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PART I
CHAPTER I
THE NEED TO MAKE HIGHER EDUCATION MORE MEANINGFUL

Higher education in America is being challenged
to justify its meaningful existence in our present day
world &s never before. Long idealized in our democratic
structure, education is being asked to supply the answers
to almost every question of national concern today. The
increasing pressure of these concerns is causing a major
internal shake-up in at least some of the more than 1,300l
schools of higher learning in the United States. In such
schools the need is felt to evaluate the process of
university education itself.

I. THE CHALLENGE TO EVALUATE

Throughout its history each university has had to
periodically evaluate and choose a position somewhere
between two basic educational philosophies, as conflicts
in every area of academic life arose. The first of these
philosophies can be termed the "Great Tradition", &
congservative view, which looks upon reality and truth as
essentially fixed and authoritative. The second is
experimental naturalism, a progressive view, which
expresses the belief that philosophy must be reshaped in
the light of new evidence., It further states that reality,
ideas, and truth are essentially changing and rely for

1Clarenee Schoenfeld, The Universi and Its
Publics (New York: Harper Brothers, 1954), p.3.



their existence upon human experie:nce.2

Most institutions do not take either extreme posi-
tion but fall somewhere between, drawing for their deci-
sions concerning educational functions first upon one
philosophy and then the other. Such flexibility of ppi-
losophy permits some schools to respond quickly with change
to internal and external pressures and challenges. The
mnore conscientious of these schools are not making hasty
decisions but are attempting to evaluate not only their
university, but the place of that university in our
changing world and present American culture.

In this changing world, pressures and forces which
demand the best decisions possible have never been greater.
The growing threat of a total destructive war has prodded
many educators to urge gquicker actién in the search far
the key to world peace.

Education Contributes to World Peace

For many, the key seems to lie in the coming inte
existence of understanding between people. It is believed
that such understanding and the communication of it may
lead to peace. It is in this area that education can make
its greatest contribution by helping to expand the indivi-
dusl's capacity to know and to understand.

In considering the total potential of each indivi-
dual, acknowledgment of the inter-relationship of man's
social, emotional, physical, and intellectual components
is necessary. When these factors are in a state of
equilibrium, a greater degree of personal security can be

®R. Freeman Butts, The College Charts Its Course
(New York & ILondon: McGréw-HilI Booﬁ Company, 1nCe,1939),
p. 418,



achieved which permits a relaxation of tension and-a
climate conducive to acceptance of differences, Hence,
an increase of understanding among individuals and groups.

Education has the tremendous task then of offering
to millions of young men and women as much of this self-
knowledge in as many areas as they can absorb. The under-
taking is a huge one.

To whatever degree such understanding has been
achieved, it must then be communicated to tthers or it
has no meaning. There is a threefold process in communica-
tion between people that requires not only that we communi-
cate to them and they to us, but also that by the very fact
that we try to communicate with others we further broaden
our own understanding because we are, in effect, setting up
a sounding board syatem by which to validate our own words
and values.

Practical problems of communication have received
comparatively little attention in a materialistically
geared society. A few, however, have realized the import-
ance of fundamental research in the area of communications.
This realization had led the Ford Foundation to make a
grant of a million dollars to the Center for International
Studies at Massachusetts Institute of Technology for use
principally as a research fund in the field of internat-

ional communications.3

The University Attempts to Cope with Problems
"However, in this time of tremendous challenge to

evaluate and hence to make higher education more meaningful,

3James Killian, "An:Education Administrator Looks
at Public Relations", College Public Relations Quarterly,
Vv, (January, 1954), p. 20.




we find the university in a difficult position. Pressures
and demands have never been greater. Violent fluctuations
and increased competition from various sources have been
added to pressure for the improvement of physical and
service facilities. Preoccupation with structural details
and other practical affairs swamp administrative autho-
rities until sight is sometimes lost of the overall problem
and attention becomes primarily focused on daily detail.

Because of this recognized need for self-evaluation
and interpretation by educational administrators, the
twentieth century has seen the rise of the new face of
public relations on the university staff. This function,
although always present, is expanding in the university
setting in line with present trends throughout the country
in business. It will undoubtedly pley an important part in
any new directions taken in university philosophy and
policy, with subsequent far reaching effects.

ITI. THE PROBLEM

It is the purpose of this study to determine how,
why, and in what form the public relations function is
being utilized by three major universities. The hypothesis
to be tested is: That university administrative officials
tend to decide many important university matters without
the benefit of public relations counsel at the decision
maeking level; while the public relations man himself is
relegated to a publicity function.

The sources explored include materisls from the
American College Public Relations Association and the
library. The case studies were conducted at New York Univ-
ersity, Brown University, and Boston Universitye.

The methods used consisted of a personal interview
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with the public relations representative of the three univ-
ersities to be studied. A questionnaire was used within the
framework of the interview itself, It consisted of check
lists, open end and closed end questions. Probing was done
to clarify answers. The findings are factually reported

and conclusions drawn to either prove or disprove the
hypothesis as stated.

IIT. DEFINITIONS OF TERMS USED

Academic personality. This term refers to the con-
cept of the "self" image of the university.

Communication., "Communication in essence is the
recognized re-creation of meaning."4

Media. Media are the tools by which ‘an organization
tells its story to the public.

Public pelations. "Public relations is a state of
mind for the academic administrator and a way of life for
the entire institu’cion."5

Publicity. Publicity is "anything which serves to
gain attention for a person or institution.”

4Philip Phenix, "Barriers to Academic Communication”,
Teachers' College Record, 57, (1957), p. 76.

5sch°enfeld, Ope. Cito’ j 4 24

6Emerson‘Reck, Public Relations, (New York: Harper
Brothers, 1946), p. 6.




Regearch. "Research is productive scholarship."7

Responsibility. Responsibility is the state of
being accountable actually or morally.

IV. ORGANIZATION OF THE REMAINDER OF THE THESIS

The remainder of this thesis is arranged according
to the following plan:

Part I sketches briefly the philosophical conflict
and influences in the growth of higher education in America;
the history and background of the rise of the public
relations function in this setting; and the processes by
which public relations can be effectively utilized in major
university problem areas today.

Part II presents factual accounts of the three
cases studied. ,

Part III states conclusions and impliecations, based
on the two preceding sections.

V. AMERICA: BRIEF HISTORY AND PHILOSOPHY OF EDUCATION

Universities in America todsy are widely diversi-
fied and often confusing places in which fundamental
administrative beliefs are seldom clearly stated. Conflict-
ing views on problems of higher education come from all
sides. Most of these views have their foundation in some
tradition or philosophy. This section will give a brief
survey of the primary historical influences on higher educa-
tion in America, as well as a short description of the basic

7Arthur Brandon, "Research and Public Relations",
College Public Relations Quarterly, (April, 1951), p. 1ll.
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differences between the conservative and progressive views
of education.

In the colonial period, colleges such as Harvard
regarded the liberal arts curriculum as preparation for
the ministry or government positions.8 Iater, this narrow
concept widened to include subjects of commercial and
community usefulness. One of the first institutions to
introduce this broader curriculum was King's College
(Columbia) in New York City.

With the American Revolution and American independence
came the further question of what kind of educational
emphasis would be best for a democracy. Major iafluence
on this question was Thomas Jefferson. "Through his whole
conception runs the belief in the dignity and possibilities
of the human individual in a broad education for leadership,
as the best wgp to maintain and promote political and
intellectual liberty in a democracy."9

An important influence of the early 19th century
was the traditional program of the European university
and the German university ideal in particular. This
traditional or intellectual influence staunchly maintained
that the only true function of higher education is to
instruct the mind. All else must be sublimated to this
primary goal. The German university ideal included the
elective system, lecture system, and seminar idea. Since
meny of America's leading educators either studied or
originated under this system, the German influence on
American education was great.lo

8Butts, op. cit., p. 66. 9Tbid., p. 89.
101pid., pp. 77-81.




In the last part of the 19th century educational
expansion was reflected in the trend for more students.
Because of this more buildings, professors,and courses
were needed., This expansion overcrowded the traditional
curriculm and aided in the eventual realization of the
need for the elective system. In addition, the major de-
velopments in the field of science, and the work being
started in experimental psychology added fuel to the con-
tinuing debates concerning the true purpose of higher
education.

R. Freeman Butts sums up the influences on the 20th
century in America in three {trends "industrialism, democracy,
and capitalism®.ll The confusion of these complex considera-
tions have led to further confusion in higher education in
America, Industrialization has seen the application of new
scientific findings to our economy; an increase in politi-
cal and social democracy through organization of the masses
has given a powerful voice to the people; while capitalism
assured the working men that he had the right to seek
individual gain. For those seeking social mobility paths,
higher education with its increased recognition of status
in big business, has provided a sure road. This and other
factors have contributed greatly to educational expansion.

Philosophically, the battle still rages between the
conse#vative and progressive views of education in the 20th
century, as cited on page 1 of this thesis. Foremost among
those asdvocating the conservative view is former President
Robert Hutchins, University of Chicago. While John Dewey
leads strongly toward a more progressiwe and democratic
view.

lputts, op. cit., p. 255
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Bagically, Robert Hutchins believes that education
will find the solution to its confusion through guidance
from the past. In effect he states that the elements of
human nature are common in any time and place, that know?
ledge is truth, and that trmth is always fixed truth. Hence
the principals of truth do not chamge through time and
custom. He relies upon "the seven liberal arts of the Middle
Ages, the rationalistic idealism of the Great Tradition,and
a faculty psychology of formal discipline".l2 He further
feels that all training should be intellectual, and that
experience should be left to living.

The Dewey philosophy does not scperabte ideas from
experience., "Mind becomes not a separate faculty for deal-
ing with 'ideas" but the name given to human activities
that approach experience intelligently with the intent to
remake human experience and to accomplish real changes in
events with the purpose of improving and enriching huma
life and‘enjoyment".l

Also an advocate of progressive education, William
H. Kilpatrick of Teachers College, Columbia University,
states that action cannot be divorced from ideas. "Think in
terms of action and in terms of those acts whose consequences
will expand, revise, test, your ideas and theories. This is
the first commandment of the experimental method".14

According to Theodore Greene, philosopher at Harvard
University, there are four presuppositions which must be
granted as basic to the higher education idea. Three of
these are derived from the Dewey philosophy. They are:

125utts, op. cite., P. 291 T°Ibid., Dp. 294

141pi4., p. 296
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l. "... the individual human being is infinitely
‘ complex and valuable."

2. "... the enormous influence of society with all its
overlapping and interlocking institutions upon each
individual."”

3¢ "ee. man's dependence upon, and his increasing
control of, that larger environment which we call
the world of nature,"1l5

The existence of these conflicting points of view
have made clear that each university has the complex task
today of judging history, tradition, culture, and future
world demands before it can effectively formulate its own
philosophies and policies clearly.

15Theodore Greene, Liberal Education Reconsidered

(Cambridge: Harvard University Press, 1955), pp. 6-0.




CHAPTER II
THE GROWING NEED FOR PUBLIC REILATIONS

A staff development in higher education in the 20th
century has been the creation of a new position to deal
specifically with the public relations aspects of the uni-
versity. The functioning aspects of this individual may take
a variety of forms within the irstitution. This chapter
will outline briefly the historical development of public
relations in this setting, and review three areas which are
usually this consultant®’s specific reponsibility.

I. HISTORY AND GROWTH OF PUBLIC REIA TIONS

Public relations growth actually began in about 1900
due to the recognized need of the university for a bureau
to process news releases.l These releases supplied the
outside world with information about sports events, students,
faculty, and an occasional administrative announcement.

Feeling the urge for some type of professional
contact, a group of these workers formed the American
Association of College News Bureaus in 1928.2 From these
meetings came the first Standards of Practice in the area of
university public relations.

With the violent fluctuations in student enrollment
and finances due to the depression and war years, educators
had to rely more extensively on the support of the public.
Education had become competitive. To avoid criticism, the

lsteward Harral, Public Relations for Higher Educa-
tion (University of Oklahoma Press, 1942), Dp. I?.

2w, Emerson Reck, Public Relations (New York:
Harper Brothers, 1946), De Je.
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the university had to interpret its problems and policies
much more fully. This called for an extension of the news
bureau into the use of other media and methods of contact
with the public.

With more extensive interpretation, came the prob-
lem of what to interpret, and perhaps the first objective
look at the total university pattern in quite awhile. This
consideration combined with the concern of educators to
know how the public was going to react to their interpre-
tive efforts, supplied a knowledgable use of the feed-back
function in communication with uwniversity publics.

The beginning re-evaluation of policy matters
followed swiftly. In some cases, this responsibility was
kept within the administrative staff. In other cases, the
public relations director was given more eand more respon-
sibility of this kind.

The movement to professionalize these workers even-
tually resulted in the present organization, the American
College Public Relations Association, with headquarters in
Washington D.C. This group is striving to do an effective
job of commumication on a national level, with all college
and university public relations personnel, in the areas of
professional standards and techniques of the trade.

Trends today indicate increasing enthusiasm for
the function of public relations in the universitysetting.
Unfortunately, the name "public relations" is itself in
need of more adequate interpretation. It has been both mis-
understood and misused throughout the nation. Many univer-
sities have taken the most expedient method of solving this
problem by simply changing the title of their public rela-
tions representative. An article by Melvin Scarlett states
that there is a trend today to mezke the person in charge
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of public relations a vice-president for the Tollowing
reasons:

l. The public relations director can obtain the complete
co~operation of the faculty and the university publics,
2, His contacts with high school administrators and
students, as well as businessmen, are more likely
to be free of suspicion if he is a vice-president.
Public relations carries a solely promotional
connotation with it.
3. The new status will clarify and make acceptable
the feed-back function to,an administrative council
of the university itself.3

But no matter what it is called, the public relations
function continues to be increasingly recognized and
eagerly adopted by higher education. The need isfalt, and
can be filled by co~ordinated efforts and sound values of
public relations.,

IT. REBIRTH OF THE ACADEMIC PERSONALITY

In Chapter I we have seen the meaningful existence
of the university challenged by the weality of today's
world. Within the individual school, the strength with
which this challenge for clear thinking is met will also
ultimately determine the individuality of its academic
personality.

The university must ask itself these questions:
What am I? What am I trying to accomplish? How far have my
accomplishments deviated from these goals and values? What
can I do to remedy the situation?® .

Too many academic values are like little red flags,
taken out once a year and waved lazily on a summer after-

SMelvin Scarlett, "Who is Responsible for College
Public Relations", College Public Relations Quarterly
(API‘l]-, 1956)9 Pe 31,
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noon and then, with all due respect, stored away again. Such
values are dead and can supply no guidance for living day-
to~day decisions. When these decisions must be made without
the guidance of values, confusion must result.

Such an element of confusion is wide-spread today,
both internally and externally, and affects every phase of
the program. Areas of conflict center around the amount of
emphagis given to academic, financial, and promotional
considerations. These areas are not matually exclusive but
should be interwoven within the total pattern of the clearly
defined objectives of the universitye.

The rebirth of the academic personality can be a
painful process, and rests largely on the university's
capacity to accept self-criticism. The resulting tightened
structure will give a sharper form and distinction to this
personality, will clarify objectives specific to the indi-
vidual university, and allow for the communication of a uni-
que image with maximum effectiveness. This process, with
its broad overview of all university functions, can be
substantially aided by the skilled public relations men.

III. SURVEY THE SITUATION

A university in the beginning stages of evaluation
will profit a great deal from the survey. This technique
can be used to ascertain exactly where and what the univer-
gity is in the minds of its faculty, students, trustees,
and other publics. Data will readily indicate misunderstand-
ings, low morale, and areas of faulty communication. It will
further indicate direction for study by stimulated committee
groups. The two basic methods are the self-survey and the
expert survey.
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The self-survey's4 strength lies in the individual
involvement of the many persons who actually live the situa-
tion. This use of the democratic process in the beginning
stages of change will insure the moral backing of these
groups when new interpretations later evolve.

The self-survey committee, actually a series of
subcommittees, carry out a thorough investigation of all
facets of the university's past and present. Not only does
this survey supply valuable information of a factual nature,
but also often indicates subtleties not readily apparent.
Its membership should include any university personnel who
are relevant to the topic area of the subcommittee.

Actual investigation will vary with the institution
but in general should cover effectiveness of policy and
communication within the formal and informal structure in
the areas of finance, research, the student, faculty, alumni,
trustee, parent, employee, administration, and community.
Committee orientation should stress "positive™ and not
"negative" approaches,

The term "expert survey" is generally applied to
any group of experts who are called in especially to con-
duct the survey. They must be absolutely impartial if they
are to be effective., There must be no pressure on them to
make the administration "look good™, or the school might as
well save its money. Methods used will vary with the
requirements of the survey and will be worked out by the
survey team in conjunction with school officilals.

4Doug1as Miller, "A Mirror to the Future", College
Public Relations Quarterly, (July, 1950), p. 18.
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. The public relations man is invaluable in this area.
He should work closely with survey personnel and gain the
cooperation and understanding of those to be surveyed. When
data is complete, he can do valuable interpretation to admin-
istrative officials, indicating areas of greatest need, and
backing up survey recommendations with facts drawn from out-
side research. If such work is thoroughly and well done, the
chances of administrative inertia are definitely lessened.

Direction for committee evaluation is given regard-
less of which survey method is used. Committees can then be
formed to deal with problem areas. These groups should
include all those who have anything to do with the problem.
Outside experts should be utilized and research done on com~
parison situations which will aid the group in its thinking.
The following steps are suggested:5

l. Select and define the area to be evaluated.
2. State the basic assumptions on which the judgement
is to be founded.
3. Collect pertinent data.
. 4. Analyze deta from which conclusions are drawn.
5. Frame recommendations and their transmittal.
6., Secure action on these recommendations.
There are many other factors involved in securing
the recommended changes. These will be cited later. The

method of committee action given above is the most basic.
V. THE PRICE OF IT ALL

Sadly enough, today's pay-as-you-go realism demands
that no matter how intellectually worthy a university may
be, it must also be able to keep the ink black on its
financial ledger. Even professors,must eat, a fact seemingly

S5van Miller and Willard Spalding, The Public
Administration of American Schools (Yonkers: World Book

Company, 1952), P. !
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questioned by some. Halls of Ivy occasionally leak and need
repairs; and the cost of lead pencils is rising.

According to the Commission on Financing Higher
Education, there are five common pressures causing present
financial difficulties in the university.6 These are:

l. Inflation, which has reduced educational dollar
purchasing power by approximately one half,

2. Fluctuating student enrollments, which were shrunken
by the Second World War, swelled by returning vet-
erans, shrank following this in a leveling-off
period, and now again facing the rush of war-babies,
This problem is especially serious since our demo-
cratic philosophy implies the right of education
for all.

3. Expansion of educational services within the univer-
sity. These are demanded by our individual higher
standard of living, and the increased sophistication
of our knowledge. The prospective student can now
shop around for improved instructional methods, ex-
panded student services, and attractive plant.

4, The plant itself must not only be attractive, but
must adequately house new students, new facilities,
and new services.,

5. With these pressures, we find in addition that
sources of income from gifts, endowments, and gov-
ernment are becoming more and more uncertain,

Chief sources of revenue before World War Il were
grants and endownments. These are now virtually non-exist-
ent as financial empires are split.

In analyzing this redistribution of American wealth
we cannot fail to notice the spectacular growth of the cor-
poration. The educational gaze is turning to industyy and
government since it is here then that the university must
look for future financial support.

According to Donald Stophlet, "Industry has act-
ually poured millions of dollars into higher education ,

6Francis Horn,"Current Problems in Higher Educa-
tion",College Public Relations Quarterly, (April,1953),p.4.
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. $40 million in 1950, $80 million in 1955, $150 million in
19577, 7 A gpecific example of this type of corporate

| giving is the medical research building donation of $3
million given by S.S. Kresge to the University of Michigan.8
Why do they do it? Why does the successful corporation
voluntarily donate vast amounts of money to education? An
answer to the question of "why", may also answer the question
of "how" the individual university can obtain a bigger slice
of the financial-giving pie.

At least a partial answer lies in the fundamental
research carried on by the university.9 This area of
research has a direct contribution to make to the develop-
mental or applied research of industry. Education must
accept and: establish its place in the total research picture
in America. If it does not and prudishly resents the corpo-~
rate dollar as being beneath pure academic standards, the
effects will be financially disastrous for the university.

‘ Industry is becoming more and more interested in fundamental
research itself, and is financially capable of replacing
such university programs with corporate research efforts
wherever needed for its business. Dr. Edmund E. Day,
Chancellor of Cornell University said, "In the field of
scientific research, possible competition from business
and government is another factor which may materially affect
the long-range interests of the (educational) institution."0

Thonald Stophlet, "Updating the Corporate Approach”,
Pride, (March, 1958), p. 1ll.

8prthur Brandon, "Research and Public Relations",
College Public Relations Quarterly, (April, 1951), p.9.

9Tbid 1D1pia
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Although obtaining the research dollar is creditable
and even necessary in the university financial framewwrk there
is possible danger. This danger is seen mainly in the degree
of control exercised over the school.

In order to receive a grant, most foundations require
certain prerequisite standards which the school must fulfill,
certainly a conirol factor.ll In another instance, curriculum
validity is challenged by the addition of courses inserted
primarily for the purpose of attracting specific grants. Does
this make them academically worthy ?

In his book, Philanthropic Foundations and Higher
Education, Ernest Hollis states that "whether a foundation
effect is good or bad lies in the analysis of the local sit-
uation". He asks such questions as "What is the degree of
control ? Is such research progressive participation in a
living culture or a reactionary trend?"12 Further he states
that, "In the future, grants will be regarded as through
colleges and universities to aid in solving problems of the
individual and social living rather than to such institutions
for parts of their own program".13 This trend can have real
implications for curriculm development and should be apprais-
ed by the individual school.

Industry, on the other hand poses a siightly differ-
ent problem. Here control can be exercised through courses
aimed at the labor-management controversy. These are good if

llErnest Hollis, Philanthropic Foundations and
Higher Education, (New YOEE?‘Esiﬁﬁﬁgz‘University Press,1938)p.156

12

Tbid., p. 178. 131pid., p. 298
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kept objective, but the problem of not wanting to antagonize
-Santa Claus with too much objectivity is ever present. In
terms of the growth of the university, we must be aware of
what Harold Lasswell terms "restriction by partial incor-
poration'"; that is that the movement aspects of higher educa-
tion have had limits set to their progress by partial
acceptance of what was once the enemy.

Allocation of money not earmarked for a specific pro-
ject is always a problem. Fach of the disciplines will have
its enthusiasts. In his book, Clarence Schoenfeld suggests
that a research committee be set up "to administer such fluid
research funds... that members should rotate... and that
various divisions be represented... so that no cornering of
the research dollar is eeen".l5

Public relations significance in this important area
is great. Strong relations should be set up with foundations
and industry. There should be free channels of communication
so that knowledge and trends are current. This knowledge,
when received by the university, must be evaluated in terms
of the individual situation. Research information, gathered
from outside sources can be channeled to the universitys
faculty, where it is hoped it will provide stimulation.

Other forms of financial giving fall into the areas
of acholarship funds and alumni ac tivities. The amount and
kind of these monies is directly determined by the estima-
ted worth of the university and its students, who later

14pavid Reisman, Constraint and Variety in American
Culture, (New York: Doubleday and Company, ), p. 29.

1501arence Schoenfeld, The University and Its
Publics,(New York: Harper Brothers, 1954), p.
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become alumni. Such worth based on the public image stresses
again the necessity for this image to be accurate and cur-
rent to be effective, Also, that in order to be highly esti-
mated one must first merit such estimation, as seen in terms
of the whole we have already discussed.

In some cases, university financial pressure has
resulted in rather superficial efforts at analysis. Such
analysis can be seen manifesting itself in such short
sighted solutions as a general raising of tuition fees year
after year; a flat refusal to even condider raising the
ceiling on faculty salaries; and the mailing of an extra
letter of appeal for funds to sources most likely to con-
tribute. Such schools will soon be pricing themselves right
out of the educational market.

Financial pressure does exist. It is a serious
source of dissension in the university. Clear thinking and
firm policy concerning all fund raising is necessary. Crea-
tive thinking by the university will directly determine the
dollars, or lack of them, that accrue to aid in the elimina-
tion of this pressure.



CHAPTER IIT
THE THREE CORNERSTONES OF A UNIVERSITY

The three basic groups in a university are its
students, faculty, and administration. Upon them depends the
very existence of the institution itself. This chapter will
give insights into each of these important groups and indi-
cate the possible role of public relations in working with
them,

2
I. THE STUDENTS: THE PRESSURE TO EDUCATE THEM

Perhaps the greatest pressure on the university is
to educate the thousands of humans, not just students but
total human beings, who feel they have a democratic right
to a diploma but often are unwilling to work for it.

Today's conformist society has placed a premium on
the college degree itself, but little on the growth which
should be a part of it. The university itself must assume
some of the responsibility for this trend. Stereotyped or
weakened curricula, relaxed academic standards, and mis-
applied values by administrators and faculty, have all con-
tributed to the devaluation of the degree.

The public has watched with interest such an educa-
tional crisis as the political party affiliation challenge
to free speech in the classroom. They have watched and have
seen that voice of free speech, if not silenced, then per-
haps muffled a bit.

We have established in the first chapter, three

fundamental comcepts of university education:

1. The limitless value of the individual human being is
the core with which we are concerned.

2. The value of this human being includes the total re-
lationship between his social, emotional, physical,
and intellectual self.
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3« This individual, through his understanding of him-
geld and others, will help determine the destiny of
world peace,

The limitless value of the individual human being is basic
to our democratic ideal of human dignity. People are
delightfully unique. No two alike will ever be found. This
unique individuality in all of us strongly denies the valid-
ity of the conformist patterns of our society. To conform
has been termed selling out on oneself., The presence of
individuality assures us of only one thing, and that is the
certainty of unique gradations of potential.

0f three seeds placed in the same soil, one will
become a sunTlower, one a willow tree, and one a sturdy oak.
But, if the soil is rich and nourishing we can at least be
sure that each of these is healthy, fulfilled, and has
attained the maximum growth of which it is capable accord-
ing to his own potential.

In terms of education then, the university must pre-
sent any number of challenges to the individual intellectu-
ally, emotionally, physically, and socially. These chal-
lenges must demand more and more of the student, without
criticism of what he has already attained. "... we must
seek for him (the student) the level and kind of education
which will open His eyes, stimulate His mind, and unlock
His potential."l Subject matter is not all important here.
It is the teaching of the thought process itself which will
aid the student in making the individual judgments which
daily shape our culture.

ITheodore Greene, Liberal Education Reconsidered,
(Cambridge: Harvard University Press,1953), P. 12.
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The type of university program which will accom-
plish these ends is the most difficult task of all. It
must be one which has a working flexibility of subject
metter and personality, and one which has a tremendous
understanding of the range of the make-up of various types
of students. The student must be taken from the level of
his present ability, and motivated at his own speed into
his future level, He must strive for a higher, and yet
not unattainable, goal.

Seen in this way, the pressure to educate in a
democracy "... will not be conceived of as an invitation
to share a common mediocrity, but a system that allows
each to express and live up to that special excellence
that is in him".2

In the public relations sense, each student in a
university is also an important person. Each one comes
from a different family, has different friends, and in
many cases comes from different parts of the country or
the world. The student may linger anywhere from one semes-
ter to four years before leaving but leave he will, return-
ing to family and friends to sing the praises of dear old
ngw.

If the song that is sung isn't to quite the tune
the university administration would like to hear, they
had better find out why. For in the student lies the great-
est public relations potential of all, and the deciding
factor in the growth and future life of the school.

2"The Pursuit of Excellence", Special Studies

Project, Rockafeller Brothers Foundation,Inc. (Jaly 1958),
Pe I
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The student is the blood of the institution. How and where
he is recruited, and how he experiences school in all phases
of his life, determines the ingredients of the great mix-
ture called the student body. The opinion of the student
body is important,

Also, since each student is free to choose his
university, it is even more important that the university
image should be accurate. A student who believes he will
get things at school he does not receive will be a dis-
contented one. With the true image of the university pro-
jected accurately, the student should be reasonably happy
with his life there, since he will supposedly come for what
exists.

For an effective program in this area every facet
of the university's contact with the student will have to be
examined. The opinion survey, mentioned in am earlier
chapter, will indicate exactly what things are being thought
about various aspects of the university. Everything, from
the quality of instruction, to guidence, to social life, and
the house mother's phobias will have to receive attenti on.

Perhaps nothing is so confusing to the student as a
lack of uniformity. Variations in standards,both academic
and social, can leave the student wondering solely how best
to "get around" certain classes, professors, and rules,
instead of wondering how to " get out of them" what they
should.

The student who is just begimning to find out about
life will object if he is removed from it by a lack of
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realistic interpretation of subject matter.3 He needs to know
more about the outside world and his eventual place in it.

In this fact is the greatest challenge. It demands that all
personnel of the university constantly keep abreast of the
times in terms of the strains and stresses of youth in a
modern world. It means that student rules and policies should
chenge in a sound and constructive way whenever necesseary.

It means that there must be clear chamnels of commumication
extending from the student to the administration and faculty.
There mast be a way to get things accomplished.

The student is not a necessary evil. He does more
than attend class, pay tuition, and sing the school song. He
also has opinions. A clear, formal channel must be made for
this transmission of this opinion.
| As previously stated, standards should be high, but
not unattainable., And the individual student, through his
total development in the life of the university should
emerge a well-rounded personality who is ready for his step
into total reality. Much individual time and attention will
have to be given for full development of student potential.
Such attention must not be considered a "frill"™ of education,
gince it is the job of education! Each student is important
to himself, to the continuing life of the university, and to
the nation.

II. THE FACULTY: HOW PUBLIC RELATIONS CAN KEEP THEM FREE
TO TEACH

Interestingly enough, the word faculty refers not

3Clarence Schoenfeld, The University and Its Publics,
(New York: Harper Brothers, 1954), p. 12.
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only to "teaching members of a university" but also, accord-
ing to the dictionary, to the "natural ability to act or
do". These definitions when combined for our purposes give
an action content to the professor which must not be over-
looked.

The faculty member is an important force in the
university. Upon his dedication to subject matter, interest
in his students' growth, and identification with the aims of
the institution, depends the positive or negative quality
of this force. A dissatisfied faculty member will have far
reaching effects on everyone with whom he comes in contact.
And he comes in contact with quite a few people. Students,
clerical workers, fellow committee members, parents, alumni,
and the entire community in general will get these waves of
dissatisfaction and be influenced by them. Such a faculty
condition is not conducive to the proper interpretation of
administrative procedures and policies, and can make
attempts at otherwise good public relations completely
ineffective. We must obviously then, pay a good deal of
attention to the faculty.

In the words of Schoenfeld, "The campus administra-
tor exists in order to assist in achieving that traditional
community of scholars."4 To do this he must free the faculty
member from too much preoccupation with matters other than
his primary business of teaching. Many distractions are
unavoidable in the day to day business of living, but
many can be lessened by administrative efficiency and clear
thinking policy. However, this does not mean isalating the

41pid., p. Tl.
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faculty member,

On the banner for the rights and privileges of hard
working faculty today are such items as a decent dalary,
adequate physical facilities for all uses, equal oppor-
tunity for advancement, and the time and climate for after
class relationships with students and other faculty and
administrators. Such socialization will increase under-
standing and solidify the identification of the individual
member of the faculty with the institution. In return for
such identification, however, such professors "require of
their institution that it rate, that people kmow it and
think well of it”5 Also, prerequisite to such identifica-
tion is morale and motivation for it.

Research can contribute greatly to our studies of
howt$0 create a more satisfied faculty. Carl Menninger
states that unless we " help a man understand what his job
is and give him a total picture of what his part on the
team is,he can never really be a member of the team".6
The Mayo studies7 in 1927 revealed that recognition of the
worker by management, and the need for dynamic inter-
action among the workers is basic to good morale.

Public relations can aid in specific ways. The need
of understanding the total picture can be helped by the
clearing of channels of communication internally, and then
seeing that information goes along these channels frequently
and completely. Dynamic committee work can provide under-

5David Reisman, Constraint snd Variety in American
Culture,(New York: Doubleday and Company, y Do

6William Menninger, Men, Machines, and Mental Health
(New York:National Association for MentaI_Health,I95§),p.5.

7Philip Phenix,"Barriers to Academic Communication”,
Teachers' College Record, 1957, p.80.
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Standing of other points of view and set the stage for
improvement.Inter-divisional programs can provide stimula-
tion in new interdisciplinary fields. Both of these can
provide status, where salary incentive might very well be
lacking, and also satisfy the need for recognition. Basi-
cally, the most important factor, according to Dr. Menninger
is to make men feel they belong. Thus, their opinion must
count and to count it must be known.

When these needs are appreciated, the administration
can more easily set up detail to provide for better morale
by structuring and defining the university world. The use
of internal communication technique is not, however, as
simple as it sounds. A collective faculty is made up of many
differing individuals, and problems may arise with person-
alities that call for special handling. Such problems can
sometimes be solved by group pressure, if a group is
involved, and will allow for a change of opinion without a
loss of face. Morale is used here as a substitute for
discipline through dealing with conflict by compromise and
integration.

One type of barrier to interaction may be mentioned
here, since it occurs so frequently in the university. This
is the excessive compartmentalization of knowledge which
resists change. "Much of what is paraded as disinterested
research is in reality an expression of the autonomous
spirit, motivated by inordinate ego demands. In the academic
world the specialist tends to identify himself with certain
theories through which he finds security. The challenge of
new ideas will also challenge security"8 Obviously then, the

81vid., p. 81.
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problem of interdisciplinary communication must be approached
‘ personally as well as technically.

Also included here is the obvious problem of seman-
tics. Each discipline with its language difference and
specialized experience may find it difficult to meet on
common ground. The public relations function here might well
be to aid in definitions of meaning and perhaps to even set
up situations to implement needed life experience. "The
rigidity of an individual's frame of reference, and the
sense of 'rightness' of his value system depends in part on
the variety of experiences open to him"9

Attention should of course be given to obtaining the
best quality faculty available for the needs of the depart-
ments. Much of the interest of a faculty member is deter-
mined by the kind of person he is himself., Selection of new
faculty will, in many instances, decide the ease or dif-
ficulty of the internal task for the coming academic year,

‘ since this is the raw materisl of which group morale is
made. Once a part of the faculty, orientation is import-
ant. Included in this should be the trensmission of exist-
ing conditions and power blocs within the university and
contrqlling areas. Such information is scanty and often
comes too late to prevent the faculty member from committ-
ing serious public relations blunders.

An illustration of such a blunder is that of "...

a distinguished economics professor who was discharged
from his post at a midwestern state university because he

9Eugene Hartley and Ruth Hartley, Fundamentals of
Social Psychology, (New York: Alfred Knopf,1955), p. 148,
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gave a report that was favorable to the use of oleomargarine
rather than butter".lo This report ran counter to state
dairy interests which were strongly established, Whether
this university action was right or wrong is beside the
point here, From a public relations viewpoint this professor
was uninformed, either about the university in which he was
teaching or the strength of the vested interests at work in
the state. In some way this issue should have been avoided.

Above all, the faculty member should be urged to
contribute the best that he has to the university along
culturally understood lines, When he does this, the school
administration should recognize it financially, psychically,
and socially.

ITI. THE ADMINISTRATION: ITS INSEPARABILITY FROM PUBLIC
RETLATIONS

The functions of public relations and administra-
tion are inseparable. The process of administration itself
can be likened to a rope, made up of many individual fibers
which when held firmly by a good understanding of public
relations is strong, but can easily become frayed and
weakened without such knowledge. Nowhere is this more
important than with the president of the university.

For the sake of clarification let us unravel this
rope just a little, and ascertain the job distinction
between the administrator and the public relations counsel.
According to Moehlman and Van Zwoll, "the administrative

1ORober’t Haveghurst and Bernice Neugarten, Societ
and Education (Boston: Allyn and Bacon,Inc.,1957),p.267.
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job is analysis and resolution of conflict. The public
relations job is to aid in fact finding, supply relevant
experiences, guide committee work which will consider differ-
ing values, inject humor at a strategic moment which will
face save and help resolve conflict, to bring in outside
specialists, and to develop preventive measures".11

Fundamentally then, the public relations function in
the administrative level is to analyze thoroughly the situa-
tion in which he is working, intermally and externally. This
analysis includes past history, present values, and future
possible changes. With this knowledge, his job is to lgy
before the administrator the facts he will need to implement
the public relations aspects of this work. He must also aid
in the cooperation and coordination of these parts. He must
also not neglect his reading on jokes to be pulled out at
strategic mements.

In addition to the above mentioned aids to adminis-
tration, the public relations man can supply one more
valuable servicve. This is his ability to "see™ and not
always "believe".

The apparently calm situation may really not be all
sweetness and light but rather a manifestation of the
creeping disease of chronic inertia. The symptoms aren't
alarming, nothing violent. The main symptom everywhere is
an attitude of "I don't care™. Vague dissatisfaction, empty
faculty offices, and sleeping students tell the story. At
its worst, the administration may maintain a firm policy

11) rthur Moehlmen and James Ven Zwoll, School Public
Relations (New York: Appleton-Century-Crafts, Inc,1957),p.10.
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of never tackling a pressing problem until it has a chance
to cool off. This process invariable insures the almost
certain burial of anything of importance,

Such inertia is serious. For the response of all the
persons connected with the university, determines its hope
for a meaningful existence,

Few problems plague the faculty, staff, and students
involved in this state of inertia. Still, there are also very
few "psychic rewards®™ in their work lives. Most of them
would probably like to remedy the situation, but don't knmow
quite how to go about it.

The reason for such inertia tust be learned of course,
before any prescription can be taken to remedy the disease.,
Once again the survey technique, mentioned in another
chapter will indicate trouble areas. Such areas, once ascer-
tained, must immediately be brought to the attention of the
president. He at least, if he has had anything to do with
the hiring of a public relations counsel, will be looking
for a way to remedy the situation. Again it must be stressed
that any suggestions must be based on fact, since no adminis-
trator wishes to "stick his neck out" needlessly.

A word might be said here about that important person
in the university administrative framework, the trustee.

What kind of person is he? Does he vary from school to
school? What is the best way to approach an understanding
of him?

Fundamentally, the trustee is a governing member of
a college or university, who represents certain social
interests. To understand such a group, in a specific setting
an analysis should be made by the public relations man
"of the social groups they represent and the attitudes of
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‘ these groups". When these attitudes are learned they will
help explain certain actions and opinions held.

Generally speaking, the trustee is a businessman
who desires more than to just be a businessman, or he would
not also be a trustee. He will be as idealistic as any
professor could wish, when he is confronted with facts
presented in an organized manner.

An interesting study on the analysis of college
trustee groups, showed that the "trustees of Ivy league
colleges were likely to be upper class persons; while a
church related college will have upper-middle class trustees,
some lay, and some clergymen".1

Boards of trustees and presidents of universities
work well together when there is mutual respect and
"clearly defined division of authority between then",
Such channels must be known to all.

12

14

12Robert Haveghurst and Bernice Neugarten, Society
and Education (Boston: Allyn and Bacon,Inc.,1957) p.266.

| 131via., p. 266.

14Charles McAllister, Inside the Campus ,(New York:
Fleming H. Revell, Co., MCXVIII), p. 145.




CHAPTER IV
NEVER UNDERESTIMATE THE POWER OF PUBLIC RETATIONS

Public relations in the university setting then is
seen as a part of every person and everything that happens.
It is a part of all things created, all things communicated,
and all things changed within this setting. It is seen in
the process of decision making itself; and in the inter-
pretation of information to internal and external publics
using all media.

In this chapter we will see the interaction of
public relations with administrative decision making and
change. We will also see a brief outline of media commonly
used for communication. This will be followed by a summary
of Part I.

I, PUBLIC RELATIONS, CHANGE, AND DECISION MAKING

"People within a democratic state are organized and
operate to a considerable extent through voluntary associa-
tions known as interest groups. In their more dynamic form
these are pressure groups".l Within any university structure
we know that there are many interest groups and many indi-
viduals with vested interests who seek to control the
opinion of these interest groups or publics. These publics
constantly shift membership as dominant interests change,
and need constant reappraisal.

Consequently, in determining how to effect change,
and in an analysis of decision making within the university,
one of the most important ways the public relations man can
aid is in the analysis of the composition of these interest

IArthur Moehlman and James Van Zwoll, School Public
Relations, (New York: Appleton-Century-Crafts,Inc,1957) p.l2.
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groups or publics, This will include the informal as well as
the formal patterms of influence within groups, both school
and community factors. A knowledge of sociometric study
techniques will aid the public relations man greatly here.

Ideas for change itself should never originate solely
from the "top", but rather should be an outgrowth of need
shown in a variety of ways.2 The public relations function
here is to see that these voices, heard from different areas
and said in different ways, are heard and unified to bring
about pressure for evaluation. We have already mentioned the
survey technique and also the clearing of channels of
communication so that the feedback function is provided.
When these are effectively used the administration can use
them as a lever to effect change.,

At times an issue can be raised by some lower-level
reformer and then lost in the shuffle of red tape. It is
very important here, for maximum effectiveness, that both
administration and staff know the levels of administrative
communication and where and how to most effectively present
their issue.

When a need has been communicated, discussion is the
next logical step. Usually in the form of the committee,this
group can be the spearhead for further action. Its composi-
tion is important. Members are asked to serve according to
the purpose of the group. Outside specialists are included.
A representative lay group are chosen. "The first meeting
will include a review of the knowledge of the philosophy of
the university, positive and negative aspects of the problem

2Willard Spalding and Van Miller, The Public
Administration of American Schools, (Yonkers: World
Book Company, 1952) p. 284.
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to be considered, what is being done elsewhere, and the
definite objectives to be accomplished with this specific
commit‘bee".3

The public relations function is to guide such a
group. Much thought and preparation must be done of a
factual nature before the committee even meets. Groundwork
must be laid as indicated, or the committee will feel it
is accomplishing nothing and will lose some of its most
necesgsary members.

On the basis of committee findings, some experimen-
tation or trial may follow, and the results discussed again
by the committee.

Further discussion and communication throughout the
university of experimental findings will pave the way for
further acceptance through group opinion pressure. Expanded
experimental trial follows. Further communication of the
new need and recommended changes bring popular acceptance.
Finally, with complete acceptance of the need, policy
development begins, 4

Agide from the committee guidance function itself,
the puplic relations men should never lose touch with the
Project, He must anticipate any experimental antagonisms,
interppet to leaders in various areas of the importance of
the change to them, use the most effective communications
for the job, keep the administration informed of the

v

3pobert S. Fisk, Public Understanding of What Good
Schoolg can DOs(New York: Bureau of Publications,Columbia

mﬁi‘ﬁlﬂ"r) p. 48.

4, pthur Moehlman and James Van Zwoll, §chool
%EE%%P Eglgéigggj (New York:Appleton-Century-Crafts,Inc 1957)
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progress of the group, and see that the results are commmni-
cated upward at the proper time,

At times there appear on the scene two equally
strong interests both of whom are applying pressure on the
same issue., This happens in the natural course of events
since the university family has, and should have, both
progressive and conservative elements. Some criticism is
inevitable no matter which position is taken, and so the
administration must not be influenced by it, while his
public relations man works to minimize it.

Change should never be made without strong public
opinion and hence strong support for the change. In decision
making a major problem is to "ascertain what part of the
opinions expressed constitute general public opinion on the
basis of which to take action with the assurance of public
support".5

Proper ground work is important here, and all the
facts should be ready and complete when the question is
considered. Public relations analysis should include what
effect differing decisions will have on the university's
internmal and external publics now and in the future. Also
how it may effect university policies.

In the final analysis the decision will have to be
made by "reconstructing opposing systems of ideas or values
by analytical examination of each value system and its
proposals for action".® These values must then be exgmined

5Ibid., p. 61.

6willard Spalding and Van Miller, The Public
Administration of American Schools, (Yonkers: “World Book

Company, 1952) p. 264.
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in terms of the specific criteria of the university.

If committee work and the use of outside opinion
leaders is to be effective, these groups must feel that
their opinions and participation count. They must not feel
that they are called on just when the university wants
something from them, but that they too are part of the
university family and belong. This task is perhaps harder
to do with the fringe groups, but it is vitally important.
The public relations counsel must make the administration
and everyone connected with the university in anyway, aware
of the importance of maintaining good relations with outside
publics.

In every department cooporation and coordination
should be continuous and active. Where there are conflicts
between outside groups and the school, perhaps never reported
officially, they should be ascertained and wheels put in
motion to rectify them. These can sometimes best be learned
about by the direct contact and building of rapport by the
public relations man, He must make himself kmown by talking
to all of the university publies and supporting groups,
always with an eye to how there can be increased productive
interaction between these groups and the university.

In this picture of analysis of university problems
we see the sum of many, many smaller voices and considerations.
It is not possible that all of these interests can be made
happy in eventual decision msking, but it is imperative that
they be heard and evaluated against consistent values. This
method, termed by Schoenfeld,a "multi-prospective technique”
will insure daily balanced decisions which are not super-
ficial.

The three-fold process of realization, evaluation,
and action are inter-related and cannot be separated if they
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are to have any meaning at all. Anywhere along the line the
. process is in danger of breaking down, but in many ways the

last step is the most difficult. This is true because change
always means an upheaval of one kind or another. Established
mores, methods of work, Jjob descriptions, organizational
procedures, and other individusl considerations paralyze

the members of the institution with personal fear of change.
However, without action the sum of realization and evaluatisn
is zero. What is sadder than an order which is not obeyed;
or a train equiped and ready to go, which never leaves the
station. If nothing is ventured then nothing is gained, and
the transfusion given by many people of their time, effort,
and hope for the institution has been totally wasted. The
university is doomed to die of chronic inertia after all.

ITI. MEDIA MAGIC

Throughout the first part of this thesis, the

importance of critical evaluation has been emphasized. This

‘ evaluative process is the total framework out of which an
improved public relations program can be structured. Once
progress is made on this job however, it will do little to
enhance the university with the outside world without
adequate interpretation.

To interpret, the public relations consultant uses
many devices and some tools. The toolscommonly referred to
are newspaper, radio, television, motion pictures, speakers
bureaus, and miscellaneous publications.

Good university publicity meens much more then
knowledge of these media, although this is indispensable.
It also means that this tool be recognized as an extension
of the sound public relations program already outlined. How
publics are contacted, with what intention, and with what
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purpose should be specifically formulated in terms of the
policies and image of the university as a whole. No matter
what the event or item to be publicized it must fit into the
framework of the broad objectives of the university or it
has no reason for being.

Perhaps one of the overall objectives of media in a
university is to aid in the acceptance of change by those
involved in the change. This backing by public opinion is
necessary and must be obtained if the change is to be
considered a strengthening one for the university.

According to Robert Fisk of Columbia University, the
public relations man should develop a state of mind in the
American public which is conducive to change. To do this,
we cannot go by the often repeated injunction that only the
good things about the university should be publicized.,
Knowing some of the bad features will result in "a desire
for improvement which is a powerful force if guided by
educational leadership".7 Often commmity leaders can be
utilized.

In determining what type of communication to use
to effect a state of mind conducive to change we come to an
ethical question involving the appeal of reason vs emotion,
and whether or not to use various propaganda techniques
made available by research today.

The purpose of mass communication of course is to
commuinicate with the masses. If we desired only a few to
be reached we could send individual letters or might prefer

7Robert Fisk, Public Understanding'of What Good
Schools Can Do (New York: Bureau of Publications, Columbia

Universi¥y, I944) p.54.
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face-to-face contact. In order to reach the masses, we have
learned that the lowest common denominator must be used.
The place where " status and educational and economic
differences are least diversified, that is at the level of
our feelings and emotions".8 A combination of emotional
appeals with individual identification, based on sound
reasoning and previously formulated values seems indicated.
The amounts of these ingredients will vary with the nature
of the public to be contacted. However, it must be remem-
bered that if methods are used which appeal only to reason,
then we will communicate only with that group which is
identified primarily with reason, a small proportion.

The above reasonipg is a difficult point for the
university public relations man. Although he may accept it,
many of his constituents will not and will consider such
mass devices below the diginity of the university. Again, is
it not a question of meeting the public dn its level, in
order to be able to meet it at all; always working and
hopeing for the higher level and realization which is the
key of education in a democracy? Be that as it msy, the
public relations man will have to use much tact and internal
orientation concerning public relations itself to defeat
some of the perhaps unwarranted criticism of media methods.
He should strive as well to make these publics more conscious
of how they can contribute constructively to the overall
university image. This of course cannot be accomplished at
once but is part of the departiment's long range objectives.

8Eugene Hartley and Ruth Hartley, Fundamentals of
Social Psychology ,(New York: Alfred Knopf, 1955) p.168
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In addition to the degree of emotional content to
be used, the public relations man is also faced with the
question of slanting his material with certain other factors
in mind. His publics must be analyzed according to their
"...economic status, geographic setting which indicates
cultural trends, psychological composition which will affect
identification and interpretation, and their sociological
interest group affiliation".9 When certain attitude patterns
are ascertained,ways to work with these patterns can be
determined.

Although advertising is generally considered
unethical in educational circles beyond ads of the announce-
ment type placed in specialized magazines, there is some
use being made of the word-of-mouth advertising found in
slogans and symbols. These, when used to appeal to the
wants of man , are remembered and are effective. Columbia
University is using such a slogan printed in the form of
an extension of a prepaid postage stamp which reads "Invest
in the future through education",

Actual selection of media and copy for use will be
determined by the previously mentioned considerations of
university values and objectives and the nature of the
public itself. Each of the major media has specific strengths
which should be recognized as a part of this picture.

Before taking a look at the media themselves, let
us examine the communicant for a moment, and see how much
of his time he spends daily with various media. A study
made in 1955 and published by the National Broadcasting

Iprthur Moehlman and James Van Zwoll, School Public
Relations, (New York: Appleton-Century-Crafts,Inc, 1957)p.29
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Companylo indicates some interesting results. This study

notes changes in time spent on each medium after the purchase
of a television set. The media studied were magazines,
newspaper, radio, and television. After the purchase of

the television set all of the time alloted to the other

three media dropped. The greatest drop occured in the time
spent with radio, the second greatest drop was in magazine
reading, the least drop was in newspaper reading. Television
viewing took a sharp rise of from 12 minutes spent in
viewing before the purchase of a set, to 173 minutes spent
after the purchase, per day.

In seeking to determine the best way to reach the
public, the public relations man can benefit by using infor-
mation gathered from reports and studies, such as the one
given above.

The remainder of this chapter is not intended as a
comprehensive outline of how various media are used. This
material can be gotten by referring to any of the many
good textbooks on the subject. Reference will only be made
here to points pertinemt to the subject emphasized in this
thesis,

The Newspaper

The university is very much interested in the news-
paper for several reasons. First, because it reflects a
climate of feeling and values held in a town. These opinions
and values may be those of advertisers, readers, or finan-
cial backers of the paper, but they do exist if they appear

10 . . .
Coffin, Landis, & Baimam, Strangers Into Customers,
any,§5555

p.IG.

(New York:National Broadcasting Comp
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in the paper. Analysis of content will help determine many
important facts about the community. Thus if adverse criti-
cism of a specific feature of the university appears in a
local newspaper, it is fairly safe to conclude that there is
some strong opinion backing it, or it would not be printed.
Conversely, "if dynamic public opinion is formed about
educational issues, then the press will sense it and adjust
its editorial policies accordingly".ll

Implied in the above then is the approach that, on
controversial issues at least, an effective approach in
reaching a good press would be to involve community opinion
leaders and groups on planning. This mass interest and
feeling will quickly be picked up by the paper and result
in publicity of the type desired by the university. Publicity
space, and good content of same, is of course the second
basic reason why the university is interested in the news-
paper,

In general, good relations can be maintained with
the press by the use of the "open door" policy, after initial
personal contacts are made by the publicity director. A frank,
honest approach by both men will result in rapport which
will make the job pleasanter. Details of how things are
most acceptable to the newspaper should be known, since all
papers differ slightly on work procedures. Care must be
taken to see things from the point of view of the paper,and
accurate records should be kept of all stories, photographs,
and releases.

IIWilliam Albig, Modern Public Opinion,(New York:
McGraw Hill Book Company,Inc,1356) p. 380.
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The publicity director should work closely with the
public relations director if these are two different men,
gince the slant of a story or the selection of material for
a created story may not be in keeping with the values and
objectives previously outlined.

Radio

It is to the radio that we give the credit for reach-
ing masses of people instantly. This factor of speed is
important since it can keep the public informed on minute
to minute controversies and thus aid in opinion formation.
This is especially so when we attempt to reach general
community masses. "Since Paul Lazarsfeld's early audience
studies, it has been frequently generalized that listeners
with limited education acquire about twice as much infor-
mation and opinion about public affairs from the radio as
they glean from the printed word. It is also stated that for
those of higher educational attainments the proportions are
reversed".12

In addition to regulsr university news items and
spot announcements, radio offers certain amounts of free
time to worthwhile educationsl enterprises. "The law requires
each radio station to contribute free time to subjects of
public interest"}Busually of a sustaining nature.

Many colleges and universities are fortunate enough
to have their own radio stations which present much of the
best material the school has to offer. "Unfortunately, thes2

121pid., p. 458

13philip Lesley, Public Relations Handbook,(New
York: Prentis Hall,Inc.,1350), p. b42.
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these programs generally bear evidence of the intellectuals
characteristic rejection of showmanship or emotional
appeals".14 So once again we fail to reach the mass audiences
for which the program is being presented. Such schools would
do well to consider the use of local personalitites, contro-~
versial debate issues, and emotional appeal combined with
their characteristic informative and rational approach.

Again, as with the newspaper, the building of good
rapport and clearing channels of communication with those
who control media is very important for the public relations
consultant. No effective program can exist without these
good relations.

Television

It is in television that we see the greatest poten-
tial for reaching the masses. How extensively media can be
used to raise the level of the lowest common denominator has
not as yet been ascertained, but we do know that people
watch television. Since they are being oriented in this
direction in a leisure time voluntary sense, it is only
logical to explore its uses for education.

Since one of the aims of education is to make it
meaningful to the individual, we find in television a
useful tool. Television is able to increase the individual's
identification with the subject matter presented, since it
includes all the factors necessary for life experience,
i.e., the dramatized word and the appeal to sight and hear-

ing.
"Tn 1956, sixty colleges and universities and pro-
Pessional schools in thirty-four states employed closed

14Eugene Hartley and Ruth Hartley, Fundamentals of
Social Psychology, (New York: Alfred Knopf, 1955), Pp. 189.
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circuit TV, and additional educational programs had been
developed in about 32 stat'es".l5 Experiments have been carried
out using media as a means of direct ihstruction to home or
classroom, and in the in-service training of teachers. Care
has been taken to use audio-visual methods. Although these
techniques are still in their infant stages, some drawbacks
are already apparent. Perhaps the two most often repeated

are the high coast of such broadcasting, end the fact that
there is no personal interaction between the television screen
and the audience. No pause can be made for questions and
explanations and hence the educational experience is incom-
plete since some of its communizcatory power is lost.

Some improvement has been made by the use of such
devices as quizzes, home reading assignments, and occasional
personal contact with the students.

Perhaps a secondary drawback lies in the very new-
ness of the media. Many teachers do not know how to utilize
it for most effective use.

All exploration of television potential seems
justified however when we realize the tremendous public
relations value it has for the university and the great
number of people it can reach. A study conducted in 1955
indicated the number of television set owners per 100
families by income groups.16 In 1955 upper income families
had 90.1 television sets; middle income families had 90.6
television sets; and low income families had 62,7 television
sets.

15
Arthur Moehlman and James Van Zwoll, School Public
Relations,(New York: Appleton-Century-Crafts,Inc.,1957) De4 74

16yige0town 1948-1955, Advertising, (New York:

Cunningham and Walsh,Tnc. 1955), p.22.
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Movies

Movies al so are being used in an extensive way today,
as the home movie do-it-yourself concept is utilized for
interpretative and recruiting purposes. Such lémm variety
color movies transport the possible new student from his
high school halls to the new and exciting campus where he
sees what kind of a life will be his if he goes there,

Such movies, made on the campus, can also stress
research being done or events recorded of interest to the
general public. These will occasionally be picked-up by
newsreels or the local television station for showings to
selected audiences. Investigation into local opportunities
for showings and the kind of material that will be accepted
will bring valuable publicity to the university.

Publications

Needless to say, all material that is communicated
from the university should be done according to approved
style and semantic content. I will mention only two specific
publications here.

We have already established the necessity for well
regulated channels of commanication within the university.
This is difficult when the structure is large and complex.
One method of adding the personalized touch to this type of
structure is through the use of the internal publication,
or house organ. This will help identify the individual
personality znd at the same time communicate much needed
informetion clearly and at regular intervals,

The second type of publication is the research
publication. Any studies that are in progress at the univer-
9ity will have interest and value in the community and out-
gide it. Details of these studies should be appraised and




circulated.

ITI. SUMMARY OF PART I

To sum up the public relations job in the university
today, it has been necessary to see it in relation to the
total setting in which it operates.

Universities in America today do not have clear
cut educational philosophies and objectives. Having floundered
between progressive and conservative interests, they are
unsure of where they really should stand on basic issues.
As pressures build today, and competition becomes keener
to catch the good student, the university responds to
such pressures in rather superficial wegys. Frequently their
actions are misunderstood by the public they are trying to
serve. Frequently they themselves loose contact with this
public and do not know how best to serve it for the result-
ing good of all.

Into this setting in about 1900 came the first
publicity bureaus, to help in interpretation of the univer-
sity to the public. As need was seen in other areas, this
first narrow concept broadened to include more and more
duties of a public relations naturee.

The ways in which public relations can aid the
university are limitless today. Varying from institution
to institution they include finance, research, work with
the student, the faculty member, and the administration,
as well as the basic processes of change and decision
making. '

Fundamentally, the public relations job is to aid
the university in the redefinition of itself. Clarification
and self-knowledge can unify the university. Good relations
with outside publics will reflect this unity. "A success-
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‘ ful public relations program cannot be built overnight,
at least five years of consistent and intelligent effort are
required to make any deep and lasting impression".l7 The
job may proceed slowly, but with an honest and thorough
approach based on logic and an understanding of people in
a specific setting, progress is inevitable.

If education itself is to undergo a general improve-
ment, the public must place a higher value on it than it
now does. Individuals must not only want a degree, they
must want to grow. Higher education can help by stimulating
growth in all beneficial ways. The sum of dynamic public
relations will be a university trying, in every phase of
its 1life, to meet each demanding challenge with a firm,
clear thinking base for action. In the power of such a
program, guided by sound public relations, may very well
lie America's hope for the greatest good of all...world

peace.

17yoehlman and Zwoll, op. cit., p. 176.




PART IT
CHAPTER V
CASE STUDY OF NEW YORK UNIVERSITY™
I. HISTORY AND GROWTH OF THE UNIVERSITY

New York University was founded, as a non-sectarian
and privately endowed institution, in 1831.

Colleges at that time were limiting their prepara-
tion of the student for such professions as the ministry,
medicine, and law. New York University wished to enlarge
this concept of education. They wanted to make the college
available to a larger number of qualified students who
desired training in an increasing number of fields. The
founders expressed this new democratic approach by stressing
that the new university would be one in which the children
of other classes would be as welcome as those from higher
income groups.

Academically, New York Universityhas attempted to
keep informed of the needs of a changing world, and has
altered its program to satisfy these needs. It has followed
a liberal policy in establishing new and flexible programs
to enable its students to meet the changes in society. Among
the firsts of this institution are the following: the first
university teacher-training school, the first university
school of aeronautics, the first university chair of fine
arts; and one of the first university schools of business.

lThe interview for this case study was conducted

with Arthur Brandon, Vice-President for University Relations.
Permission to quote secured.
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An extensive summer school and evening course service
is giving additional educational opportunities to part time
students.

New construction is further carrying out the forward
looking policies at this university as seen in the concrete
fact of the new law and medical centers. There are also future
plans for additional academic and student facilities, and
by the constant revision of the courses of study in all schools
and colleges.,

New York University consists of 14 schools, colleges,
and divisions. It had a student body numbering 37,977 in the
fall semester of 1956, It employs a faculty of some 3,900
men and women on a full and part time basis. Its various
libraries offer approximately 1,100,000 volumes to the
student. Its buildings and grounds are estimated at a current
value of $105,281,000.

II. PUBLIC RELATIONS PROFILE

The person carrying the public relations responsi-
bility for New York University is Mr, Arthur Brandon, Vice-
President for University Relations. He has held his current

position for one year.
Prior to this time, Mr. Brandon was Director of

University Relations at the University of Michigan for
twelve years. He states that he has been "drawing pay for
public relations work of a sort since 1929". This experience
at such places as Bucknell, the University of Texas, and
the University of Michigan; some weekly and national news-
paper experience; amd part time positions in the business
world of insurance and hotel management.

Mr. Brandon is married, and is 59 years of age.
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IITI. GROWTH OF PUBLIC RELATIONS

The first publicity department was created at New
York University prior to 1930. Due to the increased need
for university interpretation in policy making on the admin-
istrative level, a public relations position was in effect
from 1952 to 1956. This position was held by James Armsey,
a8 Assistant to the President.

In the fall of 1956, Dr. Carroll Newsome became
President of the University, replacing President Henry
Heald., With this change in administration the office of
Vice-president for University relations was created, for
which Arthur Brandon was hired in 1957 by action of the
Board of Trustees,

Structure of the Public Relations Position

Organizationally, Mr. Brandon,as chief policy officer,
reports directly to the president. In case of the absence of
the president, the executive vice~president assumes charge.
Normally the position of executive vice-president covers the
areas of operations and budget for the university. Mr.
Brandon is called in regularly to advise on policy matters.

Under the direct supervisi on of the ¥ice-president
for university relations are the units of general informa-
tion, information news service, radio and television,
photographic services, publications office, and general
public relations office which covers all schools and colleges,
institutes, and special programs. In addition is the newly
added administration of the Gallatin Associates, who donate
substantial funds to the institution.

Mr. Brandon stated that his policy on supervision
of these units is to devote as "much time as is possible or
necessary." This might be twice a day or once a month. Each
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. unit has complete authority for itself. Each unit plans and
administers with Mr. Brandon's approval, and as university
systems indicate. There are regularly scheduled monthly
meetings of all unit heads to coordinate and inform. There
are also regularly scheduled evaluation sessions covering
both personnel and program progress.

Public Relations Philosophy: "Friends, Freshmen, and Funds"

"At the risk of over-simplifying”, states Mr. Brandon
in a University of Michigan report,"”it might be said that the
objective of the public relations department is to secure
friends, freshmen, and funds" for the university. These are
the general areas with which we are concerned in university
public relations.

He further states that in clarification of the Job
of public relations in this setting, certain differentials
must be assumed from the start. Briefly:

",...public relations is the process of relating the

‘ public to the institution by (1) informing them contin-
uously of the institution's public services as well as
its academic offerings,(2) by helping initiate new pro-
grams of activity in the public interest as demands
arigse, (3) by acquiring new friends through cooperative
endeavors with various segments of the citizenry,(4) by
building confidence and loyalty among alumni and friends
everywhere through solid accomplishment in education.
It consists also of forestalling, when possible, situa-
tions which cause unfavorable public reaction and in
presenting facts positively and truthfully to minimize
the harm when unfortunate occurances bring unfavorable
response and bad publicity."

He warned however that there are things a public
relations department cannot do. "It cannot guarantee to
please the public at all times, nor to please all the publics
at any time."” Basic decisions may frequently irritate the
general public. This must be expected. "Decisions rightly
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are made for the good of the institution, not with regard to
their public impact. If these decisions happen to be unpop-
ular or difficult to understand, the function of the public
relations department is to explain and set forth the facts
truthfully, and to point out positive values. A further
function is to warn of typical or probable public relations
reaction and to advise on constructive ways of presenting
unpalatable decisions.”

Mr. Brandon expects this public relations philoso-
phy to "permeate the whole life of the university and express
itself in the good living of the institution¥ This is not
something someone directs. It is individual growth, and what
people are and do that really matters in the last analysis.
The good product of the university is good teaching. The
good internal situation is found in its teacher-student,
university-alumni relationships.

"A basic requirement of this type of program is that
; truthful and accurate information be constantly given. Explain
the bad as well as the good. It is false for either a person
or society. The morally right decisions must be given, and
problems faced squarely and constantly evaluated to be sure
that these decisions are right."

IV. AN ACTION PHILOSOPHY APPLIED

University Policy Making

Mr. Brandon stated very emphatically that both the
president and the executive vice-president are excellent
public relations men in their own right, and have a great
deal of know how. Hence, although consultation is always
preferable, it is not always possible. When this happens
decisions concerning overlapping areas are sometimes made
without formal consultation, but never without coordinated
planning use of legal counsel and other pertinent consultants.
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In general there is a meeting of the president, vice-

president, and vice-president for university relations once

a week, At this meeting, items of importance to each division
are presented, and attempt is made to relate each problem

to the work of the other divisions. If others should be
consulted, because of their concern with the problem, they
are also brought into the planning to obtain joint thinking.

University Program Emphasis

Main program emphasis is found locally in New York
City, and politically in the metropolitan area specifically.

On the national level as much contact is maintained
as is possible with home town newspapers. A faculty speakers
bureau services groups nationally. A research and survey
service is being offered by the educational institute.
And, a new national television program, "Sunrise Semester”,
is reaching a wide audience,

International emphasis is maintained in specialized
areas of programming in Israel and Turkey, where over 2000
students are participating. In progress now is planning for
a similar program with Iceland and Brazil.

Public Relations in 1958

Among the major emphasis this year is a reinterpre-
tation of the goals of the university. This reinterpretation
has already resulted in the coming announcements of the
fall and pertain to New York University's new approach to
education.

Services that sell., In brief the situation is this.
Any city school, large and not highly endowed, is dependent
on grants, tuition, and government contracts for its life.
Tuition is now $30.00 per credit hour at this institution.
Still the departments are all asking for more equipment and
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. funds, and the faculty and staff are underpaid. The over-
whelming question is, how do you raise more money?

From this thinking has come the evolution of a new
program. A program which might be titled "services that
sell.,.. to the public". There is apparently more demand for
a number of things, both locally and nationally, than can be
filled by existing services. New York University, by a pro-
gram of expansion and salesmenship, will attempt to £ill
these needs. Among the tentative plans outlined are the
university hospital, formerly for medical students and
research contracts, will be increased to accomodate more
patients and more research.

An Educational Service Bureau is being formed under
John Russell, and will provide counsel for institutions all
over the United States.

A badly needed increase in residence hall and book
store facility is being planned. These are merely three of

. the possible areas of general expansion of services which
will be sold to the public for mutual benefit of it and the
university. This program assumes an excellence of product fér:
sale, standards will be set high and as much new staff and
expert services will be purchased as is necessary to protect
and enhance the program.

A public service program with punch. An April 5,1958
edition of the Saturday Evening Post revealed another
example of New York University's excellently intergrated
program. Entitled "How to Get Smart Before Breakfast", it
told the story of a television program called "Sunrise
Semester".,

This telecourse, conducted in 1957, was in compara-
tive literature, and was produced jointly by New York
University and WCBS~TV. It was the first course for college

I |
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. credit ever offered on a commeréial television station, and
covered a radius of eighty miles from mid-Manhattan.
Lectures were given each weekday from 6:%0 to 7:00 a.m
by Dr. F. Zulli, a young professor at the university.
Viewers who followed Dr. Zulli's lectures, read the pre-
scribed books, wrote a term paper, took two open book exam-
inations at home, and passed a final examinations on the
New York University campus, collected three college credits.
There were 177 students who met New York University's
entrance requirements, out of more than 700 applicants. Each
of those accepted paid $75.00( tuition. An estimated 120,000
others listened to the course daily, predominently house-
wives and elderly couples from seventeen to seventy-five

years of age.

Sarcastic preprogram criticism by television and
editorial writers changed to praise when the public clogged
the switchboard with congratulations on the first morning

. of the program.

At the final examination, at New York University's
Washington Square, Dr. Zulli and university officials met
and shook hands with the students, 90% of whom passed.

This educational television program, tried during
fringe time, took courage. The university was risking‘some
prestige in commiting itself to a sixteen week credit course
for which only one student might register. However, the
courage was there, and New York University had established
another first.

Benefits of such an enterprise are enormous. Future
planning can include income from tuition fees, an enormous
amount of good will in the local Manhatten market, an ines-
timable benefit from promotion, and the satisfaction of
knowing that they are contributing educational motivation
t0 a new public. A 1958 fall series has already been planned.
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Development of Washington Square. Another major area
of public relations attention this year was the determination
of university position on the development of Washington
Square.,

The university owns or leases a great deal of the
property facing the square, which is the center of its educa-
tional function. "A large number of its teachers, adminis-
trators, and students live in the area. Some 25,000 students
attend classes here." Hence, President Newsome felt he must
take a stand on the development here, from the standpoint
of the school and the community in general.

The main issue is whether traffic should be continued
through Washington Square Park, with indirect implications
for the future of the New York University building progran.

In a statement issued by the president, the school's
position on the basic question is that the park should
remain open for traffic. If the Square were closed, bus and
traffic congestion would be intolerable. Small Village
business would suffer as well as inconvenience residents who
must cross busy streets. It would be equally harmful to the
neighborhood, the residents, the city, and New York Univer-
gity.

A further statement made by the president pointed
out that New York University's building program is steadily
progressing. In the last decade major buildings completed
are the law center, Hayden Hall, and the rebuilt French
House. The Loeb Student Center is under construction now.
Other buildings are in the preliminary planning stage for
this area.

The point emphasized here is that these buildings
mean more business for the immediate neighborhood, and
that they need access routes. They are being planned archi-
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tecturally to preserve thé charm and character of the area
as a whole, and should benefit everyone, if built.

Students and alummi. For many years there has been
a concept of New York University as the "largest university
in the world." While this is undoubtedly true, Mr. Brandon
feels that it carries with it the implication that we are
big but not necessarily good. Emphasis will change here, he
agsured me, to give a quality image of the university as
well as a quantity image.

He also feels that there are very few students and
alumni who feel outstanding pride in the school, perhaps
partly because of its size. To counteract this, he is plann-
ing to do an N.Y.U. column about those who are doing things
in the world, i.e., graduates from all deparitments.

Interaction is thought important here. Mr., Brandon
states that there is a close liaison at the Square with teas,
dinners, and working committees involving student leaders,
faculty, and administration as well as trustees. There is
more of a problem at the Height's center. This is being
worked on in the progrem on an individual level.

Staff and faculty. In order to get more of a feeling
of unity among the centers, a house organ has also appeared
this year. This is costly but is badly needed to cover the
entire range of personnel,

The public relations function is not yet completely
understood by faculty and other groups. Mr. Brandon feels
it is too soon for him to evaluate the program in this area.
He does feel very strongly, however, that nothing succeeds
like success, and that the outstanding job being done by
groups and services connected with the public relations
function are having a good impact in the university in

general.,
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Research, Research is cited as a weakness in the
public relations program here. Mr. Brandon is aware of the
necessity of getting at attitudes and the reason for them.
And, he agsured me, the university intends to get to this
area as soon as possible.

Finance., When asked for public relations budget
figures, it was learned that these were not available. This
is primarily true because of the variety of sources from
which funds can be secured. "However'", Mr, Brandon added
with a smile,"we do not have a sufficient budget."

International implications. There is little effect
of the university on national end international public
opinion change today. This is because of rather slow educa-
tional processes and fluctuating public attitude change.
Even in the field of specialized scholarships, by the time
these are voted into existence by a crisis situation the
changes are the crisis will have passed. The university has
to rely on other means to interpret intermationally.




CHAPTER VI

CASE STUDY OF BROWN UNIVERSITY1

I. HISTORY AND GROWTH OF THE UNIVERSITY

Brown University was founded in 1764 in Warren,

Rhode Island. Named Rhode Island College, it was the seventh
college in the United States, and the third in New England.
In 1770, the college was moved to Providence, Rhode Island.
In 1804, it became known as Brown University, renamed due

to a large bequest by Nicholas Brown.

Pembroke College was organized as the Women's College
of Brown University in 1891. The first women to receive their
degrees from Brown University did so in 1894. Pembroke
College operates as a coordinate college within Brown Univ-
ersity. It is under the control of the corporation and the
general administration of the university. Immediate direction
and supervision are vested in the Dean of Pembroke College.
This college has its own campus which is situated about
one~eighth of a mile from the university campus.

The original incentive for the founding of the
Rhode Island College, as with other colonial colleges, was
a desire to perpetuate the ranks of the ministry. Rhode
Island is proud of the fact that it gave American colleges
one of the earliest examples of freedom of academic teaching.

The college was originally founded by the Baptists.
However, they were willing to share college control with
members of other faiths., This concept was further followed-

lThe interview for this case study was conducted
with Howard Curtis, Secretary of the University. Permission
to quote secured.
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up in the charter revision of 1942 in which all denomi-
national restrictions were removed for corporation members.

In September 1765, the first registration was held
with the grand total of one student and one faculty member.
In 1767 the student enrollment had risen to ten. Today,
there are approximately 2200 students occupying the main
campus of forty acres, plus thirty-five acres of recreational
facilities, libraries, offices, and rooms for conference
use.

In the words of Dr. Henry Wriston, Brown's eleventh
president, "The central business of the university is the
increase of knowledge, the inculcation of wisdom, the
refinement of emotional responses, and the development of
spiritusl awareness.™ The job of the corporation is to ful-
£i1l this purpose. It continues the policy of maintaining
a university~-college of liberal arts. It has secured at
Brown the advantages of both the small college and the large
university. The seperate colleges for men and women meet
co-educationally in the classroom, and combine for the use
of the library and laboratory facilities. The faculty is
responsible for instruction at both schools.

II. PUBLIC RELATIONS PROFILE

The person carrying the public relations responsi-
bility for Brown University is Mr. Howard Curtis, Secretary
of the University. He has held his current position for two
years.

Prior to this time, Mr. Curtis served as assistant
to the president at Green Mountain Junior College in
Vermont for four years before the war, and one year in
publicity at Boston University. Mr. Curtis dirécted the
news bureau at Brown University from 1951 to 1956. In 1956
he became secretary of the university, a position created
at that time. Mr. Curtis is married and is 42 years of age.
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IIT. GROWTH OF PUBLIC RELATIONS

The first publicity department was started at Brown
University in 1900 by Professor Hastings. He did this on a
budget of $50.00. An expanded position of director of the
news Bureau came into being in 1951l. This Jjob entailed
publicity representation with the press, radio, and tele-
vision.

A gradual need to make this position broaden in scope
and responsibility was felt as pressures became greater. To
serve this need the position of Secretary of the University
was created in 1956, It is intereésting to note that the
position title is not that of director of fublic Relations,
but Secretary of the Hiniversity. Upon being questioned about
this title, Mr. Curtis replied that in this setting the
term public relations has become tarnished in the minds of
some people, denoting excess commercialism. An administra-
tive officer has more prestige.

Structure of the Public Relations Position

In formal organization, Mr. Curtis reports directly
to the president of the University.

Under the direct supervision of his office are the
units of sports information, and public relations for both
Brown University and Pembroke College. Indirectly, there is
a team operation between the secretary of the university and
several units not under his direct supervision. These are
the vice-president in charge of fund raising, the director
of the alumni fund, the alumni executive secretary, and the
editor of the magazine. A close liaison has been established
with these groups and problems are discussed as they occur
at regularly scheduled meetings.

All units supervise themselves and their progranms,




66

except on policy matters. These must be referred to the
administration for a decision. He stated that this situation
was not ideal from an administrative point of view and that
he felt the present period was transitional.,

Public Relations Philosophy

Mr, Curtis states that he believes that the public
relations function of a university should be on the adminis-
trative level, as it is here., He feels that the policy .
meking area is of prime importance. And, since public rela-
tions extends into every area of the university, it must
be coordinated with all activities and divisions,

For this reason, there is a stress on the team con-
cept of work in this university. Participation by those
concerned on committee is prevalent. The directors of
various divisions meet with public relations personnel for
consultation on matters which concern them both.

IV. PUBLIC RELATIONS PHILOSOPHY AT WORK

University Policy Making

Mr. Curtis stated that the process of consultation
on ground level policy is very important here. He, as the
gecretary of the university, is alweays brought in as part
of the team function. The team, in this case, consists of
the president of the university, two vice-presidents, the
secretary of the university, and the provost. In addition
to this group, others are added to the discussion wherever
they are needed according to the area of the problem. For
example, problems and policy changes at Pembroke College
are made in consultation with the dean and other officials
at this college.

In general, these meetings are regularly scheduled,
although they can be specifically called if necessary.
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University Program Emphasis

Because the university was started in the New England
area, their program emphasis was naturally to be found in
this locale. Lately, however, they have felt the need for
a general enlarging of this area to include the entire eastern
section of the United States. Also, more attention is being
raid to national interpretation than previously; although
very little is being done on the international level., Pri-
mary target groups are the community, and school alumni.

Program emphasis is not corrective but relies on
proper planning and interpretation.

Primery public relations importance is given, by
Mr. Curtis, to the areas of the teaching program, and univ-
ersity finances.,

Public Relations in 1958

Public relations program emphasis for the year 1958
is primarily internal. The overall needs and goals of the
university are being evaluated and policies are receiving
administrative attention. Mr. Curtis feels that internal
problems of university finance and the teaching progranm
definitely take precedence in his program at this time,

The public relations area of responsibility has some dis-
tance to go before it is completely accepted by various
internal publics. These are the main areas of emphasis in
his present program.

Tund raising. Cited as the outstanding problem faced
by the university today is the item of fund raising. The
goal of the university in this area has been set at raising
thirty million dollars by 1960. This money will be collected
by the joint planning efforts of the public relations and
fund raising personnel of the university.

The need for this money is being felt principally
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for increases in faculty and staff selaries. Salaries have
been raised, according to Mr. Curtis, but are still below
where they should be to hold competent faculty and staff.
In fact, he further stated that, there are definite indi-
cations that the state university is out-bidding them on
new faculty entering this geographical area.

Indirectly then, we see the main areas of public
relations emphasis directly concerned with the faculty area.
In order to attract more competent students en masse, an
academically competent faculty is needed. To obtain and to
retain such a faculty, salaries must be raised.

0f the thirty million dollars hopefully to be raised,
the bulk of it will be placed in endowment to add to faculty
salaries now, and to increase the number of faculty and staff
where necessary and expedient.

The student. The student body as a whole has very
little knowledge about the meahing and function of public
relations, and its place in the university they are attend-
ing. In not understanding this phase, they also do not under-
stand many of the decisions and policies of the university.
Since the student is one of the primary representatives of
the wniversity, Mr. Curtis feels this is a serious problem.
He is trying to remedy it by speaking to the student body
as often as seems feasible on the interpretation of the
university and the place of public relations within this
framework.

Mr. Curtis also cited the Student News Bureau as an
example of administrative policy in matters concerning the
student. This bureau prints a completely uncensored news-
paper, made up by the students. No checking is done on them,
In this wgy the administration can sometimes use the news-
paper as a guage of student public opinion on specific items.
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The administration and trustees. The present presi-~
dent of the university came into his position in 1946. His
ideas are sound, according to Mr. Curtis, and he places a
great deal of reliability on the expert advice of those
around him. For this reason, good relationships exist between
the public relations division and the administration. Public
relations services are utilized on the policy level to the
fullegt degree.

In the trustee group also, there is strong backing
for the public relations approach, Among this number we have
such people as the president of I.B.M., and the president of
Marshall Fields department store. Such members recognize the
potential value of a sound public relations program and have
given it strong support.

Interaction between students, faculty, administration,
and trustees is formal. They do, however, sit on some
committees together. An example of this is the commencement
committee on which all groups are represented.

The faculty member. According to Mr. Curtis, there
is not at this time complete acceptance of the public rela-
tions effort by the faculty. They seem to regard this effort
on a level of press agentry and something falling below
desirable standards for an academic atmosphere. This is one
reason for the emerging title of secretary of the university.

Mr. Curtis is working to overcome this in various
ways. He is doing as much interpretation of the public rela-
tions field as possible. To do this job, he wanted to estab-
lish a firmer relationship with the faculty itself, and so
has now been made a voting member of the faculty. In this
way he sits with them, and is able to interpret situations
from the public relations point of view in a more informal
context than otherwise might be possible.
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. Another method of overcoming resistence to the
public relations approach in this area is seen in the
interpretative phase of the work life of the faculty
member. Using media, especially newspaper and television,
Mr. Curtis has been able to increase faculty participation
in the interpretative academic life of the university,
not just sports areas. Through these efforts he is hope-
ful of establishing better rapport and understanding
with the faculty group.

Public relations finance. When asked about his
budget for public relations, Mr. Curtis stated that he
operated on a $50,000 budget, plus a sports budget allow-
ance and other services. Estimated total is $300,000
per year. He added that "there seems never enough meney
for what we want to do".

Research has not been utilized to any extent in
this program. All areas of public relations functions

‘ are coordinated within this department including news
service, radio, university information, speakers bureaun,
promotional activities, advertising, and exhibits. Mr.
Curtis does feel, however, that the area of fund raising
needs more coordination and should be drawn more closely

into the whole.




CHAPTER VII
CASE STUDY OF BOSTON UNIVERSITY1

I. HISTORY AND GROWTH OF THE UNIVERSITY

Boston University's origin sprung from the need felt
to improve theological training in 1839. The school
conducted its work at Newbury, Vermonts and later at Concord,
New Hampshire. In 1867, it located at Boston where it was
named School of Theology.

In 1869, the Commonwealth of Massachusetts incorpo-
rated the name Boston University. During the first five
years after this Boston University established seven schools,
These were in areas of law, music, fine and applied arts,
medicine, liberal arts, oratory, and graduate study.

More recently the schools of business, education,
social work, physical education, general education,
nursing, public relations and communications, and indus-
trial technology were added.

The school admits both men and women. Religion
does not affect the admission of students and the hiring of
faculty according to the charter of the university.

It has fostered from the beginning simple relations
of mutual respect between its teachers and its students,
Its internal administration places reliance on the good
taste, good will and good Jjudgment of its members and not
on rules and regulations.

1The interview for this case study was conducted
with Harold Case, President of the University, and George
Warmer, Director of Public Relations. Permission to quote

secured.
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Its aims include the greatest concern for the high
standards of scholarship and personal character. Its
deepest purpose is the "advancement of public welfare
through wider knowledge, finer skills, and broader
appreciation of human values",

ITI. PUBLIC RELATIONS PROFILE

The position of director of public relations at
Boston University is Dr. George Warmer., He has held this
position for one year.

Prior to this, Dr. Warmer was the minister of the
First Methodist Church of QOakland, Califormia for nine
years. His previous experience has been primarily in the
field of administration. In addition, he has served five
years on the Board of Trustees, and four years as a faculty
member. Dr. Warmer's church experience accounts for his
claim to business experience, since he administered a
budget of $160,000. Such & program, he sstimates would
require about one-fourth of his time in business.

Dr. Warmer is married and is 48 years of age. He
received his B.A. degree from Pomonsa, his M.A. and S.T.B.
from Boston University.

IT1TI. GROWTH OF PUBLIC RELATIONS

The first publicity department was created at
Boston University early in the 1900's. The first public
relations department was formed in June, 1957, Between
these two was an intermediate position of assistant to the
rresident who was relegated some public relations respon-
8ibility. The present position is titled director of
public relations and is held by Dr. George Warmer.

This post was created because of several pressing
needs. Within the university structure there were fifteen
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schools and colleges on a central campus. To coordinate
and communicate with these units proved difficult. Hence,
there was a strong internal need for inter-community
public: relations between colleges and administraion.

The second need for public relations was seen in
the growth of the school. "Boston University grew up like
Topsy and has no place to go". It has matured to a point
where it needs to be approached in an effective way in
order to be able to take its place in a true life situation.
There is a definite need to upgrade the image, Both of
these needs are still present today and are being worked on.

Structure of the Public Relations Position

Dr. Warmer reports directly to the president of the
university. Conferences are held approximately twice a
month. In addition there are meetings with the central
administration, consisting of six persons, e.g., the
president, vice-president, assistant to the president,
treasurer, director of development, and director of public
relations. The president assumes the public relations
job with the trustees.

Under the direct supervision of the director of
public relations are the units of the public relations
board, news bureau, women's division, alumni Association
and alumi magazine, board of student publications, the
speakers' service, orientation of non-academic personnel,
photographic service, information service, inter-collegiate
athletics, and any public relations committee throughout
the university. These groups are required to write quarterly
and annual reports. Weekly sppointments are held with the
directors of the units, and all-staff meetings are held at

least once a year.
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Under the indirect supervision of the director of
public relations are the areas of the united ministry,
rlacement service, special publications, registrars and
receptionists, dean of men and dean of women, foreign
student affairs, school and college relations and admissions.
These group directors meet with Dr. Warmer when it is advis-
able, and staff meetings are held on request of either,

Dr. Warmer interviews all employees for hiring, and
reviews all units on budgetary and policy matters,

Public Relations Philosophy

"There are frequent meetings", states Dr. Warmer,
"to do inspiring, motivating, and implementing of university
policy. In public relations we strive to create , with
public relations, an atmosphere within and without the
university which gives the university the ability to de
the central jobh.”

IV. AN ACTION PHILOSOPHY AT WORK

University Policy Making

Ten years ago the concept of job responsibility of
the public relations director was strictly a publicity one.
In the interimy the position of assistant to the president
included some emphasis on presenting the image of the
president in a good light. Also, & certain amount of atten-
tion was paid to the public relations aspects of athletics.

Today, public relations takes its place at joint
meetings of the administrative council, the president, and
other administrative officials. The public relations respon-
8ibility here is to provide ground work for solutions and
recommnendations of problems on policy. According to Dr. Case,
President, "It is highly unlikely that a policy would go
through without public relations consultation.”
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Dr. Case further stated that,"From an administrative
viewpoint, public relations has been a voice to central admin-
istration to scrutinize for improvement. It serves as a self
check and supplies a critical view of the university in rela-
tion to its publics. We want this since we strive for dynamic
life,"

University Program Emphasis

Main program emphasis is found regionally in New
England. However, nationally the pace is accelerating accord-
ing to plan. International communication is primarily done

with news releases. This emphasis will expand.

Dr. Warmer described Boston University as basically
a commuting school. He further stated that, "We are ten years
behind in student recruitment and have only about 700 foreign
students per year." The pilot project to remedy this stresses
expansion from the New England level to major cities, then
nationally and internationally. The approach will be to use
alumni contacts as a direct communications route.

All media are used at Boston University but perhaps
newspapers are used more extensively than others.

Basically, the public relations program is interpre-
tative. It is also corrective in the sense of trying to
improve on the program. The example was given of "Homecoming"
in 1957 which "flopped". To help in this problem, committees
are now working on specialized approaches to the big game
and dance.

Public Relations in 1958

Dr. Case cited three areas in which he feels public
relations has contributed greatly to the university in 1958,
nemely;(1) to help persons within the university to keep the
image;(2) in the administration of new procedures for solving
problems related to public relations;(3) through represen-
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tation of the university.

Among the major emphasis this year Dr. Warmer stated
Problems of inter-college unity, upgrading the image of the
university, and the interpretation of public relations itself.
These problems are overlapping and are being dealt with in
various ways. These ways will now be mentioned.

The public relations board. This board, created .in
1957, is an evaluative one. Its purpose is to "externalize
mach that is negative, critical, and harmful.™ Through this
evaluation, and the accompanying stress on the structure and
objectives of the university are clarified. The ultimate
objective of this board is to make recommendations which will
improve the image of the university.

The board meets approximately once a week and is
composed of university representatives from various depart-
ments and some community leaders. Meetings in 1958 emphasized
analysis of Boston University public relations and image
communication to its wvarious publics. Among others, these
publics include churches, government, women, prospective
students, and foreign students.

At the end of the school year a sub-committee report
was drawn up based on this thinking. Submitted on April 30,
1958, it includes recommendations for improved public rela-
tions. This document defines the philosophy of Boston Univ-
ersity. Having an arts and science core, there is a need for
the preservation of liberal arts in various curricula, and
the interpretation of what such education means to men in a
free society. Further stated is that "Boston University
believes in the Liberal Protestant heritage in a Pluralistic
society." With this philosophy in mind it can be implemented
by various means.

In administration, the need was felt by the committee
for more area coordination; more delegation of authority




77

within specific areas; more facilities and research
resources; more recognition of deserving university per-
sonnel; and greater participation of administration in
public affairs. Other recommendations of this board will
be noted as appropriate in this section.

Tightening the alumni structure. Alumni plans
include participation in fund raising programs through
personal, industzial, and foundation contacts, and student
recruitment through contacts in key cities. To do this, the
alumni association is being revised and their objectives
clarified, and personal contacts made., In addition, the
primary channel for alumni communication, Bostonia, has
been revised in a new and creative way. The present mail-
ing is 8,000, The future mailing goal is 70,000.

Tightening the student structure. Dr. Warmer feels
that the students accept the public relations function at
Boston University. However, he stated the need for clear
and frequent channels of communication here,

In the student area, public relations has been
active principally in the establishment of a student publi-
cations board. This board is composed basically of the
editorial advisors and editors of the Hub and Boston Univer-
sity News, plus student members, faculty members, an
alumnus, Dr., Warmer, and the university treasurer. Its aims
include determination and interpretation of student publi-
cation policy and the strengthening of student leadership.

Tightening the faculty structure. Generally speak-
ing, public relations is not understood nor accepted at
present by two internal publics, the faculty and the
administrative deans.

Faculty do participate on the public relations
board and thus gain a voice in recommendations for this




public. These include concern for the advancement of
learning, the establishment and maintance of standards in
teaching and decision makimg, the need for closer contact
with students departmentally, and the participation of
faculty in the community and its organizations.

Research. The public relations department does
not make use of polling or surveys. Dr. Warmer has investi-~
gated this technique with three top concerns but as of now
these are not being utilized. He stated that there is
"no need for it at this time, other areas need attention
first®,

Public relations finance. No public relations
budget figures could be obtained, since funds are drawn
from various other budgets.,

National and international implications. The
"gociological thrust of everyone must go to college™ is of
concern to Boston University. When faced by the influx of
World War II babies there will have to be some admissidn
rejections. Two possible considerations are of importance
to public relations here. One is how toﬂ&nterpret these
student rejections to the public and two how to increase
the university student capacity. The latter consideration
suggests three semesters instead of two, or a standard
two shift day.

Dr. Warmer also mentioned the need for aims and
policies to be reflected in a national context, e.g., the
development of liberal arts and sciences to meet the

scientific crisis today.

Dr. Case stressed the importance to the nation of
the foreign student who returns to his own country. This,
he feels, has definite implications for world peace.




PART III
CHAPTER VIII

SUMMARY AND CONCLUSIONS: PUBLIC RELATIONS
JOB RESPONSIBILITY IN THE UNIVERSITY

In this section, I will undertake the task of draw-
ing factual conclusions from the case studies, some impli-
cations as I see them, and evaluation of the conclusions in
terms of the "expert™ opinion noted in Part I. These will,
of course, involve some personal biases and assumptions as
to the end to be striven for. These biases have already
been expressed in the initial selection of the reference
materisl chosen in Part I, Care has been taken not to read
into the conclusions more than what was actually learned
from the case studies themselves., In all cases conclusions
are tentative and perhaps might be interpreted differently
in the light of differing criteria.

I. Public relations responsibility in the university setting
has grown rapidly.

A, The data in Table I presents the growth in status of
the public relations worker in higher education, as
seen in terms of job title. Each of the three schools
surveyed began with a publicity department and a worker
with a publicity job title and limited functions. This
led in the 1950's to the creation of public relations
departments with enlarged job responsibilities for the
public relations worker. In two of the schools studied,
this title has further been upgraded to an administra-
tive one in 1956 and 1957. This growth in status of the
public relations worker is clearly reflected in the
increased importance of his job title in the university.
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TABLE I
STATUS GROWTH AS SEEN IN TERMS
OF POSITION TITLE '
Publicity dept.| Public relations |Administrative
created; publi-| dept. createdj;p.r.{job title
School city job title job title conferred
N.Y.U. prior to 1930 1952 1957
Brown 1900 1951 1956
B.U. about 1900 1957
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' B. Public relations supervision between 1900 and 1950
entailed little responsibilitye.
Example: Emphasgis was strictly interpretative repre-
sentation with press and radio.

C. Public relations supervision in 1958 indicates direct
and indirect responsibility for every area of univer-
sity life. No area is"restricted”.

Example: Media, fund raising, speakers bureaus, orien-
tation, information, special publics, work with deans,
admissions, special services, international relations,
and all public relations considerations in the univ-
ersity.

D. Public relations personnel feel that more, rather
than less, responsibility will be accorded them in
the future.

Example: The present periods of responsibility at

Boston Univergity and Brown University are termed
‘ "trangitional™”,

E. Increased public relations status has given an action

content to the position. With the increased ability
to initiate action comes increased responsibility for
these acts.
Example: At New York University the position is called
vice president for university relations. This position
"helps initiate new programs of activity in the public
interest as demands arise",

N

Implications

In the rapid growth seen, the public relations depart-
ments have followed the pattern outlined by Stewart Harral
(page 11). It is interesting to note, however, that although
responsibility is increasing in policy making areas, that
direct supervision is still in the interpretative areas.
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Here, the public relations man is considered the expert, and
in policy making the contributor. Thus the university expects
public relations to know media and be able to utilize it
effectively. Much of this specialized knowledge of media is
being delegated to department heads in the bigger schools

and the emphasis by the public relations administrator appears
to be more and more toward administrative functions.

II¢ Persons holding public relations positions are academic-
ally oriented individuals who are mobile in interest and
experience,

A. The data in Table II indicates the areas of work
experience and the academic level attained by the
three university public relations men interviewed.
The range of positions previously held by these men
is wide, covering areas of business, administration,
teaching, journalism, public relations, and theology.
All have also obtained a masters degree or higher,
Such wide experience in a diversity of fields cer-
tainly indicates mobility of job interest in aca-
demically oriented persons, now holding public rela-
tions positions.

Implications

Persons who have such a wide variety of experience
can logically be expected to utilize it in their jobs. Thus
we see their individual interpretations of their public rela-
tions positions brosden in scope and extend into many facets
of university life with assured knowledge.

Also, since the administration hires such individuals
for public relations this indicates a trend within the univ-
ersity for the multi-prospective technique approach. The
extension of public relations philosophy to all cormers of
university life is in part determined, then, by the kind of




WORK EXFPERIENCE AND ACADEMIC LEVEL ATTAINED

TABLE II

BY PUBLIC RELATIONS MEN INTERVIEWED
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Theo~| P.R. Admin.|Busgi-|Teach~|Jour- | Masters
logy ness |ing nalism| degree or
higher
Brandon
N.Y.U. X X X X X
Curtis
Brown X X X X
Warmer
B.U. X X X X X
NOTE: In all areas outlined here, there is an over-

lap in experience within the various positions held, with
the posgsible exception of theology. For the sake of differ-
entiation, only actual reported positions held or a major
emphasis on this area of work in the mind of the individual
interviewed has been noted in this table,
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‘ men chosen and the status rank accorded them,

The previous background of the public relations con-
sultant in part determines his approach to public relations
within the university. This is seen in the difference in
approach between Dr. Warmer of Boston University and Mr.
Brandon of New York University. The former stresses heavily
a committee approach to public relations changs and inter-
pretation, the latter operates more on the administrative
decision-making level with appropriate consultation. The
former gains acceptance for public relations programing
through committee group opinion and then proceeds with the
evolved action. The latter relies in part on action to help
sell public relations programing. He feels very strongly
that "nothing succeeds like success™ and that the outstand-
ing job being done by groups and services connected with
the public relations function is having a good impact on the
university in general.

‘ Although these two approaches are overlapping, the
degree of emphasis varies. It is my contention that this is
due in part to previous Jjob experiences of the individuals
involved.

III. Public relations ia an intrinsic part of the univer-

sity's general policy making structure.

A. There is a trend in the university to make the
public relations consultant an administrative officer.
Example: In two out of three cases studied the public
relations function was performed by men who hold the
titles of administrative officers. In the third case
a similiar move is being considered by the adminis-

tration.
B, Public relations consultants are utilized in the

beginning stages of administrative policy meking.
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Example: All cases indicated that they were a for-
mal part of regularly scheduled administrative
meetings at which policy is formulated and eval-
uated as a preventive public relations measure.
C. Public relations knowledge is personallycdesiréd
by university presidents and their staffs, all of
whom play a primary policy making role.
Example: All cases indicated that the presidents
either had definite public relations knowledge or
openly seek and utilize such knowledge obtained
from the public relations consultant.

Implications

According to Melvin Scarlett,the trend to make the
university public relations man an administrative officer
is wide spread. This change in title will bring gains in
acceptance of the function with various publics and hence
will increase the utilization of such knowledge in policy
making through a more permissive atmosphere.

This increased acceptance of public relations itself
will in turn bring about an even greater degree of accepti-
ance of its methods, thereby increasing communication and
understanding, and eventually morale.

IV. Public relations is aiding the university in evaluation.
A. University goals and policies are given new interpre-

tation and new life., They are being stressed as basic
to progran.,
Example: (1) Among the major emphasis for 1958 at New
York University is a reinterpretation of the goals of
that school. This work has already resulted in coming
announcements for the fall pertaining to their "new
approach” to education. (2) At Brown University in
1958 "the overall needs and goals of the university
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are being evaluated and policies are receiving admin-
igtrative attention.”

B. The committee technique, serving an evaluative func-
tion, is widespread.

Example: Dr. Warmer, Boston University, states the
purpose of the newly created public relations board
to be to "externalize much that is negative, critical,
and harmful"™, to evaluate, to stress structure, and
clarify university objectives.

C. The public relations consultant himgelf is gathering
public opinion for use in administrative meetings,
through his informal contacts with many internal
university publics.

Example: (1) At Brown University, Mr. Curtis has
been made a faculty member with voting privileges
in order to get to know this group better, and
establish firmer relations with them. (2) The stu-
dent newspaper is used as a gauge of public opinion.

D. Public relations personnel are aware of the availa-
bility of research for use in evaluation.

Example: (1) Mr. Brandon of New York University

states that he is aware of the necessity of getting

at attitudes and the reasons for them. He intends !
to "get to them as soon as possible". (2) Dr.

Warmer, Boston University, has investigated research

business concerns, but is not utilizing this tech-

nique at present.

Implications
The Beginning chapters of this thesis stressed the

importance of evaluation of the university goals and
policies for a meaningful interpretation of the university
in 1life today. In one form or another this process is being
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realized as an important primary objective for 1958,

All cases studied have started on this problem of re-
evaluation., However, there is a noticable lack of research.
Therefore, the question of the basis on which the evaluation
is being made might well be raised. It is true that opinion
can be gathered by consultation with various publies, but
at best this must be incomplete feedback. It would seem that
the flactual backing of survey research would strengthen policy
changes, and yet, it has tasken a secondary position in the
minds of these public relations consultants. Dr., Warmer
stated that there is "no need for it at this time. Other
areas need attention first.” Mr. Brandon, while realizing
its importance, does not use it at present. Meanwhile, policy
evaluation goes on. Research might well be seen, not as an
additional area that needs attention, but as a base upon
which to build firm policy.

Among the functions which Dr. Case, President of
Boston University, stresses as basic to public relations is
the function of bringing new approaches, including social
science, to the administration for use in problem solving.
Perhaps this area should also be brought to the attention
of the administration and utilized, as another contribution
of public relations.

V. Public relations philosophy and planning in 1958 is being
based on the reevaluated goals and values of the univer-
sitye.

A. Interpretative media is seen as a tool to carry out
the philosophy of public relations, and is not an end
in itself,

Example: At New York Univergity "decisions rightly are
made for the good of the institution, not with regard
to public impact. If these ... are difficult to under-
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. stand, the function of the public relations depart-
ment is to explain and set forth the facts truthfully"
to the public.

B. On the whole media are chosen for a specific job.

One medium is not stressed above the other.
Example: The media are used at Boston University which
will best accomplish the job to be done.

C. Planning for increased acceptance of public relations
by internal publics reflects long range university
goals. In the goal of the teaching of the individual
increased faculty morale and communication will aid.
Example: Mr, Curtis, Brown University, utilizes media
to consciously increase faculty participation in the
interpretative academic life of the university.

Implications

When the goals and values of the university are
realized, public relations can more clearly relate its work

. with its publics in line with these goals. Each program can

then contribute to a tightened university structure, and
help to place the individual within the structure.

When an active public relations program carries out
the current goals of the university, the coordinated result
will be seen in the sharper academic personality.

VI. Primary public relations problems for 1958 center around
internal, rather than external features.

A, Table III lists university problem areas for 1958
specifically mentioned by the public relations con-
sultant. Of the nine areas mentioned, six were in
internal university matters and three were in exter-
nal matters. The former included morale, internal
communication and coordination, reinterpretation of
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PRIMARY PUBLIC RELATIONS PROBLEMS
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FOR 1958

Boston New York Brown

University| University|University
INTERNAL PROBLEMS
Morale X
Communication and
coordication X X X
Reinterpretation
of goals & needs X X X
Finance X X
Teaching -
Tnterpretation of X - -
public relations
itself '
EXTERNAL PROBLEMS
Upgrading the X X X
university image
Alumni contact X X X
Student recruit-
ment X X X




90

university goals and needs, finance, teaching, and
interpretation of public relations itself. The latter
are upgrading the university image, alumni contact
and communivation, and student recruitment. Hence,
public relations men seem more concerned about inter-
nal problems in 1958 than external ones, since twice
as many of the former were areas of concern. Two of
the schools, Boston University and New York Univer-
sity, expressed concern over four internal problenm
areas; one school, Brown University, expressed con-
cern over five internal problem areas., All three of
the schools listed the three external problems as
areas of concern for 1958. According to this data
enphasis for the year is in internal matters.

B. Public relations program emphasis is based on plann-
ing aspects and is only secondarily corrective.
Example: Brown University program emphasis is not
corrective but relies on proper plaming and inter-
pretation.

Implications

As previously stated public relations planning is
seen as originating on the policy level. Since the programs
themsélves are relatively new (present job title positions
having been in effect only one year in two of the cases
studied) it seems only logical that public relations efforts
should be turned internally toward establishing a better
university first. When this has been accomplished, we will
no doubt see an increased stress on external problems.

This stress on internal problems also assumes that
such attention will merit reward. Reward here is seen not
only as improved "image", but as help in the alleviation
of university pressures today. Specifically we might note
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the pressures of competition for the student, competition for
the competent faculty member, competition for support and
loyalty from alumni and community, and competition for funds.

VII. Concern over university finance is an underlying major
influence on public relations planning.

A. Public relations programs stress expansion. An effort
to extend further will bring about increased student
enrollment and hence income from this source.
Example: (1) To meet the influx of World War II
babies, Boston University is considering three semest-
ers a year and a standard two shift day. (2) All
three cases mentioned new physical facilities or plans
for them, e.g., New York University's new Law School.

B, Some internal public relations problems for 1958 have
finance as a prime factor in their solution.

Example: At Brown University it is felt that a way

to improve the "image" is to hire more competent
faculty and staff. These faculty members will attract
more students en masse, which will in turn benefit
the university both monetarily and "image-wise",

C. Creative public relations programs for 1958 will
make sound financial contributions to the university.
Example: "Services that Sell™ at New York University
are being worked on by public relations as an answer
to financial pressure, e.g., university hospital,
educational service bureau to provide national coun-
seling services,etc.

Dy.External communication of the university image is
also to be expanded with an eye to student recruit-
ment.,

Example: Boston University's present interpretative
emphasis is regional (New England). Future plans
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include expansion to major cities, then nationally,
then internationally.

E. Fund raising is carefully planned in conjunction
with public relations.
Example: At Brown University & fund raising goal of
thirty million dollars has been set. Planning will
be done jointly by public relations and the fund
raising area of the university.

Implications

In discussing public relations problems for 1958,
there was a conspicuous lack of mention of industrial and
foundation gifts. The financial emphasis in the minds of
those interviewed appeared geared toward making their insti-
tutions as self supporting as possible, The reason for this
might indicate the desire of higher education for as much
academic freedom as possible.

Because finence is a major consideration in publiec
relations, we might also wonder if it serves as a restrict-
ing influence on public relations. An awareness of financial
need is good, but should not be the sole criteria for the
judgement of new program.

The order of thinking seems important here. Care
mist be taken that program is created through need and then
put on a sound financial basi s, rather than that program is
created solely to alleviate financial pressure where the
need itself must be created.

- The trend toward expansion in the university could
easily be questioned in many minds. Such addition of new
buildings and new students will add up to many new dollar
bills for the university. However, this influx must be
matched with increased personnel and services to maintain
a quality program once the student gets there.




93

. The value of long range planning is especially appar-
ent here., Care must be taken that the influx of World War II
babies does not cause the short sighted college to over
expand its facilities, only to be left half empty when the
student influx has passed. Such a condition would mean an
even further lowering of academic standards in order to get
all the students possible to £ill up empty halls. The college
would then have no choice. It would be in a very difficult
position indeed.

VIII. The public relations concern about intermal publics

in 1958.

A, The student is seen as an opinion force.
Example: (1) His opinion is gauged on campus by
uncensored student newspaper reflections, and by
committee participation. (2) His interpretation of
public relations is important enough to rate lect-
ures on the subject. (3) His image of the univer-

‘ sity should be such that he feels pride in his

school. An alumni column at New York University,
about those who are"doing things"in the world, will
help counteract the lack of unity.

B. The student is seen as a source of revenue for the
universitye.
Example: The educational television program, Sunrise
Semester, at New York University gives credit
courses for a fee to any elegible student.

C. The alumi is seen as a valuable outside contact
for the university.
Example: Boston University plans to use the alumni
approach to spearhead its image and gtudent recruit-
ment drive from regional to national level.

D. The faculty is seen as a problem in public rela-
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F.

G.

H.
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tions communication.

Example: (1) "Public relations is not understood
nor accepted at the present time by two internal
publics, the faculty and the administrative deans™
at Boston University. (2) At Brown University,
public relations is seen as "press agentry"”.

The teaching function is seen as an important
factor in improving the university image.

Example: Competent faculty draw competent students.
The trustee is seen as a strong support for the
public relations program,

Example: In the trustee group there is strong
backing for the public relations approach. For-
ward looking members recognize the poténtial value
of sound public relations.

Internal chammels of communication become more
clearly defined and aid in morale.

Example: A house organ was instituted at some
expense at New York University.

Public relations aids administration.

Example: Dr. Case at Boston University cites the
main contributions of public relations to adminis-
tration to be the introduction of new problem
solving techniques, and university interpretation
to the administration.

Implications

Although public relations is concerned about inter-
nal publics, its interest in these publics appears to lie
primarily in the areas previously noted, e.g., (1) to aid
in the furthering of the understanding and status of the
public relations function itself, (2) to improve and pro-
ject the image of the university for the purpose of expan-
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sion and prestige of the school.,

By this selection the public relations program may
atop short of its own ideal., By seeing these publics pri-
marily in terms of university and personal public relations
department pressures they can alleviate, other aspects of the
program may lose significance.

The example of the role of the quality teacher and
his interaction with students has already been noted. Its
significance lies in the reason for the university's exis-
tence, e.g., the development of the competent individual
for intelligent functioning in a democratic society. In our
cases little concern was voiced for the teaching of the
individual, except as a drawing card for more students,

Lack of value carry over in this area is also seen in the
small amount of influence it is felt the schools have in
the international situation.

Perhaps this concern is present in public relations
thinking, but it is not seen as an area of Jjob importance
for public relations., This is questionable, but is pointed
out merely as a consideration.

Concern about morale and the creation of understand-
ing between intermal publics brings about creativity on all
levels. This permissive atmosphere will aid in the public
relations objective of improved service all over the univ-
ersity.

IX. The public relations concern about external publics in

1958.

A. The university takes an active part in community
problems., ‘
Example: New York University is taking a stand on the
Washington Square development.
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All forms of interpretative media are used.

Example: Among those active this year are educational
television, speakers bureaus, alumni publications,
local and national newspapers and magazines.

The committee technique includes various opinion
leading representatives from the community.

Example: Boston University's Public Relations Board
has a group of lay community persons who meet monthly.
Universities are concerned about their image.
Example: (1) New York University wishes to change

its image from the "largest university in the world®
to one which implies quality as well as quantity.

(2) Boston University is concerned about its image

as a "commuting school”™.

Public relations departments want to widen university
image and comrmunication from local to national levels.
However little emphasis is made of the university's
potential international emphasis.

Example: "There is little effect of the university

on national and intermational public opinion change
today."

Implications

The university realizes the value of both communi-

cation and feedback with external publics. Without exception
the cases studied acknowledge their place in a specifie
community setting. They are not withdrawing from this setting

but are

active within it.
Channels are definite and there is conscious use

being made of media to interpret to all levels... local,
national, and international. This policy should result in
better understanding and many public relations benefits for
the universitye.




X. Universities are not afraid of decision making and
change,

A, The rapid growth of the public relations function
itself, from a publicity to an administrative function,
denotes a willingness on the part of the university
administrative to instigate change.

Example: The cases illustrate the newness of the jobs
in the university, now called public relations.

B. The public relations consultant is concerned with
preparation for change.

Example: Use of interpretative media, and the committee
technique. By utilizing the latter, Boston University
is able to evolve recommendations for action which
will lead to change within the structure. This is

an indirect method of obtaining opinion.

C. Universities plan and carry out, with the aid of
public relations, new and creative plans.

Example: At New York University, programming for
university extension services is being planned for
Iceland and Brazil.

D. A part of the public relations function is to
interpert unpopular decisions.

Exgmples (1) Decision at Boston University to raise
tuition in 1958 had to be interpreted by public
releations. (2) New York University: The morally right
decisions must be made.,

Implications
Institutions which have channels through which

change can occur, and which have provided for interpre-
tation of unpopular decisions, are certainly not afraid
of these actions.
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. Through such provision we see a dynamic adminis-
tration, and one which is not in the state of inertia.

XI. After a sound policy base is established, interaction,
coordination, and commwmication are seen as the basis
for sound workable university and public relations
program. This approach demonstrates democratic
educational theory in action.

A. On the administrative level coordinated thinking is
the rule.

Example: A "team" concept is stressed as basic at
Brown University.

B. Formal interaction between students, faculty, adminis-
tration, and alumni is provided for on some committees.
Example: Commencement committee at Brown University.

C. Supervision of those in public relations departments
entails the process of complete unitary authority,

" In addition, monthly meetins coordinate, inform, and
evaluate,
Example: All case studies.

D, Democratic methods are seen as the way to reach the
individual in the stucture, which in turn is seen
as the key to a strong public relations program.
Example: Mr. Brandon expects public relations to
permeate the life of the university. "It is not
something someone directs. It is individual growth,
and what people are and do that really matters in
the last analysis™.

Implications

It has been noted by Willard Spalding in this
thesis that "ideas for change....should be an outgrowth of
need shown in a variety of different ways™, By development
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of such interaction, the university is actually performing
the task of coordination of communication channels, through
which change can occur.,

Intermingling, such as is seen at the student,
faculty, trustee tea at New York University serves several
purposes. It helps develop a feeling of unity and estab-
lishes a realization of a common goal. Through social
personality exchange experience, faculty from different
departments may become more accepting of the ideas of
others. All who attend will be seen by others in a social
role which will aid in personal understanding and acceptance.

XII. Creative public relations programs stress integration
of many university goals and problem solving techniques.
A. The single purpose progrem is virtually non-existent.

Example: New York University's educational television
program, Sunrise Semester, illustrates this multi
purpose program. (1) Financial pressure is lessened
by collection of tuition fees. (2) Public attention
of trémendous potential benefit promotionally, is
gained for New York University by the establishment
of this new venture. (3) Good will is accrued on
the local market. (4) The creation of a new educas
tional mass audience. This can be assumed to be
different from already existing educational audi-
ences because the possiltlity of actually gaining
college credit from doing work on television will
draw a group who might not otherwise watch such

a program. (5) New students can be added without
further crowding New York University's facilities.
(6) Utilization of the technique itself, for a
constructive purpose, will inspire publics within
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the university toward more creative thinking.

(7) Integration of faculty in the planning of

such a venture, and in the broadcast itself will
greatly increase the understanding of what dynamic
public relations can mean tothe school and the
individual faculty member.,

Implications

Public relations programs appear then to be totally
integrated with the university itself. Values and goals
of the university are the base; pressures and inadequacies
act as a spur, and in part determine the form of program;
utilization of university resources aid in success.
Programs such as theme given above, stress many of these
values at once, not just a few.

XIII. The hypothesis to be tested in this thesis has been
proven negative. Hypothesis: That university adminis-
trative officials tend to decide many important
wiversity matters without the benefit of public
relations counsel at the decision meking levelj;
while the public relations man himself is relegated
to a publicity function.

A. The hypothesis has been proven negative through-
out the conclusions.
Example: (1) In two out of three of the cases the
public relations man is an administrative official.
(2) In all three cases, the public relations
counsel is a formal part of the administrative
policy making group. (3) The growth of public
relations clearly indicates that although the
public relations man's direct supervisory area is
in the interpretative departments, he himself
tends to operate on an administrative level. (4)
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Public relations knowledge is utilized in all areas |
of university life.

Implications

This thesis, as summarized in this chapter, has
attempted to discover the actual areas of public relations
Job responsibility in the university setting.

Generally speaking although there are variations
within the cases studied, public relations consultants appear
to have either direct or indirect responsibility for all
areas of the university. As administrative policy making
officials, there is a necessity for public relations personnel
to agsume this all inclusive sense of responsibility. To
carry out an effectively integrated public relations progranm,
no area of the university can be ignored.

Responsibility then, covers work with and concern for
all areas of the university and its programs. Direct respon-
sibility is seen for policy making and supervision of
interpretative departments of the university.

According to the criteria cited in Part I of this
thesis, all three of the universities studied are conduct-
ing excellent public relations programs. Firmly based and
dynamic in nature, they are outstanding examples of what
public relations can accomplish in the university setting.
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APPENDIX




SAMPLE QUESTIONNAIRE FOR PUBLIC
RELATIONS REPRESENTATIVE

This questionnaire was employed for the institutions
personally surveyed in this study. Probing was done by the
interviewer to clarify answers.

Background

l. VWhen was the first publicity department started here?

2. When was the first public relations department started
here?

3. How many directors have there been since the public
relations department started? Why did they leave?

4, What conditions brought about the formation of the
public relations department? What needs were felt?

5. Are these needs still present today?

Structure

6. What is the formal structure of the public relations
department?

7. What is your policy on supervision of your staff?

8. To whom do you report in formal organization?

9. VWhat is the annual public relations budget? Is it
sufficient?

10. What is your public relations philosophy? Day to day
versus long range?

Relationships

1l. How do you feel the public relations department is
understood and accepted by the faculty, administration,
students and trustees?

12. How much interaction is there between internal publics?
Formal or informal?

13. Do you have the backing of the administration in
your work?
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14. Has the public relations job responsibility picture
changed in the past ten years? How?

15. What advancement possibilities are there forthe staff?

16. Who hires the public relations staff?

17. What are the steps in general university policy
making? How are advisory committees used? Are you
called in to adviee on policy matters? When?®

Program

18. What are the outstanding public relations problems in
the university today? .

19. What is being done about them now? In the future?

20. Is your program corrective? Interpretative?

21. 1Is your main emphasis local, national, international?
Any target groups?

22, What is the religious policy of the university?

23. How does the public relations department moke use of
research?

24, How is the university meeting the challenge of change
in the world today?

25, What public relations functions are under your super-
vision and which are under the supervision of others?
Do you think any of these should be under your super-
vision?

26. In your opinion which of the following aspects of
public relations are most important? Which least?

A, Aims and policies

B. Teaching program

C. Public services by the staff
D. Research discoveries

E. Sports program

F. PFinances of the university

G. Dramatics, music, and debates
H. Buildings and equipment

I. Administrative problems

Je. Miscellaneous social life




' 27.

28,
29.

30,

—
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Which media is emphasized most?

Has public relations been active with the student?
How?

Has public relations been active with the faculty?
How?

Has public relations been active with trustees and
administration? How?
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SAMPLE QUESTIONNAIRE FOR ADMINISTRATIVE OFFICERS

This questionnaire was designed with university

presidents in mind. However, only one actual interview
was conducted, with Dr, Case of Boston University. Other
university presidents were not available at the time of
the interview.

1.

2.

3

4.

5

What is the role of public relations in administrative
policy making?

What has been the most valuable contribution of public
relations this year? (1958)

What plans do you see for the future of the public
relations program?

What is the general value of public relations to the
ingtitution?

What is the value of public relations to higher education
in general? Internationally®




