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The scientific research has addressed the overall objective of identifying the coordinates

of the professional identity of public relations specialists from Romania. Data collection is based
on the investigation of the practitioners’ self-perception and on their evaluation of the domain in
which they operate. We paid attention to the professionalization of public relations and the role
that practitioners believe public relations have in society. For this we have also outlined a
number of specific objectives, out of which we mention:
To find out to what extent the PR specialists consider that the professionalization steps
identified/ theorized by Johnson have been completed;
According to practitioners’ vision do public relations have a role in society? Since in
some theorists’ (Cutlip, Morris, Callahan, Iosifescu) and our opinion a profession should
contribute to the development of society, the definition of this role is important to support
the status claim of the PR profession;
To identify what are the key words that practitioners refer to in order to define
themselves, to find out whether these words refer mainly to knowledge, skills and
personality traits and to see if the views according to which native skills are essential for
success in the profession are confirmed;
To discover how the activity of professional associations is perceived and which are the
expectations of practitioners from such associative forms;
To point out how they assess the impact of technological change on PR and which would
be the challenges and opportunities created by the expansion of the information society;
To learn how practitioners assess their professional satisfaction and the career
development opportunities.
By elucidating the professional identity of the public relations specialists, the thesis will
be useful to practitioners, employers, students in Communication and Public Relations and
specialists from other countries.

Context
Public relations have emerged in our country under their current name in 1989. Public
relations practices in their current sense have been introduced in Romania by multinational
companies and the Ministry of Defence, which, under pressure talks on NATO membership
adherence, was invited to send Romanian Army officers overseas for internships in public

relations. The emergence of public relations education in 1991 (postgraduate) and in 1993
(undergraduate courses) supported the development of the public relations and the training of
specialists who could meet the needs of a new profession.
Since the emergence of university education, the demand increase for such programs was
constant and exceeded the average European growth. So it is not surprising that the attention of
many researchers turned to investigate the area of communication. Since the main task of a
public relations specialist was and still is to nurture and develop relationships with the media, the
first research steps in public relations in our country focused on investigating the relationship
between journalists and public relations specialists (Coman, Balaban). The first decade of public
relations in Romania is marked by the translation of books and manuals to facilitate access to
information on the theory and practice of public relations (Dagenais, Newsom, Milo, Ritt). In the
same time Romanian theorists attempted to order and place the main theories in the Romanian
space (Rogojinaru, Borţun, Pricopie, Pop).
The emergence of professional associations - Romanian Public Relations Association
(ARRP), the Public Relations Company Club (CCRP), the Association of Trainers in Journalism
and Communication (AFCOM) – brought the practitioners closers together and contributed to the
professionalization of public relations practitioners. The Public Relations Company Club Club
initiated along with other actors from the private economical field, market-oriented studies
investigating certain aspects of the public relations industry (PR departments allocated budgets,
revenue of PR agencies, PR specialists position in the organizational of companies, the type of
activities, the type of integrated services etc.). Since 2007-2008 academic research have turned
their attention to analyzing public relations departments in public institutions (Rogojinaru,
Balaban, Pricopie, Hosu, Dolea).
A less investigated aspect refers to knowing the public relations profession in terms of
those who practice it. Due to increased visibility and maybe the transparency of this kind of
work, such analysis were directed to the spokesperson. The profile of other public relations
specialists was examined especially in terms of relationships with other professionals in the field
of communication (journalists, marketing specialists) and less on self-perception and the
perception of colleagues.

Therefore, the objective of this paper is to analyze the professional identity of public
relations specialists and the level of professionalization of public relations in Romania based
exclusively on the PR specialists’ assessment.
Beyond the interdisciplinary approach, the originality of this work consists in the
methodological triangulation, based on a combination of qualitative and quantitative research
methods. That is, in order to know as many specific aspects of the professional identity of public
relations specialists, we have focused mainly on qualitative investigation and we used focus
groups and semi-structured interviews. The bibliographic research reveals that this work is the
first in our country to investigate the professional identity of public relations specialists through
the focus group method.

Structure of the paper
The paper is structured in six chapters of which the first deal with theoretical aspects
relevant to the investigation of the professional identity of public relations specialists, and
chapters III, V and VI analyze research results.
The first chapter is devoted to defining the concept of professional identity. In it we
covered relevant theories about identity from psychology (Tajfel, Turner), we talked about
stereotypes and prejudices as results of social identity, we pointed out the transfer of the concept
of identity from the field of research to the public discourse sphere (Chryssochoou), and finally
we presented the theoretical directions of investigation of professional identity (Ibarra).
The second chapter is a foray into the theoretical space of professionalization.
Specifically, we start from the definition of terms such as occupation, trade, profession, then
make reference to the steps toward professionalization that we must work through in order to
make claims about the status of profession. The last part of this chapter presents an overview of
the pros and cons that theorists and practitioners in the country and abroad, bring on the status of
the profession of public relations. Based on the theoretical models, the chapter ends with our
own list of criteria, which in our view, a profession would be required to satisfy.
The third chapter is set up as a demonstration, based on the stages theorized by Johnson,
on the degree of professionalization of public relations in Romania. First we present the context
in which the occupation of public relations emmerged and when moment the term "public
relations specialist" was introduced in the Classification of Occupations in Romania. Secondly,

the chapter captures the history of the development of higher education in Romania and presents
the public relations professional organizations that contributed to the professionalization of PR.
Third, we tried to identify the social role of public relations as an argument of the high degree of
professionalism that characterizes the current stage of development of public relations.
Chapter IV is devoted to the description of the profile of public relations specialist and
summarizes the results of research undertaken in the U.S., Western European countries and
Romania regarding the professional path of PR specialists. We presented the level of training, the
jobs that practitioners have had throughout their careers, the importance of specialized university
training and postgraduate courses etc. Next, the chapter presents the findings of a study
conducted by the researcher on the degree of satisfaction of students in Communication and
Public Relations Specialization regarding their choice of study program. The last part of the
chapter presents briefly the competencies, skills and personal qualities that a public relations
specialist must have to succeed in profession.
Chapter V covers research methodology and includes motivation, objectives, research
design, and a theoretical presentation of research tools used (focus groups, semi-structured
interviews, questionnaire). Also, Chapter V contains the argumentation of the usefulness of
methodological triangulation within the context of the research.
Chapter VI is devoted to field research conducted during the doctoral studies through
which we wanted to highlight the current situation of the public relations specialist profession in
Romania. The subchapters are devoted to research stages, based on the type of methods used
and the geographic areas in which we conducted the investigation. The first chapter presents the
results obtained by applying the sociological survey, the second chapter includes the presentation
and discussion of the results of focus groups held in Bucharest, Cluj-Napoca and Timisoara, and
the third chapter contains the analysis and interpretation of semi-structured interviews.
The conclusions highlight the main points arising from the field research, draw the profile
of the public relations specialist in Romania, present the practitioners’ vision on the status of the
PR profession, direct future research efforts, suggest solutions to improve the problems
mentioned by specialists and outline the directions of the development in the field.

Methodological design of the research
To investigate the perception practitioners have about the field in which they operate we
chose to use a combination of qualitative and quantitative research methods, with an emphasis on
qualitative methods. Using a mixed research method provides a clearer and more comprehensive
understanding of the studied phenomenon. The model developed by us consists of:
Using focus groups as a basis for guiding research;
Applying the questionnaire to validate the information obtained from the debate
generated between practitioners who participated in the focus groups;
Using semi-structured interviews to gain in-depth knowledge of key identity elements
highlighted by the other two research instruments.
We believe that this research model can be applied for the in-depth investigation of any
profession and for the analysis of the professional identity of its members.
The qualitative research was conducted in three different cities: Bucharest, Cluj-Napoca
and Timisoara. We chose these cities for several reasons:
They are important university centers that offer trained workforce in public relations;
Bucharest concentrates most of the public relations market, both in the number of public
relations agencies as well as in the number of company headquarters with public relations
departments;
Cluj-Napoca is the second largest university center in the country and is the city where
the researcher carries out her doctoral studies;
Timisoara is the city where the researcher conducts her professional activity in the field
of higher education in public relations.
The first component of the qualitative research was to organize a focus group in each of
the three cities: Timisoara (July 2, 2012), Cluj-Napoca (February 22, 2013), Bucharest (April 24,
2013). The sample included public relations specialists from the private sector (agencies or
companies), institutional sector and NGO sector. The age of participants ranged between 23 and
52 years, and experience in the field of those present ranged from 1 to 20 years. Note that the
focus group held in Timisoara was a pilot one, in which we tested the method and calibrated the
tools for investigation. For this, in Timisoara, we invited an external monitor (sociolog) to
oversee the methodological approach and provide suggestions for optimizing the management of
discussions within the focus group. The quality of information obtained and the opportunity to

observe the interaction between practitioners were arguments in favor of continueing the use of
the method.
The second component of the qualitative research was based on the semi-structured
interview method. We conducted 11 interviews with public relations specialists as follows: eight
in Bucharest, two in Timisoara and one in Cluj- Napoca. The interviewing period was April 22 to
June 7, 2013. Of the 11 interviews, 10 were conducted face to face and one on the telephone.
Face to face interviews were recorded and then transcribed to extract relevant information.
Responses to the telephone interview were typed by the researcher during the discussion. In total
14h and 20 minutes of recording and 138 pages of transcript resulted.
The semi-structured interview was based on an interview guide that included 11 basic
questions. The order in which we asked the questions during interviews varied since we left the
interviewee freedom to develop specific topics and thus partly guide the discussion. The topics
addressed were: the status of public relations in Romania, the contribution of public relations to
society, ARRP's role in shaping the profession, professional satisfaction of respondents,
professionalism guild members, strengths of recent graduates in Communication and Public
Relations.
The quantitative research consisted in the conception and dissemination of a 31 questions
questionnaire, divided into four chapters: perception / self-perception, the importance of public
relations, the public relations specialists, socio-demographic data. The actual dissemination of
the questionnaire took place from 13 to 31 March 2013.

Conclusions
The research carried out for writing this thesis showed that public relations in Romania
went through the five steps toward professionalization that Terence Johnson theorized in
Professions and Power. With the emergence in Romania, after 1989, of public relations in their
modern sense, higher education intitutions reacted quickly and adapted to the market needs
developing graduate (1991) and undergraduate (1993) programs of public relations. The number
of PR schools experienced a steady growth and the offer of study programs diversified so that it
now covers more than 30 undergraduate programs, about 20 master programs and four doctoral
schools. This development was driven by the ever increasing demand for such study programs.

The founding, in 1995, of the Romanian Association of Public Relations, at that time
called the Association of Public Relations Professionals in Romania, and the introduction of the
„public relations specialist” occupation in the Classification of Occupations in Romania, in 1997,
legitimized the expansion of the field. In addition to ARRP’s efforts for legal recognition of the
domain, the universities had an essential contribution to shaping the profession by contributing to
the defining of competences and professional skills compulsory for public relations specialists.
An essential role in the organized development of public relations education, in accordance with
international standards, was played by the National Council for Academic Evaluation and
Accreditation (CNEAA), the Romanian Agency for Quality Assurance in Higher Education
(ARACIS) and the National Qualifications Higher Education and Partnership with Economic and
Social Committee (ACPART), later transformed into the National Qualifications Authority
(ANC). Under the guidance of the National Qualifications Authority in conjunction with the
European effort of standardizing relevant qualifications for the European labor market the
National Register of Qualifications in Higher Education in Romania (RNCIS) was founded,
which allows you to view a profile of the ideal PR specialist based on professional and
transversal competences that higher education institutions are committed to help their students
develop.
However, the study of professional identity formation in students of Communication and
Public Relations, conducted on a representative sample of students from faculties in Western
Romania, capture the students dissatisfaction regarding the low number of applied activities and
the insufficient practice opportunities/ internships offered by faculties. Students surveyed want
the faculties to provide as many such opportunities, and for this to be achievable the
collaboration efforts between universities and potential employers (businesses, public
institutions, non-governmental organizations) should be increased. An enhanced cooperation
would directly benefit all stakeholders: universities could report more collaborations with private
companies and/ or public institutions; a larger number of students would benefit from internships
in the field, and employers could recruit graduates with better developed practical skills.
Moreover, the university-employers cooperation would indirectly contribute to strengthening the
status of the public relations profession by increasing the visibility of graduates, through a better
understanding of the content of the profession by employers, by faster professionalization of
young professionals.

The professionalization process also involves the adoption of a code of professional
conduct, stage met ever since ARRP's founding and the formulation of the association’s
objectives. However, the research conducted for the writing of this thesis revealed vulnerabilities
of the domain and a still ongoing process of professionalization. Specifically, even if nobody
doubts that the five steps to professionalizations have been taken, the end result of the process,
namely, achieving professional status, is still under debate.
As highlighted in Chapter II: “The road to identity - recognition of the profession”, an
occupation must meet a number of criteria in order to claim the status of a profession. From the
list of criteria drawn up by us at the end of the subchapter dedicated to the steps towards
professionalization, the following aspects of public relations are still challenged:
The existence of its own system of values, transmitted through specialized training and
the observance of a specific code of ethics;
A well-defined social status, prestige based on the recognition of practitioners’ actions
impact on the different layers of society;
Regulated access to the profession, whether it involves a process of licensing/
certification or mandatory membership in a professional association;
A specific contribution to the development of society.
The Romanian Public Relations Association, especially before the begining of the
financial crisis in 2008, made efforts to adopt and disseminate the association’s system of values
and the international codes of ethics (Code of Athens – International Public Relations
Association, the Global Protocol on Ethics in Public Relations – Global Alliance for Public
Relations and Communication Management). But the enforcement of these values is difficult,
especially as there is no correction mechanisms and no means of sanctioning non-members.
Consequently, the results of quantitative research and focus groups indicate that few practitioners
know the provisions of the codes of ethics governing the profession, that 74 % of them are
guided by the principle of “common sense” and only 20% are guided by the code of the
professional organization. We have also noticed that between stated behavior and actual
operating mode exist discrepancies.
Ethical issues and the observance of professional values are difficult to control as long as
there is no restricted access to the profession and because of the nature of public relations this
type of regulation proves to be difficult. To be more specific, during the interviews with

renowned public relations professionals, it appeared that turning faculties into a unique entry
gate to the profession is not desired. On the one hand, employers want people with skills and
competencies, no matter how they were acquired, and on the other hand, market competitiveness
encourages professional reorientation, especially from the journalism field to public relations.
The complementary version of licensing or certification, as one of the interviewees pointed out,
is quite difficult to achieve in the absence of legal mechanisms to control licensing. Poor
implementation of such a program could do more harm to the profession than help strengthen its
status. Furthermore, one of the former presidents of ARRP said that professional associations
that use certification do not enjoy the appreciation of the members of the profession and are not
favored by society.
Regarding the criteria for recognition of a profession (“well-defined social status, prestige
based on the recognition of the practitioners’ actions impact on the various layers of society” and
“a specific contribution to the development of society”) we conclude that public relations are
confrunted more with a problem of recognition of the activities carried out rather than the failure
to fulfil the criteria. That is, as shown in the processing of questionnaires and analysis of focus
group and interviews, public relations contribute to the development of society through various
means. Insuficient popularization of the undertaken activities and the poor promoting of the
profession as a whole, make the merits of public relations known only within the profession, and
even there unequal in intensity and depth.
In fact, the research has revealed that practitioners do not focus on the role of public
relations in society, often having a technicist vision of the profession, to the detriment of the
strategic approach. However, analyzing the responses, we find that public relations have a
complex action on society: information, education, mediation, generating economic value, crisis
management, support social responsibility actions, introduce a culture of communication etc.
We believe that identifying the role/ roles that public relations have in society reflects
deep understanding of the field, but also awareness of their own role and responsibility that
public relations specialists have in the strategic position they occupy or could occupy.
The research results encourage us to say that the mix of methods used in the preparation
of this thesis is not only applicable in the present case for the underlining of subtle
manifestations of the communication and public relations domain, but also for similar efforts
geared towards emerging professions in the post-industrial society.

The public relations specialist’s profile, formed on the basis of the quantitative research
results, reveals that the professionalization of practitioners in Romania heads for maturity. The
professional route of respondents indicates that almost half of them have previously held a
position in public relations and a third worked only in PR. Thus, the coordinates of the
professional identity of public relations practitioners in Romania is based on:
high academic training with the tendency to follow specialized university programs;
getting a job in PR or related fields, immediately after graduation;
the existence of professionalism rolemodels (PR specialists in Romania);
understanding and assuming the strategic roles of information and education.
We note that 21 of the 42 people surveyed graduated from the Communication and Public
Relations specialization and all 21 graduates of CRP have maximum 10 years experience in the
field, which confirms the link between the professional route and the professionalization of the
field, manifested through the theoretical and practical training opportunities from which future
specialists benefit.
The core competencies that a graduate of Communication and Public Relations must
possess are, in the opinion of respondents, the following: language skills (38.10%), professional
skills (26.19%), transversal skills (16.67%) and personality traits (16.67%).
The results show that essential to the success of public relations is for practitioners to be
communicative, organized and willing to learn. They describe themselves as being creative,
professional, good communicators, efficient and informed. Their assessment of how others
perceive them incorporates similar elements of characterization: professional, organized,
engaged, communicative, creative. All these results confirm the practitioner profile shaped based
on the specialized bibliography, where it is emphasized the primacy of transversal skills and
personality traits to the detriment of specific professional skills. In this situation, meeting the
criterion “body of specialized knowledge and skills acquired in higher education” required for
fulfiling the criteria for a profession, will not only be difficult to achieve 100 %, but may prove
to be detrimental to the profession, on the long run, since it would make the vocational access to
the profession impossible for people aptitudes for public relations.
Another conclusion drawn from the research is that the partial understanding of the
domain and lack self-promotion give rise to stereotypes, which some collaborators and part of
the general public use to refer to public relations specialists. These stereotypes have negative

connotations, describing specialists as manipulators, propagandists, unethical, “the PR girls” etc.
The exponential growth of the field and the lack of means to control the professionalism of
practitioners have fueled the proliferation of stereotypes.
Especially during the focus groups, but also after studying articles and blogs of some
industry professionals, we found a tendency to blame peer practitioners for public relations
image problems. On the other hand, the questionnaire revealed that less than half of respondents
“always” take transparency into consideration when developing messages and communication
strategies. Moreover, some experts have testified that spinning is practiced and that this happens
primarily because customers request such practices. However, all agree that only ensurance of an
open dialogue conveys credibility and mutual trust, as Flaviu Calin Rus reveals in a book
dedicated to communication and public relations.
This kind of attitude makes it difficult for the profession to crystalize. For Romanian
practitioners the road to strengthening the profession may go faster if they understand to respect
each other, to support one another, to work together, to have a common discourse about the
profession and not to try to justify themselves or explain failures of the domain image just by
accusing other colleagues. Inappropriate behaviors, lack of professionalism should be corrected
and/or first sanctioned within the recognized forms of self-organization (professional
associations, ethics committees, etc.) and the outcome of the self-regulatory approach could lead
to genuine social recognition of public relations specialists as a guild with transparent rules and
principles compared to other professions.
Regarding the identity of the public relations specialists, research has shown that
practitioners would like to be described as professional, ethical, good communicators, necessary
and creative. The first aspect that draws our attention refers to creativity. This ability is present in
the self-description and the description practitioners believe would receive from collaborators,
but the percent is much lower. Thus, respondents assessed themselves as being creative, but do
not trust that this quality is recognized and appreciated by the collaborators. On the other hand,
creativity is particularly important for practitioners, nearly 20 % of them wanting to be identified
with this quality.
Also, comparing the frequency of the word “professional", resulting from the selfdescription (23.81 %) and from the probable description of collaborators (23.81 %), with the
frequency resultef form the desired description (47.62 %) we notice that practitioners would

want to be appreciated as professionals twice as much as they evaluate themselves at the
moment.
Regarding the expertise of PR specialists, we noticed the difficulty with which some
practitioners were able to identify three of the activities they carry out, naming some activities
that could be grouped under a single umbrella. The trend has been to nominate executive
activities corresponding to the PR technician and less activities specific to the expert in public
relations, which refer to the strategic aspects of the profession.
The conclusions drawn from questionnaires and focus groups according to which the last
10 years of public relations in Romania are marked by an accelerated process of
professionalization were confirmed during the interviews, the experts interviewed are of the
opinion that public relations landscape today differs substantially from that of 10-15 years ago,
benefitting from appreciation and recognition among direct collaborators.
During interviews respondents repeatedly raised another aspect that is as evidence of the
advanced stage of professionalization of public relations in Romania, namely the international
recognition enjoyed by some PR agencies in Romania. This validation of the quality of services
provided by public relations specialists shows the development of the public relations market, the
existance of professionals, the originality and effectiveness of campaigns.
At the end of the research we can state that there is indeed a gap between the level of
professionalism of public relations in the capital and professionalization of markets in the
province. Possible explanations for these disparities are related to:
political involvement, whose influence is much stronger at the local level;
lack of a fair competitive market;
concentration of multinational corporations in Bucharest and hence there is a smaller
number of clients outside the capital;
the typology of activities in the province PR firms which usually offer a combination of
marketing, advertising, printing and PR services.
The value of the activities of public relations specialists is not appreciated and valued
enough for the purposes of gaining image capital. As we discussed in the analysis of interviews,
the attempt to redefine public relations initiated by the American Association of Public Relations
revealed that the word „strategy” is missing from the definitions suggested by most respondents,
indicating that practitioners do not understand their role and do not position their work properly.

A similar attitude, based on an exaggerated modesty of interviewees, is revealed through our
identity analysis approach. We understand that the visibility of the public relations specialists
may not be higher than that of the organization, because, on the medium and long term, it could
harm that organization. However, the added value public relations can bring to society, directly
or indirectly, must guide the steps of positioning/ repositioning of public relations specialists and
thus of the profession.
The lack of a coherent and sustained promotion of PR can lead to greater stereotyping,
worsening discriminatory attitudes and creating a breeding ground for the development of
marketing, as it tries to take over PR services and seeks to reposition itself on the communication
market.
The focus group analysis reveals that explaining the content of the profession of public
relations to non-specialists is difficult. Therefore, the improvement of this situation requires
carefully constructing benchmarks on fundamentals which should be real, accurate and
compliant with the specific of the profession. Otherwise false benchmarks (such as some
stereotypes) will proliferate and will damage the image of the profession in the long term.
Specialists must be convinced of the usefulness of the services they offer, think
strategically, act strategically and promote through their actions the strategic role of PR in
organizations.
Direct meetings with specialists from Bucharest, Cluj-Napoca and Timisoara allowed us
to outline a fair review of public relations in Romania and the challenges the profession faces. In
our opinion, an improved image of public relations can be achieved by:
Consistency;
Ethics/ values clearly established and respected;
Presentation of rolemodels and success stories;
Exchange of ideas/ removing fears about sharing good practice cases;
Creation of up-to-date benchmarks that allow explaining the content of the profession;
Searching for excellence in every activity undertaken;
Dissemination of results;
Courage of being original;
Taking responsibility for adopting approaches specific for the Romanian socio-cultural
space.

As previously mentioned, one solution could be to intensify the dialogue between
universities and private operators. An attitude of cooperation based on the awareness of their
interdependent relationship could counteract some of the threats faced both by higher education
institutions, and public relations agencies, private companies or non-governmental organizations.
In this respect, we consider useful the development and implementation of an online
platform which could act as a resource for those interested in PR, but which could also work as a
means of promoting the profession in its ensemble. The community of bloggers in the field of
communication might be involved in this project, their support consisting predominantly of
disseminating information and encouraging the use of the new platform. The most important
role, however, we believe might pertain to the professional associations. These, as guarantors of
the profession and representatives of professionals (either practitioners or teachers) could spur
and sustain the development of such platforms.
The platform could:
Help increase the visibility of PR specialists activities;
Enhance the reputation of the profession to the general public;
Present cases of good practice;
Popularize success stories from within the profession;
Develop professional pride;
Provide relevant and up-to-date information;
Encourage collaboration between practitioners and trainers;
Support the professionalization efforts of other agencies or organizations.
As Herminia Ibarra explains, successful rolemodels are actually success stories, and in
our opinion achieving excellence in public relations will be directly related to one person’s
reputation. If we start from the idea that, whatever the definitions, development directions or
convenient choices, the professional identity of PR specialists is about ethics and morality, which
means that building a personal brand depends on credibility.
Public relations claim that they guide organizations toward ethical behavior, fair to the
publics. Such a statement is doubtful/ not credible when coming from a profession in which the
moral behavior of practitioners is questioned and civil society evaluates the profession as serving
just the opposite of transparency and guidance toward morality.

For a proper evaluation of the state of the profession it is important to accept that ethics
acceptance may be a concern only at declarative level. Ethical conventions of the profession are
evaluated as constraints by some practitioners in the field of communication and not as a point of
support, guidance in career building. A possible reason for this attitude could be the gap between
what is written in the codes and what is actually practiced; and the trend, as seen in the U.S., is
the removal of ethics from the definition of public relations, not the rewriting of ethical codes.
An attitude of this kind is harmful to the domain in the long run, actualling becoming an extra
argument for those who already question ethics in PR. The fact that our research results are
consistent with the European Commission's report on the state of public relations in Europe
(ECM 2012, ECM 2013) and the barriers in professional development identified are similar,
leads us to conclude that a common European strategy could be a solution for the consolidation
of the public relations from the European Union countries.
The effects of implementing some of the recommendations in this paper could be
assessed by resuming the study periodically. Moreover, polling at regular intervals, for example
every five years, the state of the profession is advisable for the detection of changes occurred and
their correlation with the evolution of society. Therefore, regardless of the extent to which the
findings of this thesis will urge practitioners to reevaluate aspects of their professional practice,
we consider that the research conducted has scientific value. Note that this paper contains
information that can meet the needs of scientists by directing subsequent studies. The results of
the research can be useful to universities, through the updated information that they make
available to teachers and by helping students outline a realistic picture about the field they want
to build a career in. Moreover, our research can support practitioners from different fields to
better understand the vision of their colleagues and the challenges public relations face, as a
whole.
Beyond any reasonable doubt, the role of communication in obtaining societal action
consensus and support for the development of economic activities is growing. Communication in
all its forms – direct, mediated, promoted by state of the art means – is served in a high form by a
variety of specialists, out of which the experts in public relations have claimed and undertaken a
decisive role, which we considere they are not willing to give up soon. Therefore we believe it is
justified to widen research on the work of this group of professionals, both from inside and
outside the guild, research which should extend beyond mere accumulation of “success stories”

or limited case studies that the current specialized literature abounds in. Future efforts will need
to consider not only the identification of the boundaries of the profession but also theoretically
well-founded scientific analysis of professional genres and instruments used in the work that
gives content public relations.
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