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Abstract
Ever since the Kotler’s promotion-mix concept based on the most traditional model of four pil-

lars - advertising, public relations, sales promotion and direct sales has become commonly known, 
PR has been treated as one of many, typically marketing, impact tools. This perception is particularly 
characteristic for the science of marketing management and publication. Meanwhile, it is often for-
gotten that public relations is the management of communication, which may be used in marketing 
communication, however it is a much broader meaningful concept, giving greater perspectives of 
use. This article refers to defining a place of public relations between two asymmetric areas of com-
munication - social and marketing one. Basing on  literature analysis, the authors define key factors 
differentiating both perspectives, they also evaluate the proposals for introducing new concepts into 
the media and communication terminology, indicating the distinctiveness of both conceptual cate-
gories. 
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Public relations, as well as en bloc communication, is identified by its exceptional 
interdisciplinary character, deriving from the achievements of at least several scientific 
disciplines and even a greater number of sub-disciplines. Depending on the context of 
deliberations on PR, in Polish conditions, the most common is its relationship with two 
disciplines, although separated and different from each other, but in many areas, how-
ever, complementing each other - in the sciences of management and the sciences of 
the media and social communication. In addition, there are numerous connections with 
such disciplines as sociology, political sciences, psychology and many others, because 
the universal nature of interpersonal communication and the wide range of impact that 
PR strategies and tools result in a diverse spectrum of practical use of public relations’ 
achievements. This is partly due to the fact that PR, as one of the tools used in market-
ing, is also common in increasingly diverse areas of social activities. Marketing itself is 
no longer the domain of enterprises and other entities, pursuing mercantile goals and 
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being targeted at commercial activities, and we are still dealing with its social expansion 
[Gawroński 2013, p. 13].

The identification of public relations with marketing is also influenced by the fact 
that dynamically developing new communication technologies, new media and social 
media are successfully used in both marketing and PR activities - sometimes being very 
similar to each other in the sphere of tools, as well as within their defined goals [Scott 
2007]. As J. Olędzki notes, the definition of public relations varies depending on the con-
text in which the research is carried out, it depends on time, place, professional and so-
cial group that  PR is concerned with. PR is viewed differently by economists, politicians, 
social activists, activists of charitable organizations, ecological movements, ethnic mi-
norities or religious groups. People with different interests, different experiences, with 
diverse research and material facilities, and obviously with different human potential 
have influence on the directions of development, the scope of activity, the choice of tools 
as well as the methods of impact. As a consequence, there is a lack of coherence, eclec-
ticism and heterogeneous nature of PR research and the understanding of the needs and 
requirements of this discipline [Olędzki 2006, p. 26].

Many authors in Polish literature cite the opinion formulated by K. Wojcik, who, hav-
ing analyzed numerous definitions of public relations, indicates that their number oscil-
lates at around  two thousand [Wojcik 2009, p. 23]. Today, there are probably even more 
PR definitions. A complex definition of PR is a difficult task, the multitude of definitions 
functioning in the literature of the subject only confirms the task. Some of the definitions  
are used and quoted particularly often, which may indicate their universal character and 
relatively correct meaning. One of the classic and the most complete definitions of PR 
was created in 1975 as a result of the study of almost 500 interpretations, made by 75 
PR leaders in the United States. 

According to it, public relations is an independent management function that helps 
to establish and maintain two-way communication, understanding, acceptance and co-
operation between the organization and its environment; public relations helps to man-
age problems or issues, helps the management in getting information about the envi-
ronment and reacting to it. Public relations defines and emphasizes the management’s 
duty to serve the public interest, helps in obtaining information on changes and effective 
opportunities for using them, serving as an early warning system to predict trends, and 
moreover, as a key tool uses research as well as reliable and ethical communication 
techniques [Seitel 2003, pp . 9-10]. An important role in defining public relations is played 
by proposals developed by PR institutes and associations, which  gather both theoreti-
cians and  practitioners of the issue, often turn out to be extremely competent institu-
tions in deriving accurate definition hypotheses [Gawroński 2006, pp. 34-35]. The ambi-
guity connected with public relations definition affects not only the definition itself, but 
it also has the consequences in colloquial misunderstanding of the term  - significantly 
different from its proper meaning. The research shows that PR in Poland is identified 
with marketing and sales in particular, but it is also associated with the activity of poli-
ticians, suspected of manipulating information. It also applies to journalists, the media 
as well as advertising. Public relations is commonly understood as self-advertising and 
boasting.[Olędzki 2016, pp-26-28]. Sometimes public relations is defined by task areas 
understood as basic areas of activity, grouping specific tools, targeted at similar recipi-
ents [Tworzydło 2017, pp. 39-41]. In terms of the number and extent of these areas, there 
is no full agreement among the authors, but some of them overlap in particular typology 
proposals, which would confirm their importance within public relations. One of the uni-
versally recognized typologies of PR areas of action is the concept by D. Wilcox, P. Ault 
and W. Agee, assuming a division into 15 basic spheres: [Wilcox et. al. 1998, pp. 10-11] 
research, consulting, media relations, publicity, relations with employees or members 
(internal relations), relations with the community (community relations), public affairs, 
government affairs, issues management, financial relations, industrial relations, raising 
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funds, special events, special relations, marketing communication. These spheres of ac-
tivity are usually divided into internal public relations areas and a much more developed 
area of PR focused on external environmental entities. Defining public relations by indi-
cating the tool groups of influence on specific collectives is justified, but it reflects only 
the instrumental nature of the procedures in the communication with target audiences, 
but the understanding the essence of the phenomenon becomes only slightly more com-
prehensible.

The scientific division of the four main public relations models used in the practice 
of communication activity is still based on classical research and the work of J. E. Grunig 
and T. Hunt. The theory of PR models developed by them [Gruning, Hunt 1984, p. 21] 
combined with the theory of recipient groups became the basis of contemporary public 
relations scientific theory. They, along with the development of tools and communication 
techniques, are constantly being expanded.

Two other commonly used public relations models: personal influence and cultur-
al interpreter / interpreter [Płonkowski 2002, pp. 62-65].  have been developed on the 
basis of empirical research, conducted in India, Greece and Taiwan. Nowadays, one of 
the most commonly used ones is the model of perfect public relations, created on the 
basis of the works of J. E. Gruning, D. M. Dozier, W. P. Ehling and F. C. Repper. This model 
changes and partly separates itself from commonly known and often cited models from 
the 1980s. It describes the way in which participating parties act as cooperating oppo-
nents who want to achieve their own subjective goals in the communication process, but 
at the same time are interested in building long-term cooperation and stable relations 
[Gruning et al. 1996, pp. 199-228]. The model of excellent public relations is considered 
as one of the milestones in research on PR communication, due to the partial undermin-
ing of simplified concepts that had been worked out earlier as well as due to its  creative 
indication to build new theories [Zerfass 1996, pp. 18-21].Empirical research on a model 
of perfect public relations prompt us to be convinced about the strategic nature of PR, 
with an important role in every organization [Gruning 2011, pp. 11-28].

J. Olędzki comes to the conclusion which influences the differentiation of market-
ing and public relations impact in the organization. “Marketing works only in a linear 
function, and public relations is irreplaceable in the employee function (advising), in 
other words, in a thriving company marketing is a tactic, public relations is a strategy.” 
[Olędzki 2011, p. 13]. This statement is part of the ongoing discussion concerning on the 
differentiation of marketing and PR, and taking into account the role of public relations 
performed not only in marketing communication, but also - in social communication. 

As it had been already mentioned, public relations is treated only as a form of pro-
motion, a group of communication tools that appear within the marketing communica-
tion pursuing market goals of enterprises. These goals may concern both brand building, 
creating the image of commercial and non-commercial market entities, as well as stimu-
lating sales. This way of thinking, characteristic especially for economists, can be found 
in classic marketing textbooks. P. Kotler combines public relations with publicity and 
treats them as one of the four basic elements of the marketing communication system 
(promotion mix), parallel to advertising, direct marketing and sales promotion [Kotler 
1997, p. 546]. At the same time, he points out the key features of PR which, in his opin-
ion, determine the effectiveness within marketing interactions, such as: [Kotler 1997, pp. 
563-564] high credibility (general messages seem more authentic and trustworthy for 
recipients than advertising), surprise (public relations can reach many customers avoid-
ing advertising and contact with sellers. 

The message reaches the buyers as part of general news, not as commercial infor-
mation), distinction (public relations, like advertising, has the ability to promote a given 
company or product). D. Tworzydło argues that the basic difference between public rela-
tions and advertising is the fact that advertising is a promotional message, while public 
relations is based on objective based communication and built on the truth. In contrast 
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to advertising, PR does not try to sell anything, but it can influence the beliefs and shape 
the imaginations based on real data and premises in the audience’s consciousness. Of 
course, there are many more differences between the two forms of marketing communi-
cation [Tworzydło 2017, pp. 26-27]. K. Przybyłowski, SW Hartley, RA Kerin and W. Rude-
lius also place public relations as one of four key elements within the promotional mix, 
treating PR as a form of marketing communication management, the purpose of which 
is to influence the image of an organization, its products or services, not limiting only 
to segments of the target market, but going far beyond this framework and in practice 
directed to the whole society [Przybyłowski et al. 1998, p. 488].

A. Szymańska emphasizes that the relationship between marketing and public re-
lations has always been unclear and controversial, and this ambiguity results from the 
difficulties in defining the roles and boundaries of both fields [Szymańska 2006, pp. 184-
185]. The treatment of public relations exclusively through the prism of the connections 
of this form of social communication with the marketing goals and impacts is assessed 
by J. Olędzki as a mistake. He points out the negative accepts noticing only of the ef-
fectiveness of marketing public relations, while completely ignoring the non-marketing 
significance of PR activities and social philosophy of public relations [Olędzki 2006, pp. 
32-37]. Meanwhile, PR should be treated as an independent scientific field, independent 
of marketing (unlike other marketing tools used in marketing) [Olędzki 2011, p. 12].

 A certain solution to this definition dispute was the attempt to introduce and 
popularize the term of public relations marketing, which distinguishes this sphere of 
activities from the wider notion of simply public relations (sometimes also called corpo-
rate public relations - CPR). Such a formula really allows assigning specific marketing 
functions to the impact of public relations, without narrowing down the semantic term, 
which is PR, but the indicated division is not universally applicable in both the literature 
of the subject and the environmental discourse. Marketing public relations is therefore 
treated as a narrower aspect of PR, involving interaction with clients and other audience 
groups in relation to marketing content in order to directly support the promotion of the 
company and the product, shaping the image, communicating reliable information, and 
supporting social useful activities. Its essence is to stimulate the clients’ awareness 
of the company and its products, generate sales growth, facilitate communication and 
build relationships between clients, companies and brands [Olędzki 2011, p. 189]

Figure 1. Model of relations between marketing, public relations and marketing public rela-
tions.

One should agree with the possibility of identifying a specific public relations mar-
keting formula, but the corporate PR design is artificial and complicates the model of the 
relationship between marketing and PR unnecessarily. Extending it with MPR and CPR 
is intensified by introducing yet another category - CMPR (Corporate Public Relations) - 
corporate marketing public relations. Separating PR from public relations seems to be a 
sufficient step in the right direction, fully differentiating the business and non-business 
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spheres of public relations. The concept of marketing public relations appears in the 
literature usually in the immediate vicinity of the term: integrated marketing commu-
nication. These terms are even treated as synonyms. This is due to the fact that for 
many practitioners, PR marketing is basically identical with the promotion mix, and thus, 
it is a binder that combines various communication and promotional tools. Integrated 
marketing communication is also a kind of a “clip” of a diverse resource of promotional 
tools, enriched with assumptions regarding their combination and cooperation in the im-
plementation of marketing strategies. Thus, it is a relatively new philosophy of thinking 
about old and well-known marketing communication tools.

In order to summarize the deliberations concerning marketing and non-marketing 
public relations functions, the following areas should be mentioned within the PR market-
ing: building brand awareness (product, service, company), creating (changing, consoli-
dating) brand image, building relationships with the environment (stimulating customer 
loyalty), stimulating sales, grouping other influences within the scope of marketing com-
munication, strengthening the company’s competitive position on the market, creating a 
friendly atmosphere around the company, enabling its development.

In relation to public relations functions that reach beyond the area of interest of 
economists, it is necessary to list those that relate to the essence of PR, and hence so-
cial communication. They include, inter alia: passing messages, creating a community 
during communication and as a result of it, bringing people and their opinions together, 
stimulating interpersonal cooperation, stimulating social trust, creating and strengthen-
ing social relations.

The general description of functions of social public relations allow the adaptation 
in many fields - everywhere where PR activities are carried out. Even with regard to pro-
duction companies, public relations should significantly go beyond the sphere of busi-
ness marketing and mercantile goals. As Olędzki observes, PR activities as a socially 
oriented communication of an enterprise always shows a wider context of the activity 
of each organization. All PR theory and practice consists of communicating - not com-
municating something to someone, but communicating with someone. It is, therefore, a 
two-way process, the aim of which is to communicate, accept and have a dialogue based 
on the recognition of everybody’s right to co-exist. Thus, PR is a testimony to the spirit of 
reconciliation, an instrument of friendship and respect for people with whom we want to 
work and develop [Olędzki 2006, pp. 34-35].

 Marketing and non-marketing public relations functions can be observed in the 
analogical diversity of specific functions of individual PR areas. Media relations can serve 
as an example of the issue. Cooperation and building relationships with journalists, as 
well as the use of mass communication within communication activities conducted by 
the organization can be purely mercantile, aimed at building a brand, promoting a prod-
uct or creating a company’s image. It can also go beyond these goals. Mass media can 
therefore be used as an intermediary in communication between the organization and its 
surroundings. Their specific character, strengthened by growing interactivity, enables a 
dialogue with diverse reference groups. Contemporary media relations are not communi-
cating content using mass media to mass audiences, but the actual process of bilateral 
communication, resulting, inter alia, from the control function of mass media and their 
ability to diagnose public sentiment. The variety of mass communication means also 
gives the possibility to adjust  more adequately to the expectations and preferences of 
recipients, which improves relations and the effectiveness of communication contacts.

A contemporary view on public relations assumes that it is primarily a social com-
munication that can be used for the needs of marketing interactions, although some-
times it is difficult to indicate a clear border, where marketing begins, and where we 
deal with the process of social communication only. Communicating, as the essence of 
public relations interactions, is manifested, inter alia, in the fact that they are conducted 
at all levels of communication, indicated in the pyramid D. McQuail [McQuail 2007, p. 36]. 
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Another argument is the fact that public relations is used by a variety of people, institu-
tions and organizations, in a way not related to business and not focused on achieving 
marketing goals - not only those connected with sales, but also with the image of a 
company. Public relations often serves the aim which constitutes its essence –namely 
building correct relationships, creating an atmosphere of acceptance, cooperation and 
mutual trust. Similarly to public relations in business marketing, as well as in the refer-
ence to non-economic, sector forms of marketing, PR activity has got both communica-
tion and marketing functions.
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