
 

Journal of Public Relations Research Middle East 
Scientific refereed Journal - published by Egyptian Public Relations Association - First issue - October / December 2013 

 
 

 Prof.Dr. Enshirah el SHAL - ( Cairo University )                                                                              

Piratage des ondes radio                                                                                                  7                            
 

 Prof. Dr. Thomas A. Bauer  - (University of Vienna) 

Marketing, Public Relations and Journalism – Enemies or Partners?                              9 
 

 Prof. Dr. Mohamed El- Bokhary - (University of MF Uzbek national Ulugbek Beck) 

Government policies, press and public relations in our contemporary world       22 
             

 Prof.Dr. Ali Kessaissia - (University of Algiers-3) 

 Media Legal Studies: 

The Nature of the Rules governing the flow of information in Public spaces           24 
  

 Prof.Dr. Rizk Saad Abd EL Moaty - (Misr International University)  

Religious curricula and their effects on Media Studies at Al Azhar University         25 
                                                                                                           

 Associate Prof. Dr.Saddek Rabah - (Emirates Canadian University College) 

La perception de l'islam et de l'Arabe dans les manuels scolaires français                     27  
    

   Dr. Hatem Mohamed Atef - (Egyptian Public Relations Association) 

Social responsibility of public relations an analytical study of websites of institutions 

of communications sector working in Egypt.                                                                              43 
 

 Dr. Islam Ahmed Osman - (Hadetha University) 

Exposure to Political Satire Through Social Networking Sites and It’s Relation to 

Realize the Political Reality in Egypt. Applied Study On Facebook                                 46  
                                                                                               

 El-Sayed Abdel-Rahman Ali - (Academy of the Arabic Language in Cairo) 

The Relationship between Communication and Attitudes of Staff Members toward 

Development of Information Technology and Systems in the Universities               47 
 

 Moasam Bilal Juma - ( Cairo University )   

Dependency of the public in the United Arab Emirates on Media as a source of 

touristic information                                                                                                                                                                 48                                                                                                           
 

 
 

 

 

 

 

 

 

  @ 

 

https://www.google.com.eg/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiB5riHkt7PAhXIUhQKHUz1D5oQFggkMAA&url=http%3A%2F%2Fecuc.ac.ae%2F&usg=AFQjCNFRxIzcWhdk5oF82H8Pazvbm1ze1Q


 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 
 

 
 

 
 

Journal of Public Relations Research Middle East 

JPRR.ME)) 
  

Scientific Refereed Journal 
 

1320 December/   October  -issue  First - 

   
Founder & Chairman    

 

  Dr. Hatem Saad 
 

Chair of EPRA 
  

   
 

 

 

 

 

  

Editor in Chief  
 

Prof. Dr. Aly Agwa  
Professor of Public Relations & former Dean of Faculty      

of Mass Communication - Cairo University 

Chair of the Scientific Committee of EPRA 
                           

             
Editorial Manager 

 

Prof. Dr. Mohamed Moawad  
Media  Professor at Ain Shams University & former Dean 

of Faculty of  Mass Communication - Sinai University 
  

Chair of the Consulting Committee of EPRA 
 

 

Editorial Assistants 
 

Prof.Dr. Rizk Abd Elmoaty 
    Professor of Public Relations   

   Misr International University 
  

 

 
 

Dr. El-Sayed Abdel-Rahman  
Assistant Professor of Public Relations 

 Mass Communication Faculty – Sinai University 
 

 

English Reviewer 
 

Ahmed Badr 

 
 

Address 

Egyptian Public Relations Association 
Arab Republic of Egypt 

Giza - Dokki 

  

Ben Elsarayat - 2 Ahmed Zayat Street  

Mobile: +201141514157 

+2237620818 Tel : 

www.epra.org.eg 

jprr@epra.org.eg 

Scientific Board ** 
JPRR.ME 

  

 

Prof. Dr. Aly Agwa (Egypt) 
Professor of Public Relations and former Dean of  the Faculty of Mass Communication, Cairo University 

 

Prof. Dr. Thomas A. Bauer (Austria) 
  

           of Vienna University  Professor of Mass Communication at the   
 

Prof. Dr. Mona Al-Hadedy (Egypt) 
Professor of radio and television – Faculty of Mass Communication, Cairo University 

 

Prof. Dr. Yas Elbaiaty (Iraq) 
  

Professor of Journalism at the University of Baghdad, Vice Dean of the Faculty of Media and Information 
and Humanities, Ajman University of Science 
  

Prof. Dr. Enshirah el SHAL (Egypt) 
Professor of Media at the Faculty of Mass Communication, Cairo University)State Doctorate in Arts and 
Humanities from France) 
  

Prof. Dr. Hassan Mekawy (Egypt) 
  

Professor of radio and television  – Faculty of Mass Communication, Cairo University 
 

Prof. Dr. Nesma Younes (Egypt) 
 

Professor of Radio & Televosion at the Faculty of Mass Communication, Cairo University 
 

  

Prof. Dr. Mohamed Moawad (Egypt) 
Media professor at Ain Shams University & former Dean of Faculty of  Mass Communication - Sinai 
University 
  

Prof. Dr. Samy Abd Elaziz (Egypt) 
Professor of public relations and marketing communications for the former Dean of the Faculty of 
Information, Cairo University 
  

Prof. Dr. Abd Elrahman El Aned (KSA) 
Professor of Media and Public Relations Department of the Faculty of Media Arts - King Saud University 
  

  

Prof. Dr. Mahmoud Yousef (Egypt) 
Professor of Public Relations - Faculty of Mass Communication, Cairo University 
  

Prof. Dr. Samy Taya (Egypt) 
  

Professor and Head of Public Relations Faculty of Mass Communication - Cairo University 
    

 
 

Prof. Dr. Sherif Darwesh Allaban (Egypt) 
 

Professor of printing press & Vice- Dean for Community Service at the Faculty of Mass 
Communication, Cairo University 

 

Prof. Dr. Hassan Aly (Egypt) 
Professor of Radio & Television and Head of Mass Communication Department – Faculty of 
Arts - Mina University 

 

Prof. Dr. Mahmoud Hassan Ismael (Egypt) 
professor of Culture Media and Children at Ain Shams University  
 
  

Prof. Dr. Hamdy Abo Alenen (Egypt) 
Media professor and dean of the Faculty of Information and tongues Vice President of the  International 
University of Egypt 
 
   

Prof. Dr. Othman Al Arabi (KSA) 
Professor of Public Relations and the former head of the media department at the Faculty of Arts – King 
Saud University  
 

Prof. Dr. Abden Alsharef (Libya) 
  

Media professor and dean of the College of Arts and Humanities at the University of Zaytuna – Libya 
 
  

Prof. Dr. Waled Fathalha Barakat (Egypt) 
 

Professor of Radio & Televosion and  Vice- Dean  for Student Affairs at the Faculty of Mass 
Communication, Cairo University 
 

 
 
 

Prof. Dr. Tahseen  Mansour (Jordan) 
 

Professor of Public Relations at the Faculty of Mass Communication, Yarmouk University 
 
 
 

  

Prof. Dr. Mohamed Elbokhary (Syria) 
  

Professor, Department of Public Relations and Publicity, School of Journalism, University of MF Uzbek 
national Ulugbek Beck 
  

Prof. Dr. Ali Kessaissia,(Algeria) 
Professor, Faculty of Media Science & Communication,  University of Algiers-3. 
 
 

Prof. Dr. Redouane BoudJema,(Algeria) 
Professor, Faculty of Media Science & Communication,  University of Algiers-3. 

 

 
 

 
 
 

  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

** Names are arranged according to the date of obtaining the degree of a university professor. 

 



Journal of Public Relations Research Middle East 
 

   It is a scientific journal that publishes specialized research papers in Public 

Relations, Mass Media and Communication ,after peer refereeing these papers by a number 

of specialized Professors. 

The journal is affiliated to the Egyptian Public Relations Association, the first Egyptian 

specialized scientific association in public relations. 

- The journal is accredited, Classified internationally for its printed and electronic 

version from the Academy of Scientific Research and Technology in Cairo And 

classified by the Committee of Scientific Promotion Specialization media - Supreme 

Council of Universities. 

- This journal is published quarterly. 

- The journal accepts publishing books, conferences, workshops and scientific Arab and 

international events. 

- The journal publishes advertisements on scientific search engines, Arabic and foreign 

publishing houses according to the special conditions adhered to by the advertiser. 

- It also publishes special research papers of the scientific promotion and for  

researchers who are about to defend master and Doctoral theses.  

- The publication of academic theses that have been discussed, scientific books 

specialized in public relations and media and teaching staff members specialized 

scientific essays. 

 

Publishing rules: 

- It should be an original Manuscripts that has never been published. 

- Arabic, English, French Manuscripts are accepted however a one page abstract in 

English should be submitted if the Manuscripts is written in Arabic. 

- The submitted Manuscripts should be in the fields of public relations and integrated 

marketing communications.  

- The submitted scientific Manuscripts are subject to refereeing unless they have been 

evaluated by scientific committees and boards at recognized authorities or they were 

part of an accepted academic thesis. 

- The correct scientific bases of writing scientific research should be considered. It 

should be typed, in Simplified Arabic, 14 points font for the main text. The main and 

sub titles, in Bold letters. English Manuscripts should be written in Times New 

Roman.  

- References are mentioned at the end of the Manuscripts in a sequential manner.  

- References are monitored at the end of research, according to the methodology of 

scientific sequential manner and in accordance with the reference signal to the board 

in a way that APA Search of America. 
- The author should present a printed copy and an electronic copy of his manuscript on 

a CD written in Word format with his/her CV. 

- In case of accepting the publication of the manuscript in the journal, the author will be 

informed officially by a letter. But in case of refusing, the author will be informed 

officially by a letter and part of the research publication fees will be sent back to him 

soon. 

- If the manuscript required simple modifications, the author should resent the 

manuscript with the new modifications during one week after the receipt the 



modification notes, and if the author is late, the manuscript will be delayed to the 

upcoming issue, but if there are thorough modifications in the manuscript, the author 

should send them after 15 days.  

- The publication fees of the manuscript for the Egyptians are: 850 L.E. and for the 

Expatriate Egyptians and the Foreigners are: 450 $. 

- If the referring committee refused and approved the disqualification of publishing the 

manuscript, an amount of 250 L.E. will be reimbursed for the Egyptian authors and 130 

$ for the Expatriate Egyptians and the Foreigners. 

- The manuscript does not exceed 35 pages of A4 size. 20 L.E. will be paid for an extra 

page for the Egyptians and 5 $ for Expatriate Egyptians and the Foreigners authors.  

- A special 10 % discount of the publication fees will be offered to the Egyptians and the 

Foreign members of the Fellowship of the Egyptian Public Relations Association for 

any number of times during the year. 

- Three copies of the journal and three Extracted pieces from the author's manuscript 

after the publication. 

- The fees of publishing the scientific abstract of (Master's Degree) are: 250 L.E. for the 

Egyptians and 150 $ for the Foreigners. 

- The fees of publishing the scientific abstract of (Doctorate Degree) are: 350 L.E. for the 

Egyptians and 180 $ for the Foreigners. As the abstract do not exceed 8 pages and a 10 

% discount is offered to the members of the Egyptian Society of Public Relations. 

Three copies of the journal will be sent to the author's address. 

- Publishing a book offer costs LE 700 for the Egyptians and 300 $US for foreigners. 

- Three copies of the journal are sent to the author of the book after the publication to 

his/her address. And a 10% discount is offered to the members of the Egyptian Society 

of Public Relations.  

- For publishing offers of workshops organization and seminars, inside Egypt LE 600 

and outside Egypt U.S. $ 350 without a limit to the number of pages. 

- The fees of the presentation of the International Conferences inside Egypt: 850 L.E. and 

outside Egypt: 450 $ without a limitation of the number of pages. 

- All the research results and opinions express the opinions of the authors of the 

presented research papers not the opinions of the Egyptian Association for Public 

Relations. 

- Submissions will be sent to the chairman of the Journal. 

   

Address: 

 Egyptian Public Relations Association,  

Arab Republic of Egypt, Gizza, El-Dokki, Bein El-Sarayat, 2 Ahmed El-zayat Street.  

And also to the Association email: jprr@epra.org.eg, or info@epra.org.eg, 

chairman@epra.org.eg, after paying the publishing fees and sending a copy of the receipt.  

 

 

 

 

 

 

 

 

 

mailto:jprr@epra.org.eg


Copyright © EPRA 2013 

All rights reserved. 

 
 
 
 
 
 
 
 

 
None of the materials provided on this Journal or the web site may be used, reproduced or 
transmitted, in whole or in part, in any form or by any means, electronic or mechanical, including 
photocopying, recording or the use of any information storage and retrieval system, except as 
provided for in the Terms and Conditions of Use of Egyptian public Relations Association, without 
permission in writing from the publisher. 

And all applicable terms and conditions and international laws with regard to the violation of the 
copyrights of the electronic or printed copy.  

ISSN for the printed copy 

(ISSN 2314-8721)                                                                                  

 

ISSN of the electronic version 

(ISSN 2314-8723X)                                                                                 

 
 

To request such permission or for further enquires, please contact: 
 

EPRA Publications  
Egyptian Public Relations Association, Gizza, Egypt 

 Dokki, Ben Elsarayat -2 Ahmed Elzayat St. 
 

jprr@epra.org.eg  -  chairman@epra.org.eg     Email: 
 

Web:      www.epra.org.eg 
 

 (+2) 02-376-20 -818   -  (+2) 0114 -15 -14 -151  -  (+2) 0114 -15 -14 -157 Phone:     

 

 

 
 

 

 

 

 

 

 

mailto:jprr@epra.org.eg
mailto:jprr@epra.org.eg
mailto:chairman@epra.org.eg


 9 JPRR.ME   No.1                                        www.epra.org.eg                                               www.jprr.epra.org.eg  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Marketing, Public Relations and 
Journalism - Enemies or Partners? 

 
 
 
 
 
 

Prof. Dr. Thomas A. Bauer, 

                                  University of Vienna  
 
 
 
 

 

 

 

 

 

 

 

 

 

 

 



10 

Marketing, Public Relations and Journalism – Enemies 
or Partners? 

Prof. Dr. Thomas A. Bauer, University of Vienna 

   Any society organizing itself and its development is structurally depending

from its communication system and culturally from its communication quality. 

Or even better to say: a society is, what its communication structure is like and 

means what its quality of sociability is like (Bauer 2011: 499). In a media-

organized society the communication structure – that means at least attention, 

traffic, connections, topics etc. - follows the technical and aesthetical logics, the 

attractions, the facilities and possibilities but also the limitations of 

communication through its mediatized character. In any case, though it is often 

said that media reduces the complexity of societal communication (Luhmann 

1968), on the other hand also it also gets evident that in a media environment 

the society and its self-interpretation becomes more complex through this mode 

of communication- and interaction structure - in manifold perspectives: the 

increasing amount of information, the variety of aspects, evaluations, opinions 

and options coming up to public sphere overdrive the capacities of processing of 

social communication. In order to feel or to realize oneself responsibly as a  

relevant part or partner within  a communication process, one must overlook its 

social space (frame), its relational structures, its options of meaning and 

relevance and last but not least its contingence of sense. The reference to a 

culturally defined social framework might help to come clear with orientation.  

Public Communication in Media Environment 

     Journalism, Public Relations and Marketing are subsystems (system sectors) 

of the complex communication system in a society globally organized in a 

media environment. Since interactional systems are characterized as operations 

of mutual perception and observation, they get affirmed through structures 

(modes of relation, goals, content, action program) generated in relation to 

specific internal and external expectations. If it then makes sense to find a 

difference in between of those public communication sectors, then it does so in 

the interest of the distinctness (distinguishability) of the practice because of the 

each of one special expectations in relation to their communicative function. 

And if it should make sense to find out, whether those areas are in antagonist 

relation to each other or maybe need each other as options of acting and 

observing, but taken together making understandable the entire commensurable 
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complex of public communication, so then it does make sense to observe their 

difference on the level of praxeology. Why?   

     First, because communication is a metaphoric theoretical construct for the 

human notion that sense and reality only can be constructed and agreed in mode 

of symbolic interaction, but this interaction always realizes as negotiation and 

possibly with agreements (terms) within the frames and the structures of social 

orders and cultural programs (Schmidt 2003, Blumer 1973, Bateson 1972). 

Second, because it is obvious that the comprehensive social communication in 

an organized social environment (society) is structured according to 

organizational interests, which is: in general an inter-media and inter-level 

communication system, politically a sphere of public opinion, but economically 

a social landscape of target groups or targeted persons. Following the acteur’s 

theory perspective (Crozier/Friedmann 1993), the acteurs claim structurally a 

position of structuralizing the social communication program and reflect this 

socially ordered position through professionalization, nota bene: within an 

industrialized communication environment structured according to the 

principles of taylorism (cf. Hebeisen 1999). The concept of professionalization 

(cf. Scholl/ Weischenberg 1998: 79 ff.) reflects the development of a system, 

successively legitimizing itself  and structures the development of public 

communication in the interest of affirming the really existing (hierarchical) 

order of the organization of society. It follows a pragmatic interest, but is by 

definition a normative concept, affirming the practical theory of success (public 

influence in the mode of commercial performance) and as such always refers to 

normative categories, mixing mythology (especially related to journalism – 

heroizing personality, but also in advertisement: creative design) with concrete 

interests of domination explicated with constructs as for example: vocation, 

appointment or assignment by higher levelled office holders, special talent or 

even giftedness (personality, morality, competence),  specialized education 

and/or qualification, specialized techniques of working and withholding 

knowledge,  sometimes even ideologically dogmatized (“what wants to be a real 

journalist, must do…, have…, be…”. a. s. o. (cf. Bauer 2009: 70 ff).   
 

     In a media environment communication is not just an ever similar result of 

media’s operation. First: it is not “the media”, which is acting out the operation, 

but it is the social usage of media in the position of a producer as as well in the 

position of a consumer or “prosumer” that makes media working like media 

(Bauer 2011: 468). Second: communication is not an event to be planned as an 

output of an organizational operation. If there any communicative action 

follows the inputs of  an organizational program, the quality of communication 

depends from many more implicit and explicit circumstances than any 

organization is able to manage. What ever follows to a tempt of influence on the 

side of people that was meant and addressed to be influenced, as  critical 

evaluation can not be called “a communication”. It is in its “best case” a 



 12 

reaction within an agreement of mutual deception (Bauer 1998: 42 ff The circuit 

of communication follows the logics of the social usage of media assuming that 

media is the generalized reference of what is new resp. to be taken as news. 

Communication is the social practice performing itself – the exchange of 

meaning - in respect to the internal and external functions of the media systems.  

 

    Taking the media communication and discourse as the social frame for a 

meaningful  orientation increases the complexity of observation, since this 

frame always changes according to what is becoming a news value 

(Galtung/Ruge 1987, W. Schulz 1976). In such an environment communication 

is at its best a symbolically generated or mediated interaction between mutually 

supposed expectations and mutually supposed roles or positions (industrially 

realized in the division of producers and consumers) in the interest and need of 

exchange of experience, opinion and meaning. The relational structure 

representing this process socially is not directed or meant between one to one, 

but circulated indirectly between many not individually known or knowing each 

other, but generally meaning in relation to a generalized code of relevance 

represented by media. Media is the referential instance for attributing meaning 

and relevance to (any) information represented as a part of the public media 

discourse, insofar every  one supposes that any other one would give relevance 

to know, what an other gets to know as well. So anyone thinks having to know, 

what any other one is able to know in order to feel connected (as a part of) to 

the society (Bauer 2011: 512).  
 

      Media in that sense is not a black box with effects on its consumer and is not 

the instance of decisive selection, not a gate keeping space, and not just a 

technically organized mechanical complex. Media is first of all a socially 

structured setting of and for public communication, embedded in strategically 

developed and developing systems, in doing so the strategies correspond to 

interests of economy as well as to public relevance, influence, and power. 

Exactly those results do not only depend from acteurs (journalists, editors, PR 

experts or marketing strategists), since media is not a tool just in the hands of 

them. Since media is the socially organized environment of public negotiation 

of meaning and of relevance of events, of stories and discourses, the usage of 

media - as well on the side of the so called recipients, audience and consumers – 

is, what technological infra-structures makes them becoming media (Krotz 

2008:43 ff. Hepp 2008: 63 ff)  
 

The acteurs of Ccommunication in a Media Environment 
 

     A theoretical conception of media communication as it has been roughly 

designed just before does consciously and by good purpose not follow the 

traditionally used concept of media communication, usually theoretically 

framed (cf. an overview in: Burkart 1995,p. 464 ff.)  as a process through which 

JPRR.ME   No.1 
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an acting person or organisation – always embedded in a specified context of 

experience and interest - creates messages sending them via media to be 

received by a disperse public – as well embedded in a social and cultural 

environment -  expecting that they will be influenced in their mind, attitude, 

habit and action and that there finally will accrue  a short- or long term effect 

that corresponds to the intentions or inspirations of the communicator position 

(Lasswell 1948). Even if this process-model often got fine-tuned (cf. Maletztke 

1967) the  metaphor of transport and translation remained as the leading model 

conceptualizing theoretically communication as a process realized from and 

between actors, depending from their action input. The acteur’s theory  

(communication happens as a process caused and initialized by someone who 

occupies or represents an anyhow legitimized position in the direction of how it 

was meant by such and claiming by doing so a position of leadership and elite) 

argues its observation with the positivistic assumption that anything to be 

verified just happens by action or as an distinguishable action and mainly 

through the initiative of  predominately acting people, acteurs 

(Crozier/Friedberg 1993) thus claiming social capital (Bourdieu 1997, 1993) 

and saving constellations of power in the interest of the maintenance of public 

influence.  Acteurs  - as this is the main categorie of the theory - in a political or 

societal sense represent a class of elites, parties,  syndicates, associations, 

organizations, or institutions representing or marking an elite status, as well as 

leadership and public prominence through their chain of actions or their (maybe 

even professional) action programs. (Merkel 1999).  In this theoretical 

environment the professions related to the three public communication working 

fields, to be a subject of analyse here, journalists, public relations and marketing 

officers, managers or experts, count as publicly relevant elites steering the flows 

of information and the distribution of opinion among the audiences.  

 

     Applying this theoretical concept (communication as a publicly intended 

action set by an acteur and supposed to do this in the interest of public 

attention) in order to understand the position of professional groups dealing 

with public communication - who are by such a definition influential elites in 

the professional role of journalists, Public Relations managers/experts and 

marketing managers/experts - could make it comprehensible to define those 

groups as such acteurs initializing a process of intention and  influence on 

audiences, fragmented publics, or individual recipients. In the interest of such 

categories the distinction between those acteurs groups only could be set either 

according to the direction of their action programs (e.g. selling program for 

marketing, credibility and empathetic attention for Public Relations, news.  

Information and opinion for journalism) or alongside the quality of intended 

communication effects (e.g. persuasion for marketing, tentative conviction for 

Public Relations, information for journalism)  a process of transaction, of 

transfer, of transmission or of transport of messages from a producer-position 
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(communicator, acteur) to a consumer-position (recipient) over a system that 

has influence and effects on its users. All those mechanical metaphors do not 

describe, what media is, but just represent the interest of observation supposing 

that media are substantially related to communication and communication 

socially is related to the social arrangement of domination and power.  
 

    Following the acteur’s theory those three communication systems, marketing, 

public relations and journalism can be understood as organized and systemic 

contexts of public and symbolic interaction, by which the players leak to each 

other expectations in respect to knowledge and decision in form of industrially 

fragmented roles. All three systems are  predominately characterized by their 

acteurs. If this is the case, then the “differentium specificum” would be in each 

case the particular professional acting program, its special quality and the 

communication functions depending from it.  The mechanism of trust (between 

acteurs and audience or addressees) is based on an in each case different 

agreement of mutual expectations between the positions of producing and 

receiving messages. The professional and praxeological features (working 

techniques, , professional knowledge, communication skills, attention towards 

pubic value, ethical standards, media competence, personal responsibility)  of 

those three systems are in general and roughly the following: 
 

Journalism 
 

     Is thought to be the professional practice within an editorial system of public 

communication, providing news in form of information and opinion to give 

connection to a relatively diverse audience to what might be relevant to know 

about (news values), and doing this – as a factor of democracy - under the 

conditions of independence, freedom of expression,  quality of research and 

critical search of sources in the interest of plurality, diversity, and “objectivity” 

of what is reported so far, understanding this position of news-selection as a 

gate watching over collectively relevant information and discourse, usually 

personally not involved as a part of the event (cf. Rühl 2007). What makes 

journalism a systemic reference of public trust is the  (often not realized) 

supposition that journalists work not only professionally (technically) correct, 

but more with competence (which means capacity, capability, skills, 

responsibility for objectivity and truth) and with respect of public needs of 

valuable news and sensitively understanding, what would be the news factors of 

the mass-audience to be addressed ( cf. Scholl/Weischenberg 1998 , Machill). 
 

Public Relations 
 

      Is – in distinction to journalism delivering external information related to 

others – analytically described (cf. Szyszka 2009) as an organizationally 

conducted and strategically planned communication architecture, as a self 

portrayal of particular and proper interests (image building), as communication 
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by and due to assignment, as influence of public sphere caring about self-

interests (Röttger/Preusse/Schmitt 2011:32) and thought to be the management 

of communication between organizations and their targeted groups or/and 

specified publica (Gruning/Hunt 1984), a system of communication dedicated to 

the relation of reciprocally supposed interests between organisations, 

institutions, associations, or companies and their  public stakeholders, organized 

and maintained by professionals of strategic communication following the 

business objectives of their organizations or companies to earn public 

understanding for the goals, acceptance for products, for ideas or acting 

programs, and gain credibility for the company’s or organization’s competence 

and quality, also to establish positive images and to maintain continuing 

attention and to set motifs of stake holding  at the side of their addressees and 

stakeholders (Freeman 1984) for institutions, organizations or companies (cf. 

Kunczik 1993). In context of a so called “media society” public relations has 

more and more became a management system of media relations, even if PR is 

not working for a media discourse audience, but more for a public sphere 

related to thematic discourse (Jarren/Donges 2006.:105) Taking – again – truth, 

transparency and - at least – mental, if not real interaction as factors of a 

desirable process of communication – in context of specific public relations or 

public affairs of  institutions, organizations or companies – the public relative 

communication is not supposed and not expected  to claim responsibility for a 

commensurable display of truth of circumstances, but is expected to take 

responsibility on its situational conformance (Merten 2008: 55). 
 

    It became accepted within theories of public communication to analyse public 

relations on three levels, namely on micro-, meso-, and macro levels. - On 

macro level the P.R theory describes and analyses P.R as a  functional sub-

system (Rühl 1992) of an (economically) organized  society: the socio-

theoretical perspective (cf. Signitzer 2007).  

- On meso-level the P.R theory analyses the communication system in 

relation to marketing in in reference to the market segments: the 

organization theory perspective.  

- On micro-level the P.R theory orders and classifies organization and 

management of communication and the communication of organizations 

as a process, which is relevant in both environments, the internal and 

external and its relation of each-other. This analysis is relevant for any 

organization, profit- or non-profit, commercial or industrial: the 

marketing-oriented perspective. 
 

Marketing 

 

     Is thought to be the system of getting connected through exchange of interest 

at the level of producing and using or of selling and consuming products, 
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programs or ideas between people that is interested to target and address or to 

become possibly an owner of goods or a representative holding stakes of ideas, 

reminded by commensurate communication strategies to their explicit or latent 

needs. The professionalism of this system is to turn human individual or 

collective  needs of identity, self-representation, attention or of shaping out the 

own life into models of requirements and requisition. Since that communication 

system is working with communicative tools of persuasion, the quality of 

communication, the challenge of credibility and  the social mechanism of trust 

is based on an agreement of mutually supposed deception (Bauer  2011:495) or 

even more (Merten 2008:52) taking the category of truth as the distinguishing 

feature, Marketing (and in particular advertisement) does not claim for it self 

objectivity, transparency or truth as a factor of relevance of communication, but 

produces positive information purposely excluding all details that could 

discredit the subject or the product to be communicated. 

 

Economy has to be taken as a fundamental process of social life and is within 

the social system supposed to be a basic institution. Public politics and policy 

cannot be separated form economy, since political power depends from 

economical resources and economical power always tends to claim political 

influence. In that sense no one field of public communication is an hermetic 

system by itself and for itself. Economy, politics (in  sense of public relevance) , 

those two basic institutions of the society always are involved in a publicly 

relevant communication and interaction system. 

 

The Relevance of Theoretical Concepts of Public Communication 
 

In order to deliver a meaningful reflection and to design a problem-referring 

setting of knowledge  on those three communications sectors and in framework 

of that complex of hypotheses to find out, what are their similarities and what 

would be seen as their differences, it makes sense to relate to theoretical 

concepts. These concepts can be constructed in different theoretical 

consideration of the functions of analysis (cf. Merten 1999: 31):   

- descriptive functions of theories  help to understand the social, societal, 

the cultural and the organizational environment of communicative action, 

- explicative functions of theories illustrate, what was the social or cultural 

paradigm and what the driving energy of and in communicative action, 

- discovering functions of theories, mostly related to a (critical or 

affirmative)  model  of/for communication, are the methodological 

shoehorn to discover new interrelations in and of communication and 

society, 

-  prognostic functions of theories allow for preparation of problems of 

communication or media developments, while 
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- heuristic functions of theories are thought to lead the research and the 

development of further or deepening theories. 

 

Taking advantage of those functions when using well done model-oriented or 

model-building theoretical concepts permits to figure out meaningful distinctive 

categories in order to find and to describe a continuum of graduation between 

similarities and differences of those three fields of public communication, all 

that negotiated in the interest of analytically based, critically observed and 

heuristically (creative) developed cultural practice of social communication.   

Through such theories, when enough complex in order to reflect the complexity 

of reality, it might be possible to outline abstract comparative models which use 

categories of substantial comparability of communicative functions between 

journalism, public relations and marketing.  The established communication 

science usually knows three models of comparability, which work with the 

category of the character of the relation between journalism and public relation. 

Marketing occupies in that concept a special position aside publically relevant 

communication environments as it is theoretically considered as an extreme 

strategically conceptualized practice of communication, interested in creating 

markets predominately to sell ideas, images or products, and by far not as 

relevant in relation to public assignments as this counts for journalism and 

public relations. 
 

The Determination Thesis 
 

It was a study of Barbara Baerns (1991) analyzing the relation between politics, 

political public relations, and local-political media reporting in a German 

province that came to the result, that public relations and journalism, both seen 

as communication systems, are in an relation of competition for public 

attention. Describing the relationship the most marking finding is, that public 

relations dominates the public discourse by themes and by timing.  Or even 

more: the study finds, that public relations is controlling journalism, since more 

than 60 % of what was analysed as journalistic report, was identified as related 

in terms of topic an time to P.R initiatives. The journalists, when relating to 

those P.R activities , even reduced their research, just shortened the disposable 

texts. All that might show, that journalism is (makes itself) depending from P.R 

activities. Of course , there are conditions of changing, of intensifying or 

loosing that relationship. A huge research track has been developed following 

the determination thesis. 

 

The Inter-Effication Model  

 

Recognizing that P.R and journalism come into competition, because both of 

them verify their interest of attention through the relevance  (agenda setting, 
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public opinion public attention) of their acting at the side of their addressees, 

and recognizing that both systems need each an other in realizing their public 

functions, manifests the reciprocity of the relation between journalism and P.R. 

Understanding the mutual reprehension as a complex interaction program (co-

orientation and mutual enhancement ) nourish the assumption of mutual support 

in verifying the particular effectiveness – called: inter-effication (Bentele  

2004), and saying, that communicative inductions , set by whom of both ever, 

are valued from each with an other  as  intended and consciously directed 

animation, which h shall lead to public resonance. Each one of those system 

owns mechanisms of accommodation  in order to get adapted to each with the 

other. 
 

 

Structural Interpenetration  - Super System 

 

     Within a system theory consideration journalism and Public Relations appear 

as systems being in an inter-systemic relation to each other. That means: For 

journalism pr and marketing (as well) are somehow an economically, culturally 

and socially determined environment, in which journalism is challenged to 

realize its special functions – but exactly because of them structurally 

distinguishable  by proper operation  closed in itself. The idea of the theses of 

the structural interpenetration of P.R, Marketing, and Journalism is, that all 

those systems  behave  to each other as problem and problem-solution – mutual 

integration of external references into the concept of self-referentiality thus 

constructing somehow a super-system of public communication (cf. Luhmann 

2004, Sarcinelli 2009) 

 

    Those three usual concepts of distinction, based on the relevance of the 

attribution of different communicative functions, are useful in developing a 

critical praxeology of communicative for each one. Once set onto a theoretical 

level, the distinction also relates to the assumption that there is a causal moment 

to be considered, which is in any way actor (acteur). The acteur’s theory 

analyzes the professional communicative acting in reference to the supposition 

of relevance of the position of governing the communication process or the 

discourse on behalf of and according to the interests of all those who might hold 

stakes within a communication system. Insofar the communication systems in 

journalism and public relations are working in the structures of the market, the 

systems develop and shape out their structures in mode of hierarchical 

organizations assuming that there is a necessity of a position that directs the 

decisions and conducts and governs the interchanges and interactions within the 

system and thus representing the system. The concept of communication and/or 

media governance (Meier 2011) refers to the desiderate of (individual and 

systemic) responsibility on the one hand and to the experience of the necessity 
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that there has to be a person who represents the social mechanism of mutual 

confidence. Those two reasonable interventions are explicitely mirrored with 

the  theory of political economy of industrial relations (acteur’s centred 

theoretical approach) (Crozier/Friedberg 1993) as already described. 
 
 

Media- and Communication Competence: a Social Currency in a Media 

Society 
 

    When approaching media communication as a phenomenon of social 

symbolic interaction and interpreting that in the interest of its relevance for the 

self-awareness and to the development of the society, and doing this through a 

social theoretical and culture-theoretical perspective, it is to set a clear 

theoretical evaluation at the end of this analysis: Media – the practical 

environment for public communication within the systems of journalism, public 

relations, and marketing - is not, what the every-day-theory thinks to observe: a 

technically made item  individually used in order to get connected to the public 

discourse. Media is not, what the functionalist perspective is making of it: a 

technically made and organisationally used instrument in order to structure the 

public communication in the need of the stability, development, and welfare of 

the society.   
 

    The comparison between those three communication and media (sub) 

systems should not be done in a functionalist tradition of theoretical 

consideration, but has to be done as an analysis of the cultural interference and 

interdependence of all of them. A culturalist social theory perspective focuses 

on the interrelation of observation and action and finds its theoretical paradigm 

in the concept of signification. (cf. Hall 1993) Both, observation and action – 

better to say: observation as an action and action as an observation – construct 

significations, which get generalized through and as symbolic interaction (G.H. 

Mead 1973, Herbert Blumer 1973). The exchange of signification realized in 

the way of relating action and observation to codes, within a cultural 

programming development creates  generalized configurations of meaning. 

Culture then is the social interactive and communicative environment to archive 

those configurations of meaning construction in structures of symbolic and 

ritual interaction to be used as statement of commitment or as a reference of 

control for social compliance in case of need. Any style of life is observable as 

an habitual expression of such  commitment and compliance, and that is the 

reason why it makes sense, when the concept of Cultural Studies observe 

culture as any “whole way of life” (Williams 1958) 
 

    Following this culturalist perspective, the answer to the question put at the 

beginning, whether journalism, public relation, and marketing are friends or 

enemies, there is to say: they can be friends, but they must not be like that to 
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each other. They can be enemies, but they must not be in such a relation to each 

other. They are systems working within a society organizing its communication 

and communicating its organization, each one at its best and according to its 

moral and quality standards, if they take critically care each one for its own 

culture, connected to each other through critical observation, thus compensating 

each another their (structural, cultural, moral, political) weaknesses through 

exchange of knowledge in the interest of the social and political culture of 

public communication.  Adding to that there has to be generally mentioned, that 

in respect to the convergence of media and of communication systems the 

differently thought professional specification for Journalism, Public relations, 

and Marketing need to be not only completed each by itself, but generally 

expanded from professional qualification to a concept of communication (and 

media) competence. Claiming a communication quality in each of those three 

professional areas does not only refer to hard skills (capacity, ability), but 

always as well to communicative “soft skill”: a habit (Bourdieu 1997) of and for 

communication is a cultural measurement that includes ethical and moral 

standards in the interest of an authentic and self-confident society.  

 

   The attitude of a communicative habit has to be seen as the cultural basis of a 

somehow generative competence (ability, capacity, responsibility, motivation) 

to produce communicatively meant action even in new or unusual contexts of 

social practice – similar to what Noam Chomsky has conceptualized with the 

term of a “generative grammar”  (Chomsky 1980, Beckmann 1997).  On that 

level all communication systems are addressed by the same general obligation.  

A society, in which a critical-reflexive usage of communication and media has 

become an integrative moment of education, is rich in terms of cultural reserves 

for every day challenges of a democratic configuration of its social and  

political development. In that overall context then any specified professional 

expertise as well gains -  at least: functional - credibility. 
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