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A postmodern view of public relations practice holds that practitioners will act as
organizational activists. This article examines the discourse of 16 public relations
practitioners to determine whether they exhibited postmodern behavior that trans-
lates into organizational activism. Practitioners displayed organizational activism
through situational ethical decision making, a desire for change, the use of
biopower to resist dominant power, a concern for employee representation, and the
practice of dissensus, to mention but a few. This study confirms the emancipatory
potential of public relations and challenges the domination of modernist perspec-
tives in public relations.

Back in my old organization at a community college, the president got his board to
give himself and his people 30% raises and their money was more than 40% of
what our people made. Their bonus was more money than our people made in a
year. It was a huge issue. It was huge. And, it was communicated wrong. The em-
ployees had a hard time with it and they called the papers and made this huge fuss
about it. My answer, although | agreed with the employees, my face to the media
was, it isjustified, the board approved it, and all that stuff. While all this was hap-
pening, the president got wind that there were stories out there and he called me
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and accused me of leaking. He not only accused me of planting the stories, but he
decided | did it and told me | was never to talk to the press again. So, here | went
ahead and gave the party line and got beat up. It came out who did this and it was
not me. But he didn’t care. So, from then on, the reaction | had was, | didn’'t give
the party line. | gave the real story and the real story was he didn’t do this, he did-
n't do that. And I left because | could not deal with somebody who was like that. It
was not just me. It happened across the board. In my current organization every-
thing that | have seen from legal has been very up front and | hope | do not have to
go down that road. But | have been there and | gave the party line. | was not com-
fortable with giving the party line, but at the same time it was to outside people, it
was not to internal people, so | thought it was OK. But, to be slapped because of
that ....

Thisstatement by apublic relations practitioner illustrates several important i ssues
inapostmodern view of public relations’ role as organizational activism: local and
situated ethics and decision making (Deetz, 2001), the role of power in organiza-
tional relationships, resistance to power, dissensus (Holtzhausen, 2000), and the
presence of emotional and psychological violence in work environments (Spicer,
1997), to mention but afew.

This article examines the discourse of 16 public relations practitioners to dem-
onstrate theimpact of postmodern perspectives on public relations practice, some-
thing public relations theory and education have not taken seriously enough up to
now. Thefact that postmodernization hasled to societal changesin different forms
of culture, state, politics, work organization, science, and technology (Boyne &
Rattansi, 1990; Crook, Pakulski, & Waters, 1992; Featherstone, 1991; Friedberg,
1990; Lyotard, 1989) has inevitably led to new redlities and values in the work-
place. Asthe previous exampleillustrates, theissuesfor public relations practitio-
ners might not have changed over time but how they deal with these issues has
obviously shifted from the modern to the postmodern.

It will be appropriate to briefly review the main philosophical differences be-
tween the modern and the postmodern, particularly asthey pertain to the organi za-
tional environment in which public relations practitioners operate. Because
postmodernismislargely areaction to modernism, thisreview doesnot includein-
terpretive and critical perspectives, which currently represent some of the other ap-
proaches to organization and organizational communication theories (Hatch,
1997; Jablin & Putnam, 2001).

A modernist approach to organizations privileges a management discourse
and emphasi zes upper management’s goals for the organization as given and le-
gitimate (Deetz, 2001). Organizations and their functions are evaluated in terms
of economic contribution and “’rational’ economic goals’ (p. 19). The goa of
the modernist approach is “an orderly, well-integrated world, with compliant
members and regulated conflicts, (which) has accepted without examination or-
ganizational goals and member positions’ (p. 19). This approach emphasizes the
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importance of information transfer in terms of “supervisor/subordinate commu-
nication, compliance gaining, networks, power, and relations with the public”
(p. 19). Deetz includes in this perspective the concepts of strategic message de-
sign, management of culture, and total quality management. Theoretical ap-
proaches include covering laws, systems approaches, and an emphasis on skills
development, particularly in the areas of communication and management
(Deetz; Hatch, 1997).

From the previous description, it is clear that a large portion of public rela-
tions theory has been developed within the context of a modernist approach to
organizations. The best example of this approach is the Excellence Study exe-
cuted on behalf of the International Association of Business Communicators and
published in the two well-known texts, Excellence in Public Relations and Com-
munication Management (J. E. Grunig, 1992) and Manager’s Guide to Excel-
lence in Public Relations and Communication Management (Dozier, L. A.
Grunig, & J. E. Grunig, 1995). This approach emphasizes the importance of
public relations as a management function, membership in the dominant coali-
tion, and strategic planning of public relations with measurable outcomes,
preferably in economic terms. The modernist, or functionalist (Burrell & Mor-
gan, 1979), approach to organizations remains largely dominant in North
America (Deetz, 2001; Hatch, 1997; Miller, 1999) and most likely in most
Western countries.

Contrary to the modernist endeavor, which “sought universal explanations that
could approach ... the status of natural laws’ (Hatch, 1997, p. 44), postmodernism
represents a broad theoretical approach and postmodern philosophers and theorists
stress that there is no central postmodern theory. In response to the modernist em-
phasison single, dominant theoretical perspectivesand philosophies, referred to as
metanarratives (Lyotard, 1988), postmodernists revel in multiplicity and diver-
sity, and in even questioning their own theoretical perspectives. Lyotard said,
“Theoriesthemselves are conceal ed narratives (and) we should not be taken by
their claim to be valid for all times” (pp. 126-130).

Although some scholars view postmodernism as a critical approach (Guba &
Lincoln, 1994), postmodernism is generally regarded as a distinctly different
discourse that focuses on such issues as the link between knowledge and power,
dissensus rather than consensus, and “micropolitical processes and the joined
nature of power and resistance” (Deetz, 2001, p. 31), to mention afew.r Aswill

Although the term postmodernism is still the most widely used term (i.e., Mumby, 2001) Deetz
(2001) introduces the concept of “dialogic studies,” which is largely based in the work of French
postmodern philosophers. He chooses this approach “because of the growing commercial use of the
term postmodern, resulting in increased difficulty in distinguishing realist assumptions about a chang-
ing world (a postmodern world) and a postmodern discourse, which denies realist claims about the
world” (p. 31).
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be emphasized throughout this article, and as supported by scholars such as Best
and Kellner (1991), Deetz (2001), Kincheloe and McLaren (1994), and Mumby
(2001), the postmodern movement originated from France, particularly from
philosophers such as Lyotard, Derrida, Foucault, Baudrillard, Deleuze and
Guattari, and Laclau and Mouffe. One of the main emphases of a postmodern
approach is to provide a different lens through which society in general, and in
this case, public relations in particular, can be viewed to provide an aternative
understanding of practitioners’ experiences (Deetz; Holtzhausen, 2000). This
lens will not only provide a different perspective on practitioners experi-
ences, but also can be used to refute some of the modernist expectations of
public relations practice.

One of the few areas where postmodernism has started to have an impact on
publicrelationsisintheareaof activism. Dozier and Lauzen (2000) makeacritical
comparison between the behavior of environmental activists and public relations
practitioners. They maintain the action of activistslead to “ social change, through
fundamental deconstruction and reconstruction of the social order” (p. 14). These
activists are loyal to a cause rather than to a particular organization, which, they
maintain, is rare among public relations practitioners. They clearly do not view
public relations behavior as leading to changesin the social order.

In a similar vein, Holtzhausen (2000) calls for the increased participation of
public relations practitioners in community activism, and argues public relations
practice can be more ethical if practitionerstake an activist stancein the organiza-
tionsfor which they work. Using thework of postmodern philosophersasthe guid-
ing principles, Holtzhausen equates the role of the postmodern philosopher with
that of the postmodern public relations practitioner. In thisrole, practitioners will
be change agents, serve as the conscience of the organization, and give voice to
those without power in their relationship with the organization.

Also, postmodern philosophy, as possibly the most dominant Western philoso-
phy at the beginning of the 21st century, should be able to throw some light on
practitioner behavior. The poor image of public relations might well be attributed
to modernist expectations of practitioner behavior that might be impossibleto ful-
fill in postmodern society.

Public relations practices have, for many years, been criticized for poor ethics
and dubious practices. Slang terms such as spin doctors and flacks have become
part of theword arsenal of people who challenge the ethics and credibility of pub-
lic relations practitioners. Studies, even among people in the public relations in-
dustry, confirm that public relations is suffering from a poor image (Callison,
2000; Newsom, Ramsey, & Carrell, 1993; Saunders, 1993). In addition, public re-
lations practitioners also are blatantly accused of unethical practices that make it
possiblefor big corporationsto continue with their own dubious activities (Gandy,
1989; Olasky, 1985; Stauber & Rampton, 1995). Unfortunately, these authors
make a strong case in support of their arguments.
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These accusations indeed question the role and contribution of public relations
practitionersin society and in the organizations they work for. However, can these ac-
cusations merely be explained away as poor and unethica decision making by practi-
tioners or are there other organizational factors explaining practitioner conduct?

Thisstudy maintainsthat [ooking at practitioner behavior through apostmodern
lenswill provide adifferent understanding of therole of public relationsin institu-
tions. Ononehand, thislenswill highlight why practitionersmakepositivecontribu-
tions to their organizations, despite the fact that they do not necessarily practice
excellent publicrelations. Ontheother hand, postmodernismwill provideadifferent
understanding of how organizationsfunction and how practitionerscan play therole
of organizational activists.

POSTMODERN THEORY AND
PUBLIC RELATIONS PRACTICE

Relying heavily on the work of postmodern philosophers, this study focuses on
severa theoretical threads. In addition to a brief introduction to the postmodern
theories applicable to this study, postmodern theories will again be introduced
with the presentation of the results of the study. This is done to explain the se-
lection of practitioner quotes and to explain practitioner behavior. Five different
theoretical perspectives guided this study.

Organizational Politics and Public Relations

The political nature of organizations focuses on strategic relationships and alli-
ances determined by conflict, power, and resistance to or desirefor change (Degtz,
1992; Jameson, 1993; Lyotard, 1992; Williams, 1998). An understanding of the po-
litical nature of public relationswill be essential to the postmodern public relations
practitioner. Spicer (1997) holdsthat when an organization isviewed as apolitical
system, power isthe most important resource.

Power perspectivesin public relationstheory stressthe need for practitionersto
be part of the organization’s dominant coalition (Dozier, J. E. Grunig, & L. A.
Grunig, 1995). However, postmodern power does not align itself with power at the
top of the hierarchy. Postmodern public relations practitioners as activists will re-
sist authoritative, organizational power structures even when they themselves are
part of the dominant coalition. They will use other sources of power, such as per-
sonal characteristics, expertise, and opportunity (Hatch, 1997) to obtain power;
and they will do this more so when they do not have authoritative power. This pur-
suit of power, however, must be a positive force for change (Williams, 1998).
Whereas authoritative power is directed downwards in organizations, the power
postmodern practitionersstrivefor will be multidirectional and inclusive (Hatch).
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Micropolitics, Alliances, and Public Relations Practice

The concept of micropolitics holds that power at the macrolevel is made possible
only by the power networks at the microlevel that support macropolitics
(Baudrillard, 1975, 1981; Best & Kellner, 1991; Deleuze & Guattari, 1983;
Foucault, 1980). People who strive for power, which isinherently apositiveforce,
have to focus their attention on alliances at the microlevel.

The postmodern understanding that macropolitics exist because of
micropoliticsis essential to an understanding of public relations as activism. Mod-
ernist power came about by permeating all levels of micropolitical power, which
includes family, educational, and religious institutions, and business and state or-
ganizations (Althusser, 1971; Baudrillard, 1975, 1981; Deleuze & Guattari, 1983;
Foucault, 1980). It istherefore important for public relations practitionersto iden-
tify areas of micropolitical power in the organization, form alliances with people
who can assist them to gain power, and thus, be influentia in the organization
(Spicer, 1997).

In postmodern society, micropolitics has becomethe area of strugglefor people
who have been marginalized in the past and do not form part of the dominant
power structures in the organization. These alliances will be formed particularly
with peoplefrom diverse social and cultural backgrounds. In organizational terms,
this understanding of diversity will not only extend to employees who are them-
selvesfrom diverse backgrounds, but also will include employeeswho do not form
part of the most valued disciplinesin the organization. Theseimportant disciplines
obviously will vary among organizations, but normally executive managers and
functions representing the technical core (Hatch, 1997) will be regarded as the
most vital to the organization’s survival. Public relations as a support function
(Mintzberg, 1983; Spicer, 1997) will be more marginalized and regarded as less
important. Forming alliances with either marginalized people or marginalized or-
ganizational functions such as research and development, accounting, personnel,
and strategic planning (Hatch, 1997) will therefore be typical postmodern public
relations behavior.

Postmodern Biopower and the Public Relations Practitioner

Power relationsin the organi zation depend on theinner power, or biopower, of the
individual to resist subjugation. This approach focuses on the individual as con-
scious participant who has the power to resist macropower (Birch, 1992; Foucault,
198843, 1988b; Lyotard, 1993a).

Postmodern philosophers regard power as an inherently positive force but then
that power must be biopower (Foucault, 1988a, 1988b) that stands up to dominat-
ing forms of power. The importance to resist power and domination from within
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comes from the postmodern understanding that power and domination are perpet-
uated when peopl e accept asnormal their subjugation to and domination by power.

Resistance to power that excludes the voices of marginalized organizational
functions and employees and only privilegesthe discourse of management, will be
atypical response of the postmodern public relations practitioner. However, the
postmodern practitioner also can assist the organization itself to become activist
by resisting dominant and harmful power in society in general. Organizations that
take on government policiesthat harm the environment or take astand on behalf of
marginalized social groupswill be atypical example of such activism. Perhapsthe
best-known exampleistheinternational Benetton Group with its outspoken stance
on issues such as the death penalty.

Dissensus and Dissymetry as Models for Public Relations
Practice

Dissensus and dissymetry (Docherty, 1993; Lyotard, 1992, 1993a) are powerful
forcesfor change and give birth to new ideas and new solutions to problems. It is
rather an act of becoming than an act of being.

Lyotard (1988) believes consensus results in injustice because the most power-
ful party in the discussion determines the outcome of the consensus. By striving
for consensus, the public relations practitioner will automatically reaffirm thewill
of the most powerful.

Lyotard (1992) believes inventions and novel ways of thinking and solving
problems are born from dissensus. He calls events that have the potential to in-
volve opposing voices “tensors’ (Lyotard, 1993b, p. 54). Holtzhausen (2000) ar-
gues that the postmodern public relations practitioner will strive for dissensus by
identifying points of difference (tensors) between the organization and itsinternal
and external publics. “ Through theidentification of tensors, practitionerswill pro-
mote and create situations in which new meaning is produced through difference
and opposition” (p. 107).

Local and Situated Ethics and Decision Making

Postmodernistsresist philosophical and theoretical metanarratives (Lyotard, 1992)
and arguefor theimmediacy of action, asproposed by Foucault (Eribon, 1991) and
Lyotard (Williams, 1998). One of the reasons for this rejection of metanarratives
and “foundations’ (Deetz, 2001, p. 34) isthat these narratives often have been used
to maintain the privileged positions of dominant power structuresin society and to
legitimize positions that are often unjust to marginalized groups, such as women
and ethnic minorities.
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Both Foucault (Eribon, 1991) and Lyotard (1984) propose that the immediate,
the local, situation dictates what is the best and most humane decision to make.
This suggests the individual steers away from norms being imposed by society in
favor of individual, ethically responsible decision making (King, 1992).
Postmodern practitioners would therefore rather base their ethical decision mak-
ing on “particularism,” the complexities of the particular circumstances at hand,
rather than on “universalism,” normative social standards of right and wrong
(Adler, 1997, p. 59) because these normative standards are often unjust and only
privilege those already in power.

A Definition of Organizational Activism

Against thistheoretical background, aprofile of the public relations practitioner as
organizational activist emerges. The practitioner as organizational activist will
serve as a conscience in the organization by resisting dominant power structures,
particularly whenthesestructuresarenot inclusive, will preferenceemployees’ and
external publics discourse over that of management, will make the most humane
decisioninaparticular situation, and will promote new ways of thinking and prob-
lem solving through dissensus and conflict. These actionswill contribute to acul-
ture of emancipation and liberation in the organization.

METHOD

This study was donein the postmodern tradition, or what Deetz (2001) refersto as
the“dialogic” tradition of research, with its on emphasis micropolitical processes,
resistance to power, the one-sidedness of reality, dissensus production, and the lo-
cal nature of understanding (p. 31).2 Datafor this postmodern analysis of practitio-
ner behavior were collected from 16 depth interviews conducted between May and
July 2000. Participants were drawn from the membership list of a Florida PRSA
chapter. Their selection wasbased on availability of practitionersand their willing-
nessto participate, aswell asthetype of organization, which had to be either profit,
nonprofit, public or government, or technology. Organizational type was intro-
duced merely to ensure equal representation of practitioner voices, and not for the
conventional postpositivist benchmark of rigor (Guba & Lincoln, 1994).

The membership list included place of employment, position, and a brief de-
scription of each member’ s area of expertise. Only practitionerswho held a public

2Thereisan emergent debate on the rel ationship between critical research and the postmodern tradi-
tion. Scholarssuch as Gubaand Lincoln (1994) include postmodernismin thecritical research tradition,
whereas others such as Deetz (2001) make a distinct difference between the two approaches. Mumby
(2001) argues against a complete digjuncture between these two traditions and maintains the relation-
ship is“productive and dialectical rather than adversaria” (p. 609).
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relations position or who worked in areas of public relations (e.g., communication,
media relations, community relations) were selected. Practitioners had to have at
least 5 years experience in public relations. Gender and seniority of position were
not included as criteria. However, eventualy all participants had some level of
management responsibility. The members who were excluded were academics,
those who held marketing or advertising positions, and members of counseling
firms. Practitioners from counseling firms were excluded because counseling
firms place practitionersin adifferent power relationship to clientsthan the power
relationship between corporate practitioners and their superiors. Replicating this
study among counseling practitioners was regarded as a separate endeavor, which
adds to the heuristic value of this study.

Thetwo researchers applied qualitativeinterviewing techniques, which empha-
size the interaction between the interviewer and respondent (Babbie, 2001). A se-
ries of open-ended questions were asked with the option of further exploration to
establish mutual understanding (see Appendix A). Thisisinlinewith Babbie sun-
derstanding of aqualitative interview as “aconversation in which the interviewer
establishes a general direction for the conversation and pursues specific topics
raised by therespondent” (p. 292). Because thistype of research acknowledgesthe
mutua influence between the researcher and theresearched, interviewsin thisarti-
cle are occasionally presented as a dialogue.

Allinterviewswererecorded andlasted from 60to 90 min. Theword postmodern
wasnever usedintheinterviews; rather, interviewswere based on an exploration of
postmodern perspectives on activism, as they emerged from the literature.

Huberman and Miles (1994) suggest a number of strategies for dealing with
qualitative data that were used in this study. All interviews were transcribed and
drafted into summary sheets. The researchers then started noting patterns and
themes. Clustering of these conceptual groupings was based on what postmodern
theory would constitute as activist behavior.

Inreporting the resultsand in adherence to postmodern interviewing techniques
(Fontana & Frey, 1994), the individual perceptions of individual practitioners
were reported and served as the unit of the analysis, rather than collapsing all
voicesinto one. However, particularly repetitive trends among practitioners were
noted and grouped together. Finally, where available, contrasting perspectives
were used to highlight differences between what we interpreted to be postmodern
and modernist public relations approaches.

RESULTS

Theanalysis of datafocused on theindividual practitioner as having a unique con-
sciousness, not on the practitioner aspart of agroup that can be studied objectively.
Birch (1992) said, “ The human being is a subject and not simply an object pushed
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around by external relations. To be asubject isto be responsive, to constitute one-
self purposefully in response to one’' s environment” (p. 293). Data analysis there-
fore focused on the unique attributes and environment of individual practitioners,
and how these factors affect their decision making.

Moral and Ethical Decisions are Situational

Lyotard (1988) rejects modernist philosophy and science as metanarratives
that co-opt individuals into suppressive socia practices that give more power
to the already powerful. The role of the philosopher and scientist is continu-
ously to cut free from metanarratives that have been transmitted through the
rules, practices, and norms of modernist institutions. Postmodernism opposes
philosophies that assume applicability in al situations and under all circum-
stances. Deleuze and Guattari (1983) said, “We no longer believe in aprimordial
totality than once existed or in afina totality that awaits us at some future date’
(p. 42).

Deetz (2001) showed how in organizational terms “the narratives of ’effec-
tiveness,” "expertise,’ and ’excellence’ were used to legitimize managerial con-
trol systems’ (p. 35). However, the result of the rejection of metanarratives is
the fragmentation of identities and the loss of foundations. This is not necessar-
ily regarded as a positive outcome but rather an inevitable one (Deetz). The in-
sight that metanarratives are used to maintain dominant power structures
forces people to make situational (or local) decisions on what is ethical and
correct behavior.

Holtzhausen (2000) and Fitzpatrick (1996) hold that public relations can play
an important ethical role by being the conscience of the organization through
highlighting ethical situations and emphasizing the need for ethical decision
making. However, the postmodern stance to ethics and moral decision making
holds that a single dominant ethical philosophy will submit employees to a re-
pressive metanarrative. Both Lyotard (Williams, 1998) and Foucault (Eribon,
1991) suggest a counterstrategy for ethical decision making that focuses on the
immediacy of actions. Instead of focusing on the overall state of ethicsin the or-
ganization, the postmodern public relations practitioner will show “what is intol-
erable in a situation that makes it truly intolerable” (Eribon, p. 234). The
postmodern understanding thus will emphasize the role of the public relations
practitioner as a conscience rather than the conscience of the organization.
Nonetheless, ethical decision making will be an important component of daily
actions (Kiing, 1992).

This approach was strongly supported by a number of practitioners, as can be
seen from the following responses to the question whether they see themselves as
the conscience of the organization.
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Interviewer:
Do your morals play an important part in your daily decision making?

Interviewee:
Hmmm ... not daily decision making but they certainly play apart in how wewant
the department to be viewed or ourselves to be viewed.

Interviewer:
Do you see yourself as being the conscience of the organization?

Interviewee:

A part of that. | think if your definition of the conscience is the person, the little
voiceinsideyour head, then |’ m part of it. Thelittle voice that saysthisishappening,
that’ s happening, and, oh, she crossed her arms, something’ s wrong, then yes.

Itisclear thispractitioner did not see her role asbeing responsiblefor the organiza-
tion’ sconscience. Moral decision makingwasapersonal issue, not something done
on behalf of someone else.

Other practitioners were equally skeptical about public relations practitioners
policing the conscience of the organization. Rather, they reserved this role for
particular situations. One said,

I am not really sure that that is the role of the public relations group to be the con-
science of the organization. | don’t know where the conscience of the organization
will beheld. I think it hasgot toinitially be held through theleadership ... it hasgot to
start at thetop. | think we as public relations practitioners can point out areaswherein
good conscience certain acts may not bein the best interest and consi stent with acor-
poration or organization’ s values but | don’t know that it rests with us to be the con-
science of the marketing section. Maybe the heart, but not the conscience.

The concept of the public relations practitioner asakind of emotional barometer
or “heart” for the organization was reflected in the words of another practitioner:

I think that is definitely true, at least in our area here, because we have so many engi-
neers, and so many peoplethat ook at thingsvery methodically, very structurally, and
we are the free thinkers, and they tell us we are the free thinkers.

Another practitioner also saw the involvement of practitionersin ethical issues
as a counseling role rather than a policing role. Again the emotional satisfaction,
the heart, of the practitioner emerges, “1 feel real good about that situation, where
they will listen to your counseling and you are their conscience and sometimesyou
need to prick the conscience to get them [to see] what has to be done.”

Y et another practitioner altogether, questioned the role of the public relations
practitioner as the conscience of the organization, believing that public relations
has such a poor reputation that people will not equate that role with the function:
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| don't think that alot of people would buy that. The public | don't think would per-
ceive public relations people asthat because the public generally perceives public re-
lations as the people who package everything and makeit look pretty, whether itisa
good thing or abad thing. They would think of them more as spin doctorsor maybein
anegative way, without understanding truly what a public relations person does. In-
ternally in this organization | see this organization has a big conscience anyway, so
they don’t need conscience police.

Against this background of postmodern ethics as situational, the modernist ap-
proach of ethics as metanarrative is vividly juxtaposed in the words of this practi-
tioner, “Definitely, almost social architect, because we have a big effect on the
information that we give the public.” The concept of social architect istypical of
the modernist concept of ametanarrative by which society can be manipulated and
made subject to totalizing ideas.

Power and the Public Relations Practitioner

Several scholars have theorized power and public relations. The main emphasis of
these perspectives was to stress the importance of power for the public relations
function. Asaresult the need for public relations to be a member of the dominant
coalitionisonethat has become entrenched in public relationsliterature (Dozier, J.
E. Grunig, & L. A. Grunig, 1995). However, many of these practitionersarenot part
of the dominant coalition and do not havealot of institutional power. That does not
inhibit them from striving for personal power, asis clear from this dialogue.

Interviewee:
But | am not part of the power structure. | don’tfeel ... | haveto cover my rear end
or | am going to lose my VP status or something.

Interviewer:
Soyouthink itisto acertain extent beneficial to the communication processto not
really bein there?

Interviewee:

No, no, no. At the present moment, theway our current structureis, | think itisvery
beneficial for me here because | still have the ear but | am not perceived as being a
threat to anybody. | have no agenda. | am hereto help you. Now eventualy, | want to
be at the table to help [the president] but | need to do these other things first.

As this practitioner suggests, there may be some political advantage to being an
outsider in terms of dominant power coalitions.

Spicer (1997) suggests viewing the organization in terms of a political meta-
phor will help public relations practitioners understand how power and conflict
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operate in organizations. The political metaphor draws on our understanding of
how the political system of government findswaysto manage diverse and conflict-
ing interests. He makes a distinction between organizations as political systems
and organizational politics and suggests the former should serve as the applicable
metaphor. In this model, power is the most important resource.

Postmodern philosophers also link politics and power. The political is referred
toasall formsand spheres of action linked to change or resistance to change (Wil-
liams, 1998). Postmodern power is regarded as an inherently positive force for
change. Postmodern public relations practitioners have a duty to use their
biopower (Foucault, 1980), their power from within, to assert themselves even if
they are not part of the dominant coalition. Biopower is the result of self-knowl-
edge, particularly in the form of moral consciousness. Asin the previous example,
other practitioners, too, regarded access to powerful people as having personal
power and valued this form of power more than having institutional power: “1 do
feel that we havethe ear of the highest |level management. | can very easily pick up
the phone and call our CEO and hewill actually takemy call. Hewill listen to what
| haveto say.”

Another practitioner extended power even beyond the organization itself:

Absolutely, | have avery close relationship with our director who is my boss, and he
with the county administrator who is in charge of everything. | have access to the
county administrator. | can get him on the phone right now and get him down here, as
well as all the members of our board.

Postmodernists have in common the rejection of blind, uncritical obedience to
power, which is brought about by philosophical and moral metanarratives. The
following comments of a practitioner starkly contrast the desire for power as ex-
pressed by other practitioners and are typical of what postmodernists criticize in
modern power:

Internally, thereisnot awholelot | can do about them, becausethey are pretty cut and
dry asto who takes ownership of the particular project. So, unlessaproject comesto
meand | cantruly directit, all | haveisinput and | havetolet theleader of that particu-
lar issueor project kind of mold whatever they feel best. Sol can only do asmuch asl
am asked and as much as they will accept from me.

The power structure in this organization left the practitioner feeling powerless
and unable to challenge or make inputs unless she is asked.

Postmodern practitioners have in common the inherent power and desireto re-
sist dominant power if they regard that power as unfair or amoral. These practitio-
nersdisplay some of the equalizing fervor exhibited by activists (J. E. Grunig& L.
A. Grunig, 1997). However, this resistance to power often poses problems for
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practitioners. They are aware of their own objections and will assert themselves
but often have to give in to power, even though reluctantly.

Ascorporate employees public relations practitioners of course are subjected to
the same power relations to which other employees are subjected. Although very
little research exists about these power relations, Spicer (1997) alludes to the vio-
lence done to practitioners as aresult of power.

From theinterviewsit became clear that these power relations are often respon-
sible for unenviable positions in which practitioners find themselves. One practi-
tioner related how she had to compromise her own principles. Describing an
argument about a sexual harassment case, she said:

Interviewee:

Wewent atitfor 2 hrand| tried every argument to sway him. | did not succeed. He
went hisown way and circumstances proved himwrong in the end. But that wasnot a
good thing for me. | would rather that he trust me.

Interviewer:
When you walked out of that meeting, did you still stick to your viewpoint?

Interviewee:

| stuck to my viewpoint but my public facewashismessage because heismy presi-
dent; | am his communications person. That iswhat he wantsto get out, so that ismy
message. Behind the scenes, to my boss and to him [ stuck to my viewpoint].

However, sheinsisted that she was not afraid to take on the system and said,

Asfar as| am concerned | am not afraid to take on the system when it is something |
believein. | think alot of that wasmy childhood experience. My brothersarethat way.
The family isthat way.

This practitioner brought to life the postmodern concept of resisting power,
even if it creates discomfort. Foucault (1988a) said, “As soon as there is a power
relation, there is a possibility of resistance. We can never be ensnared by power:
we can aways modify its grip in determinate conditions and according to pre-
cise strategy” (p. 123). Other practitioners supported Foucault’s (1988b) belief
that “every relationship is to some degree a power relation. We move in aworld
of perpetual strategic relations’” (p. 168).

Asked whether she would challenge power in her organization, another
practitioner said,

Absolutely, absolutely, to the point where | can probably endanger my stance as a
teamplayer, but | alsofeel extremely strongly about the public’ sconcerns, andwhat is
in their best interest. It is not always a politically good position to bein.
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Another practitioner echoed this attitude and said, “Y es, most definitely. | am
prepared to take on something ... go against for example top management if there
were any issues | felt strongly about.”

Foucault (1988a, 1988b) believed that without biopower, political power per-
meates the individual and induces obedience and conformity. It might well be the
lack of biopower that |eads practitionersto make unethical decisions, asinthe case
of this practitioner who willingly manipulates the truth:

Sometimes, even though it isacompany mandate as what needsto be done, they give
methelatitudetowork, and wedon' tliketo usetheterm, but tospinit sothatitismore
acceptable to the public without being untruthful.

Thisblind obedience to expectations from others might well contribute to the poor
image of public relations.

Employees Come First

Public relations practitioners as “critical worker researchers’ (Kincheloe & Mc-
Laren, 1994, p. 147) will question scientific management principles by analyzing
their own position in the hierarchy of the workplace and will be critical of the per-
fectly controlled work environment. Not only will these practitioners be aware of
the need for their own worker autonomy, but also they will be concerned with the
autonomy of other employees and will question management principlesthat strive
to control and manipulate.

A practitioner explained her own as well as her colleague’s concern for em-
ployeesin the form of aninverted pyramid, where workers' concerns should be at
the top and managers at the bottom, small point of the triangle. For her, not being
part of top management was important in thisrole:

| strivefor it constantly. | strivefor itin everything that | hear and everything that |
do ... because to methat’ s respect for people. And that iswhat it meansto be built
thisway. (She uses her handsto show an inverted pyramid.) | mean, | think about it
ineverythingthat | do. But | am at the middle management level wherel can get out
and about. | am not at the exec level where somebody will come down on me be-
cause | have spent $5 million on this project.

Critical worker researchers will give voice to those in the organization who
do not have a voice, not in a patronizing or paternalistic way but by legitimating
the knowledge of those employees (Garrison, 1989). This happens mainly be-
cause “practitioner research tends to distort reality less often than expert re-
search because the practitioner is closer to the purposes, cares, everyday
concerns, and interests of work” (Kincheloe & McLaren, 1994, p. 149).
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Theideaof the practitioner as being closer to employeesthan other managersis
expressed in the words of the previously-mentioned practitioner:

| definitely see myself as, and this sounds very arrogant, “ The voice of the people.”
And by that | mean the execs are so high up, they don’t talk to the people, they don’t
talk to somebody in the cafeteria, liketalk to peoplein the elevator. They don’'t ques-
tionanything. And| do. | talk to people. [My colleague] talksto people. Whenthereis
an issue out there, when there is aproblem out there | consider it my duty and my re-
sponsibility to bring that to somebody’ s attention—somebody that might be relevant
to that and that we can do something about it.

Another practitioner echoed this concern for voice and also viewed this action
not as “talking on behalf of” people but rather as creating an awareness of issues
that need to be dealt with:

[Itis] through being avoicein meetings at every level, whether it iswith our support
staff or in the departments, that | can continue to the best of my ability to bring both
sides of any issue to the table, try to heighten the awareness.

This creation of awareness about worker issues can be equated with therole of
the postmodern researcher as an advocate and activist that expands consciousness
by confronting ignorance and misapprehensions (Deetz, 2001; Guba & Lincoln,
1994). Some practitionersin this study gave examples of how they translate mes-
sages from other employees to increase understanding between management and
staff:

Thereis an employee that had a situation where she needed to leave every day by a
certain time because she had responsihilities to pick up her child from day care and
what would appear to be getting routinely scheduled into meetings that would go be-
yond that timelimit, putting this person in abad situation. So | voiced concern on her
behalf, | mean, that isaminor detail, but it isimportant for that person.

Another practitioner also gave an example of how she deconstructed amessage
for management. The organization had a competition for suggestions to improve
productivity. However, al suggestions had to relate to something outside the em-
ployee sdirect areaof responsibility. One employee resubmitted aproposal he had
madeto hisdirect manager and asaresult management did not want to consider the
proposal. The practitioner told them,

That isnot theissue heistelling you. Theissue heistelling you is he brought thisin-
formation to his manager and the manager said “tough.” Y ou’ re not paying attention
totheunderlyingissue. Heissaying he brought theinformation and he hasthe spread-
sheet to proveit and hismanager isnot taking it seriously. And that was an eye-opener
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for the execs. They did not understand that thiswas really what that guy was saying.
So | am trying to do it in everything.

The attitude of another practitioner who did adhere to the principles of ascien-
tifically managed and tightly controlled workplace juxtaposed the af orementioned
stance to employees and their concerns:

| don’t generally interfere. | try to stay within the channels of communication or su-
pervisory requirements that are appropriate. | mean, | supervise a couple of people
and | do take their issues to the human resources department, and stand up for them,
absolutely, when | thought that what they were asking for was not unreasonable. So
yes, | would do that, if | need to.

Whereas the previously mentioned practitioners clearly adhered to the
emanicipatory power of public relations, this practitioner gave preferenceto exist-
ing “channels of communication” without really challenging the status quo on be-
half of employees. This practitioner would decide for employeeswhat was reason-
able or not, exhibiting the paternalistic behavior typical of modernist management
principles.

Postmodern Public Relations Practitioners Choose Sides

Perhaps one of the most significant findings of thisresearch isthe confirmation that
practitionersfind it very difficult to adhere to the concept of consensus. Although
several scholars, such as Spicer (1997), have cometo understand symmetry as col-
|aboration rather than consensus, symmetry as consensusis assumed in much pub-
licrelationsliterature(Dozier, J. E. Grunig, & L. A. Grunig, 1995; Pearson, 1989).

Postmodernists, however, question the possibility of consensus and believe the
most powerful person in the relationship determines the consensus, thus silencing
the voice of those with less power (Lyotard, 1988). Aspreviously discussed, all re-
|ationships are political and therefore power-related. To overcome the concept of
consensus and the silencing of voice, Lyotard (1992) proposes difference and divi-
sion rather than reconciliation. He refers to this state as dissensus and believes
novel ways of thinking and problem solving comes from dissensus. He equates
consensus with the end of thinking, whereas dissensus extends thinking. In this
process of dissensus, public relations practitioners are forced to choose sides,
which provides a new perspective on the bridging function of public relations.
Several practitioners gave examples of where this situation of dissensus arose in
the workplace. One said, “Everybody is entitled to their opinion, and thisisjust a
situation whereyou are never going to bein agreement with them. So we hopefully
end these conversations delicately and politely.”
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These situations are typically what Lyotard (1993b) refers to as “tensors’ (p.
54)—events that cannot be resolved because of the strongly held differencesin
opinion. The role of the postmodern public relations practitioner is to identify
these tensors between the organization and its publics. In addition, the practitioner
will be forced to choose sides because taking sides with both partiesisimpossible.
One practitioner gave a graphic example:

| have seen meetingswhereweliterally get up and leavethetableand the publicisstill
angry. And we have said as much aswe can say becauseif we give you morethen we
have to give the next guy that comes along more. So we try to stay right within our
contract.

This acceptance of different viewpoints is important because voice is sup-
pressed when participants in a dispute cannot express themselves and represent
something outside of the status quo. One practitioner gave thisvivid example of a
tensor and how her manager dealt with it:

There was one instance where [my boss] and | had a difference and we were so agi-
tated that we stood in opposite sides of theroom with our armsfolded. And we moved
to these positions. We started out across the table from each other. At the end of the
discussion we agreed to disagree. There was no resolution to the discussion and we
decided to just hang onto that. But the good thing for me was that [he] allowed meto
arguewith him. And | feel comfortable enough with [the president of the company] to
go to him and do that.

Although practitioners try to be neutral because they have been trained to be-
lievethat neutrality isthe moral imperativefor practitioners, they find it extremely
hard to do. Again, this postmodern perspective on dissensus explains practitio-
ners’ predominant use of the mixed motive model of publicrelations (Dozier, J. E.
Grunig, & L. A. Grunig, 1995). Perhaps practitioners will find themselvesin less
of amoral dilemmaif they understood the impossible expectations of being truly
symmetrical.

In addition, the poor image of public relations might be directly related to mod-
ernist ethical expectationsthat are not longer applicable in the postmodern world.
Thisresultsin agap between actual practitioner behavior and expectations of prac-
titioner behavior.

Marginalization and Diversity in the Workplace

Postmodernists describe macropolitics as the politics of class and state, and
micropolitics as the institutional networks that support macropolitics (Althusser,
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1971; Baudrillard, 1975, 1981; Best & Kellner, 1991; Deleuze & Guattari, 1983;
Foucault, 1980; Pécheux, 1982). To obtain palitical power, it is necessary to have
power at the microlevel and postmodernists, therefore, suggest resistance to domi-
nation through micropoalitics.

Because societies are becoming more heterogeneous, the struggle for political
power isin itself becoming more diverse and diffused. Local groups, often those
people who have been previously marginalized, are organizing against the dif-
fused and decentered forms of power that support dominant power structures. In
thisway, postmodern paliticsis astruggle between the dominant values of society
and those who feel marginalized by those values (Baudrillard, 1975, 1981).

Therefore, it can be assumed that practitioners who will be conscious of power
imbalances in the organization and who strive for power at the microlevel (i.e., in
their immediate environment) will be practitioners who themselves have felt
marginalized in someway in their own lives. One practitioner explainsthefeeling
of being marginalized as follows:

Interviewer:

| sort of get thefeeling that people who havethisfeeling, or had this experience of
being marginalized, beit then agender issue or achildhood issue, or araceissue, sex-
ual orientation, or whatever, that peoplelikethat will bemorelikely totakeonthesys-
tem.

Interviewee:

I think you are absol utely right about theidea, especially when you get into there-
ally deeper issues, the thingsthat are obvious about you. Not everybody would know
that | wasthe only girl but everybody would know if | was Black, or thefact that | am
female. These kind of issues definitely. | think you have the strength to buck the sys-
tem. Because you are not the normin the system. The system isWhite male, 25 to 40
yearsold. So | think you have atendency to do that.

Foucault (1980) held that power is ascending not descending, and that power
evolves upwards through micropolitics to become macropoalitics. Because al rela-
tionshipsexist interms of power relations, power isdynamic and existsin terms of
aliances (Jameson, 1981, 1984, 1988). Postmaodern practitioners will, therefore,
strive for power at the organization’s micropolitical level and will seek alliances
where necessary to obtain power.

Feelings of marginalization and the resulting need for alliances and strategic re-
|ationshipsare astruein organizations asthey arein society. The same practitioner
spontaneously referred to the importance of alliances and said,

[I'am not afraid] to make alliances. | base my decision to take on beyond what | am
feeling [on forming alliances]. | talk to other people. Where is everybody’ s head on
this. Isthis something ... and sometimes | won't.
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The feeling of being a marginalized individual, however, did not trandate
into an increased understanding of diversity issues. The aspect of diversity, as
understood in postmodern literature, was the most problematic aspect of
postmodern behavior for practitioners.

Although all the participants emphasized that their organizations were very
aware of the need for diversity and equal opportunities, they did not share the
postmodern understanding of this concept. Equal opportunity translated into hir-
ing the best person for the job, as in the words of this practitioner,

This organization is an equal opportunity employer, so regardless of race, creed,
color, disability, sex, we make no judgment there. We always arelooking for the best
person with the best credentials and background to fill any positions.

This attitude is typical of modern management’s performance-based dis-
course with its emphasis on regularity and normalization, particularly of people
on the margins (Deetz, 2001). Although the practitioner mentioned those aspects
that make for a diverse appointment, in the final instance the best person for the
job was appointed. The question, of course, is who determines what the “best”
is. In modernist organizations, the best will be determined by those in power and
the best will look like the dominant group. There was no understanding that the
best person for the job might be somebody who did not conform to the dominant
worldview in the organization. Such a person might well be the best candi-
date because she or he represents a strong opposing voice from outside of the
organization.

DISCUSSION

Using the postmodern lens in this study indeed provides an alternative perspec-
tive to the organizational behavior of public relations practitioners. The discus-
sion will highlight those differences and the implications for public relations
practice and research.

It was apparent that some practitioners were more likely to exhibit
postmodern values and organizational activist behavior than others. These be-
haviors were often the result of organizational environments but also of the indi-
vidual differences between practitioners. Even in the highly homogenized
environment of corporate America, a postmodern approach to studying public
relations practice emphasizes the importance of focusing on practitioners’ indi-
vidual understandings and experiences, on “the human being as subject” (Birch,
1992, p. 293) instead of studying practitioners as a homogeneous group.
Postmodern research will therefore privilege a variety of qualitative research
methods that can highlight the individual experience.
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This research also confirms Spicer’s (1997) contention that public relations
practitioners are subjected to particularly emotional violence in the organizations
they work for. The poor image of public relations might be ascribed to this vio-
lence, where public relations practitioners, despite their opposition to unethical or-
ganizational behavior, are often the ones blamed for that behavior. An additional
factor might be the undemaocratic organizational environment that does not have
the checks and balances of ademaocratic society. Members of ademocratic society
clearly have more freedom to make ethical decisions and differ from people in
power than have public relations practitioners. Several of the anecdotes reflected
the normative discourse of corporate management and managers unflinching be-
lief that their organizational decisions are legitimate and should therefore be ac-
cepted, even in the face of opposition (Deetz, 2001).

If viewed from a modernist organizational perspective, the idea of organiza-
tional activism seems confrontational and perhaps even impossible. However,
viewing practitioner behavior from apostmodern perspective makestheideaof or-
ganizational activism desirable. Many of the practitionerswaged a continuous bat-
tle between the modern, normative expectations of their work environment and
their postmodern values and desires. A number of them found ways to deal with
workplace demands by displaying postmodern activist behavior.

Activist behavior took different shapes, but those instances where activism
was practiced practitioners indeed displayed equalizing fervor (J. E. Grunig, &
L. A. Grunig, 1997), particularly on behalf of colleagues. Contrary to Dozier
and Lauzen's (2000) belief, the research showed practitioners could be passion-
ate and loyal to a cause. In this research, practitioners often privileged their col-
leagues and would speak out on their behalf, which again emphasizes the
emancipatory possibilities of public relations.

A postmodern approach to public relations val ues further emphasizesthe situa-
tional and local nature of ethical decision making in thefield. In this approach the
emphasis shiftsfrom ethical norms set by society to ethical decision-making by the
moral individual. Practitionersrather saw themsel ves asaconscience of theorgani-
zation than the conscience of the organization. In thisrole, practitioners made deci-
sions based on theimmediacy of the situation, what Foucault refersto aslocal and
immediate action, and on their own values, rather than relying on organizational
norms.

The desire for change is inherent in organizational activism (Holtzhausen,
2000). The struggle between postmodern desires and behavior of practitioners
and modernist expectations of organizational management that strive for ulti-
mate outcomes and control are an indication of the current changes in society.
Although not surprising, this is a particularly enlightening finding. Practitioners
as boundary spanners will inevitably be more in touch with the societal and cul-
tural environment of organizations and will therefore be more susceptible to
these changes than most others. Lyotard (1992) provides an understanding of
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this change in practitioner values. He said, “A work can become modern only if
itisfirst postmodern” (p. 147). By exhibiting postmodern activist behavior prac-
titioners can be on the forefront of leading organizations through a postmodern
era to a new modern era, which will again exhibit its own postmodern ten-
dencies. In this role, public relations practitioners can be perpetual change
agents for their organizations and change will be a constant state for activist
practitioners.

Thefindings of this study also challenge the need for public relationsto be part
of the dominant coalition to be successful (Dozier, J. E. Grunig, & L. A. Grunig,
1995). Practitioners were influential without necessarily having authoritative
power. These practitioners relied on persona characteristics, relationship build-
ing, expertise, and opportunity to gain power, as pointed out by Hatch (1997). As
long as they had access to powerful people and could form alliances, they had at
|east some power to make changes. The danger of being part of the dominant coali-
tioncanlieinthereal possibility that the practitioner becomes so co-opted into the
power structure that it becomes difficult to play the activist role.

This study indeed confirmsthe importance of power for the public relations po-
sition; however, this power ismost significant in apersonal rather than an authori-
tative context. Using a political metaphor for organizations, as Spicer (1997)
suggests, will help practitioners understand power relationships and the necessity
of forming alliances, bargaining, and negotiation at the microlevel of the organiza-
tion. Although not recognized as such, inthis study micropoliticswas animportant
tool for practitioners, particularly through strategic alliance formation.

Personal power in the form of biopower was also essential for activism. Practi-
tioners who were aware of their biopower and had a high sense of self were more
likely to resist dominant organizational power structures and act as organizational
activists than those practitioners who accepted the power status quo. Asthelitera-
ture suggests, this biopower was a positive force and was often used on behalf of
others, particularly employees and external publics who did not have the opportu-
nity to maketheir voicesheard. Postmodern power isindeed inclusive and multidi-
rectional, asHatch (1997) suggests, and again confirmsthe emancipatory potential
of public relations practice.

Although practitioners might strive for symmetry, most practitioners in this
study found it difficult to translate symmetry into consensus or neutrality. Activist
practitioners practiced dissensus and experienced dissymetry. Several practitio-
ners expressed their skepticism about consensus and neutrality and preferred, or
were forced, to choose sides. Sometimes practitioners were forced to choose the
side of the CEO, but other timesthey were ableto choose the side they felt morally
obliged to. The existence of tensors— irresoluble situations—isareality inthelife
of most of these practitioners, and several of them indeed preferred to at least occa-
sionally stick to their viewpoint in the face of opposition. This phenomenon calls
into question the ability of practitionersto implement two-way symmetrical public
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relations practicesin the organization and further emphasizes the need for alterna-
tive perspectives on public relations practice.

Several of the participantsin this study had anatural inclination toward activist
behavior but never articulated their behavior as such. Introducing practitioners to
the idea of activism in public relations gave these practitioners a new understand-
ing of the potential for resistance to unfair and unethical work environments. Per-
haps one of the biggest dangers for public relations education, particularly when
public relations is taught from a management perspective, is that students are
taught to be submissive and docile corporate citizens. Public relations education
needs to free the biopower of students. As maintained by Giroux (1988) and
Kincheloe and Maclaren (1994), “ School s can become institutions where forms of
knowledge, values, and socia relations are taught for the purpose of educating
young people for critical empowerment rather than subjugation” (p. 139).

Another areathat public relations education should highlight isthe need for di-
versity intheworkplace. Thisisan areawhere practitionersweretheleast likely to
display postmodern activist behavior. Not only did they not play arolein creating
an awareness of diversity issues, but they also did not display an understanding of
what diversity in theworkplace meant. Thislack of insight would limit their ability
to bring about organizational change.

This study generates some future research possibilities. As suggested earlier, a
replication of this research among public relations counselors might be particu-
larly valuable to understand the power relations between counselors and clients. It
also might enhance our understanding of the ethical decision-making practices of
practitioners working in counseling firms. A similar comparative study between
public relations practitioners and marketing and advertising practitioners might
well suggest that public relations practitioners are subjected to higher and more
unrealistic ethical expectations than their marketing and advertising counterparts.
Studying public relations, not as an insolated discipline but one that is deeply and
uniquely influenced by organizational factorsand relationships, will provide adif-
ferent understanding of practitioner behavior and will shed new light onthe ethical
choices practitioners have to make.

Finally, this study showstheimportance of studying publicrelationsasasocial,
cultural, and political phenomenon and not merely asan organizational practice. A
postmodern approach to public relations practice highlights the extent to which
public relations has been studied within the context of what Deetz (2001) refersto
as“normative studies’ (p. 19). A postmodern perspective challenges scholars and
practitioners to adopt a different perspective.

ACKNOWLEDGMENT

Wethank Kim Golombisky, valued colleague and friend, for her critical inputsand
the anonymous reviewers for their invaluable insights.



80 HOLTZHAUSEN AND VOTO

REFERENCES

Adler,N. J.(1997). International dimensionsof organizational behavior. Cincinnato, OH: South-West-
ern College Press.

Althusser, L. (1971). Lenin and philosophy and other essays. (B. Brewster, Trans.). London: New Left
Books.

Babbie, E. (2001). The practice of social research (9th ed.). Belmont, CA: Wadsworth.

Baudrillard, J. (1975). The mirror of production. St. Louis, MN: Telos Press.

Baudrillard, J. (1981). Smulacres et simulation. Paris: Galilée.

Best, S., & Kellner, D. (1991). Postmoderntheory. Critical interrogations. New Y ork: Guilford Press.

Birch, C. (1992). The postmodern challenge to biology. In C. Jencks (Ed.), The postmodern reader.
London: Academy Editions.

Boyne, R., & Rattansi, A. (1990). Thetheory and politics of postmodernism: By way of anintroduction.
In Roy Boyne and Ali Rattansi (Eds.), Postmodernism and society. London: Macmillan.

Burrell, G., & Morgan, G. (1979). Sociological paradigms and organizational analysis. London:
Heinemann.

Callison, C. (2000, August 8-12). Do PR practitioners have a PR problem?: The effect of associating a
sourcewith public relationsand client-negative news on audience per ception and credibility. Paper pre-
sented at the Association for Education in Journalism and Mass Communication, Phoenix, AZ.

Crook, S., Pakulski, J.,, & Waters, M. (1992). Postmodernization. Changes in advanced society.
Newbury Park, CA: Sage.

Deetz, S. A. (1992). Democracy in an age of corporate colonization. Devel opments in communication
and the politics of everyday life. Albany, NY.: State University of New Y ork Press.

Deetz, S. A. (2001). Conceptual foundations. InF. M. Jablin & L. L. Putnam (Eds.), The new handbook
of organizational communication. Advancesin theory, research, and methods (pp. 3-46). Thousand
Oaks, CA: Sage.

Deleuze, G. & Guattari, F. (1983). Anti-Oedipus. Minneapolis, MN: University of Minnesota Press.

Docherty, T. (Ed.). (1993). Postmodernism. A reader. New Y ork: Columbia University Press.

Dozier, D. M., Grunig, J. E., & Grunig, L. A. (1995). Manager’ sguide to excellencein public relations
and communication management. Mahwah, NJ: Lawrence Erlbaum Associates, Inc.

Dozier,D.M., & Lauzen, M. M. (2000). Liberating theintellectual domain from the practice: Publicre-
lations, activism, and the role of the scholar. Journal of Public Relations Research, 12, 3-22.

Eribon, D. (1991). Michel Foucault. Cambridge, MA.: Harvard University Press.

Featherstone, M. (1991). Consumer culture and postmoder nism. Newbury Park, CA: Sage.

Fitzpatrick, K. R. (1996). Therole of public relationsin the institutionalization of ethics. Public Rela-
tions Review, 22(3), 249-258.

Fontana, A., & Frey, J. H. (1994). Interviewing. The art of science. InN. K. Denzinand Y. S. Lincoln
(Eds.), Handbook of qualitative research (pp. 361-376). Thousand Oaks, CA: Sage Publications.

Foucault, M. (1980). The history of sexuality. New Y ork: Vintage Books.

Foucault, M. (1988a). Power and sex. In L. D. Kritzman (Ed.), Michel Foucault: Palitics, philosophy,
culture (pp. 110-124). New Y ork: Routledge.

Foucault, M. (1988b). Social security. InL. D. Kritzman (Ed.), Michel Foucault: Poalitics, philosophy,
culture (pp. 15-177). New Y ork: Routledge.

Friedberg, A. (1990). Mutual indifference: Feminism and postmodernism. In J. F. MacCannell (Ed.),
The other perspective in gender and culture. New Y ork: Columbia University.

Garrison, J. (1989) Theroleof postpositivistic philosophy of scienceintherenewal of vocational educa-
tion research. Journal of Vocational Education Research, 14(3), 39-51.

Giroux, H. (1988). Critical theory and the palitics of culture and voice: Rethinking the discourse of edu-
cational research. In R. Sherman & R. Webb (Eds.), Qualitative research in education: Focus and
methods (pp. 190 —210). New Y ork: Falmer.



ORGANIZATIONAL ACTIVISTS 81

Grunig, J. E. (Ed.). (1992). Excellence in public relations and communication management. Hillsdale,
NJ: Lawrence Erlbaum Associates, Inc.

Grunig, J. E., & Grunig, L. A. (1997, July). Review of a program of research on activism: Incidencein
four countries, activist publics, strategies of activist groups, and organizational responsesto activ-
ism. Paper presented at the meeting of the Fourth Public Relations Research Symposium, Managing
Environmental Issues, Lake Bled, Slovenia.

Guba, E. G., & Lincoln, Y. S. (1994). Competing paradigmsin qualitative research. InN. K. Denzin &
Y.S.Lincoln(Eds.), Handbook of qualitativeresearch (pp. 105-117). Thousand Oaks, CA: Sage.

Hatch, M. J. (1997). Organizational theory. Modern, symbolic, and postmodern perspectives. New
York: Oxford University Press.

Holtzhausen, D. R. (2000). Postmodern values in public relations. Journal of Public Relations Re-
search, 12, 93-114.

Huberman, A. M., & Miles, M. B. (1994). Datamanagement and analysismethods. InN. K. Denzin and
Y. S.Lincoln (Eds.), Handbook of qualitativeresearch (pp. 428-444). Thousand Oaks, CA: Sage.

Jablin, F. M., & Putnam, L. L. (Eds.). (2001). The new handbook of organizational communication. Ad-
vances in theory, research, and methods. Thousand Oaks, CA: Sage Publications.

Jameson, F. (1981). The political unconscious. New Y ork: Cornell University Press.

Jameson, F. (1984). Postmodernism, or the cultural logic of late capitalism. New Left Review, 146,
53-93.

Jameson, F. (1988). History and class consciousnessasan unfinished project. Rethinking Marxism, 1(1),
49-72.

Jameson, F. (1993). Postmodernism, or the cultural logic of late capitalism. In T. Docherty (Ed.),
Postmodernism. A reader. New Y ork: Columbia University Press.

Kincheloe, J. L., & McLaren, P. L. (1994). Rethinking critical theory and qualitative research. InN. K.
Denzinand Y. S. Lincoln (Eds.), Handbook of qualitative research (pp.138-157). Thousand Oaks,
CA: Sage.

Kung, H. (1992). Why weneed aglobal ethic. In Charles Jencks(Ed.), Thepostmodernreader. London:
Academy Editions.

Lyotard, J.-F. (1984). The postmodern condition. Minneapolis, MN: University of Minnesota Press.

Lyotard, J.-F. (1988). The differend. Phrasesin dispute (George Van Den, Trans.). Minneapolis, MN:
University of Minnesota Press.

Lyotard, J.-F. (1989). The Lyotard reader. In Andrew Benjamin (Ed.), London: Basil Blackwell.

Lyotard, J-F. (1992). Answering the question: What is postmodernism? In C. Jencks (Ed.), The
postmodern reader. London: Academy Editions.

Lyotard, J.-F. (1993). Note on the meaning of 'post’. In T. Docherty (Ed.), Postmodernism. A Reader.
New Y ork: Columbia University Press.

Lyotard, J.-F. (1993a). Libidinal economy. Bloomington, IN: Indiana University Press.

Miller, K. (1999). Organizational communication. Approachesand processes (2nd.ed.). Belmont, CA:
Wadsworth.

Mintzberg, H. (1983). Power in and around organizations. Englewood Cliffs, NJ: Prentice-Hall.

Mumby, D. K. (2001). Power and politics. InF. M. Jablinand L. L. Putnam (Eds.), The new handbook of
organizational communication. Advances in theory, research, and methods (pp. 585-623). Thou-
sand Oaks, CA: Sage.

Newsom, D. A., Ramsey, S. A., & Carrell, B. J. (1993). Chameleon chasing |I: A replication. Public Re-
lations Review, 19, 33-47.

Olasky, M. (1985). Inside the amoral world of public relations: Truth molded for corporate gain. Busi-
ness and Society Review, 53, 41-44.

Pearson, R. (1989). Beyond ethical relativism in public relations: Coorientation, rules, and the idea of
communication symmetry. InJ. E. Grunig & L. A. Grunig (Eds.), Public relationsresearch annual
(Voal. 1, pp. 67-86). Hillsdale, NJ: Lawrence Erlbaum Associates, Inc.



82 HOLTZHAUSEN AND VOTO

Pécheux, M. (1982). Language, semantics and ideology: Stating the obvious. (H. Nagpal, Trans.) Lon-
don: Macmillan.

Saunders, M. (1993). Media distort field’simage. Public Relations Journal, 49, 8.

Spicer, C. (1997). Organizational public relations. A political perspective. Mahwah, NJ.: Lawrence
Erlbaum Associates, Inc.

Stauber, J., & Rampton, S. (1995). Toxic sludgeisgood for you! Lies, damn liesand thepublicrelations
industry. Monroe, ME: Common Courage Press.

Williams, J. (1998). Lyotard. Towards a postmodern philosophy. Malden, MA: Blackwell.



10.

11

12.

ORGANIZATIONAL ACTIVISTS 83

APPENDIX A: INTERVIEW OUTLINE

Introduction and discussion about the activities of the organization and its
public relations department, such as size, roles and duties, and reporting
structure.

Discussion of the organization’ s attitude toward people from diverse back-
grounds, such aswomen, ethnic and sexual minorities, and peoplewith dis-
abilities. Explore real examples.

Discussion of minorities in the public relations department itself, whether
thereisan active program to employ minority practitioners, and the practi-
tioner’s general attitude toward thisissue.

Exploration of differences of opinion between practitioner and department
and management. Ask for real examples. Discuss practitioner’s comfort
level with stating opposing views and the culture around differences in
opinion and viewpoints in the organization.

Ask practitioner to describe fedlings and actions when employees or external
publicshaveissueswith the organi zation that they cannot resolve on their own.
Doesheor sheever fed the need to speak out on behalf of colleaguesor people
outside the organization who do not have as much power as they have?
Exploreinvolvement in social or community actionswherethe practitioner
appliespublicrelationsskills. Ask for examplesand explorethefactorsthat
make such involvement difficult or impossible.

Discussthe possibility of publicrelationsasan activist function, bothinthe
current organization and in activist organizations such as environmental or
social activist groups.

Ask practitioner about thelevel of thefunction and whether itisincludedin
the highest management level of the organization. Explore from here the
need for power and whether the practitioner feels she or he has enough
power to fulfill the public relations role as she or he wishes or sees best.
Explore organizational issues (bothinternal and external) that the practitio-
ner feels strongly about and whether the practitioner has the power to ad-
dress these issues. Ask for examples.

Discuss the concept of public relations as a bridging function and whether
thisrequiresthe practitioner to be neutral. Explore the concept of choosing
sides, and how conflict ishandled in the organization. Arethere ever situa-
tionswherethe practitioner isunableto resolve conflict between the organi-
zation and a public? Ask for examples.

Ask whether the practitioner ever considersthe historical, social, or political re-
dlitiesof theorganization’ spublicsbeforeor during communication activities.
Discuss the organization’ s attitude toward change in society and the busi-
ness environment and whether the organi zation ismore open to changethan
in the past.
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13. Discuss the level of democracy in the organization and to which extent
publics are taken into consideration in the decision-making process.

14. Explore the practitioner’s understanding of the role of change agent and
whether thisrole is performed.

15. Exploretheroleof thepractitioner as* the conscience of the organization.”



