. N. 25 '22 p. 1170-9
What a new customer thiaske the first day. He. A. Lemmon. Elec W. Ja 21'22
Pe 127-9 N E L & Bul. 9 Ap. '22 p. 215-18
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RAILACAD
Complaiats or complimeate! C. liv harkhan Hatita's businece Aoe '22 pe 12-13
Farmere and reilvay public relaulJns wsrk. Ry. Age. Jil. 15 '22 o 96=7

o

Gsod=will aad 19w it way be culiiveted. F. Cacw Ry. Aze 404 4 '23 p. 215-17
How caa rallrsade cowbat propasaanda againet thelr iatercide; views 5f a
typicel grovp of railrozd or cupply wea. Ry. R. I 18 '232 5. T15-15

How can the public leara the truth: caupeizea of micrcpreseciatiosn of the rail-

e}

sade must be wet by osrganized campaign of edecatidn. F.o We fargoat. Ry age
F. 3 '23 p. 321-2; Discuesisa F. 24 '23 p. 453
Cn educatiag fe:wove abovt railisad metterc. C. Ao Richerce Ry. Age.
Lr. 10 '23 p. 551-2

]

Frecels; questicza 2f dublic relatisashipe. Dy Aze. Ape T'C3 p. L05-C

i makiag frieads r the reilvays. R, Lge D 28 e ;

Oa makiag T de for the r & Re Lge De 9722 p. 1075-6

ailroad advertic. as, during the chopumen's of . . F. Coadoz . 3
Railralad advert 3 -~ the ¢l ea's cirite. J. F ad Ftr. Iak

J1 27 '2% p. 10
Railroads aad public relatiosas advertisizg. Ry Age N.25 '22 3. 647-3
Reilweye and public ooicicza is the new year. Ry Age. Ja 6 'S5 pe 5=7
Saata Fe's public relatiza campaica. Ry Age. Ja 13 '25 p. 204-5
Should racdis be used 45 brocdcast facte about reilrasce? Views °f railroad
and eupply mea. Ry. R. [y 26 '23 p. £098-800
Traae portatiso inctitute vropaxsed B. E. Robinssa~Ry. Re 1Ly 6 '22 2. 631-3
il Syetem

«

What ewall customere can dofor a bUBlnG‘E- C. d. arkhan
Je '22 p. 665-9

Why operate cificiently and neglect public centiment?! Ry. Age lr. 24 '23
p. 793-5

STRELT RaILRCALL

Better public relatijes. . . Sawyer. Llec. Ry. J« Ja 6 '23 p. 9-10

Buildiag ia the public mind the true cdace tisn 3f the railway. E.F. Wickwire
Tlec. Ry. Je J1.23 '23 p. 138=~41 Aera Ag. '23 p. 76=33

Cusinere cituation aad public relatisas. H. A. iheeler. Ilec. Ry L. C. 7'22

pe 541-2

right. F. H. Warrec. Ilec. Ry. J. Y. 11 %22 p. 775-7
pog 1ar y ia three years in Luchessa, kichs Elcc. Ry. J.N. 11

Custoner is

From abuce §
'22 pe 780

Froz eo editortc viewpoiat A. Krock Aerc F.o '23 p. 760-2

Future of the electric railway bucinees. u. Il. Lawyer. Zlec. Ry. J. ixre. 24'23

™)
oo
%‘
é‘;

’ Good will is bsra of service. J. Lightbody Aera. Je '22 n. 906-1001

Hocpitelity moath at Lloira. Llec. Ry Jo iay 13 '20 p. 792-3
Improving: putlic relatisos aod keeping them improved; a eywoociua Llec. Ry J.

C.o 7 'CZ p. 547=53 :
Interanal sublic relatisas. J. P. Baraec. wlec. iy, J. 5. 23 22 p. 921-2
lzkiag friends of the children. il Llec. Ry J. C. 14 '22 p. 625-30
Iﬁrchandisiagbtraﬂsgartati;ﬂ. I'eriwether. Elec. Ay. J. Je. & '23 u. 932
Orgaoniziang a public relation departmeat. Llecs Ry. J. o 22 '23 p. 544-5
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- STREET RAIIRCADS ( CONT'D)

Pereonal touch in public relatisns. Else. Ry.. J. Ap. 7 '23 p. 06
Progrecee made ciace repart of Federal Commiseion. I. Eluquist. dera I, '23
2. 586-92; Elocs Rys Jo Os 137723 p. 611-13
Publlc be ploatged! W. H. Sawyer. Aera Az. '23 p. 1126-32
Pyblic you serve is ysur - judges Z.M. Sullivaa Elec. Ry. J. Ap. 1 '22
ps» 567-8
Smoothiog over the little thioge. F. He Williawms. Elcec. Ry. J. J1 I '22
< .pe 12-13
Strect railway and community. . N. Caccy. Acra J1l. '22 1108~1C pgs.
Suggestions 20 merchaadislag traneportatica Hungerford. lec. Ry. J.
. Q. 7 '22 p. 538-40 Bus tranesportation O, '22 p. 543=9
Telliag 'em etraight in Deluth. R.B. Thoipson. Aara. Je '22 p. 941-6
Trot out the coockie jar. L. St. Clair. Elsc. Ry. J. Fu & '22 p. 204-5
Utilizing employoce fax sclliag. ke kicCaate. Aere bg. '23 p. 15-20
Visualizing tho ec¢rvicc; exhibit of United railwaye and electric company at
Baltimore betticr homes oxyssition. D. Burroughe. il Aera. Je. '23 p. 1423-6
We all work for good-will. Aera F, '22 p. 603-5
What public relatioses means. B. I. Budd. hera Ne '22 p. 321-5

TELEPHCHE COLPANIES

Taking the plaant to the coocumcr. J.0. Martin. Il Ptr. Ink.. M. Ag '22
Re 66

Telcphosac Compaiy buildinge. New York Telophons Company buildiag, Mew York.
Arch Forum. .J1. '23 p. 41 pl. 10-1l1

Telephoae Exchanges. New Clerkecawell telephone oxchange. il Eles. R. (Lond. )
Ja. 6 '22 P 6-8

Telephones ia officocs Are you getting the miet from your telephones?

~J. 8. Liculloh. il System F. '23 p. 191-3 '
Harneesiag the teclcphanc. Dom. Eng. Ag. 11 '23 p. 258-9
Tclephone lines. Koy Weest-llavana submarine teclephonc ceable syc tom. WoH. Martin.
. G A. Andercgg aad B. W. Kendall. Il diage map Aw. Iast. E. B. J. Lir. '22 p.184-202

Loag dictance telephons prabloms. il aci. Am. F. '23 p. 106=7

Mcaning of inductive co-ordicatioa. J. CG. Damsa. Diage. Eloc. W. No 11 '22
Pe 103741

Le rescav de cables t@lephoniquas a looague distaasce de Hollands. A. Ferry
map Ccaic Civil Jl. 23 '23 p. 87-3 -

Takiong your voice under the river. R. J. C'Donnell il jw. Tad. D. '21
Ne 11=12

Tclcphoag lianc work in the Uaited Statue. E. S. Byag Dia_ e olaac iaci. E.E.J.
Ja. '22; p. 85-110; Abstracte. Elecce R. (Lond) N. 25 '21 p. 727-9; Elcctrician
Ko 25 '2 1 2. 676=8; Diccuceisne Inet.. B. BEo J. Ja=ir. Ey '2% p. 110-35, 262-4,
362~75, 604«12. Elecc. R. (Lond)-N. 5, D. 9, 30, '21 Ja 20,.Ap. %5 '22 p. T29-30,
799, 900-1, 78=~80, 6006-7. Elcctrician M. 25 '21, F. 17 '22 . 601, 152.

Telephzne placed 2a high-tesnsion power line. P. €. Heralt. il Elec. W.
Jl. 1, '22 p. k6 ‘

Telephsoe iransmiscion over long distasncee. HeS. Osborae. il maps Am Inst. E
E. Jo G '23 pe 1051-G62




POLICYHOLDERS SERVICE BUREAU - METROPOLITAN LIFE INSURANCE COMPANY - 1 Madison Ave., N. Y.

- 4] ~
1924-25

TLIEPHCIE ; GOMPANY . (CCIT D)

Telephone tranemissiosn through submarine cebles. A« Rogea. Inci. E.E. J.
D. 121 p. 73-80

Les Transmissions telephoniques a longue distance. A. Ferry. il Diags Genie
Civil. D. 16 '22 p. 563-9

BAI'KS AND BANKING

Helping the public t5 underetand banks. U: Hayes. Bankere !. Je.. '25
p. 985-6

EIECTRIC RAIIROADS

The public be served: J. N. Shaannshan. Aera D. '24 p. 777-83
PUBLIC RELATICKS DIRECTORS

What is a public relations director?! Ptr. Ink. Ag 20 '25 p. 57-8

PUBLIG UTILITILS.

Alibi peddler, or friend meker. OC. Cope N E L'A Bul 12 O« '25 p. 561-4
Better business women. P. W. Evans, il Pub Serv. Management: Je '24
p. 173=-74
Brief hietory of the Public service speakerce’ burcau in Illiadis. H. X,
Lytle. N & L A Bul, 11 Je '24 p. 372-5 .
Building zo0d will. H. T. East. Publ Serv. Lanajement. 0. '25 p. 117-18
) Building go2od will by the ecalesmen. H. T. Cende. Am Gas J. Ap. 4 '25
p. 292
Buildiagz souand public opiniosa utilities' bigiest job. P. L. Thome 2a.
Pub. Sery. Lanaéement. 0. '24 p., 110-111
. Buying good-will by educatiosn and advertisiag. K. Ulevenger Gas Age.
Hy. 9 '25 p. 607—8 Excerpts. Am. Gas J. Je 27 '25 p. 550
Code of ethics for utility men. Elec. W. N. '24 p. 1010
Comuercial department and public relatisas. M. 5. Sloan. NE L A Bul. 12
Ap. '25 CGas Age. J1. 11 '25 :'p. 59=G0.
Co-aperatizn as apulied t2 the operatiosa of public utilities. W. N, Raneom
Asra N '24 p, 736-40 '
Co-operative vs. Competitive advertising. F. L. Thomeoa. Pub, Serv Menage-
ment. J1 '24 p. 20=2
Educating grade aand high school pupils is public utlllty subjects,
. W. Fishaer. Je 21 '24 Elec. W. p. 1290-2
Educating the public L. Grant. Elec. Ry. J. Ap. 5 '24 p. 546-7
For good public relatisns, the proper study is man. A. . Robvertsoa.
Pub. Serv. lLanagement. J. "25 p. 16
Fostering the family cpirit among utility customer-owsers. Il J. Llec.
My 15 '24 p. 360-1
Friendlyizing the public. E. F, Wickwire. Elec. Ry. J. My. 3 124 p. 701-3
Goad public relations, our preventative medicine. H. T. Sands. NE L A
Bul 11 Ag. ‘24 p. 477-9
Greet desire of a publie¢ utility. Pe L. Thomeoa Ptr. Ink. Jl. 17 '24
p. 117-18
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FUBLIC UTILITIES (CGNT'D)

How a publlc btlllty cold a c¢ity succeesfully. N. C. kcLoud. Gas Age.
J1. 26 '24 p. 131-<2

How sound public relatiosns between public utilitics and communities can
best be-developed and waiantaised. . H. 4. Klinman. Forbes. Je 7 '24. p. 315-18

How cosuld public relatisns between public utilities and commuaities can
best be developed and maintained. P. C. Raweoa. NE L' A Bul. 11 Je., '24 p. 352-6

How t2 secure better public relatizas. Z. C., Hathaway. Elec. Ry.. J.
Ja. 26 '24 p. 139-40

How womea can help promote better public relatisas for utilities. I. Devis.
Am. Gas. J. Age 16 '24 p. 761-2

Interpreting big businece t5 the public. - M. J. Inesull Llec. W. Ag. 8 '25
2. 261-2 '

Interrelation of Inductrial relatisas and public relatisas. B. J. Lullaney
Am. Managemeat R. F. '25 p. 45-6
Invieible exchange of public opiniosa. R+ R. Updegraff. Forbes Ap. 1'25

' It pays to study the huwan element. E. L, Milliken. F* 16 '24 Elec.. ¥.
Do 331-2 i *
Manager and public relaticzos. A. T. Barly. il &m. Gae Je« Yy 16 '25
pe 415=-16

Mutual benefits of co-operatiosn between community and utility. C. L. Camphall
N E LA Bul 11 kr. '24 p. 171-3
Nececscity for monopolistic nature of public utilities and two outsianding
oroblems faciang the electrical iandustry M. J. Insull N E L A Bul. 10 D. '23
ps 707-11 . N
Newspaper-contact. J. Carmichael. Am Gas J. 0. 31 '25 p. 507
On public epeaking. E. P. Daviss N E L 4 Bul. 12 Ur. 125 p. 176-7;
Gas Age. Je 6 '25 p. 807
Public muct be served--but it also must be told. N‘K} Brockett. Gas Age.
Ag. 29 '25. Am. Gas. J. S. 19 '25 p. 246 NE L 4 Bul. 12 S. '25 p. 585-6
Pyblic relatisae J: F. Ueedon Am. Gas J. 5. 27 '24 ). 875~6
Public relations and the executive. F. R. Coats.. Am. Gac. J. N 10 '23
p. 528-9
~Public relatisas--antidote or pancea? H. T. Sands. NE L A4 Bul. 11
Ja. '24 p, 48-51
Fublic relatiosas foremoet utility problem..li. J. Iasull Elec., W, N. 24 '23
p. 1076-7 o
Public relatiocs, the tap rost. M. S. ©loaa Pub. Serv. Management. 0. '25
p. 115-16 Elec. W. 0. 10 '25 p. 748-50
Public service epeakcrs' bureaus. He I, Lytle. An. Gas Ass'n publicity &
Advertieing. sec. ve. '24 p, 721-7
Public utility information work. G: LicQuaid Adera Ap. '24. p, 1525-9
Public's the boss--pleace him! M. S. Sloan Natisa's Buciaece J1 '25
Pe 49-50
Relatiosa of municipal officers to the utility. W: A. lagec Elec. Ry. J.
0. 11'24 p. 620-1
Relatisn of utilities to the public. A. G. Pattersoa. Am. CGas Asca.
General Sescisas Sec v. '24 p. 1737
Salesmamchip in public utility undertahlngs. F. W. Goodenough. Gas. J.
(Lond) J1 15 '25 p. 167
Securing sad retaiaing public favor. J. F, Owenc. Diag, Elec. %. Ja. 6 '25
p. 1175-8
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PUBLIC UTILITIIS (CCNT'D)

Servisg thc public’better. J. Ni Shannahan. Elec. Ry. Ju Ly 16 '25
p- 778-9

Should a utility promote ite comuuaity? R. P. Jaeporeoa. Gas Lgc. Jl.
12 '24 P 39-40

§pirit of scrvice. ©. J. lagec Gae Lge. Mr 29 124 p. 406-7

State public utility iaformatisn bursaus:--their functisac and activitiesy
G: F. Oxley. N B L & Bul. = 12 Mr. '25 p. 149-56

Stroke of genius; the Weetchester lighting coimpany builds goad will with
an vnusual acwepaper advortiecment Gas age. 0. 31 '25 p. 641-2

Succcse couce our way; booklet form by the lisnongehela Weet Pcnn public scr-
vice cowpeany of Fairmont, W. Va. Gas. ago. 4p. 5 '24 p. 442

Tell the people. M. W, Brockctts J. Elecs No 1. '25 P. 330-2

What arc public rclatioas. /. B. Day. Lm. Gas J.. F 7 '25 p. 123

What valuc satiefaction? P, G, Gosslor Gas. Jge. J1. 4 '25 p. 13-14

thy not establich morc public relatioas dopartmeats? H. T. Basts Blce. Wi
J1. 5 '24 p. 18

‘inner. of the first prize in Forbcs utility coatuet. P. C. Raweon Forbes
liy B4 *24 p. 226=0 ;

- Mipner of the Third Prize in Forbece utllluy Contect. J. C. Bchr, Forbos.
Jl, 5 '24 p. 433-5 :
. VMomca aad public uwtilitice. Me Fletomeyer. N, E, L. i Bule 12 ip. 25

p. 242-3 ' ' .

Womeca arc part of the whole ontcrprisc. Pub. Scrv. LMasagemeat. ). '25
Pe 113-14 . . .

Womea help in public rclatione work. S. Lizlichi Gae agce. Jl. 11 '25
p. 47-8

You aad your public utilities., P. L. Thomson ¥ E L A Bul. 11 Ly '24
ps. 375=8

RAIIROADS

All groupe coacerned must co-operate. E. T. Whiter. Ry. Agec. No 24 '23
Pa 951-4

Co-operation by railraade the great seed. J. M. Campbell. Ry. Age. N..24 '23
p. 229-31

Employees' part in the public relations work. R. H. Newcomb. Ry. Age.
0. 25 '24 p. .737-8 :

Farmer and freight rate. E. Cordeal Ry. Age. Ja. 19 '24 p. 231-2

How big business -can get a square deal from public R. Budd. Ptrs. Ink
G. 2 '24 p. 3-4

- How mechacical officere can help improve public relations. J. E. Bjorkholm

Ry. Age. D. 22 '23 p. 1664

Inprovemeat in public seantiment. Ry.. Age. Ja. 5 '24 p. 3-4

Nothing ie small in selling. -~Tllinois Central cultivatisa of public relatlons
interview with Charles H. larkham D  li. Hubbard. Pirs. Ink. . J1l. '25 p. 27=8

Cne divieisn sup'ts method of " creatiog good will. M. Seargemat Il Ry R,

Ky 17 '24 p. §77-8

Progrem for getting acquainted with the publlc, the lichigan railroad
Ass'n TP. _Hf Bruske.. Il. By, R.. Ne 10 '23 p.. 684-7"
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'RAIIRGADS (cONT 'b)
Rallroad code of ethlcs. R S Pareoas. Ry..Age. Ja 24 125 Pe 2867
Railway sentiment in rural communlties., Ry Age. Ap. 26 '24 p. 1020~}
Report of N. A. R. U. C. Committee on public rclatiossas. Ry. Age. 0. 17 '25
Qe 712 14
Report of the roadmaster s responsibility for the promotisa of proper

relatisas with the public. Ry. Age: 5. 26 'R5 p. 571=-3
Selliong transpsrtatisa G, Fort. Ry. R. F 7 '25 p. 284

SIREET RATIRCADS

Broadcasting for good will. G. D. Fleck hera. O. '25 p. 397-401
Concentration in pUbllClty. K. C. Crews. Aera.o. '25 p. 374=5
Courtesy J. J. Reynolds. hera. J1. '24 p. 2058-61
- Five waye to improve public relatiosas. F. C. Chambere Elec Ry. J.

J1. 5 '24 p. 17-18
Frieadlyiziog the public. E. F. Uickwire. fere Jo '24 pe - 1927-46
Gaining public good will in a city of 100,00C Llec. Ry. J. D. 1 '25

pe 931led
Gotting a new deal from the public. H:G. Vells. Elec. Ry. J. F. 16 '24-

Pe 266=7

Getting the communlty with you. T:.Fitzgerald. Elec. Ry. J. Je 20 '25
p. 936=~7
Give the people what they want: J. B. Sheridan. il Aera. nb. 125 p. 5 11
It'c your own fault. P. L. Thomsoa. Elec. Ry. Jo Je. 28 '24 p, 1020-2
Keep politics sut of traaeit, W: 5. Twiaing dcra. F. '24 p. 1197-1201
Kake the figures talk. L. E. Harris. fera. C '25 p. 364-%: Elcce Ry. J.
0. 17 *25 p. 702-3 - '
: ‘Open your house to customers. A, B, Fischcr. Acra hge '25 p. 59-72
Crganizing the public rclatisns departmeats. L. K. Utarr. Slec Ry. J.
0., 11 '24 p. 661-2
' Pitteburgh selle the ride. U. Jackson. Acra My '24 p. 1735-43
Public and the railways. H: G. Wells. lera ly '24 9. 1366~ 9
The public=-dur custamgr Se lia H. Sawycrs Kloc. Ry. Jeo 8. 26 '25 p. 473=6
Public rclatisee in Sas Disgo. Elec. Ry. J. Lp. 12 '24-p. 576
Ride salecmanship Y. Jackesa. il Elec. Ry. J. 5. 27 '24 p. 528-32
-Balesmanchip: qUalltIGE etrcet railway conductors and mdtdrmea should = .-
develop., G: B. Aaderson. lera ly'24 p. 1667-73
Saving thc small roed. J: B, Crawford, Elcc. Ry. J. F. 23 '24 p. 3034
Sclling the scrvice of the railways. E. F. Ulckw1rc. isera o« Ne '25 p
727-30 Elec. Ry. J. Q. 10 '25 p. 601=2
Somouscful clemeats of the street railway gnllOSOphy E. Z. Jood. Eloc.

-Ry. J. M. 24 '23 Pe 896—8

They'rc organizod--all but the car riders. G. B. iadorsoas Mr. '25 p.1127-01

Traassactisas need co=speratisa of 0ub11c, says Shaannahan. o. ¥, Crmond.
Forbes. 0. 15 '24 p. 381-2

Trangit columaist confcsses fie Bill Licra. fAge 25 p. 34-8

“The wayfarer and the farc¢," L. J. Dclanurtwr asera Jo. '24 p. 1894-7

What my be accomplishcd by constructive publicity. W. H. Bsyce. Elec.
Ry. J. Jls 26 '24 p. 131

<]

Who plans your public policiee? L. 5. Storre nera Lge '35 pe 1-4
\omea car riderc view. 4. Eceoe. hcra Lg. '25 p. 83-6
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BAIKS_AND BANKING

Why bankers should talk more about their troubles. J. He Collins. American
Bankers Ass'a J.-Septs 1927. ps 156-7 v : '

Why the banker is misunderstood. F. W. Ellswarth. Baakers Magazine, J1. 'R6
p. 15-18 ' ’

Public education; discuesion at A. B. A. State Secretaries' Section lieeting-
Commercial & Finaacial Ghroaicle, Sec. 2. N. 12 '27. p. 124-5

PUBLIC UTILITILS

Public relations in Illinois. W. A. Durgin public Service Managemeat, liay '27
p; 150-3 Addrese before the joint conveatisa of the Illinois Gas Asca.- and
I1liaois Electric Railways Assa. Springfield, Ill. March. 17-19, 1927.
Scope of public relations. Vivian, W. S. American Hanagement Ass'n. rar
24 p. (American lanagemeat Anaual Convention Series ns. 55) 75¢
The executive, the employece and the customer meet on the job. ©.Renchaw,
N E L A Bulletia, N. '27 p. 707-8
' Accountaats concera with public relatisas. W. A&. Durgin. N E L A Bulletin,
D '27 p. 729-34
John Tate and the electrical industry. H. T. Sands N E L A Bul. Ag. '27
p. 475-80 '
Keeping & public utility humaas. F. H. Hill Natioon's Business, D. *'27 p. 35=6
Relative weight of factors influencing the public. W. A. Durgin Elec. V.
D. 31 '27 p. 1359-50 , '
What I thiank about public relatizas. C. Johastone. Pub. Serv. lanagement,
D. '27 p. 215 :

PUBLIC RELATICNS

 Buciness is getting public; and the Induetrial manufacturer muet learn to
think in terms of public opinion. 5. T. Scofield Advertisiog & Selling. F. 22 '28
p. 28 L
That the peoaple may knsw! Barton, B. il. Natiosne Bucinees, Ap. 'R0 p. 24-5
PUBLIC RELATICNS DIRECTCRS
Public relatiosas csuosel in Aeronautice He A. Bruno and R.R. Blythe.
il AViati?Jﬂ, Nr. 1¢ 28 De 706 ‘

OTREET RAIIRCADS

liost people are feir when they underetend the railway businecs. R. B. Wood~
ward. Electric Ry. J.-F. 11 '238 p. 223-30 ‘ '

Uausual acte t9 improve public relctfone Eleg. Ry. Jo D. 31 '27 p. 1184

Public relations maa payr an important role; Philadelphia kaz.- Traansit Co.
Je J. Davies. il Llec. Ry. J. Ap. '28 p. 700 ;

Puttiog in aaed taking out. - G.. L. Redfern. Aera, Ap, '28 p. 221
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DEPARTMELT STORES
Public relations burcau seen ms important good will ageat. Fisk, J. V.
Women's wear daily, Ap. 21 '28, p. 1 '
To reduce customer mortality, Engard, Walter, Business My '28. p. 13

LAUNDRY INDUSTRY

How to kill customers. Wiers, C. R. Laundry Age. Ap. '28 p. 138-46

EIECTRIC UTILITIES

Desk coatacts versus counter contacts. H. Uright il. N E 7, & Bul. Mr. '28
p. 181-6 and May- '28 p. 315

~=00000=-
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.

lee, L. I. - Publicity ac applied to Public Service Corporatiosos (In his
Fublicity No Y. Iodustries Pub. Cos. 1925--ppdd-64

Mittea - ken and Linagement - Philadelphia, 1922 Repriats of 5 newspaper
articles: "The len-llanagemect Unisa" which reviewved & wrecked trancit system;
Industry's biggest experireat now 2a in Philadelphia; & New Goldea Age in Phil-
adelphia; Coumda sense smoothes out the relatiosns betweesa Stockholders, Employeec,
Employed 2od the public; Why Thomzs B. Mitten succeeds in Philg." uorking out &
"equare dezl", ‘

Lowry, D. E. - The Public Utilities (In hiec Comaunity Advertisiag,
kadigosa, uisc. Caatwell Press, 1924 p. 240-249 Chap. xxii.)

Norris, He Hao - Electric Railway Practices in 1923 = N. Y. Awmerican
Electric Railway Aesn. 1924 Chapter IV - Telling the public about the cervice -
describes Bil boerde,street signe, posters, motisn pictures, exhilbite at expoei-
tisas, newepavere. Chap V The ILlec. Ry. an iategral part of the commuaity.

Piersoa, L. E. - VWhat is wroag with the Electric Railways (An adirese
before the Pacadena Board of Trade, Pasadeaa, Calif ornia, 1919.) "The companiec
cancatch the spirit of the time by giviag the widest publicity to fiaancial
statemente, encouragiang the greezstect poesible aumber 5f local £ vockholders,
askiag for a fair return on & reasonable invesimest, aad iavitiag iato the con-
gideratisn of their problem represcatativer of their employeces.™

5te Clair, L = Gettiag the public eye sad ear - American Llectric Rail-
way Ascon. A refereace volume 2a eleciric railwey advertisinag, publicity and
public rslatisnc.

Viviaa, W. 8. = Public rclatione and Good Will (Addrecs befsre the
Indianz Lngineering Society, Indianapolie, 1925.),

American Electric Railway Ass'n = Cooperating with the community (In
naking traasportation pay, p. 23=52)

Anericaa Nacagement Ascociation - Vivian, . S. Scope of public
reiations, Kew York City, 1927

Philacelphis Rapid Transit Csmpaay - Traioniog aad Jducational Divicion.
Shaw, J. i.. Fublic Relationc. 12 Lamphlets, Philcdel hia 1927.

FBRICDIG!

B a3t A

Tractisas Nced Cosperatica of Public - Criaad, 5. D. {Forbes, 0. 15'24

- Bxchaagiog ideas oa Publicity Work,- Sacdere, E. B. Elec. Ry. J. May 12,
'25 p. 794-96. ZElectric Railway publicity meer of Miseouri, Hanca:c, Iowa,
Febraska, aad Cklahoue 5551 publicity aod advertisiag ideazs.
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Imyrovicg rublic Relatisas asd Leeping them Improved; e eyuwpocium
(Electric Railway Journal - Octsber 7, '23 p. 547-53

- Feediag Fac{a.ta the Public - Straandberg, V. P. (Acra, Juas '22, p.Sc9-'.
Publicity Director, Portland Railway, Light & Power (o. Portlacd, Cre.

VWhat Helps You Helps Us - Paul, L. C. (4éra, June '22y p. 978-85
Describes the publicity work of the uestinghouse Dlectric & Mge Coe In the
interests of the electric railway industry. '

Achievemente of Ill. Commitice on Public Utility Iaforeatisn (Electrical
~orld, April 30 *R1 p. 1003-4) Deceriptiosa of pioncer work in Illiancie.

An adverticiag Campaign thet is Cooductoed by the Vorkerc - Bartlett,
J. To(Printers' Ink Honthly Feb.= '24 p. 108=10) Vorkere of the Deaver Tramvay
Cs. write the copy aand haadle the adverticiag campaigne. Loeteapee are published
in the first perconae coming dircetly frowm worke.e. The public has coof idence

& in what employeee have to2 say. For further discustiosn £ce sers Ape '24 p.1485-87.
. Telling the Railway Story to the Public ia Bact 5. Louie ~ Electric

Railway Joursal, Feb. 23 '24 p. 297-99

Booklet illustratiag ve of new:peper adverticiag used may be
obtaiazd from . H. Sewycer, Precei

risus DG
i ident of the Dzet St. Lovie Ry.

Chaagiag Kaockers ingd 3ooctere ( Elocs Ry. J. Kove 8 '24 p.800) Ceorgia
Leilway aad Power Gompany, Atlasta, Ga.

Public Reacte Favorably 1o Adverticing Cempeiga.  (Bleciric Railway
Jo Aug 2, '24 3. 161) Usc of paid acwspaper epcc, compaay paper cad mavie filoe,
Liemphie Strect Railway, lemphic, Tena. ‘ :

What Newspaper Advertisiong Has Doae For our Compe ay~tai ke, Aok,
(Americaa Gas Aceociation Proccediags, 1923 p.873-97) Samplee of acwsnaoer ade
uced, Dizcussica, Coacolidated Gas, Elcctric Light and Power Company, Bzltimors,ld.

Flcaty to5 Talk Absut, Trolley - Company Finde; Uscs paid Hewspoocr
sdverticing cad Space in its own cerc to gain popular good wille Dece 7, '2&
p. 93-4 Twia City Rayids Trancit Conpeny.

How they do it ia Califoraia - Sharpe, B. [, Geaeral Arcat ia Chzrge of
Publicity; (Acra Jc. 12 -'22 ps 950-53) Pacific Llcc. Ry. Co., Loc dazeles, Golif.

Academy of Politicel Science - Popular owacrship of properity: ite aewcr
forw and :acial congequencoes, cdited by V. L. Haucom aad P. T. ls30 (Procceding:;
Ap. '25)

i ‘ Every Uosrker a Cepitzlict - Hougstos, D. F. (Vorlds ‘usrk, Jaauary *'25
-- p. 273=80) ‘

- The ¢ffeet of Cuctomer Cwaerchip on Public Relatione - Hadge, W. E.
(Public Service loaagemeat, Lareh '25 p. 89-90)
/
" ) /




POLIGYHOLDERS SERVICE BUREAU -

METROPOLITAN LIFE INSURANGE COMPANY - 1 Madison Ave,N. Y

eb

-9 -

"Cuetomer Cwoorehip® cpplied to Businces Lines Solvee Problem of Public
KRclatione (Buc Trafs prtatisa May '25 p. 223-24) Patrons arc stockhslderc and

cach route is represented o0 the Board of Dircctors. Imporvement of Service ic
diecuescd at Public Mecetiags called by the Compaay.

Railwaye Sclling Securities to Car Riders and Employces = McKec, K. L.
(Aerc, Dec. '24 p, 825-34?

Cammign of ten cleciric railway compaoies.

Expericnccs in Cuctomer Owaership - Brittoa, J. As (Netisaal Elcctric
nght Ass'a Proceedinge 1923 p. 232-35)




