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INSTRUCTION: ANSWER THREE QUESTIONS. QUESSTION 1 IS COMPULSORY
TIME: 2 HOURS

a) The Beautiful Queen is a new home video released by Hebron Studios. Describe any three
character types expected in this movie. (10 marks)
b) Explain to fresh film students three ways that this film can be merchandized (10 marks)
¢) Suggest three ways a director can use music in his next film (10 marks)

a) Examine the job of any three crew personnel involved in the production of a movie (12 marks)
b) Explain with any two reasons why documentaries are not edited (8 marks)

a) Discuss any three ways that the film maker can create artistic reality in the next edition of Hossana
Flight (12 marks)
b) Explain two advantages that the small scale film producer has over the large scale producer (8 marks)

a) The film can be grouped into different categories. Discuss any three of such classification (15marks)
b) Explain the primary role of cinema houses in film marketing (5> marks)

‘Write short notes on the following:
Post production processes
Characterization

Scripting



MARKING GUIDE (MAC 422)

1. a) Character types expected to be seen in this movie include

Stock characters: mior characters with predictable actions or typical of their profession. E.g. a doctor,
bartender, nurse, teacher, etc. The drama demands their presence.

Stereotypes: They fit into preconceived patterns of behaviour common or representative of a number of
people. E.g. the sugar-daddy, the rich playboy, the bitter wife.

Static: They remain the same throughout the film. The film action does not affect them or they remain
msensitive to the meaning of the action; incapable of growth or change.

Dynamic: Become saddened, happier etc from gaining a new awareness of life during the story, changed
by the action of the story.

Flat: Predictable, noncomplex characters. They lack psychological depths and are non-unique. They are
known as extras.

Round: Are unique, individualistic and complex. (10 marks)

b) This film can be merchandized by releasing the theme music as a CD, turn the film mto a book,
dubbing it in a foreign language, printing the pictures of the main characters on exercise books, T Shirts,
toys etc (10 marks)

¢) A director can use music in his next film as the main content, as transition, (10 marks)

a) The job of any three basic crew personnel involved in the production of a movie:
The director: He handles the artistic production and gives instructions to all cast and crew
members.
Script Writer: Pens the story of the film
Editor: Arranges the footage into a meaningful sequence. He corrects errors made during
recordings
Cinematographers: Captures the action of the actors with a video camera (12 marks)
b) Documentaries are not edited so that the real truth 1s not destroyed or manipulated. They are
actual realities that can actually be investigated by others. (8 marks)

a) The film maker can create artistic reality in the next edition of Hossana Flight by his creative use of
light, sound, music, camera angles, camera shots, technical skills and special effects (12 marks)

b) The small scale film producer has advantages over the large scale producer in several ways, for
example, he can control his cost, do more than one tasks, be more imaginative and 1s not constrained by

bureaucracy (8 marks)

a) Classification of films

Western: The subject 1s on life on a frontier e.g. North to Alaska. It may be based on historical
reality. Usually it is a story between order and lawless.

Musical: Live vocals with musical accomplishment usually singing, dancing or both.

By Star: The main actors or actresses are used for the classification.

By Period: The time of production of the film. There was the time of the Silent movies, black
and white films etc.

By director

By place of origin (foreign films)



By emotional effects: What effect does the film have on the audience? Effects include horror. E.g.
horror films leads to shock, disgust or repulsion on the audience; amusement (comedy, tension)
(15marks)

b) The primary role of cinema houses in film marketing is to provide a platform for viewers to
watch a film. Those that watch the films tell others about it. (5 marks)

a) Post production processes are editing, packaging and marketing of the film
Characterization is the assuming of the personality of a character as created by the script writer. The actor
plays out this role.
Scripting is the writing down of ideas for a film. These ideas tell the story, for example, the message in
the film
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(a) What is an innovation? (b) Identify and adequately explain the factors that influence the
rate of adoption of an innovation. 30marks

In what important areas of development communication is interpersonal communication
useful? What are the strengths of interpersonal communication for development
communication?

Provide justifications for the adoption of participatory/alternative paradigm of development
communication. 20marks

Itemise and explain five appellations of development communication. Enumerate five roles
that communication plays in development process. 20marks

Explain the following theories and their applications to development communication:
Theory of Reasoned Action

Social Cognitive Theory

Health Belief Model

Agenda Setting 20marks
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Question 1
An innovation is an idea, practice, or object perceived as new by an individual or other unit of
adoption. 3 marks
The factors that influence the rate of adoption of an innovation include:
Types of innovation decision: relative advantage, compatibility, complexity, triability and observability
7 marks
The nature of communication channels: Interpersonal or Mass media in nature and whether they are
originating from local or cosmopolite sources. 6 marks
The nature of the social system: heterophilous or homophilous 7 marks
The extent of change agents’ efforts in diffusing the innovation: the extent of change agent effort in
contacting clients, a client orientation, rather than a change agency orientation, the change agent’s
empathy with clients, his or her homophily with clients, credibility in the client’s eyes, the extent to
which he or she works through opinion leaders, and increasing clients’ ability to evaluate innovations,
etc. 7 marks
30marks
Question 2
Important areas of interpersonal communication to development communication:
During advocacy efforts (e.g. between development managers and senior policy makers).
Between development managers and partners.
Between development workers providing services and agents bringing in people for help like
children receiving immunisation.
Between motivators and caretakers.

Strengths of Interpersonal communication to devcom include:

Explaining in detail, responding to questions and doubts, persuading and convincing target
audiences about the value of the proposed behaviour.

Legitimising programme ideas.

Building consensus, bringing about behaviour change and providing support for continuation of the
new behaviour.

Addressing rumours and dealing with counter-rumours campaigns.

Responding to issues, problems and questions of a personal nature.

Question 3
The candidates are expected to discuss the major reasons for the adoption of participatory paradigm
which are:



More will be accomplished.

Services can be provided at a lower cost.

Participation has intrinsic values for participants, alleviating feeling of alienation and powerlessness.
Participation is a catalyst for further development efforts.

Participation leads to a sense of responsibility for the project.

Participation guarantees that a felt need is involved.

Participation ensures that things are done the right way.

Participation ensures the use of indigenous knowledge and expertise.

Participation brings freedom from dependence on professionals;

Participation brings about “conscientization, ” i.e. it helps people understand the nature of the
constraints which are hindering their escape from poverty ( 20 marks)

Question 4

Appellations of development communication:

Loudspeaker
Reformer
Organizer
Equalizer
Enricher
Accelerator
Legitimizer
Research
Mobilizer
Informant
Educator 10marks

Roles that communication plays in development process.

For better planning and programme formulation by consulting the people and actively
involving them in making the decisions that will affect them.

For people’s participation and community mobilization by building their confidence to make
decisions and carrying them out as community in a self reliant way.

For changing life-styles through the use of mass media to raise awareness, peer counselling
and social communication methods to pioneer attitudinal changes.

For improved training through communication media to bring alive new ideas and techniques
and energize programmes of human training and human resource development.

For rapid spread of information far and wide throughout a region or an entire country through
the mass media

For effective management and coordination

For gaining the attention of decisions-makers and generating their support. ~ 10marks

Question 5
Explain the following theories and their applications to development communication:
Theory of Reasoned Action



This theory suggests that performance of a given behaviour is primarily determined by the
intention to perform that behaviour. Two major factors influence those intentions — a person’s
attitude toward the behaviour and a person’s subjective norms about the behaviour, or belief
that the people important to the person think he or she should or should not perform the
behaviour.

Attitudes and subjective norms are in turn influenced by behavioural and normative beliefs.

Social Cognitive
This theory suggests that self-efficacy — the belief that one has the skills and abilities necessary
to perform the behaviour under various circumstances — and motivation to perform the
behaviour, are necessary for behaviour change. In other words, a person has to believe he or
she can perform the behaviour in various circumstances and have an incentive (positive or
negative) to do it.

Health Belief Model
This model comes from the public health arena. It says that two factors influence the adoption
of a health protective behaviour:

a feeling of being personally threatened by a disease, and
a belief that the benefits of adopting the protective health behaviour will outweigh the
perceived costs of it.

Agenda Setting

The theory holds that information or issues that appear more often in the media become more
salient for the public and determine political and social priorities. This theory emphasizes that
the media does not necessarily instruct what people think, but what people should think about.
The media acts as a "gatekeeper" of information and determines which issues are important.
Marks each) 20marks
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a) Assume that you are the Head of the News Division of a television station, what are three

basic factors that you must consider when reporting pre-election news as prescribed by the National
Broadcasting Commission code. (15 marks)

b) You have just resumed work as the editor of the widest circulating newspaper in the nation. Explain
with three reasons why you should not publish a picture of yourself with the opposition presidential
candidate on the front page. (15 marks)

2.a) What is a negative campaign advertisement? (5 marks)
b) As the Chairman of the Editorial Board, explain three effects of negative political advertisements on
newspapers readers (15 marks)

3a) Explain three characteristics of a presidential campaign advert (10 marks)
b) Politicians need the media to succeed. Agree or disagree with this statement with three
explainations (10 marks)

4a) You have been hired as the media relations manager for a presidential candidate. Explain
any three activities you will recommend to get free media publicity for this candidate.

(12 marks)
b) Justify with any two explanations why you think that journalists flourish better under a
democratic government (8 marks)

5) Write short notes on the following:
Campaign trail

Get out the vote activities

Decree Number Four



MARKING GUIDE (MAC 425)

a) The three basic things to consider when reporting pre-election news as prescribed by the National
Broadcast Commission code are:

Fairness: You must be able to make decisions on the news reports free from discrimination or
dishonesty. What you publish must be the truth, not cooked up reports.

Equity: You must play by the rules. Do not favour one candidate against another. Treat all candidates
and political parties equally. There should be no favouritism or undue criticism.

Balance: All parties and candidates involved in the election must be covered. Report all sides to an
argument objectively. (15 marks)

b) As the editor of the widest circulating newspaper in the nation you should not publish a picture of
yourself with the opposition presidential candidate on the front page for the following reasons:
You are passing a wrong message to your readers that you are supporting that
candidate

You may chase away advertisers from the other parties, thus reducing the income

of your newspaper house
Shows your partisanship and your objectivity might be questioned
Your newspapers credibility would be questioned
Your editorial independence would be in doubt, etc (15 marks)

a) A negative campaign advertisement is one that is unfavourable to a specific candidate
or party. The aim is discourage the electorate from casting their votes in his favour
(5 marks)
b) Negative advertisements cause apathy on the readers, discredit contestants without
offering any positive or helpful suggestions and harm the electoral processes.(15 marks)

3a) Characteristics of a presidential campaign advert include that they must refer to a particular
candidate/party, must be paid for, must have identified sponsors and carry a specific

message (10 marks)

b) Students are to agree or disagree with this statement with three explainations (10 marks)

4 a) As the media relations manager for a presidential candidate, you can recommend the
following to your candidate to do get free media publicity

More media events activities

Attending visible public events

Making donations to public causes

Establishing a foundation to benefit the poor

Build public monuments, for example, a library, hospital etc

Visit Motherless Homes etc (12 marks)

b) Journalists flourish better under a democratic government because democracies are
expected to follow the law. It is a more free atmosphere (8 marks)



5) a) Campaign trail: The different destinations that the contestants go to as they seek to

convince voters to elect them into public offices (7 marks)

Get out the vote activities: Actions undertaken to mobilize Voters to participate in an election and
possibly vote for a particular candidate that the mobilizers are interested in. (7 marks)

Decree Number Four: The obnoxious decree passed by a military junta to gag the press in Nigeria. It
lead to the imprisonment of two Guardian journalists. (6 marks)
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ANSWER 3 QUESTIONS IN ALL. QUESTION NO 1 IS COMPULSORY!

1

a. Discuss the benefits of greater enlightenment of the American public by the

PR Practitioners interested in the Middle East situation. 10 marks
b. Is Public Relations doing enough to help resolve the Middle East conflict?
Please, support your argument with four facts. 10 marks

b. Discuss the current state of Public Relations in the Middle Fast and explain what
Western PR practitioners could do to move the practice to the next desired level
mn that region. 10 marks

Discuss four controversial 1ssues associated with the application of corporate
advertising in corporate practice. 20 marks

a. To ensure effective Public Relations in Multinational Corporations, a team leader
instead of a manager is advocated. Why do you support this position?
10marks
b. Discuss the relevance of rebranding as an International Public Relations
strategy. 10 marks

a. Discuss why Language is regarded as a challenge for International Public
Relations practice in the 21st century. 10 marks

b. Do you see societal culture perceptions changing in the practice of
International Public Relations? 10 marks

Discuss four opportunities applicable to International Public Relations in the 21st
century. 20 marks

CONGRATULATIONS
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1. Discuss the benefits of greater enlightenment of the American public by the PR
Practitioners interested in the Middle East situation.

1. A Deeper Appreciation of Middle Eastern History and its Contribution to Western
Civilization

Such massive reorientation of the US public by PR practitioners will obviouslyresult in a deeper
understanding and appreciation of the Middle Eastern history, culture and people. It will also help
to understand and evaluate their aspirations better within the context of the region. The Middle
East’s contribution to modern civilization especially in the West will be further explored through
such platforms.

2. A Better Understanding of the Behaviours of its People and Culture

Culture is the touchstone that defines a people and their aspirations. Until you understand a man,
you cannot predict him. Until we have a proper understanding of the people of the Middle East
and their values, every roadmap to the so-called peace will continue to hit the detour or the rocks.
3. Ongoing Religious and Political Dialogue

PR activities towards making ongoing religious and political dialogue more effective will go a
long way in redefining the Middle East peace process.

4. Leadership and Participation in the Peace Process

A proper education or reeducation of the American public on the Middle East conflicts will help
offer participatory and enlightened leadership on the critical issues on the conflicts.

5. Financial Gains to Arabs and Israelis by Expanding Economic Ties

Financial gains could also be a result of these efforts if well managed. Thus, the successful
completion of the peace process could add to the stability of the region in a multifaceted way.
The peace conferences could therefore present a very exciting challenge to Public Relations
practitioners as it may provide them the opportunity to exploit new frontiers, next levels and new
techniques to address some of the perennial issues.

Four well explained points attracts 10 marks. 2.5 marks each.

b. Is Public Relations doing enough to help resolve the Middle East conflict? Please, support your
argument with four valid facts.

The Middle East has remained a hot bed of crises for decades now. The much desired peace
between Israel and its neighbours has remained elusive owing to stringent and uncompromising



standpoints from both parties. The other nations who are not directly engaged in war are not at
peace either. There have been many roadmaps to peace but none seem to have worked or likely to
work because it does appear that the main actors do not really wish to see the roadmaps work. The
need for peace in the Middle East obviously drives the Public Relations practices there. This has
given rise to a lot of peace conferences, religious dialogue, ethnic round tables etc by Public
Relations professional.. These are put together by Public Relations practitioners to engage the
public in finding lasting solutions to the Middle East problems or at least ameliorate the adverse
effects on the economy and people in those regions. More efforts should be put in place by the PR
professionals.

Four well explained points attracts 10 marks. 2.5 marks each.

c. Discuss the current state of Public Relations in the Middle East and explain what Western PR
practitioners could do to move the practice to the next desired level in that region

The United States plays a major role in the Middle East conflict as an interested mediator.
Therefore, the resolution of the situation is to the US national interest. This is the major reason
every US Government spends millions of dollars in the region to protect its immediate and future
interests. However, the average US citizen knows very little of anything else outside of the US.
Geography and traveling are not peculiar hobbies for US citizens. Therefore, Public Relations
practitioners should implement their skills beginning at the local level. To begin, they could
assume the role of educating and reeducating the American public about the real issues involved
in the Middle East conflicts and the best practical way to tackle such issues.

This attracts 10 marks.

2. Discuss four controversy issues associated with the application of corporate advertising in
corporate practice.

A number of reasons have been given on why Corporate Advertising may be regarded as
controversial in nature and conceptual application:

1. Consumers are not interested in this form of advertising because they do not understand the
reasons behind such advertisements and most of the ones they have come across are not very good
from a communications standpoint or point of view.

2. Itis also a costly form of self-indulgence as most firms who engage in it have

been accused of only trying to satisfy the egos of the top management of such organization. This
argument stems from the fact that corporate ads are not easy to write, so top management often
dictate the content of the ads; therefore the copy usually reflects their ideas and images of the
organization

3. Another vital element of/or reason for the controversial nature of Corporate Advertising is the
belief by critics that firms engage in Corporate Advertising only when they are in trouble and so
they are merely advertising to attempt to remedy the problem and restore confidence in their
dwindling reputation orwounded image.

4.There is a major concern that Corporate Advertising is an unnecessary waste of money because
the advertisements do not directly appeal to anyone in particular, are not easily understood, and do



not promote anything specific. This argument is based on the fact that Corporate Advertising is
often intangible.

Despite these criticisms and others you may find out in the course of your studies, that Corporate
Advertising has increased in use especially amongst MNCs that now use it as a propaganda tool
or image laundering device. Four well explained points attract 20 marks. 5 marks for each point.

3. To ensure effective Public Relations in Multinational Corporations, a team leader instead of a
manager is advocated. Why do you support this position?

Team Leader, Not Manager:

No one in the system has a monopoly on knowledge, and no authoritative manager is dictating
procedures. Rather, there is a team leader who can communicate global perspectives and is capable
of building essential camaraderie among team members. Maddox (1993) cited in Wakefield (2001)
calls such a person a cultural integrator. Kanter (1995) cited in Wakefield (2001) says integrators
“have the vision, skills and resources to form networks that extend beyond the home base”. They
“can also see beyond obvious differences among countries and cultures.. ., resolve conflicts among
local ways, and... bring the best from one place to another”. Kanter certainly did not have PR in
mind, but this statement could apply well to a qualified team leader in a global PR program.

Four well explained points attracts 10 marks. 2.5 marks each.

b. Discuss the relevance of rebranding as an International Public Relations strategy.

Rebranding talks about changing the particular image of something that is no longer acceptable or
representative of what one expects. To rebrand is therefore to repackage the image of a thing, this
time, Nigeria, to what can sell. Rebranding is a total repackaging to eliminate elements that are no
longer suitable or representative and in this vein introduce elements that will project a new image
of the thing or nation in question.

Four well explained points attracts 10 marks. 2.5 marks each

4 a. Language is regarded as a challenge for the International PubliC Relations practice in the 21st
century.

Language will also present another unique problem for International Public Relations practitioners
across different countries. Corporate slogans, marketing and advertising themes, and the
translation of original materials will all need to be checked and rechecked for international
audiences and markets.

Four well explained points attracts 10 marks. 2.5 marks each

b. Do you see societal culture perceptions changing in the practice of International Public
Relations?

Societal culture might be one of the most difficult challenges. Sriramesh and White (1992) cited
in Taylor (2001) suggest that International Public Relations will have to reflect the cultural and
societal norms of the host nation. This will create unique Public Relations situations in every
society with marked distinctions in different contexts.



Four well explained points attracts 10 marks. 2.5 marks each
5. Discuss four opportunities applicable to International Public Relations in the 21% century.

There are many opportunities following the adoption of International Public Relations in
Multinational Organizations as well as other smaller industries that get involve in international
trade or business. However, based on Maureen Taylor (2001), three of such opportunities are
identified while Ekeanyanwu (2008) adds a fourth one. These opportunities are discussed

below:

1. Because of research skills in Public Relations, PR serves as the eyes, ears and voice of the
organizations (Taylor, 2001). With Public Relations, organizations are able to follow up on societal
perceptions as it concerns the organization. This also helps such organization to

remain competitive as it regularly monitors public opinion on the activities and policies of the
organization.

2. Astute Public Relations practitioners are valuable resources for their organizations because of
their ability to save such organizations in times of transitions and uncertainties (Taylor, 2001).
Public relations experts are better leaders during transitions and uncertainties and do help their
organizations to maintain sanity and operational capacity during this period.

3. According to Maureen Taylor (2001), Public Relations also has opportunity to positively affect
the developing nations of the world through participation in development communication, nation
building and avoiding war between states and amongst different actors on the global political
scene.

4. International Public Relations according to Ekeanyanwu (2008) could also be applied by nations
and their nationals even in the Diaspora, which are on the brink of image collapse to remedy such
a situation. This is suggested because case studies in this area suggest that International Public
Relations strategies have been applied with success in some countries battling negative global
image challenges.

Four well explained points attract 20 marks. Each points attracts 5 marks.



COVENANT UNIVERSITY

CANAANLAND, KM 10, IDIROKO ROAD
P.M.B 1023, OTA, OGUN STATE, NIGERIA

TITLE OF EXAMINATION: B.Sc. COLLEGE: Business and Social Sciences

SCHOOL: Social Sciences DEPARTMENT: Mass Communication
SESSION: 2015/2016 SEMESTER: Omega
COURSE CODE: PRE 425 CREDIT UNIT: 2

COURSE TITLE: PUBLIC RELATIONS CONSULTANCY
TIME: Two hours

ANSWER 3 QUESTIONS IN ALL. QUESTIONS 1 & 2 ARE COMPULSORY!

1. a. Discuss FIVE factors for success in PR consulting in Nigeria as discussed

by Chido Benedicta Nwakanma 15 marks
b. Discuss five major issues for effective Public Relations Consultancy
Practice discussed by Dr. Charles Odigbo in class. 15 marks

2. You have just completed your project assignment as a Public Relations consultant.
Describe the role assigned to you in the team work and how your team executed the
planning strategy suggested to your client. 20 marks

3. Discuss ten ways by which a PR consultancy firm could get client. 20 marks

4. A public relations professional could practice either as an mside staff of an
organisation or a consultant. Discuss in detail the two main types of operational
structure predominantly employed in the public relations industry.

20 marks

5. Discuss five current trends in the practice of PR Consulting 20 marks

CONGRATULATIONS
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The factors for success in PR consulting in Nigeria are macro and micro. Best viewed from the
perspective of the industry as a whole and that of the individual firm within the sector.
1. Deliver results. Both as a firm and an industry, Public Relations needs more than ever to
deliver measurable results.
2. Be strategic. Clients seek solutions that are sound on strategy and tie in to the needs of the
business. In the Information Age, these include
- Managing the conversations that result in real relationships
- Focus on delivering relationships rather than delivering messages
- Creating content for varied audiences
- Advise and execution on policy and behaviour
3. Be a team player. Collaboration is what makes relationships work. Mutuality is at the
heart of communication. Work synergistically with clients, understanding and meeting
their needs.
4. Be one step ahead.
5. Network continuously.
6. Build your brand.

Five well explained points attract 15 marks. 3 marks for each point.

b. Issues in Public Relations Consultancy
1. Image Building and reputation
2. Getting clients
3. Billing clients
4. Mentorship
5. Importance of Planning
Five well explained points attract 15 marks. 3 marks for each point.

2. Well discussed points must be based on the project assignment. This is 20 marks.

3. 1a. A public relations professional could practice either as an inside staff of an organisation or
a consultant. In other word, the two main types of operational structure predominantly employed



in the public relations industry are: the internal PR department and the PR consultancy firm. Public
Relations department ranges in size from one or two individuals in small organisations to hundreds
of employees in large corporation. The public relations department is basically responsible for
assimilating and communication information between an organisation and its environment.

The power and the influence of the public relations department depends on the amount of access,
commitment, respect and support given to it by the management of the organisation. Management
support must be earned, like that of any other public. Although its counsel may be ignored,
followed, rejected or considered, the PR department should be headed by an experienced
professional, who should have direct access to top management and should be a member of the
key policy making bodies of the organisation.

ADVANTAGES OF THE INTERNAL PR DEPARTMENT

The greatest value of the internal PR department to an organisation is in providing day to day
management of evolving issues, problems or trends. The biggest asset a company can derive from
maintaining s full-time PR department is in anticipating and shaping what is happening, instead of
reporting and coping with what has already occurred.

1. TEAM WORK: Perhaps team membership is the greatest advantage of working in a PR
department. As an insider, the PR professional enjoys the confidence, trust and support of
other employees and management of the organisation. This climate of solidarity facilitates
team work with other departments and enhances the coordination of the public relations
activities of the organisation.

2. FOCUS: The main advantage of setting up an internal PR department is that the team will
focus only on the company products and its markets. They will act as an effective spokes
persons for building the reputation of the company.

3. INTIMATE KNOWLEDGE OF THE ORGANISATION: As an insider, the PR

professional also has an up-to-date knowledge and deep understanding of the organisation.
An insider knows the details of the official relationships between individuals and functions
within the organisation. The insider also knows the corporate politics and the under
currents of power and influence inside the organisation. He/She also has direct access to
the key officials, facts and resources of the institution. This easy accessibility to important
executives facilitates quick PR action and reaction.

4. RELATIVE GOOD WAGES: In the US, for example, corporate PR jobs generally pay
better salaries than similar positions in the allied fields such as advertising, journalism and
marketing. But | have not come across any finding to show that this is also true in Nigeria.

5. RELATIVE JOB SECURITY



An inside PR department can provide a more stable employment that a PR consultancy firm
which tends to lay off employees whenever it loses an account

DISADVANTAGES

1. LOSS OF OBJECTIVITY: The advantage of team membership could sometimes transform
into a professional liability. Under an excessively possessive corporate climate, team
loyalty can become an obsession. As a group member, the PR professional could be
dominated by the collective view and the official position as well as the corporate politics
within the organisation. One danger is the possibility of losing objectivity and
compromising professional standards, such that the the PR professional becomes merely
an “echo”, “megaphone”. “mouth-piece” or even a propagandist who would advance the
interest of his employer or client at any cost, even if it means going against the will of the
public whom the organisation professes to serve and upon whom it success or failure

depends.

2. NON —AVAILABILITY OF ADDITIONAL MAN POWER: The main disadvantage is
that one person should do all the work due to non —availability of additional man power
that involves the cost factor to it. Therefore, the lack of resources limits the visibility of the
company and product awareness in the market place.

3. BOREDOM: Performance of errand roles or involvement in routine activities with little or
no change over a long time can make a PR professional dull and mentally fatigued.

4. LITTLE OR NO PROMOTION: The inside professional could suffer from lack of
advancement opportunities in a small PR department.

Well explained points attract 20 marks. At least 5 points for internal structure and external
structure must be discussed.

4. How PR consultants can get client

1. A surprising number of successful consultants retained their former employer as their first
client. If you’re a consultant because you were recently laid off, or if you haven’t talked to your
former colleagues in a while, don’t be afraid to reach out and offer your services to help the poor
overburdened folks still there trying get the work done.

2. People You Once Worked With

Don’t neglect those who were “junior” when you worked with them. The recession prompted many
companies to find creative ways to reward less experienced (but eager) employees who remained
following forced separations, and those less seasoned may now have more decision-making
authority. Talented junior staffers also advance on their own merit, of course. Everyone begins



without experience, but most eventually rise through the ranks — this is an important long-term
strategy for your business.

3. Referrals

From former co-workers to one-time classmates, referrals are a prime source of new business
leads. Make sure everyone you know is aware that you’re now consulting — you never know
where that next lead will come from! Most PR consultancies with a good reputation should be able
to get referrals from old clients and public media, as well as by virtue of the respect and visibility
they enjoy in business circles because they participate in community activities such as donating
PR services to charitable or voluntary organisations, assisting with the electioneering campaign of
a local politician, providing free expertise to promote art, education or religion.

4. PR Agencies

One way to gain access to influential at cornerstone companies is to subcontract with established
agencies. In addition to providing an income stream today, if the client’s budgets drop (or if a new
prospect presents itself that the agency isn’t interested in), the agency may recommend they work
with you directly.

5. Social Media

You can joy special groups on social media network. Twitter, Facebook, and other networks also
offer ways to showcase your expertise. You don’t have to be online 24x7 to use these tools as
part of your strategy — regular, periodic updates (even just once a week) can make a big
difference.

6. Professional Organizations

Join Professional organisations and you may find yourself uniquely representing the PR viewpoint
— establishing your expertise to a whole new audience.

7. Targeted Trade Organizations

When looking to grow your list of contacts and develop leads within the specialty market of your
choice, remember to fold trade organizations into your business development strategy. Just as
professional organizations can help you advance in your craft and network with similarly career-
minded types, trade organizations are a way to get involved with key issues, policy makers, stay
abreast of breaking news and technology, and strengthen relationships within channels. You
could come in contact with key executives from companies that just might need the unique
combination of your subject matter expertise and specialized skills.

8. Non-profits
Local non-profit organizations typically have marketing committees staffed primarily of
volunteers. Committees may handle everything from PR to newsletters to events. Pick a cause



you’re passionate about, and chip in your time and leadership pro bono. Make some new marketing
contacts (often leaders in your community), gain valuable experience and do some good to boot!
9. Strategic Partnerships

Set up a network with other agencies or entrepreneurs that work with similar clients but don't offer
public relations as a service. Marketing agencies, photographers. caterers and web design shops
are perfect for this type of arrangement. Agree to recommend only the other agency or professional
to clients that are a fit and vice versa. You can have several different partnerships like this
depending on client size, vertical , location or budget.

10. Open solicitations: A PR consulting firm could aggressively solicit prospective clients by
advertising its services, writing solicitation letters and making direct calls on prospects.-

Well explained points attract 20 marks, 2 marks for each point.
5. Currend trends in PR Consulting

1. More individual publishing —Social media is vibrant, active and is becoming a more
potent force —for good or ill- in Nigeria.

2. More noise —people are bombarded each day with plenty of information in news,
advertisements etc, a natural consequence of having more media channels.

3. More media outlets — it is difficult to keep pace with capturing the entry and exits.

4. Greater direct communication: Technology has lowered the barriers to entry and
empowered everybody with communication tools. Internet usage growing.

5. More platforms require strategic thinking With so many channels, managers are under
pressure to justify spend. Marketers have since discovered events, a traditional forte of
public relations. There is increasing call on PR to develop strategies that enable “audience-
specific messaging” and actual outcomes. Did we change perceptions or behaviours? Did
we motivate action in favour of clients? PR people required to dig deeper into the soft skills
of PR.

Five well explain marks attracts 20 marks. Four marks for each point.



