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Ethical guardian 
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COVID example: why society needs PR 
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https://www.pwc.com.au/digitalpulse/invisible‐bank‐customer‐centric‐future.html

“Public 
relations is 

90% doing and 
10% talking 

about it ”
Arthur W. Page Society, 

https://page.org/site/historical‐perspective
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“…is not what you think you are; it 
is how others perceive you. It is the 

connections your employees have 
with your customers and 

stakeholders, how they behave and 
how engaged they are with your 

organisation. It is about reacting in 
the right way when things go wrong. ”

SenateSHJ (2020), p. 5



Trees, shadows and trust

• Public trust – in governmetns, in departmetns, organisations from nto
for profits to big corpriates and individals
• Edelman trust barometer shows us that trust is becoming arare
commodity – as a society we become increasingly less trusting 
(general public even mreo so than the informed public) 
• PR working with leadership 
• The Edelman Trust Barometer has been measuring 

attitudes about the state of trust in business, government, 
NGOs, and media across key (28) countries over the past 
21 years (33,000+ respondent to online survey in total). 
https://www.edelman.com/trust/2021-trust-barometer
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“Character is like a tree 
and reputation like a 
shadow. The shadow is 
what we think of it; the 
tree is the real thing”

Abraham Lincoln 



Beyond CSR

“Without trust a 
brand is just a 
product and its 

advertising is just 
noise”

Keith Weed, former head of marketing at 

Unilever, quoted by The Drum (2020, 

https://www.thedrum.com/news/2020/01/02/keit

h-weed-without-trust-brand-just-product-and-its-

advertising-just-noise)



So much more than media relations 
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#CCComm

“The art and social science of analyzing trends, predicting their consequences, 
counseling organizational leaders and implementing planned programs of 

action, which will serve both the organization and the public interest”

World Assembly of Public Relations Associations (1978)



Summary of key points 

• At its core public relations is exactly what it says: it’s about people AND relationships
• Public relations is about engagement with a broad range of stakeholders
• The original home of influencer engagement 
• The eyes and ears of an organisation
• The ethical guardian 
• Strategic solutions as opposed to channel focus
• Lobbying doesn’t need to be murky: Good PR is often invisible 
• The bucket or bank of goodwill
• It’s not about the shade – but the tree: ESG pillars will be core to reputation
• Measuring what really matters – beyond the feel good factor  
• Public relations – as a profession and discipline – performs a crucial role in society
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THANK YOU
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Questions or feedback: please 
contact K.wolf@curtin.edu.au


