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Abstract— Public relations (PR) is a scientific discipline that deals with the creation and maintenance of mutual understanding between an 

organization or an individual. The term "public relations" appeared in 1987 in an annual US railroad. Since then, a large number of 

national and international associations, institutions and agencies have been established. Also, many universities in the world have formed 

faculties and faculties established special departments and chairs for public relations (PR). The paper presents an overview of the 

emergence of public relations (PR), a review of the international association and public relations institute and the state public relations 

(PR) in Serbia. 
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1. Introduction 
 

Public relations (PR) is a scientific discipline that deals with the 

creation and maintenance of mutual understanding between an 

organization or an individual and a targeted public and a constant 

job of creating and maintaining of the goodwill. 

Significant application of public relations (PR) has been 

experienced by the development and application of digital media, 

information technologies (IT) and technologies in the field of 

communications. 

Public relations (PR) is in direct connection with the following 

fields (Fig. 1) [1, 3-7, 21, 23-26]: 

 News, 

 Media, 

 Social, 

 Message, 

 Communication, 

 Organization,  

 Advertising, 

 Publicity, 

 Audiences, 

 Society and etc. 

 

 
Fig. 1. Interdependence of public relations (PR) with other fields 

 

As a birthplace of contemporary PR is considered the United 

States, and as the year of its creation is counted 1897, because 

particularly in that year the term "public relations" appeared in the 

annual of the U.S.’ railroad. In the same year, the first internal 

public relations department was formed in the American company 

Westinghouse Electric, which was formed to realize important 

goals of the company, respectively, to suppress the impact of 

competition. 

The first specialized agency "The Publicity Bureau" was founded 

in 1900 in the American city of Boston. Theodore Roosevelt 

formed the first media relations office in 1905 to promote national 

parks in America and from which journalists receive speeches by 

the president in advance. 

In 1906, Ivy Lee founded the first, conditionally speaking, Public 

Relations Office in New York, where he provided information to 

the media about the companies. His message to the companies was: 

"Let the public be informed". 

The first public relations textbook was published in 1923 under 

the title "Crystallizing Public Opinion" published by Dr. Edward 

Bernays, a nephew of the famous psychologist and scientist 

Sigmund Freud, who is unofficially called the "father" of the PR. 

In the United States, public relations courses at the Universities 

were organized in 1940, and already in 1947 specialized schools 

for PR were opened and PR was introduced as a special scientific 

discipline at economics and other faculties of social sciences. 

The development of information technology has been conducive 

to an even stronger development of this area after the 1960s, and an 

increasing need for educational staff has led to the launch of a 

number of studies for the study of public relations. Associations set 

criteria, codes and conditions for accreditation of their members 

(Code of Professional Standards). 

Today, about half a million people in the US are professionally 

dealing with the PR, and the world's PR capital is New York with 

over 700 specialized PR agencies. 

In 1997, was established in New York and the first PR Museum 

in the world (URL: http://www.prmuseum.com/). 

The long and chequered history of PR measurement and 

evaluation has been thoroughly summarized by Watson in 2012 

[28] and Likely and Watson in 2013 [11], and discussed by many 

others, including Broom and Dozier in 1990 [2], Lindemann in 

2003 [12], Mcnamara in 1999 [16] and 2014 [17], Michaelson and 

Stacks in 2011 [19], Stacks in 2010 [25] and Watson in 2008 [27]. 

Research in public relations is given in papers [2, 9, 16, 20, 22, 25, 

27, 30]. So, the literature will not be reviewed here, except for 

noting the major theories of measurement and evaluation that were 

developed during this “flowering of research” (Likely and Watson 

in 2013 [11]. Macey & Schneider in 2008 [13], Watson & Noble in 

2007 [29]) and in more recent scholarly research such as the 

Excellence study (Grunig & Hunt in 1984 [8]) and models for 

measurement and evaluation developed by Cutlip, Center & Broom 

in 1985 [3] and others. As the focus of this article is recent 

developments in standards and standardization [12, 14, 17, 19], 

these will be discussed first and then major theories and models of 

PR measurement and evaluation will be drawn upon as a 

framework for analysis during discussion and in drawing 

conclusions. Return on investment (ROI) of public relations is 

given in papers [10, 18]. 

Public relations have become a discipline that is concerned with 

reputation and whose ultimate goal is to achieve understanding and 

gain public support and influence public opinion and management. 

But it is also a professional concern for the reputation of the 

profession. In Fig. 2 is shown the process of public relations 

management []. 

 

INTERNATIONAL SCIENTIFIC JOURNAL "SCIENCE. BUSINESS. SOCIETY" WEB ISSN 2534-8485; PRINT ISSN 2367-8380

108 YEAR V, ISSUE 3, P.P. 108-111 (2020)

http://www.prmuseum.com/


 

 
Fig. 2. Public relations process 

 

2. International Association and Institute for Public 

Relations (PR) 
 

The first association established in the Public Relation (PR) field 

is PRSA (Public Relations Society of America), founded in 1947. 

In the following year is formed the Institute for Public Relations 

(IPR). The first international association for Public Relation (PR) 

was formed in 1955 under the name IPRA (International Public 

Relations Association). The first European Association for Public 

Relations (PR) was founded in 1955 under the name CERP 

(Confederation Europeenne des Relations Publique). 

The first code of professional standards was adopted in USA in 

1954 by the Public Relation Society of America (PRSA). The first 

international code of ethical conduct, called the "Athens Codex", 

was adopted in 1965 by the International Public Relation 

Association (IPRA) and CERP (Confederation Europeenne des 

Relations Publique). 

In Table 1, are presented the most important international 

associations and institutions for Public Relation (PR). 

Table 1. International Association and Institute for Public Relations (PR) 

Abbreviations Name of the association or institute Established Web site 

AMEC Association for Measurement and Evaluation of 

Communication 

1996 http://www.amecorg.com/ 

CCPRF Canadian Council of Public Relations Firms  http://www.ccprf.ca/ 

CERP Confédération Européenne des Relations Publique 

(European Confederation of Public Relations) 

1959  

CIPR Chartered Institute of Public Relations 1948 http://www.cipr.co.uk/ 

CPRF Council of Public Relations Firms   

CPRS Canadian Public Relations Society 1948 https://www.cprs.ca/ 

EUPRERA European Public Relations Education and Research 

Association 

2000 http://www.euprera.org/ 

IABC International Association of Business Communicators 1970 https://www.iabc.com/ 

IAMCR International Association for Media and Communication 

Research 

1956 http://www.iamcr.org/ 

IPR Institute for Public Relations 1948 http://www.instituteforpr.org/ 

IPRA International Public Relations Association 1955 https://www.ipra.org/ 

PRCA Public Relations and Communications Association 1969 http://www.prca.org.uk/ 

PRSA Public Relations Society of America 1947 http://www.prsa.org/ 

PRSSA Public Relations Student Society of America 1967 http://prssa.prsa.org/ 

SNCR Society for New Communications Research 2005 http://www.conference-board.org/SNCR/ 

3. Types of public relations 
Types of public relations can be (Fig. 3): 

 Media relations, 

 Internal communication, 

 Digital / new media, 

 Reputation management, 

 Community relations, 

 Crisis communication, 

 Event planning and etc. 

In Table 2 are shown types of public relations with their 

description. 

 
Fig. 3. Types of public relations 
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Table 2. Types of public relations 

Types of public 

relations 

Opis 

Media relations The media play an important role in the formation of public opinion, and particularly due to this, they make an 

attractive platform for public relations professionals as they can inform business partners, clients or voters through 

the media, and thus contribute to the creation of the image of the client in the public.  There are a large number of 

tools that PR officers use when communicating with the media, so among them we find press releases (public 

announcements), news, statements, press conferences, briefings with journalists, events, advertisers, and the like. An 

important tool for effective media relations is a high-quality address, or newsletter, which includes the names and 

contacts of journalists who follow certain areas. It is also important to have a prepared news map with all the 

necessary information related to the client you represent. In relations with the media, the spokesperson of the 

organization is in charge of professionally communicating with journalists and editors. 

Trade relations The market is a public with whom you need to communicate carefully, because it is precisely the firm or client you 

are representing depending on the market, that is, those who buy your client's services or vote for him in the 

elections. It is necessary to listen to any markets and research to see consumer preferences and adapt to the results of 

these research in order to improve the service you provide. This reduces the various risks in business doing, you 

obtain better results leading to a lucrative goal - creating a long-term partnership with consumers. Among the tools 

that public relations professionals use the most important is direct written communication. Market communication is 

most often in the domain of marketing. 

Authorities 

relations 

(Public affairs) 

Communication relations with authorities are very important for every big companies, the public affairs 

department uses various instruments, such as direct and indirect lobbying. In addition to the market, each 

organization also depends on its public institutions that issue operating licenses, voting laws, adopting procedures, 

regulating market movements. In this aspect of public relations, it is necessary to monitor events on the political and 

social scene and to adjust the course of these events on time to the benefit of their client. More specifically, these 

activities relate to the monitoring of relevant political, legal and other key issues, and to the collection of information 

on the activities of public institutions, all at the top of the adjustment of communication to this public. 

Internal 

communication 

Internal communication encompasses all communication activities between members of the organization, in 

companies between management and employees, in parties between party leadership and membership, etc. An 

organization can have a genius product or service, but if the person in charge of selling this product leaves a 

negative impact on us, it is very likely that we will either not buy what we sell or we will give our trust next to the 

other manufacturer. In order to avoid such a scenario, it is in the interest of employers to have satisfied employees 

who will properly transfer the motto of the company to customers. It is therefore important to inform, educate and 

motivate employees so that they can represent the company publicly. This is achieved through working meetings, 

team building, professional seminars, briefings and intranets (internal Internet of the company). 

Investor 

relations 

Known as financial public relations, investor relations are a type of PR that seeks to increase the value of a 

company, consolidate the trust of shareholders and thus reduce the cost of capital and make the company or its 

shares attractive to investors, financial analysts, banks, funds, etc. A public relations specialist who is focused on 

communicating with the financial public must also have knowledge of the economy, the economy that is crucial to 

the implementation of this aspect of the PR. Their work includes the production of annual reports, tracking trends in 

the market, continuous information to the financial public, advising managers and providing financial information 

on demand. 

 

4. State public relations in Serbia 
 

In 1992, the first P.R.A. company was founded for Public 

Relations (PR) on the premises of Serbia, Croatia, Bosnia and 

Herzegovina, Macedonia and Montenegro. 

In 1993 started working the Business School for Public Relations 

of Agencies (P.R.A.), the first institution of its kind in this part of 

Europe, with the goal of transferring the skills of successful 

communication between organizations and individuals in an 

optimal way. Business school for public relations works according 

to the standards of internationally recognized business schools. 

In 1998, the Yugoslav Society for Public Relations (from the 

2004 Serbian Society for Public Relations - DSOJ) announced the 

1st competition for admission (Recognition for Professionals for 

the annual awards of the DSOJ Society for various fields of Public 

Relations (PR). 

On May 17, 2004, it was founded the Serbian Society for Public 

Relations or Serbian Public Relations Society or Public Relations 

Society of Serbia (DSOJ - Serbian Association for Public 

Relations), continuing the tradition of PR of the Society of 

Yugoslavia - the oldest professional organizations in this area on 

the territory of the former SFRY. DSOJ Society is available on the 

Web site: http://www.pr.org.rs/. 

The Serbian Public Relations Society, for the sixth time, will 

organize a national student competition in the field of 

communications and public relations within the annual conference 

OPPORTUNITY 2017. 

In 2003, the Agency for Public Relations with the Ministry of 

Economy and Regional Development was established. 

In 2005, the Public Relations Department of the Ministry of 

Defense was established. 

In recent years, many private PR schools have been established in 

Serbia, such as the Balkan Media Team (URL: 

http://www.balkanmt.com/) and etc. 

Also, many private faculties have formed special Departments 

and Chairs for Public Relations (PR). 

 

5. Conclusion 
 

Public relations (PR) is a scientific discipline whose roots in 

Serbia can be found in the early nineties. Ordering the development 

of this area begins with democratic changes in the beginning of 

2000. 

In recent years, many private PR schools have been established in 

Serbia. 

Significant application of public relations (PR) has been 

experienced by the development and application of digital media, 

information technologies (IT) and technologies in the field of 

communications. 
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