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As the course progressed, I found myself immersed in the discussion of the origin, definition and scope of public relations worldwide. The telephone –our vehicle- enabled us to travel virtually from Africa to Europe, to Asia, America and Australia; to learn from the experience of others, and to rationalize the origins, need and importance of public relations and communication management in today’s globalized world. 

According to Sriramesh and Vercic (2003), the democratization of the world has forced organizations of all types in many regions of the world to consider giving greater importance to public relations. Sriramesh and Vercic also suggest that the growing worldwide trend in economic liberalization has influenced the development of communication-oriented professions. I agree with the authors that a democratic political system and a liberal economic system—both founded on the grounds of freedom -- create a fertile terrain for the growth of professions oriented towards managing the publics. Nonetheless, based on my virtual journey throughout the five continents, I noticed democracy is neither necessary nor sufficient for the development of public relations. I believe it has been the evolution of capitalism—from a social system based on the recognition of merely individual rights, to a system based on the recognition of individual and corporate rights and responsibilities which has played the major role in the evolution of public relations worldwide.

Capitalism is a system characterized by private ownership of capital goods, by investments that are determined by private decision, and by prices, production, and the distribution of goods that are determined mainly by competition in a free market. Under this model the purpose of the organization is to create wealth. Post, Preston & Sachs (2002) argue, however, that the corporation must be redefined since the long-term success of the corporate system requires greater and systematic managerial attention to the interests and concerns of the diverse individual and groups who are voluntarily or involuntarily affected by corporate activity. Similarly, in the words of Comin (2009), it is necessary for organizational sustainability to establish a new approach to stakeholders—an integrated engagement in which social and environmental performances are aligned with the organization’s strategy. According to Harvard Business Review (2007) just a decade ago, the term "green building strategy" evoked visions of fringe environmentalism and a high cost for minimal good. More recently, there has been a large shift in perception, an awakening of social consciousness, and a realization that a strategy good for the world can also be good for the bottom line. The system of individual rights and private property is evolving from what Comin (2009) describes as colonies of locusts --destructive insects that “take-make-waste”, to colonies of honey bees--social insects that “borrow-use-return”—It is the evolution of the economic system that has influenced the rise of public relations more than the process of democratization.

China, for instance, is a country with a non-democratic government where capitalism planted its seeds in the form of foreign investment—a socialist market economy. Communication with expatriates working for privately-owned companies in China, confirmed Chen & Culberston’s  (2003) assertion that the rise of Chinese public relations is in part attributed to the country’s concern for appealing to foreign investors and consumers, as well as for the growing emphasis on employees, stockholders, and other publics. It has been the influence of capitalism in the form of private foreign investment which brought to China the concept of enterprise, firm, corporation, employees, ownership of capital goods, consumers, clients, and suppliers— a whole new set of stakeholders that needed to be understood, managed and satisfied—It is the evolution of capitalism and its forms that explains the growing trend of public relations in China. 
So is the field of public relations a social construct—created by the needs of the people, or an organizational construct--created by the needs of the firms and organizations in order for them to survive in a competitive environment? In my opinion, based on all the above, public relations, as a management function, is an organizational construct, created by the needs of the organizations to better manage the needs of its stakeholders. Public Relations is the power of advocacy and dialogue, the power to facilitate and build relationships and to establish a positive and reciprocal engagement with the community (Arrow, 2006). Recognizing the role of public relations, as a management function, is the affirmation that wealth maximization without concern for strategic social positioning is no longer sustainable. Husted & Allen (2007) observe that the growing social responsibility orientation of the corporation aims at creating value for the firm through the achievement of strategic social positioning—a recognized brand associated with community development, a company name that values employees and respects the environment, and a socially correct reputation among others. Therefore, I believe, planning and executing a corporate social strategy to position the firm as socially correct, is a key role of public relations.
The Freedom to Choose proper of capitalism (Friedman, 1962) creates a need for public relations and its core competency--stakeholder management. In liberalized economies, not only companies must compete to gain market share, attract and retain the best talent, increase the value of stock, and negotiate the public policies affecting the business; but also, consumers, employees, competitors, and communities have better access to information that enables them to make the decisions that best serve their interests. In the words of Iwata (2009) “People care about the behavior and compensation of the company’s executives… how the product was produced, and by whom… how the company treats its employees and suppliers… how it impacts the environment.  Now, maybe people always cared about these things – but, really, how much could they know about what was happening inside our companies?  Today they have an unprecedented view into the corporation’s actual behavior and actual performance”. Consequently, public relations, as a management function, should plan and manage the external and internal “view” of the corporation.
The vision of a corporation that is more aware of both its rights and responsibilities with its diverse stakeholders relates to the “Ubuntu-style” management concept described by Ströh & van Heerden (2005), it requires a co-operative and supportive form of management in which the collective solidarity of the various stakeholder groups–including the environment, is respected and enhanced. Steiner (1972) argues, “At any one time in a society there is a set of generally accepted relationships, obligations and duties between the major institutions and the people. Philosophers and political theorists have called this set of common understandings-- the social contract”. Public relations should manage the view or image of the company by making visible to stakeholders the adherence of the firm to the social contract. The sense of obligation, of maintaining relationships and taking care of others’ feelings makes the concept of Bao important (Hung, 2003). In order to be sustainable, not only the organization should accumulate wealth, but also maintain relationships and take care of the needs of its diverse stakeholders groups. There is a group of organizations that are redefining themselves in order to survive; those organizations understand that operating as global corporate citizens must go hand in hand with a responsibility to the continent’s people, their development and their environment (The Gyroscope Consultancy) those organizations have given public relations, understood as stakeholder management a strategic role—the expression of the social and environmental commitments of the corporation. 
As analyzed in this course-- each country’s culture, socio-economical, technological and political arena has implications for the corporation. Multinational organizations have multi-cultural relationships and therefore have a more complex system of responsibilities with their diverse publics. Today, MNOs are being more accountable for their social practices in the countries where they operate, therefore MNOs must plan and execute a cohesive social strategy worldwide. For instance, Porter and Kramer (2007) responded to the Nestle’s scandals in India, arguing that among the challenges of corporate social strategy—“What’s needed is systematic attention to the social impact across the value chain – not reliance on a few signature programs”. From my personal experience, in Colombia, both local and multinational organizations play an important role in developing the community. Based on Molleda & Suarez’s (2005) study, community relations programs are increasingly at the core of public relations—not necessarily for altruistic motives, but for the government and private sector’s survival in a country affected by a large social gap, an environment with displacement of rural populations, and bursts of violence. I analyze that in this type of environment, is clear the importance of public relations as stakeholder management.  To work with and for the public is a must for guaranteeing the long-term survival of the organizations.

In conclusion, the evolution of capitalism, from the system of individual rights to a system of both rights and responsibilities has influenced the rise and development of public relations worldwide. It is the role of public relations, as a management function, to plan and execute a corporate social strategy. The corporate social strategy is part of the “social contract” of the corporation. The social strategy aligned with the overall corporate strategy, creates value for the firm through the achievement of a positive strategic social positioning—a socially correct brand, company name and reputation.
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