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Abstract
In the present times when we talk of gender egyalitomen empowerment and

women liberation, the growing number of succesaiinen professionals working in various

professions around the world act as sufficientinestials of it. The ever changing and

dynamic profession of Public Relations is also aotexception to this latest trend. PR has
emerged as a field where we find a good numbepbégamples of efficient and experienced
women professionals who have been able to creatarl for themselves in the field. Today

the industry employs a large number of skilled worpeofessionals who are performing very
well in the industry at par with the men countetpand their inborn traits, attitude and self
confidence have proved out to be very signifidantors contributing in making them more

deserving and suitable for the field.

The paper explores the various aspects of the measehind the growing trend of
recruiting women in the profession. In order to m#tke study more authentic, the paper tries
to find out the perception of some of the succeésgtumen employees working in some of the
very reputed PR Agencies and tries to study thpinion regarding the reasons behind the
growing number of women employees in PR profesaiwth also what gives them immense

job satisfaction in the field.
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INTRODUCTION
CORE OF PUBLIC RELATIONS

Public Relations is the art and science of makiegppe, government and organization
look good. This industry is all about managing tefion capital. Reputation capital is the
kind of a goodwill a company possesses in the nidikea long period of time. PR is all
about eighty percent behavior and relationshipdmg and twenty percent communication.
The commonly accepted definition of PR is thasiiimanagement function which evaluates
public attitudes, identifies policies and proceduod an individual or an organization with
public interest and plans and executes a prograactin to earn public understanding and
goodwill. This industry is all about influencingethbehavior to achieve objectives through
effective management of relationships and commtioits.

This industry has witnessed remarkable growth ahlwr@cement in the past few years in
India. It is growing due to the increasing needifand positioning and reputation building in
the business industry. The major reasons for therthrof this industry can be as follows:

« Growth in the business sector and emergence afdrgprate organizations

* Increasing importance of public opinion

* Growth of media

* Need for prompt and accurate internal and extermi@munication

e Growth in economy

» Liberalization and globalization

* Growth in democracy

» Fierce business competition and the need for crgatrong relations with stakeholders to
create a strong and safe place in the market

The doubts regarding the growing magnitudes of RiRsStry have been proved to be
wrong due to the successful functioning of few legdPR Agencies in India namely
Adfactors PR, Edelman, Hanmer MS&L, Genesis PR, &/&handwick, Oglivy PR, Perfect
Relations There's much more truth to the old myidt public relations is "fostering and
feeding of the reporters." The essence of pulgiations has become very widespread and
chiefly consists of informing and persuading thélms or concerned stakeholder groups and
not just one person at a time, but reaching oun&sses through various means of mass

communication like newspapers, radio, television d an the web. S

o
People like political leaders, professionals, axtorock stars, celebrities, corporate®

organizations, various service as well as manufexgisector organizations, all require publlcg‘l
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relations to handle their daily need of informataissemination, vast array of communication

as well as handling media enquiries and relations.

Public Relations is different from marketing as keding is about getting people buy

something, whereas public relations has lot moit tomanages not only media relations but
also takes care of investors relations, stakehs|deustomers, employees, community
relations as well as human resource managemenighre application of multi- media PR

Strategies and Tools.

NEW EMERGING TRENDS IN PR PROFESSION

With the emerging trends in the society the traddil PR tools have been replaced by
new tools in the market. Public Relations is imnengrowing at a fast pace as the media
business is changing. Newspapers, radios, TV,fdlem are trickling around where each of
them is trying to fit at the pinnacle of the markdandy information is the new need of the
town. Smart Phones are replacing all other comnatioic tools because time is precious in
this century and people know how to utilize it @&ntly by just getting whatever information
one desires for at their finger tips. Today's youatte the consumers of varied types of
innovative ideas, news and information and becaoseheir changing demands and
expectations, the entire process of news gatheand dissemination, channels of
communication, advertising as well as the functwériPublic Relations is also pacing faster
and the advent of Digital Media has further moretdbuted to the trend.

As described by Mukherjee, T. (2012), “Today iluyask a practitioner to define the
field, the likely response is a list of the acied that are included under the jurisdiction of
public relations: publicity, advertising, event magement, media relations , employee
relations, shareholder relations, customer andnoomnity relations, image branding, crisis
management and so on”.

Pointing out towards the immensely increasing $icgace of the discipline of Public
Relations, Mukherjee, T. (2017) states that, “THeae been a great growth in the practice of
Public Relations activities in our country and aatan the recent decades. Changing business
trends and practices, fierce cut-throat competiba the one hand and media explosion on
the other hand as well as the growing significapicpublic opinion and public participation
resulting in the emerging significance of Value Ceation have made almost all business
enterprises no matter whether public or privatelizeathe importance of two-way =
communication practice, public involvement and ipgration and two-way mutual §

understanding and relationship building with iteemal and external public”.
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ROLE OF DIGITAL MEDIA BEHIND ENCOURAGING WOMEN EMPL OYMENT
IN PUBLIC RELATIONS
Social Media is becoming a prominent platform asdeplacing the traditional media

day by day with its new trend of creating a papétory and interactive communication
culture. It is becoming the most preferred vehmiehoice for many clients for launching
their campaigns and making it successful. It islgascessible and holds immense power in
shaping public opinion across the world. As theensity and volume of online
communication increases, so does the number of womkndia who are actively bracing up
their opinions and views through social media &s platform continues to be one of the most
widely used by women of present times. There amous reasons behind the increasing
inclination towards Digital Media, which are debed below:-

. INCLINATION TOWARDS PORTABLE DEVICES

The smart phones have enabled the young genetatget their work done with great
ease as they can simply rely on their phones arntti@lowork without even going anywhere
or asking anyone.

. SMART PHONES MADE THE NEWS HANDY AND EASILY AVAILAB LE.

Every information and details are just a click awayh the easy access to mobile
phone and internet. The internet and smart phogethier have created miracle in the world
and have served a great purpose for the massembyining their efforts
. ONE CAN GET ANYTHING OR EVERYTHING AT ONE SINGLE PL ACE
AND IT'S JUST A CLICK AWAY.

One can respond almost instantly and avail angtbmeverything regardless the time
and place and facility of instant feedback is raavailable.

. AGGRESSIVELY ACTIVATED NEWS AGGREGATORS

We all have probably heard of popular sites fdmensites like Huffington Post
In working culture women often suffer from a fedrhaving to face the nasty consequences
of being extremely outgoing in expressing theimgeopenly in work place as they have a
fear of becoming the most talked about topic ofsgpamong peers. Social media is able to
break this fence as women feel more confident pressing their views and opinions and are
more expressive than men on this platform. Whettethe question of sharing their opinion
on certain controversial issues or staging thelremeent opposition to certain socio-politicalt>
policies or whether its expressing their persot@ias about social or domestic atrocities. AsC\DI
rightly discussed by Mukherjee, T.(2015), “ In {esent times, we find the widespread usg
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of blogs, social networking websites, twitter andast phones as highly powerful and

extremely influential platforms where issues ralai® women injustices and atrocities as well
as violation of human rights, domestic violence amfingement of freedom of speech,
thought and expression can be discussed or shdresl, contributing in building strong
opinion groups or lobbyists with a very focusednpaf view and giving rise to people’s
movements”. The sentences make it very clear tlwehem have been making use of social
media more rampantly and effectively for champigmirarious causes and this skill of theirs
have tended to make them most suitable and vergessful in the PR profession as well
because this is the field where social media hpsdwery other PR Tool lagging behind.

Women are better writers, capable of dischargindtiphe tasks quite well and are
also better than men in socializing and buildintatrens. This simply implies that they
possess an edge over men in many aspects and intasks. They have overtaken the men
counterparts in the field of social media by thaility to think and deliver faster and more
efficiently and effectively over such platforms whiare more spontaneous, innovative and
interactive.
REASONS BEHIND THE GROWTH OF WOMEN EMPLOYMENT IN PU BLIC
RELATIONS

The last 20 years record of the functioning of RuBklations industry has seen a rich
incursion of women into this field. Women have besvle to create and nurture new
opportunities and roles for themselves, beyondrtditional image of theirs performing just
certain stereotyped roles centered around workengither a teacher or a social worker or a
nurse and above all just a house maker. It ihédontext of this changing occupational
dynamics regarding women that Public Relationsoisam exception. This is the field which
has embarked a sudden shift too and has witnesseatti@ase in women majority. Women
make up 63 percent of public relations “specialistscording to Bureau of Labor Statistics
data, and 59 percent of all PR managers. Theranarey reasons behind the success and
growth of women in this industry. Few of them citsth be:

A Media portrait is a vivacious image of what cetsiof a female PR professional’s life.

In many movies the character played by certain racfmint an exotic picture of PR

professional like one Samantha Jones of Sex anditithplayed by Kim Cattrall.

* This is a highly paid industry as compared to thlated industry like journalism, print >~
media, radio etc. 8

&
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* Studies have shown that women are more creativlgbooative and prefer to work in

teams as compared to men. Also they have a sligiglyer convincing power than men

have naturally.

«  Women are known for their affinitive nature andstleine skill is a must for a good PR
professional. One must have the ability to undetktather person’s or organization’s
situation.

* It has been proclaimed that women are better theim ah motivating, guiding employees
and also appreciating and praising them thus hglpnthe building of satisfactory
employee relations.

Women have the tendency to be bent towards adgtsnem towards science. Therefore
women have more artistic characteristics than meluding their writing skills, which is an
essential professional skill required in Publica&ieins Industry.

* It has been purported that women are better in gngaand facilitating conversations
than men. They are more communicative as well asl gjsteners in comparison to men
and it is this skill which keeps them more in dechéman men folk.

e Gemma Craven of Ogilvy said in the video intervignat women are better multi-tasker
than men and PR being a profession which is basdgavy multi-tasked environment.
Most people are not properly aware of the contrdruimade by the Public Relations

industry for working women in India. In the presdammhes this industry employs many

women which has further motivated many more tefetite industry. The profession of PR is
all about filtered gossip and publicity and womea eonsidered to be the best when it comes
to this task as well. Women are experts in nargasiories in their normal routine lives which
is a synonymous quality accepted in the PR prajfedsio.

According to human psychology, women tend to passasural traits which compliments
the PR industry fairly well. Be it writing a presslease, or making a media pitch or
communicating convincingly and authentically withetstakeholders, client or media. All
these functions entail efficient story telling aasl discussed above women are good story-
tellers. PR calls for affinity in understandingusitions, multi-tasking, creativity, narration
and these skills are present in almost every wonagurally.

SCOPE OF WOMEN DEVELOPMENT

Women have always outnumbered men whenever it géaneommunication and this &
industry is all about possessing excellent comnatimn skills thus paving the way for 8
women emerging as leading work force in the PR strgu Studies have shown that 85 peli?;

o
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cent of the industry and 75 per cent of the membémRSI (Public Relations Society of

India) comprises of women which clearly indicates évolution of women in this area. PR is
also about relationship management be it with tdigpublic, stakeholders or media. Women
have emerged to be better relationship manageram@nchore concerned about strengthening
and nurturing ties in a much more better mannan tmen. This basic instinct and skill
enables them to be more efficient in handling tbeganization’s relationship as well with the
clients, stakeholders, public and media and ddataghem feel secluded or unattended during
crisis situations contrary to men who are ratherariocused about proving their competence
in the profession and for whom relationship buitdmeasures is secondary.

According to a report by Makovsky, K.(2013)n“2010 Ragan.com reported that 73% of
the 21,000 members of PRSA were female. Another esate, from the chair of the PR
department at Syracuse University, put the percentge of women in the industry at
85%".

The nature of this industry is not constant, heewmery PR agency choose their cards
wisely in order to be at the top. Every organizatis adapting new trends and strategies to
acquire a competitive edge and to achieve thisctilbge they are following a well decided
recruitment strategy in the direction of choositg tbest possible employees for their
organization. PR Agency is no exception to thedrand have become very selective in
recruiting expert professionals who have the natuaas and personal as well as professional
skills which suits the profession.

Women are embarking their marks in almost all teetas be it public or private,
they've been setting examples for men and are nragahead of them. We all have heard of
Indira Nooyi (CEO, PepsiCo), Arundhati Bhattacha(ghairman, SBI), Chanda Kocher(
CEOQO, ICICI Bank), all these ladies have added fatho the cap of women empowerment
and have emerged as role model for millions. Womnethe field of Public Relations are
also achieving outstanding success and reachintpdbée heights of excellence and pinnacle.
Prema Sagar (Vice Chair, Burson-Marsteller, Asiaifita& Principal/Founder, Genesis
Burson-Marsteller) is considered the queen of PRidha and is recognized as one of the
most experienced PR professional in the country.rigtly described in the website of
Burson- Marsteller, Prema has been named by PRWeek among the mostnndu PR
professionals as part of the Global Power Book 2@l&e was named among the 50 most
influential people in PR in their Asia Poweuuu§
u./r List 2014 and by the Impact magazine amongbthenost influential women in India in g
the field of media, marketing and advertising fourf consecutive years”. part from Prema g

L M
Mukherjee T. & Baijal M., Jour. Sci. Res. A. SciNg.5, (2017): 393-412 300

DOI: 10.26838/JUSRES.2017.5.3.393-410




Downloaded from www.jusres.com
“Rise of women employment in public relations pssfien: A practical overview in relation to IndiaR P
agencies: Reasons, scope & challenges”

Sagar few more names including: Valerie Pif@bief Executive Officer at Weber Shandwick

India), Sunayna Malik (President, South Asia , Hdlhowlton Strategies), Nandita

Lakshmanan ( Founder & Chairperson, The Practie@k Iplayed a pivotal role in adding
name to the PR profession and are testimonialsafessful women working as PR Industry
veterans with rich experience.

When it comes to those industries which have gamployed women an opportunity
to show their real worth to the world, then there o leading communication industries
where we come across a good number of faces oéssitd women professionals. These are
in the field of Television Journalism and Publicl®®ns where women have performed
exemplary well and have been great achievers. gigtlyi given in the site PRmoment.in
(2014), “Shravani Dang, Vice Presidentand Globaltoup Head of Corporate
Communications at Avantha Group and Advisory Boareimber of Women in Leadership
Forum and who has spent over 22 years in PR figls “PR calls for empathy in
understanding situations, multitasking and crestivi these are skills that are inherent in
women — and using these skills help deliver besilte."

(Quoted from :http://reputationtoday.in/features/indias-top-10mem-in-public-relationy/
LITERATURE REVIEW

According to a blog mentioned in a site www.vitigam it is clearly said that “The

area of Public Relation market has evolved fromem@minant to predominantly female
profession”. Also according to a blog written byg@IKhazanWhy are there so many women
in Public Relations, it has been clearly stated that nearly two-thofihe industry comprises
of women professional.

In a bookWomen in Public Relations by Larrisa A. Grunig Elizabeth, Lance Toth,
Linda Childers Hon, foreword by Kathleen Larey Lewtand they integrate the theoretical
literature of public relations and gender with fimelings of the largest longitudinal study on
the women in the field of public relations. Thisidy not only focuses on the scope and
development but also the gender inequality andness faced by women in terms of salary,
ascension and managerial ranks. The Board of Direaf PRSA (Public Relations Society
of America) has given statement on equality of eppuoty affirming equal opportunity and
compensation of women professional in the indudtralso highlights the development of
strategies and layouts to overcome the sex bigogoyblic relations. b

Another major observation of the co-author durieg Yolunteering experience in the8

internationally acclaimed and extremely populapuaiLiterature Festival of 2016 was that®

23]
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online activities included more female staff thamalen The delegation was authorized to

Edelman Group whose team majorly from Mumbai andePuere designated with the work.
From the observation it can be concluded that woarenslowly-slowly occupying a major
place in the PR Industry

According to a major article by Jainudeen, R.(20dRere he describes about his
experience of joining the industry by commentingttthere are far more women than men
working as PR Practitioners and somewhere the ralilhias is responsible for such practice
in Asia specially as it is commonly believed thgbh in PR is better suited for women as
probably many of the PR functions require softlsksuch as communication, listening and
negotiating which are better suited for women msienals. The more revealing aspect stated
by the author was that after 20 years, it proved@be a big challenge for him to recruit men
to join his team. The lines further more strengttiensignificance of the topic and support it
with field based information. He further statestt@omen are specially leading in PR
Agencies in the communication team and all promiifd Agencies are led by women.

A write up which presents some major facts aboet phesent scenario of rising
women power in PR is by womeninpr,(2012). The krtstates that in an industry once
dominated by men, women now outnumber their maldkeagues. Women have been
successful to a great extent in making their marthe PR Industry over the last 20 years to
such an extent that there is nowadays a majoraj®idf men coming in the profession and
the site further states that according to the fatesmbership figures released by the Institute
of Public Relations (IPR), “Women now outnumber niyn60:40- a massive swing since
1987, when figures highlighted the opposite at Q0:8
OBJECTIVES OF THE STUDY
FOLLOWING WERE THE OBJECTIVES BEHIND THE STUDY:

* To develop an overview about the reasons behindgtioving number of women
employees in PR profession and their present siatihe industry and future prospects.

« To develop an understanding about the various imetwhich are successfully carried
out by women employees working in PR agency andhich they are far more better
than their male counterpart.

* To explore the skills and attributes that womenspeswhich helps them typically in the

PR profession and which makes them very suitabléhiofield thus contributing towards

their growth and enhancing their potential. S
A
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* To develop a deeper insight into the relevanceheftopic by collecting Primary Data

from women professionals working in leading PR Ages.

SIGNIFICANCE OF THE STUDY

The topic of the study is highly significant, venew, interesting as well as
contemporary as it adds to the knowledge baseerkiaith the workforce of the PR industry.
In the present times when we talk of women empowetnand gender justice and gender
equality, the topic assumes much significancehasstudy explores a very interesting fact
related with the ever evolving PR Industry andvasi at a conclusion which is highly
enlightening as it reveals the increasing impoaotwomen in the PR profession and the
reasons behind this trend. The study becomes signjificant because along with the
growing public discourse on women empowermengéuges on what has been the trend in
the PR Industry and how similarly one can even egfthe impact of women empowerment
even in the field of PR.

The significance of the study is also the fact theaty few studies have been done in
this area.
RESEARCH METHODOLOGY

The study employs both Secondary as well as Prirbata Collection Methods. In
order to make the study primary data- based, kss#d® opinion of some of the leading PR
professionals who have been in this industry foiteqa long time. The study conducts a
practical field based study of three leading PR riagies and studies the perception and
opinion of PR Practitioners of the agencies regayde issue through interviews. Interview
was taken of 20 PR respondents as per their clanideonvenience. Respondents selected for
the study were first of all women PR professioraaid above all those who were willing as
well as prepared to speak on the topic, thus emdyurposive Sampling Method

As a part of secondary data collection, the papstas an exhaustive study of various
online articles and existing literature relatedth@ growing trend of increasing women
employment in PR profession.
SAMPLE DESIGN

The study collected Primary Data by interviewingl amteracting with 20 women PR
professionals working in top three Indian PR Ageachamely Adfactors, Avian Media and

Galvanise PR. Most of the respondents occupiedfiignt positions as either owner of thet

agency or Account Director or Account Manager oeétxive. 8
BRIEF PROFILE OF SELECTED PR AGENCIES g
4
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AVIAN MEDIA:-

Founded by Nikhil Khanna, the company started athwyust one client Airbus and
gradually grew with having more than 65 clientsnigehandled by more than 150 employees
working at 6 offices. Business-driven communicasias the motto of the company and they
believe in conceptualizing, building and implemeagteffective and timely communication.
One of the authors got the opportunity to interviseme of the experienced women PR
professionals of the agency after seeking appointifnem them and finally the questionnaire
was sent via mail and other necessary data wascted through phone.

GALVANISE PR:-

This PR consultancy firm was founded in March 2098Shalini Singh, a Bangalore
based PR industry veteran. The creative team worksiving to achieve excellence in client
servicing and understanding client’s business. (Tévgoertise lies in various sectors including
healthcare, life sciences and technology space.

Shalini Singh pioneered the PR skills and setsreegeexample for an ideal PR woman and

showcases excellent qualities of a PR person. ¢g8éi@ founder of the company, she helped

the author in providing contact details of herfstafd other female employees and as an end
result of her efforts data was collected via eraad phone.

ADFACTORS PR:-

One of the best PR agencies in India and the azgaan where the co-author got the
opportunity to work as an intern and that helpathr more to gather authentic information
related to the subject. The top authorities of toeepany ensure that the motto of the
company “Knowledge Driven Communication” is rigidipbibed and followed by each and
every employee of the organization in every workhafirs and in every walk of their life. The
company has 14 offices pan India and also handlesseas PR through their offices in
Dubai, Sri Lanka and US.

Adfactors PR Mumbai was the company where the tbeaalso got the opportunity to do
her internship which immensely helped her to peaiprobserve the present trend and gather
primary data. She was working in BFSI vertical afee had a relishing and memorable
learning experience. The interactions she had etiter women employees during her period
of internship provided an in-depth and a wider ustiding about the industry, the tools angs
tricks to be employed for a fruitful survival inehprofession and above all the growingé1

prospects of women growth and success in the field.
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Most of the respondents with whom interaction wasedor who were interviewed

were working as Account Executive, Account ManageAccount Director.Being an intern
and as a result personally knowing all of them &elp lot in data collection. Thus the co-
author had personally interacted with everyonéatitorkplace to collect primary data.

(Source: http://www.adfactorspr.com/about-us.aspx http://galvanisepr.com/

http://www.avian-media.co/
FINDINGS AND ANALYSIS

QL1 Response to the question, “Please select the ageup”.

Age Group

~/

= 18-30 = 30-45 = 45-above

FINDINGS AND INTERPRETATION

e Out of 20 women PR professionals , 8 lie in thegary of 18-30 years age group, 11 in
the age group between 30-45 and 1 out of 20 wdalamn the age group 45 and above.

* The findings make it very clear that majority of wen PR professionals are very young
and they are highly skilled and expert in theiraané work.

* The industry is highly dynamic and ever evolvingl &iénce as a result there is sufficient
scope for young and talented employees and youegtéal women are no longer lagging

behind their men counterparts.
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Q2.Response to the question, “Since how long you haleen working in PR industry?”

Experience in PR industry
1

= ()-5years = 5-10vyears >10vyears

FINDINGS AND INTERPRETATION

* Response to the above question was that 10 wontidn the category of serving in the
industry for about 0-5 years. Out of 20 womenydnen fall in the range of working as
PR professional for about 5-10 years and just 1 avofall in the range of 10 years and
above.

* The responses clearly indicate that the profeskighly demands young, talented and
skilled employees and it is not necessary thatneed to work for decades in an agency
to be recognized in the field. The industry hasobse very competitive and has been
adopting to new PR Strategies and Tools and youdghard working professionals who
are acquainted with the techniques of the field whd possess background specialized
knowledge and training can be the best choice.

Q3.Response to the question, “Do you agree that thisdustry is female dominated?”

Is This Industry Female Dominated

m Strongly agree  m Agree Disagree = Strongly disagree

FINDINGS AND INTERPRETATION

* The response to the above question was very crasiat was related with the final
upholding of the topic or its rejection and revelasmme major conclusions related with
PR Industry. Out of 20 women respondents, 3 stgoagteed to the statement, 11 of then§

agreed, 3 women disagreed to the statement amdr&)t disagreed.
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* This data implies that majority of women believattithey have been able to create a

space for themselves in this highly demanding amupetitive industry despite of the
patriarchal influence in the society.

» However some of them , 6 out of 20, still felt thia¢re is some room for betterment as
they either disagreed or strongly disagreed tostheement implying that they felt that
there are equal number of male and female employedsng in PR Agencies or there
are more male PR professionals.

Q.4 Response to the question, “Do you feel women haveore future prospects and

chances of career growth in Public Relations Indusy?”

Women's Growth Rate

—_—
g

= Yes = No

FINDINGS AND INTERPRETATION

* The topic of the study is very contemporary, newl amteresting and has very strong
implications for the PR industry as it explores fhresent situation as well as future
prospects regarding women PR practitioners workirigading PR Agencies of India.

* 16 women PR professionals agreed to the aboverstateof women having good future
prospects of career growth and development in tReirfdlustry whereas 4 out of 20
respondents declined.

* It implies that majority of women believe that thegive been successful in creating a
mark for themselves in the industry and there adghances of future job opportunities
in this industry as well. More than half of the peadents, i.e 80% of them strongly
opined that women PR professionals have emergestrasg players in the industry
giving neck to neck competition to their male cauparts irrespective of any prevailing

issues.
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Q5. Response to the question, “Do you feel women posse®rtain skills and attributes

which lead them towards success in the PR Industry?

Possession Of Skills and Attributes

= Yes m No

FINDINGS AND INTERPRETATION

* The findings of the above question was highly awakg as it revealed as to how much
are the women suitable for PR profession. 11 woraspondents agreed to the statement
that women possess certain skills and attributeghwhkead them to success in this
industry whereas just 4 of them disagreed to thestent

* The findings and the data clearly establish thé tfzett it can be assumed that majority of
women believe that they possess some natural taais qualities which make them
perfectly suitable for this industry and as a resiky have been successful in giving
much better results in the profession.

Q.6 Response to the question, “Do you feel nowadaybkat the number of women

employees working in PR profession are equal in cgmarison to men?”

Employment Ratio in terms with Men

4

¥

mYes mNo = Almost

FINDINGS AND INTERPRETATION >~
« To make the study more significant and authentigas necessary to explore the ratio o
male and female employees working in PR professidre results proved to be very%
(/)]
(=]
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crucial as more than 50%, i.e 12 women PR profaatsothought that they are equal in

terms of number in comparison with men in PR prsites whereas only 20% percent i.e
4 women respondents strongly denied the statentahihg that women have always
outnumbered men in PR profession but that too pdimut that they strongly believed
that women PR professionals are performing faebétian men in the profession.

 Remaining 4 women respondents out of 20 expre$seditey are almost equal in number
in comparison to men. The responses were very rmushpport of the growing trend of
more and more women moving into PR profession m®stl a major number considered
them to be equal in number to men and some were erahusiastic and even considered
the number of women choosing the PR professioretgrbater than the number of men
working in PR Agencies

Q.7 Response to the question, “Do you feel women empk®s have been great

achievers?”

Women are achievers

2

=~

mYes m No

FINDINGS AND INTERPRETATION

The study was just not intended to find out thewgng number of women PR
professionals in the industry but it also aime@atloring facts related to the growing career
prospects of women in the field and to analyze dktent of success and satisfaction of
women professionals associated with the industry.

The study with its primary data proved out to beyveignificant as it revealed the
story of growth and development of women in the pifession. Out of 20 women
respondents 18, i.e 90% of them believed that liaaye been strong achievers in this industry
whereas just 2 of them thought that the best istyetome which was again a positive
indicator of the fact that there are all chanced seope for women achieving more in the

profession and realizing their full potential arkdlls.
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Q8. Response to the question, “Are you satisfied wang in this profession?”

Satisfaction Level

uYes m No

FINDINGS AND INTERPRETATION

* Besides finding out the number and the succesepirge of women employees working
in PR Agencies, the study also tried to find o fierception of women respondents
regarding their satisfaction level in the profeasio

e 18 women respondents working in PR Agencies expdetsat they were highly satisfied
with their profession whereas just 2 of them felttone should never stay satisfied with
their work as their always is a scope to explomt arhieve more.

* The data clearly revealed that women are highlgfsad working in the PR profession as
they see a huge amount of scope and avenues toe faareer growth for themselves in
the profession and that has been the driving famdind more and more women getting
interested in PR profession and ultimately perfoigrto the best of their efforts leading to
job satisfaction.

Q9. Response to the question, “Why are you interes] in this profession?”

FINDINGS AND INTERPRETATION

Majority of the women strongly believed that thisthe most challenging, creative,
multi-dimensional and yet very demanding professitrere they get to communicate stories
to different audiences using different tools amdtegies and it also provides a platform for
them to grow and showcase their skills and traitdhe best possible manner leading to their
professional success and job satisfaction.

This profession also provides them an opportungy metworking with the top g
management officials of the company, maintainin@gtiens with stakeholders and beingg
socially active, enjoying a very demanding positiorthe organization. They also stronglyg
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expressed that somewhere the women are naturdtlyd givith such qualities which are

typically required in PR profession and which eealihem to excel in the field and be highly
motivated.
Q10. Response to the question, “What encourages ytuwork in this profession?”
Findings and Interpretation
Almost all the women respondents stated that thidepsion is the most different
from other profession and challenging too as itegisvkeeps them motivated to learn each day
about various industries, brands and their neategres and tactics to stay ahead in the
fiercely competitive business environment . It agpéme door for creativity, client interaction
on a daily basis and at the same time presentorge siever ending challenges and a passion
to deal with them efficiently. These factors enem& and motivate them to contribute further
more in the PR Profession
LIMITATIONS
* During the research process one of the major ltroita which was faced was lack of
availability of time and resources by the PR agesci
¢ Questionnaires had to be mailed to the agenciedhaydneeded to be briefed about the
whole research process, its relevance and theitribaotion, which was again a time
consuming process.
» Regional PR agencies were also approached butodueavailability of time they were
not able to respond.
* As the questionnaire was given via e-mail, somepjgealso found it difficult to
understand its relevance and usage, which wasdig@red through skype call interaction.
CONCLUSION
The overall learning outcome of this research heljme develop an understanding
about the real picture regarding the position oinga in Public Relations Industry, along
with their exponential growth and scope of develeptnn this field. The study helped a great
deal in knowing the changed perception about tlosvigng role of women in this field as
compared to men and the reasons behind their siaggaumber, specially in PR Agencies.
The primary data collected by interacting with themen PR Practitioners employed
in leading PR Agencies helped in developing a prakcbverview about the thoughts and
ideas which the women have framed while workinthanfield.

017

Indian women have emerged as a strong team plagea anulti-tasker in many ways &

contradictory to the earlier image of them as alwaad timid person undergoing various%
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societal pressures and gender exploitation. Tholuglvattle for gender justice is still ongoing

but the picture is not so gloomy

In the PR industry women have transpired andbtiag observed that they are able to
connect themselves with the industry far bettentheen as they find that they relate to it
efficiently and are naturally born to serve thidustry in the best possible manner. However,
there have been various observations in this regdudh states that there is still sufficient
room left for improvement as it has also been skahwomen still now have not been able to
secure senior level management positions in thestngd and they still face difference in
terms of pay scale and power in regard to theirencalunterparts. Similarly there is also a
great need for women developing an interest imiagrvarious other skills of the profession
besides just being satisfied with performing ro&ss technicians and adhering to a rigid
system of gender stereotyped Public Relations mlisei of women being just efficient
communicators.(Broom & Dozier, 1986).

Therefore the findings of the study are extremelycial as it introduces the present
scenario regarding women professionals working B IRdustry, specially in the top most
super specialized PR Agencies and provides someabia insight regarding the reasons
behind their success ratio as well as their jobsfsation serving as successful PR
professionals.
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