
 

 
        Review Of ReseaRch 

impact factOR : 5.2331(Uif)             UGc appROved JOURnal nO. 48514                       issn: 2249-894X 
 

           vOlUme - 7 | issUe - 8 | may - 2018    
__________________________________________________________________________________________________________________________ 

________________________________________________________________________________________ 
Available online at www.lbp.world 

1 
 

 
 

ROLE OF PUBLIC RELATIONS IN MAINTAINING LAW AND ORDER 
AND PEACE IN URBAN SETTING 
 
 
Shujath Ali  
Research Scholar ,Department of Mass Communication 
Telangana University . 
 
 
ABSTRACT 

" Advertising is unmistakable administration work which sets up and keep up common lines of 
correspondence, getting, acknowledgment and participation between an association and its publics; includes 
the administration of issues or issues; encourages the board to keep educated on and receptive to popular 
sentiment; characterizes and stresses the obligation of the executives to serve people in general intrigue; 
assists the board with staying informed concerning and successfully use change, filling in as an early notice 
framework to help foresee patterns; and uses research and sound and moral correspondence as its chief 
devices." 
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INTRODUCTION 
 The Public Relations hardware of the legislature or the open segment foundations everything being 
equal, regardless of whether they are popular governments or not, assume a significant job in scattering 
data about the different exercises and welfare plans of the administration they speak to.  
 If there should arise an occurrence of majority rules systems, their job is very critical since their 
prosperity or disappointment in spreading the great word about the exercises of the administration 
frequently choose whether the gathering in control develops triumphant in the races or not. If there should 
be an occurrence of the Government of India, the advertising and publicizing exercises are taken care of by 
essentially two offices – the Press Information Bureau (PIB) – for media relations and the Directorate of 
Audio Visual Publicity (DAVP) for promotions. The other pivotal arms of the administration, for example, the 
police, protection powers, railroads, open division endeavors and so forth have their very own advertising 
offices. By and large, the data with respect to the exercises of the administration are spread through press 
articulations, gatherings and print just as broad media notices. Notwithstanding, the utilization of new 
media, that is, advanced stages accessible through web have likewise become powerful options for the 
administration to spread data. Successful utilization of this new choice has huge potential since, utilizing new 
media is savvy and the dispersal of data is moment with the additional favorable position of moment input.  
 The advertising apparatuses of the private segment have been instant in embracing these 
advancements and now a days, new media frames a significant piece of their advertising techniques. In any 
case, the equivalent can't be said about the administration area. Notwithstanding a couple of exemptions, 
new media use is still at its beginning stages in the administration division in the nation. The Prime Minister 
of the country, Mr. Narendra Modi is exceptionally dynamic on Facebook, Twitter and YouTube and 
furthermore runs a site called www.mygov.in where he welcomes residents to present their proposals and 
complaints. The Ministries of Railways, Petroleum and so forth additionally have considerable nearness via 
web-based networking media. Among the significant focal government associations, the Delhi Traffic Police 
has nearness on both Facebook and Twitter. They likewise have a portable application and a committed 
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WhasApp number for enrollment of protests. The University of Delhi, a lofty place for advanced education 
additionally, has a Facebook page to address the inquiries of the individuals. Nonetheless, the greater part of 
the administration foundations linger behind in utilizing new media. While, the use of new media devices by 
the focal government bodies is step by step improving, the situation among the commonplace 
administrations of the states is fairly distressing. The states execute their advertising exercises through the 
directorates of data and broadcasting. The greater part of these arms don't have any internet based life 
nearness and their sites are additionally ineffectively structured coming up short on any pertinent data. 
Significant arms of the administration, for example, arrangement of specific administrations, objection 
redressal should be possible viably on the web, however the endeavors in the Indian situation are as yet not 
satisfactory. One of the essential purposes for the insufficient use of new media by the administration arms 
is the clear absence of entrance of the web. Be that as it may, as respects the entrance of the web just as the 
utilization of online networking, India is today among the quickest developing markets on the planet. 
Through projects, for example, 'Advanced India', the administration of India is additionally trying its best to 
take web to the towns and improve the general foundation. Hence, the advertising apparatuses working 
under the administration must fuse new media into their working as this will guarantee a lot quicker spread 
of data among the individuals of the country. The utilization of new media has colossal potential in framing 
positive general sentiment with respect to the exercises of the legislature.  
 The online life can enable the legislature to send messages right away and the criticism additionally 
would be prompt and real, which would assist them with encircling their future plans and strategies better. 
With the utilization of online life and a viable intuitive site, the associations would likewise have the option 
to balance antagonistic analysis of the administration by the customary media by legitimately interfacing 
with the individuals through Facebook posts, tweets, explanations on the site, etc. They would rise as the 
watchmen of the data themselves and would not rely upon the customary media to convey their news.  
 
FUNCTIONS OF PUBLIC RELATIONS  
• Public Relations is setting up the relationship among the two gatherings (association and open).  
• Art or Science of creating complementary comprehension and altruism.  
• It examinations the open recognition and demeanor, recognizes the association approach with open 
intrigue and afterward executes the projects for correspondence with the general population  
 
THREE INDIAN MODELS  

In light of this Western foundation, the advancement of advertising in India can be separated into 
three wide models,  
1. The State of (Propaganda Model) 1500 BC to the finish of the East India organization rule in 1858.  
2. The Era of (Publicity and Public Information Model) the British India Rule in 1858-1947.  
3. The Age of Public Relations (two-way Asymmetric Public Relations Model) Independent India, 1947-to 
date. As propounded by Grunig and Hunt in their four models, the Indian models likewise have unmistakable 
correspondence targets yet with a distinction. (Narsimhareddi, 2009)  
 
PUBLIC RELATIONS INFRASTRUCTURE OF THE INDIAN PUBLIC SECTOR  
 The Indian open segment today makes out of the two offices and endeavors constrained by the focal 
government and the separate state governments. While the divisions are for the most part occupied with 
doing the fundamental duties of the administration towards the individuals, for example, lawfulness, 
training, tax collection, nourishment supply, wellbeing, sanitation and so on, the open area endeavors 
generally are into segments, for example, transport, media transmission, flight, oil, gas supply and so on. 
Despite the fact that the greater part of these endeavors have been made to give administrations to the 
individuals, they are likewise expected to create incomes and add to the profit of the legislature. As a rule 
these endeavors likewise are in direct challenge with rivals from the private part. Consequently, 
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independent of whether it‟s an administration office or an open area undertaking, appropriate 
correspondence with the intended interest group is generally significant for the release of administrations to 
the individuals. In addition, being government run associations in a majority rule government like India, they 
are legitimately responsible to the country‟s citizens for their presentation. The fairly chosen governments 
are likewise sharp for show their accomplishments to the individuals with the goal that an ever increasing 
number of individuals can receive rewards from these administrations and thus they can receive 
discretionary rewards in the resulting races. Because of every one of these reasons, it is critical to keep up 
equipped correspondence channels with the individuals of the nation. For the reason, the focal government 
has a devoted office for the upkeep of media relations called the Press Information Bureau (PIB).  
 
DEVELOPMENT OF PUBLIC RELATIONS IN INDIA  
 A past filled with PR in India in the conventional feeling of the term presently can't seem to be 
composed. Insufficient information are accessible nor has any exploration been finished. While a proper 
history might be of enthusiasm for the scholastic sense, for a comprehension of the issues of PR in India, it 
isn't generally significant. What is progressively applicable is to see the various stages that have occurred in 
the improvement of PR in India. Each stage compares to certain target needs in the circumstance. While 
there might be numerous methods for seeing this inquiry, maybe four phases can be followed: 
(i) The beginning time where PR was rehearsed less as an issue of purposeful PR arrangement and 
progressively out of a liberal and generous approach or out of sheer need for scattering data. This stage 
proceeded till the Second World War.  
(ii) The next stage began during the Second World War and can be characterized as a phase of cognizant PR. 
This stage still proceeds yet a further advancement occurred in the post-autonomy period uncommonly 
towards the last 50% of the fifties and the early 50% of the sixties;  
(iii) The third phase of PR is consequently spoken to by the reaction of associations in India to the new 
condition made in the wake of the Governments Industrialpolicy Resolution and the development of 
equitable organizations in India-Parliament, the Legislatures, and so on.  
(iv) The fourth stage is spoken to by what one may call the phase of polished methodology in PR when PR 
specialists started to compose themselves as an expert body and attempted to build up their aptitudes as 
Public Relations individuals. It was in this period that the Public Relations Society of India started to assume a 
functioning job and started a development to improve benchmarks of PR practice in India. (Kaul, 1992) 
 As indicated by the third yearly version of Accenture Research, 'Bosses of Rural Markets: From 
Touchpoints to Trustpoints - Winning over India's Aspiring Rural Consumers', provincial buyers are especially 
trying to buy marked, top notch items. Therefore, organizations in India are idealistic about development of 
the nation's rustic buyer markets, which is relied upon to be quicker than urban customer markets. This is 
actually what Mahatma Gandhi visualized in those days.  
 
PROFESSIONALISM IN PR  
 It began with the arrangement of expert associations of PR professionals in different pieces of India 
remarkably in Bombay and Calcutta. The Public Relations Society of India was framed in Bombay as right on 
time as 1958. A couple of years after the fact a Chapter of the Public Relations Society was composed in 
Calcutta. Preceding this a Public Relations Circle had worked in Calcutta. As right on time as 1960 Tata Steel's 
sorted out a PR course PRO and it was held under the protection of the Calcutta Management Association at 
the Bengal Chamber of Commerce Offices. These were, be that as it may, restricted endeavors and the 
primary all-India exertion to win acknowledgment for PR as a calling was made with the holding of the main 
Public Relations Conference in New Delhi in April 1968. This Conference observed the way that while 
advertising had been picking up money the notoriety of the calling was sullied by the way that countless 
individuals were taking on the appearance of advertising experts who were as a general rule nothing 
superior to anything fixers and lobbyists of different sorts frequently working with the most questionable of 
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strategies. Naturally, along these lines, the worry of the main gathering was the discourse and reception of a 
code of morals and some endeavor to characterize the parameters of the advertising calling. All around this 
gathering prevailing with regards to accomplishing this objective and advertising has since come to be 
perceived as a calling that is playing a helpful and vital job in current society.  
 The above finding is an unmistakable sign for the administration business particularly the Rural PR 
Companies in India to give a great deal of significance to the developing markets in country India. The size of 
the prize in India's rustic hinterlands is becoming greater than numerous organizations at first idea. More 
organizations are extending their base in India's provincial markets than at some other time ever—and in 
light of current circumstances. For a certain something, the business condition is improving, on account of 
better foundation and the developing number of buyers who are gaining more and gobbling up items and 
administrations that help their goals. The juncture of these powers is changing the guidelines of the game.  
 
CONCLUSION 
 From the investigation, it could be discovered that the present situation of new media utilization by 
the advertising branches of the open part foundations in India is very ostensible. The media methodologies 
of these associations don't include the utilization of the online networking and relatively few messages are 
passed on legitimately to the individuals using web-based social networking notwithstanding a couple of 
exemptions. By and large, the sites of government associations are inadequately structured without 
sufficient substance and extension for ongoing spread of data. The greater part of the advertising 
foundations likewise don't have the labor to manage issues relating to new media, in opposition to the 
patterns in the private division where there are devoted experts dealing with new media stages. 
Simultaneously, it must be stated, that new media holds huge potential in contacting the individuals with the 
data or message of the administration. Compelling new media systems would support the administrations, 
both at the focal and commonplace levels to connect with the individuals all the more straightforwardly in a 
shorter range of time. They would likewise have the option to measure their conclusion and input all the 
more effectively, which would assist them with framing their plans and approaches in the coming years . 
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