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Chapter 6 – Consumer Relations

Is PR a part of marketing or vice versa?

Or, are they both essential strategies and, thus, equal?

How does PR keep from being relegated to a secondary role?

Both support the sales function, but marketing is totally engrossed in selling while PR is also concerned with relationships with all other stakeholders of an organization.

Differences between public relations & marketing:
· Marketing – ultimately product-specific or service-specific 1
· Advertising – controlled publicity that a company or individual buys; uses simple & fixed messages transmitted directly to public through the purchase of ads 2
· Public relations – attempts to secure favorable media publicity to promote a company or client; the total communication strategy conducted by a person, government or organization trying to reach & persuade an audience to adopt a point of view.  Complex messages can evolve over time any may be transmitted to the public indirectly, often through the news media 3
1. Marketing & PR share some fundamental concepts:

2. Research – analyzing market opportunities

3. Publics – selecting target markets

4. Communication & action plan – developing a marketing mix

5. Evaluation – managing the marketing effort

PR is a broader discipline and does four things marketing can not do:

1. PR is concerned about internal relations & publics

2. PR cares about non-customer external publics & the environment in which an organization functions

3. PR operates on the policies of human nature whereas marketing focuses on consumer behavior

4. PR may work to stabilize or change public opinion in areas other than products

Relationship Marketing – the dominant customer relations strategy today; modern consumers make buying decisions in part on how companies conduct their business.

Understanding the historical perspective:

1940s – blurring of the line between consumer needs and wants

1950s – good times for product & service sellers; economy based on increasing

             consumption

· 1960s – sellers start stretching the boundaries of quality, service & safety

· truth & accuracy abused in media marketing

· federal government starts to restrain sellers with laws on abuses of packaging, labeling, product safety, drugs, truth in lending, etc.

· awareness of protecting the consumer by government

1970s – largest advertisers manufacture products that were the most profitable but the 

             least necessary for human survival (cosmetics, liquor, tobacco); consumer

             disenchantment with sellers

1980s – many crises involving violence, drugs, greed, pollution & lack of integrity…

             growth of multinationalism

1990s – savvy consumers make buying decisions based on how companies run their

1.              businesses; surveys identify major influences on buying habits:

2. product quality

3. method of handling consumer complaints

4. how a company handles a crisis it is responsible for

5. government challenges regarding product safety

6. accusations of illegal or unethical practices

today – people want to be served, not sold
Social Media & Consumerism:

The public no longer has to wait for a mass media outlet to inform consumers about potentially dangerous or risky products.

· Original Objective of PR:

· make people aware of a product or service

· make people knowledgeable about benefits & advantages

· constantly remind & reinforce people with favorable feelings toward the product or service

These are one-way communication vehicles that are no longer effective in a competitive society.

· Changing marketplace conditions also now require:

· forming user groups or customer service departments

· adopting customer satisfaction programs

· taking customers away from competitors

· protecting the reputation of the product, service or organization

· Customer Delight Replaces Customer Service:

Surveys show the majority of consumers may be perfectly satisfied with a product or service but will switch to another because of the way they are treated.
The goal of organizations today must be delighting customers…the ultimate competitive edge.

· Elements in a Customer Delight Program:

· The Promise – plainly stated vision of benefits for customers

· Customer Expectations – includes:

· your actual promise

· your competitor’s delivery of delight

· the customers’ perceptions of service in general
· Delivery – since the gap between promise & delivery is often huge, management must recognize that frontline employees (who deal directly with customers) are your most important resource; keep frontliners motivated through teamwork, continuous training, employee evaluation & rewards, & a method of measuring customer delight

· Aftermath or Maintenance – satisfied customers tell 4 or 5 others; dissatisfied customers tell 10 others
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