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Dr. Obaid Al-Abdali

Some people see the relationship betineen marketing and public relations
as a mix of intense love and hate. Others might choose to focus on just one
and be content with that decision. Howuever, many believe that wwhen used
together professionally, marketing and public relations can be more
beneficial. To better understand this relationship, let's review the
historical emergence of marketing and public relations

—O o

1650 The Mitsui Mid-19th century: In 19710 Product 197111 Curtis 1917 American
family established the the \West, marketing marketing was Publishing Company companies began to
first store in Tokyo, emerged through the formally taught at the created a market recognize the
marking an early efforts of the University of research division importance of
example of organized International \Wisconsin. activity marketing activities
commercial activity Harvester Company
While marketing has a long convincing peotple to align with the government's position. After the
history, public relations has war, the focus shifted towards fostering a two-way relationship
emerged more recently. Ivy Lee is between organizations and their communities. Public relations evolved
credited with the concept of to emphasize mutual benefit, involving an exchange of value between
public relations in America, organizations and their audiences and became more attuned to
initially to assist capitalists who considering and addressing public opinionhis was a brief overview of the
faced criticism and hostility from origins of marketing and public relations. As for their definitions and roles
the press and the public in the market, marketing has been defined in various ways by experts and
Ivy Lee introduced the concept of authorities in the field. Most of these definitions focus on
"public information” or “public

persuasion.”

He successfully transformed the
negative image of the wealthy, ruthless
millionaire John D.Rockefeller by
depicting him in a more positive
light—playing ball with children,
expressing concem for a sick worker,
and sharing in the joys and
sorrows of his employees. This
reimagining portrayed Rockefeller
as a benevalent, philanthropic iigure
who used his wealth for good
In the early 1900s, the role of
public relations was primarily
focused on publishing newss about
the organization to the public,
without engaging in dialogue or
considering their opinions. It was
a one—\\ay communication approach,
centered on delivering information
rather than listening to feedback
\When America entered \W\W1I, the
govemment recognized the importance
of puklic relations and established a
committee to rally public support forthe
war effort. During this time, public
relations was primarily used as a
tool for propaganda, aimed at

e Generating profit by fulfilling customer needs and desires
e The customer is fundamental to a company's existence; without customers, the company would not exist
e The customer ultimately funds the salaries of the company's president and employees through their

purchases
Dr. Rex F. Harlow analyzed numerous definitions Many people still confuse marketing and public
of public relations and identified 472 distinct relations, to the extent that some small companies
definitions. By 1982, the American Public may have their personnel handle both functions
Relations Association had defined it in over simultaneously.
Q0 words. This overlap is particularly common in non-profit
Public relations deserves all these defhinitions organizations, where it's estimated that
because it plays a crucial role in both profit and
non-profit organizations. It provides ?5 O/ of public relations professionals also
decision-makers with accurate information o engage in marketing tasks.

about their environment and has evolved to

foster a mutually beneficial partnership between Ideally, a public relations specialist should support
the organization and its audience. This marketing efforts by crafting compelling stories for
relationship aims for shared success, and public advertising, coordinating media coverage for new
relations has come to focus on serving as a products, and contributing significantly to the
trusted advisor to senior leadership, guiding marketing plan through effective customer

them with strategic insights, and facilitating interaction.

effective communication.

The issue treat customer relationships as just one of many aspects of their
_ operations. In such cases, marketing is often seen as merely a
arises uwhen component of broader public relations tasks. Conversely, other
some companies recognize marketing as a core function and regard

. non-customers as an important focus, but within their marketing
companies

activities, they view public relations as a supportive role.

In modern marketing, public relations is closely integrated with marketing, particularly in
institutional advertising, which aims to create a positive image of the company in the
minds of the target audience.

Both marketing and public relations work together to enhance the appeal of the company
and its products. Public relations supports the marketing department by providing insights
into the target audience's reactions to various decisions, including pricing and product
design, and helps address any marketing issues that arise.

Public relations and Public relations plays a Both public relations and
marketing are valuable crucial and integrated role marketing are ongoing,
investments for a company, in the marketing strategy. extensive activities
with their impact visible in essentialdor building and
the company'’s reputation maintaining strong
and the demand for its relationships with the
products and services. target audience.
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