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Abstract

New directions for research in public relations may be identified by combining management theory
and communication science. This is especially true for any effort to answer the most important
question posed by practitioners nowadays: does communication create value, and how?

In order to answer this question, one has to look for a starting point within management theory. An
advanced theory of the firm argues that corporations are institutions acting in an environment that
is defined both by legal rules (i. e. the economic system) and culturals rules (social values). Those
rules and structures are, according to Gidden’s theory of structuration, reproduced but also
modified and changed in everyday’s business life. As a consequence, value based management has
to develop strategies and coordinate business activities in order to maximize value for shareholders
and stakeholders, positioning the corporation in business and society.

A closer look at corporate strategy reveals a sophisticated concept of corporate communications:
(1) Communication supports the bottom line (economic dimension) and secures the licence to
operate (social dimension), (2) Communication creates value by facilitating business activities that
create economic value, e. g. by motivating employees, generating public attention, influencing
preferences (operational management), and by building up potentials and immaterial assets as a
basis for future success, e. g. by establishing corporate cultures, reputation, and corporate brands
(strategic management), (3) Corporate Communications takes place within organizations (internal
communications), in transactional or competitive environments (market communications), and
within social or political relationships (public relations), serving different objectives, but enacting
similar strategies and instruments. It comprises any planned communication between a company
and its stakeholders that aims at coordinating internal and external actions or clarifying interests.
As a consequence, three fundamental propositions - the need for strategic, integrated and
situational communication - should guide communication practice.

The theory outlined here has been developed ten years ago and proven to be fruitful in numerous
applications to specific areas of public relations research. Recent topics, studies and publications
include:

- Value Based Communication, developing a framework and new measures for Communication
Controlling, e. g. the Corporate Communications Scorecard;

- Innovation Communication, combining new approaches in innovation management (open
innovation, networks of innovation) with communication theory, e. g. the INNOVATE 2004/2006
empirical surveys of journalists and public relations practicioners and case studies;

- Corporate Communications in the Google World, exploring new technologies (Social Software,
Web 2.0, Weblogs, Podcasts, Wikis) and communication cultures, e. g. the EUROBLOG 2006 survey
in 33 countries.
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