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250 OBJECTIVES

After reading this Unit you will be ableto understand:

the role and functionsof Public Relations(PR) in big aswell assmall organisations,
theinteractiond PR with other disciplines,

the role o moderninformation technology in the job of PR, and

the variousformsaof challengesfaced by the PR department.

251 INTRODUCTION

What do you think a Unit titled PR in tourism might involve? It obvioudy should have
something to talk about public relationsas wel as its relevance in the context of tourism

industry. This Unit discussesthe importanced public relationsand how it helpsyou asa
tourism professional.

Youareaready aware of the different sesgmentsof the tourismindustry. Thesecomponents
. and the deivery systems, including the sub-systems, have their own varying degree of

speciadisationsand interdependence. There is the need to create mutual understanding

between the different organi sationsand the publics/consumers, in recognitiond thefact that

without the active support of the key personnel and the goodwill of the public the industry
» cannot sustain/develop in harmony. It must be noted here that by publicwe mean any group
that hasany interest (actual or potential) in or impact on an organisation's ability to achieve
its objectives. Here liesthe crucia role d PR to develop effective coordination among all
componentsd the sysiemand the publics.

252 ROLE OF PR

Theneed for PR inaserviceindustry, such as, tourismisgreater becausetheindustry depends
on the effectivecoordination among its variouscomponentsand the goodwill of the public.
Itisan establishedfact that publicrelationspeopleareengagedin variousformsd activities
starting from research, action, communication, evauation and handling crisis, etc. Today
you need a PR Officer for:

e resourcemobilisation,
e interactingwith the community,
°

deding with government departments,
¢ marketing,and so on.
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Infactthenatured PR variesas per the component o thetouriF5m industry. For example,
a PR manager working with a Nationd Tourist Organisation would attempt to remove the
apprehensionsabout adegtination from themindsd the prospectivetourists. Thisheor he
would do by reinforcingin the tourism brochures:

e promisesthat carry marksd qudity assurance,

e product endorsementsand testimonidsd travel experts, reputed tour-operators, well
known trave writersand journdigts. (These are the peoplewhaose opinion addsweght
and credibility to advertisng daimsin so far asthe potential touristsare concerned.)

In an other organisation or company the Public Relationsprofessiond has to play the role

not only af a communicator and softening agent but dso o an adviser. Thisisdoneto:
minimise the pulls, stressesand conflicts,
reducefriction, and

e diffuse tensonsthat arise from time to time between the "internd" and/or "externa"
publics.

Thisinvolvesa great deal d socid engineering, conflict resolution through reseerch and a
two-way communication process. Dia ogueand appropriatepackaged solutionsare needed
to harmonise the conflicting needsd groupsand/or individuas.

Infact theresponsbilityd a public rel ationspersonne liesin devel oping acorporateculture
in the industry and in promoting better network among various bodies. Generdly, the
activitiesperformed by the PR department include:

) Medi a relationsi.e. to interact with media (print as wel as electronic) and place such
» informationthat attractsattention to the product, service, organisation or event, etc.

if) Product Publicityi.e. initiating effortsto publicise a particular product or service.

iii) Lobbying i.e. dealing with officids etc. for softening their altitude towards the
organisation.

iv) Counsdlingi.e. advising the management about public concerns, company's image and
stepsto beinitiatedinthi s regard.

V) CorporateCommunication i.e, promotingunderstandingabout theorgani sationthrough
external and internal communications.

Accordingto Philip Kotler today more and more companiesare setting up MarketingPublic
Relationsgroup (M PR) whasetasks go beyond simple publicity and indude:

Assgtancein thelaunch o new products,

ass stancein repositioninga mature product,

influencing specifictarget groupsor market segments,

defendifig productsthat have encountered public problems,

creating awarenessabout the organisation’s product or services,
establishingcredibility d the company's product, serviceand image, and

devdoping publicity campaigns.

In smdl organisations thesingle manager or theentrepreneur hasto handlethese PR tasks
aswdl., However, it isdwaysbetter that a proper planning must be doneby:

o settingthe PR objectives,

e organising and choosingthe appropriate FR methods, and

e evduatingtheoutcomed PR efforts,



Check Your Progress-1

1) Why should an organisation adopt a policy of publicrelations?

..................................................

...................................................

..................................................

2

53 FUNCTIONS OF PR

Thereisno modd communication organisation. It depends upon circumstanceswhich vary
from organisation to organisation. In some organisations the PR function arises out of a
"fire-fighting" role and in other organisations, a PR department is created as a deliberate
effort with set objectives. PR department works by the principle of "Management by
objectives’. PR professional isto act asacatalyst for change within acompany and in order
to fulfill this objective it needs"information”. In arigid or closed organisation it isdifficult
to get informationwhich severely obstructsthe twoway flow of communication. In contrast

in

an open organisation, PR manager can even be privy to board-room secrets.

Thefunctionsdf PR department arethus:

To periodically evaluate the strengths, weaknesses, opportunitiesand threats (SWOT)
af the economic and businessenvironment.

T oscan the environment and gather organisational intelligenceand perform corporate
surveillance.

Beforeaproduct/service i slaunchedinthe market place, itisessential toknowthe market
forces, the perceptions of the target consumers, the competitor's strengths and
weaknesses, the potential for real and stimulated demand, the mood of the opinion
makers, decision makersand the mediavis-a-visthe organisation.

Information thus gathered through primary and secondary data is analysed, sifted,
processed and brought withinthe organisation for decisionmakingat appropriate levels.

Identify the intra-departmental and inter departmental communication and
informational needsof variousdepartments, assist the concerned departmentsby making
films, writing backgrounders, publishing brochures, newsletters, specialised
house-journalsand manuals or other audio-visua communications.

The PR department has to identify and establish contacts with a cross-section of
important external publicsencompassing decision-makers, opinion makers, the media,
consumer groups, wholesalers, travel retailers and specia interest groups or selected
publics.

Public Rdations
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PR needs to organise image surveys within and outside the organisation to gauge the
people's perception about theorgani sationanditsproduct/service mix. Thefindingswill
facilitatedecison making and remedid measures.

Ancther important job is to establish a PR environment within the company whereby
peoplefed freeto gvevent to their fedingsat appropriateforumsand not fal vidimto
thegrapevine. If thesecommunicationgapsare nat bridged by officia sources, they will
befilled by gossip and unauthorised sources.

PR has an advisory role towards the top management regarding interna and externa
developmentsthat will effect the business of the organisation/destination. In tourism
industry the issues are automation, revolution in the information technology,
eco-tourism, unconventiond formsd holidays, newer and ecologically softer forms of
tourism, lack of market research and trained manpower, ineffective coordination
between tourism organisations and government departments, ministries, hedth hazards,
sdfety, hygiene, economic changes, technol ogicd innovationsand changesin consumer
behaviour etc. foreign exchange earnings, new destinations and new tourism
products/developments, sociologica and demographic changesin tourism generating
countries,world tourismtrendsin thefutureand emergenced "niche' or "boutique’ tour
operators(eg. thoseoperating musica tours, gourmet tours, helisking, etc.), policieson
avidion, transport, hotds, entertainment, telecommunications, shopping and trave
related lavs cusomsand immigrationrules, export regulation, etc.

Itistheroled PR todigpe disinformationand create an informed public opinionfor
better decison meking.

Ladt, but not theleast, itisnecessaryfor PR tocreatean emergency commusication plan,
which should form part d the"disaster management plan” d the organisation.

254 PRIN TOURISM MARKETING/PUBLICITY

Theroled PR servicesin marketinga tourism product/destination isin thefdlowing arees.

Organising Familiarisation/Educational or Study tours consisting of trave writers,
radio journdists, photographers, TV or Film teams, journdists, opinion makers and
travel-tradefrom the source markets. Articlesor programmesvith bye-linesof writers
and travel experts, trusted in their countries, carry a conviction with potentia tourists
whichis perhaps unmatched by paid advertisng messages

Organising Trainingworksheps/Sales Seminar son a destination, whereinlecturesare

supplemented by audio-visua presentations and printed matters. Releasing Specid
supplementson the degtinationin the travd -trade media.

Direct Mail campaign targetedat specificgroupsd consumers, decision makers, specia
interest segments such as golfers, wildlife enthusiasts, adventure sports dubs, trade
assodiations, guildsand professiond associaions.

Newdetter stothetravel tradepress, airlines/air-charter and cruise/Cos., tour-operators/
travel agents, amed at moulding public opinion in favour d adestinationor atourigm
product.

Servicing of enquiriesfrom the public. Generdly dl enquiries written or ord can be
sarviced by mailing printed matter. |nsomecasesacustomised reply intheform of letters
mey becdled for.

Film Digtribution: Digtribution of tourism and destination promation films for
screeningin dubs, schools, colleges, tc.

Promoational evenings and weeks: Joint promotionswith leading departmenta stores
clubs, cultural organisations, air-lines, tour-operatorsto organise handicrafts, food and
cuisine festivas.

TradeMarts/Exhibitions: Opportunetimefor Press Re eases, PressConferences, photo
features, etc. on the tourism product/destination, |

Ceebration of acountry'sHandicraft and cultura festivasin mgjor source markets.
L iaison with universgties, colleges, professond and socid clubsfor imagebuilding.

Organisation of contests, essay competitions, photo and paifiting exhibitionsin the |
source markets. -



e Participating in Radio and Television talk shows, interviews in the print media, Public Relations
specialised magazines, etc.

e Organising publicity and manufacturing'news to promote the destination directly or
indirectlyfor Meetings, I ncentive-tours,Conferencesand Exhibitions.

The range of multi-media possibilitiescan be exploited through a judicious mix o two or
mored thefollowingtools:.

J Public Relations Department l

l Multi-Media Public Relations Campaign |

1

News- Publica- Photo- Television Film Adver- Exhibition | Traditional|  Other Oral
papers tions graphs & tising Media Media | Communi-
Radio Media !
| | | cation |
e S — —+ - —_——
Press-Releases | Books News photos News Documentanes| Press ads, Trade Fairs Songs Open houses Public i
Features Re- Pamphlets Photo features | Documentaries Radio ads, Agri- dances Bulletin Board | meetings
joinders Folders Product Featyres PR Films T.V. ads. Exhibition drama Sponsorships | Group
Letters to the | Handbooks Photos Commercial spots | Features Film ads. Art-Exhibition | Harikatha 2) Sports discussions
- Editor Manuals Photos for TV | interviews Ad. films Corporate ads. | Leather Fak Burrakatha by Art& Round-Table
Press-Confer- | House Photos in Panel discussions | Newsreels institutional Mobile Street-plays Culhture conference
ence A i Publicati Talks Film strips ads. Exhibition Puppetshows | ¢) Profes- Panel
Press Tour Annual- Exhibit pecialised Tele-films Public Service | Visibility Folk farms sional Discussions
Press ket Reports Photos di Cin lid ads. Campaign awards Conferences
Specialised Calendars Ad. Photos programme Cinema Classified ads. | Rural d) Scholar- Seminer
News papers Greeting Pictorial special Houses out-door Exhibition ships Sympasal
Magazines Cards Abumy announcements Video hoarding Industrial Annual
Pictorial Record Technology Exhibition General
Publications Abums Video I | Mectings\
Direct Mail casselies | Meet the
Posters F Video i Customers
magazines I
J Video films _\ | !

A successful PR executivewill grab any opportunity to project the country asa"year round”
destination and create an image that is firmly rooted in the source d its competitive
advantage. Theideais to project a "unique" and "distinctive' image of the destination by
spotlightingthosefeatureswhich other destinationscannot offer.

Check Your Progress-2

1) Discussthefunctionsd PR department.
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25.5 INTERFACE WITH OTHER DISCIPLINES

PR professiona needs the support and cooperationd other divisonswhich redly involves
interface with mgjor "line and staff' departments such as Marketing, Law, Personnel and
HRD, Finance, Production/Operations, Consultancy, etc.

Marketing

Marketing is dl about products/services and people. As they reach out to the consumer,
marketersfed they areasoin thebusinessd PR. Themgor aread conflictisinadvertisng
and publicity, especidly in product advertisng and ingtitutional advertising. \While the
former isdesigned toincrease product sales, thelatter promotesthe corporateimage. The
caused frictionliesin thealocationd fundsto PR or Marketing.

Asaviamedia, inmany largeCorporations, the product advertisingisassigned to'Marketing'
and 'Indtitutional’ advertisingto PR. Thereisd course adire need for integrationin the
communication strategy or it will send wrong and mixed signalsto thetarget consumer. The
integration is paramount because the am o advertising and PR is acceptance o the
organisationand its productsin the market place.

Accordingto'Pioneer’ newspaper, today 80%6 o thecompaniesstill spend95% onadvertisng
and only 5% on PR and mediardations. Thismeagreallocationwill grow @ 75% inthenext
couple o years. PR and publicity not only supplement the advertising but tap the mediato
convey the messagein acredibleand inexpensveway. Theadvantaged PR isthat it creates
publicity in the mediawhich has high credibility and involveslow costs. PR thusactsasan
ideal fail for advertising.

Law

Intimesd criss, in casesd dleged defamation,libel or slander,toi) management seekslegd
ad. PR must work dosdly with the legd department to create an informed public opinion
rather than leave the pressand the internal/external publicsto speculate.

PR’s interfacewiththelega department rel atesto matterssuch as safety environment, health
hazards and implementation of consumer protection legidation pertaining to the travel
industry. The dissemination, scope and interpretation o travels laws, to safeguard the
legitimatei nterest of thetouristsandensuretheefficient runningd tour/travel arrangements,
the quadity, the performanceand availabilityof the diverse componentsand segmentsd the
tourisminfrastructure.

PR has to play the role d "Communication” and catdyst so as to build externa "quality
assurance standards' into the manufacturing or service process, as the case may be
Globalisationd thelndianeconomywill requireobservanced ISO standardsand zerodefect
philosophy in provisond products/services.

Production/operations

Thetourism productislargdy intangibletheend product being an "experience’, quiteunlike
traditional goods and productswhich can be stored, the product/service mx o the tourism
industry has to be produced fresh each time. The consumer interactswith al phasesd this
'Process o productionand consumption. The'process of rendering theservicesisreferred
to as 'operations in the airline, hotd, resorts, entertainment and travel related activities.’
Theseoperationsare the equivdent d the term 'production.’

PR can play a complementary role to the production/operations manager in the fied of
employee mativation. This can be done hy organising publicity for the employess as an
"incentive' by givingwide"recognition"tothosewhoexcd, via'news releases etc. Anongoing
dialoguewith the chief of production/operations is necessary for making theinternal media
interestingand employeeoriented.

Conflict Resolution

Inorder to achievetheobjectived centralised communications, an organisation should have
aPR committeecomprisingdepartmental headsd al "staff" and"ling' functionswiththe PR
person asthe member secretary to play:



(a) theadvisoryrole
(b) therole d asoftening agent in resolving conflicts
(c) theroled Communicator.

In these periodic meetings, the organisation can review its corporate identity, develop a
programme to communicate thisidentity for creating an image that fitsin with the overal
corporate strategy. In aworld of openness, greater transparency and fast communications,
the performanceitsdf dependson the"image' sinceit islinked to theconfidenced investors,
share holders, financial ingtitution, etc.

Finance

With an ever increasing number of shareholders, the financial community, stock exchanges
and business/financial press form important "publics' for the PR department. The
requirementsd al these publics are specific, hence the communi cation packages designed
for them should have the expertised the finance department combined with the language
and skillsd the PR professionals,

TheFinancedepartmentmust al sobe madeawared thevaueand objectivesdf PR activities.
Expenditure on PR, advertising and publicity istill considered by many finance expertsas
dispensable and is generally lashed in times of crisis. It iswisefor the PR department to
build in certain escalations and margins for any unexpected financial cuts, thereby
maintainingin dl circumstances, thd requisiteleve d financial resources.

256 INFORMATIONAL NEED

Performance d the tourismindustry isto agreat extent dependent on modem information
networks, and technol ogyi.e. computer, fax, telex, E-Mail and dl forms of data processing.

Accordingto the World Tourism Organisation(WTO) theinductionof computerised global
informationand reservation systemswill be thesecond revolutionin tourism. This perhaps,
WI be moreextensivein itseffectsthan the first revolution created by the jet engine.

To quote an example, AMADEUS a globd reservation system offersan innovative way to
meakeinstant reservations with more than 300 international airlines, 19,500 hotels and 7,500
car rental locationsaroundglobe. Today morethan100Indian travel agenciesare using the
world'slargest travel agency reservationsystemwith 200 moreagenciesto beconnectedsoon.
Theinformationand data in the sysem isconstantly updated to suit the particular needs o
aregion Or country.

In another significant development which has a great implication for the tourism business,
the PC (Personal Computer) sales have zoomed to over 50 million a yeer worldwide. As
recently as five years ago, says the Economic Times, Computers were used as glorified
typewritersor word processorsand connected to no more than a power sourceand an office
printer. However by themiddled 1994, INTERNET connected over 22 million computers
globally and served more than 25 million people.

At Hewlett Packard, a multinational company, every month HP’s 97,0600 empl oyeesexchange
20 million E-Mail messages and execute more than a quarter million transactions with
customersand suppliershy sharing threetrillion charactersd data. Theelectronicmessages
cut-out i nterminabl e hi erarchi eswhich takeweeksand monthsand processesinformationat
sublimina speed without any managersbeinginvolved.

Therevolutionin the information technology will certainly make theworld easily ble
to travellersand make organi sationsincreasingly customer and user friendly.

Inthelight of this devel opment in information technology PR profession hasto bevery much
upto date about the effective use of theseinformation networksfor publicrelations.

Public Relations’
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The chalengesfor PR professondsin Indiaexig at two leves

(@ Internationallevd
(b) Nationd levd.

At theinternational levd PR hasto correct and changethe "cultural and historica" image of
India. Thecountry continuesto be perceived overseasasaland of poverty, heat, dust, disease
and snake-charmers. Besides, PR professiond shave tobuildawarenessd thegreat diversity
o Indids tourigt attractions and itsinfrastructure. The diverdaty o its landscape, culture,
people, cuising, arts, music, shopping, entertainment, languages, leisure and recreational
possibilitiesincluding adventuresportsmountai neering and trekking, etc. conferences, golf,
wildlifeand floraand fauna

The Indian tourism product is heterogeneous as compared to the smdler city-state
destinationsin Asa Indiaisided for long stay touristsand repeat vists. Thisdiversity and
heterogeneity need to be high-lighted through the mass media

At the 'Nationa leve' tourism as an indudtry still does not enjoy total Government or
conmuni ty support. Indias politicad managers and representativesfind it worth-whileto
promote those'tangible’ industrieswhich are easly noticeable such asdams, cand's, power
projectsand roads. Tourismbeinglargdy 'intangible doesnot catch theeyed the politicians
and the el ectorate, notwithstandingits gresat socio-economic benefits. PR hasin thiscaseto
play theroled catayst d changeand createawarenessamongst i ndividua sand communities!

Although our people are by for the mog friendly and hospitable, the attitudes o those
involved in providingthe civic amenitiesand running the ddlivery systemsare often negative.
Poor hygiene, lack of cleanliness and inadequate public facilities, unethica shopkeepers,
untrained guides, unskilled manpower in the facilitation, hospitality services and ill
maintained monuments are adverse factors which add up to deter potentia tourists from
vigtingIndia. PR hasto create ways to minimise these wesknessesand threatsto the trave
indugtry.

Last, but not the least, unplanned tourism is placing a great strain on the natural resources
d our country. It isthe duty of PR professonalsto promote environmental causes and
protection, preservation o fragile eco-sysemsaswal asthebio-diversity, reductiond noise
and scenic pollution, minimising and recycling d wadtes, incorporation environmental
content in design planningetc. to create eco-friendly tourism productsfor a safe, clean and
wdl managed destination. | nfact theseaspectsintroducethe concept of socia responsibility
and socid benefitsin the domain o publicreations.

In order to achieve these ams, the PR professionals will have to evolve communication
programmes to persuade the Governments and tourism industry to form Eco-Courts,
Eco-Brigadesin the.rura and urban communitiesand Eco-Clubs in colleges and schools.
Thefuture d tourism dependson ahigh quality environment.

Check Your Progress-3

1) Whaisthenecessity of interactionbetween thePR professi ona sand other departmental
headsin an organisation?

..................................................
..................................................
..................................................
...................................................

...................................................



2)

List out some responsibilitiesof PR professionalsto promotetourismin India. Public Relations

..................................................
.................................................
..................................................

..................................................

258 LET US SUM UP

In this Unit we explained to you the importance d public relations i tourism and how in
different ways publicrelation professionalsact. Thevolumed work dane by publicrelation
professional may vary dependingon thesized acompany. Successful promotiondf tourism
definitely requiresthe public relation peopleto:

encourage an enduringinterest among al employees,
develop proper coordinationamong variousbodies,

make the top management aware of the market needs and problem, and
project a positive picture about the tourism productsto the prospectivetourists.
maintaincordial relationswith different publics.

In case you are an entrepreneur or self manager you have to ensure that your organisation
hasasound public relations policy.

259 ANSWERSTO CHECK YOUR PROGRESSEXERCISES

Check Your Progress-1

1

Need o public relationsin any organisation lies primarily in promoting harmony and
goodwill among varioussegments of employeesand a so between the organisation and
theclienteles. See Sec. 25.2.

SeeSec. 252.

Check Your Progress-2

1)

SeeSec. 253

2) SeeSec.254.

Check Your Progress-3

D

2)

Interaction hel psin sharing information, responsibilityand resolving conflicts. See Sec.
255.

Proper projection o cultural heritage of India, natural beauty, removal o various
bottlenecksand devel opment of goodwill amongvariousagencies, devel opmentaf public

awareness, etc. See Sec, 25.7. 93



Tanagerial Fracticss in SOME USEFUL BOOKS FOR THIS BLOCK

Susan Webster Group Travel Operating Procedures,
Newyork, 1993.

Donald Lundberg Tourist Business, Newyork, 1990.

JamesM Poynter Travel Agancy Accounting Procedures,
Newyork, 1991.

J Christopher Holloway The Businessdf Tourism, London, 1989.

Rob Davidson Tourism, London, 1993.

South AsaTourism Secretariat  : Publicationson Travel Operations and

Tour Operations.

ACTIVITIES FOR THIS BLOCK

Activity 1

Make an inclusive tour package for agroup o 15 tourists who intend to vist a Wildlife
Sanctuary nearest to your town.

Activity 2

Writealetter to aTravel Agency offering the package you have madein Activity 1.

Activity 3

Make an assessment of your own communication skills in dealing with public. Lig the
limitations and what effortsyou are making to improve upon these limitations.

Activity 4

L earn how to makethefollowingreservations:
1) Ralway reservations,
2) Airlinereservations,

3) DduxeBusservicereservations.

Activity § . Sy

Vidt ahotel of any categoryin your town. Observe their front office operations. Makealist
d improvementsthat can be donein these operations.
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