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Introduction1 

Women in public relations is a topic that has been drawing attention since at least 1986 when the 

Velvet Ghetto study argued that women see themselves as technical staff, thus expecting to get 

paid less than men (Cline et al, 1986, see also Grunig, 1991; 1999; Toth & Grunig, 1993; Aldoory 

& Toth, 2002; Grunig, 2006; Dozier et al, 2007; Creedon, 2009; Beurer-Zuellig et al, 2009; 

Pulido Polo, 2012). The research on the position of women in public relations has continued 

since the Velvet Ghetto study, and some of the issues that are often recognized include the glass 

ceiling, pay gap, lack of mentorship opportunities and stereotyped expectations of leadership 

style, where leadership is usually seen as a masculine trait (Tench et al, 2017).  

While the research on women in public relations has originated in the US, nowadays this 

research is also conducted in other countries, such as the UK and Australia. The European 

Communication Monitor project has also been monitoring the position of women in public 

relations in Europe, in its annual research on public relations trends and future prospects2. All 

data shows that the position of women has improved in comparison to how it was at the time of 

the Velvet Ghetto study; however, there are still issues with a pay gap, glass ceiling and mentoring 

(see e.g. Dubrowski et al, 2019; CIPR, 2018a; 2017; Place & Vanderman Winter, 2018). 

Nevertheless, a research paper analyzing data continually collected by the European 

Communications Monitor established that when one issue gets resolved, new issues tend to 

emerge (Tench et al, 2017). Therefore, in this report, we are analysing academic literature on 

women in public relations in an attempt to deconstruct the main trends in current research. Since 

the majority of research is conducted on practitioners, through surveys and interviews, this report, 

therefore, gives a good grasp of issues in the industry in a period from 1982 until 2019.  

The research on journalism has so far recognized the issue of bloke-ification or the situation in 

which women whose appearance and communication style appear more masculine than what is 

usually perceived as feminine, progress faster in their careers. Nevertheless, journalism culture is 

perceived as masculine to an extent that when women progress to senior positions they “become 

so bloke-ified by the macho water in which they swim that many younger women looking up 

don’t see them as role models for the kind of women they might want to become” (Mills, 2014, 

p. 2). This question is of relevance for public relations given the fact research shows that even 

 
1 First version of this report has been presented at 10th International History of Public Relations conference, 
Bournemouth University, July 2019. The authors would like to thank all participants in the panel for useful and 
constructive discussion, and Gareth Thompson, Kevin Moloney and Donnalyn Pompper in particular.   
2 All European Communications Monitor’s report can be found at this link: 
http://www.communicationmonitor.eu/european-communication-monitor-all-reports/  

http://www.communicationmonitor.eu/european-communication-monitor-all-reports/
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though public relations is a female occupation (e.g. the majority of the workforce being female) 

there are still more men in senior managerial positions. Thus, we may ask whether ‘blokish’ 

women progress and younger women cannot look up to them, and think that is the kind of 

women they would want to become, which then favours men for progressing despite men being 

less represented in the industry? This notion is already echoed in research on public relations. 

For example, in a recent article on women in public relations, Yeomans (2019) argued that 

women in public relations still subordinate to patriarchal ways of doing things, and thus focus on 

personal empowerment and networking to advance individual prospects rather than to advance 

interests of women as a whole. In addition, there is a historical denial of sexism and 

discrimination based on gender among senior women in public relations industry, which is also 

seen as a lack of feminist consciousness (Yeomans, 2019, Yaxley, 2013). However, this lack of 

feminist consciousness could also be explored through the notion of bloke-ification and the fact 

women who embrace masculine ways of doing things progress faster, and since these women are 

the minority this impedes the progress of women as a whole.  

In addition, public relations has always had a problem with recognition. In the early days, the 

majority of the workforce came from journalism and later on when public relations programmes 

started, journalism graduates still did not lose a chance to obtain positions in the public relations 

industry. In practice, this meant that women who graduated from public relations programmes 

had to compete for jobs with other public relations graduates, as well as graduates from 

journalism programmes, where many journalism graduates applying for jobs in public relations 

were men (Theus, 1985). While public relations programmes seem to be flourishing in the US, 

they are on the brink of extinction in the UK, and in continental Europe, public relations is not 

always recognised as a field of separate academic inquiry. Therefore, the question is also how to 

professionalize public relations and whether the fact public relations is a feminized industry has 

something to do with the lack of recognition of the public relations industry. Some studies, for 

example, indicated that encroachment of public relations with marketing has partly happened 

because public relations is a feminized occupation, and thus when there was a need for a new 

manager men were recruited from marketing departments because marketing departments had 

more men available to compete for the senior position (Gesualdi, 2019). The notion of public 

relations and marketing being encroached is not new, and some authors argue that the 

relationship between marketing and public relations is a story of wars, encroachments and failed 

attempts to collaborate (Duhring, 2017).  
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This project, therefore, aims to investigate the position of women in public relations, focusing on 

the challenges and opportunities for women in public relations, bloke-ification as a process, and 

women’s preferences in regards to the work environment and senior management structure, e.g. 

would women prefer to work for women, differences between female and male bosses, etc. 

However, the project also aims to deconstruct the underlying structures that impede equality of 

women.  

The goals of the project are: 

• To compare and contrast the position of women in Europe, by conducting comparative 

analysis among European countries and elsewhere in the world. 

• To show the issues that women practitioners in Europe are concerned with and inequalities of 

women practitioners. 

• To discuss the specific issues that affect the work of women public relations practitioners within 

each country represented in the project.  

In order to meet the goals of the project above, the project team firstly conducted an extensive 

literature review of works written on women in public relations so far. In that, we looked at all 

works available to get a comprehensive picture of the situation and to identify trends in the 

literature and the research gaps. As already emphasized, the majority of academic work analysed 

is produced following interviewing or surveying practitioners, and thus analysed work presents a 

good overview of trends in the public relations industry.  

In the subsequent part of this report, we are therefore presenting the method used for analyzing 

the literature, literature analysis and discussion on further research. In addition, the appendix 

contains all units of the literature analyzed to enable other scholars to analyse literature from a 

different angle and to provide a teaching resource to lecturers who teach public relations and/or 

women’s studies modules in higher education institutions.  
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Method 

The literature was analysed by firstly searching public relations journals and journals in the field 

of corporate communications, which have traditionally published public relations work. The 

journals have been identified using the list provided by the British Chartered Institute of Public 

Relations (CIPR). The analysed journals were Public Relations Review, Public Relations Inquiry, 

Journal of Public Relations Research, Corporate Communications: An International Journal, 

Journal of Communication Management, Corporate Reputation Review and Journal of Brand 

Management. We also searched for the Public Relations Inquiry journal, as this journal provides 

a critical view of public relations.  

The keyword used for searching articles was ‘women public relations’. In addition, we also 

searched Springer’s database using the same keyword as above. Following the completion of 

search above, we used Google Scholar using the same keyword, and after we completed initial 

reading and analysis of the literature, we also used a snowball method of finding articles using 

reference lists in reviewed articles. The latter provided us with articles in the Asia Pacific Public 

Relations Journal and Prism journals, which were then also searched on its own, using journal 

websites and the same keyword as above. 

After we completed the searches above, we individually searched websites of authors that 

appeared at least three times in previous searches to identify further articles. These authors were 

Kate Fitch, Liz Yeomans, Donnalyin Pompper, Katie Place, Heather Yaxley, Lee Edwards, 

Elisabeth Toth, Larissa Grunig and Lynda Aldoory. In addition, we added works published by 

the authors of this report, some of which did not show up in searches. The latter presents a 

limitation of this research, as it is possible that some other works also failed to appear in searches, 

albeit they have been published. In addition, the limitation is also the fact we were able to analyse 

works published in English and languages from researchers participating in the project 

(Portuguese, Spanish, French, Croatian, Serbian, Slovenian, Dutch, and Georgian) while the 

number of works available on women in public relations is likely higher.  

In other words, the analysis and the findings on the position of women in public relations largely 

present a Western perspective. The same procedure of looking for available works that were 

performed for works in English outlined above has also been repeated for works published in 

Portuguese, Spanish, French, Croatian, Serbian, Slovenian, Dutch and Georgian, however, due 

to the lack of articles in the majority of countries represented in the project, the analysis remains 

predominantly focused on works published in the West and in English language.  
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While we managed to find all literature identified through the above-explained process, there 

were four works that were identified through snowballing but it was not possible to find them and 

use them for the analysis. These works were published in 1968, 1975, 1983 and 1989. Every 

effort was made to find these journals in databases and second-hand book stores, and emails 

were also sent to professional organisations (e.g. to IABC Research Foundation), however, to no 

avail. Therefore, the report remains incomplete in regards to these four publications3.  

The total number of analysed articles is 223. The initial search was performed on 15 December 

2018 and several other searches were conducted during the course of analysis to update the 

literature list. The last literature search was conducted in June 2019 and this provided articles 

from 2019, which were then also included in the analysis. The analysis of the position of women 

in public relations intensified in the period of 1980s, however, the highest number of articles has 

been published in the period from 2010 to 2019 (figure 1). 

Figure 1. Articles per decade  

 

The literature was analysed using a table with components found relevant for this literature review 

and future research. The components of the analysis were a full reference, abstract, keywords, 

 
3 Smith, R. W. (1968). Women in Public Relations. Public Relations Journal 24(10), 26-29; Gorney, S. K. (1975). 
Status of Women in Public Relations. Public Relations Journal 31(5), 10-13; Bates, D. (1983). Will Women Inherit 
the Profession? Public Relations Journal 39(7), 6; Lance Toth, E, & Cline, C. (1989). Beyond the velvet ghetto. San 
Francisco: IABC Research Foundation. 

 

Articles per decade

1980-1989 1990-1999 2000-2009 2010-2019
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key highlights, the theory used, application of the article to practice and key citations from the 

article (see Appendix II). The components helped us establish what has been done in previous 

academic research, gain meaningful insight into the literature, as well as identify research gaps.  

Once all literature review was completed, an appendix has been compiled. All literature has been 

analysed by reading every unit of the analysis and writing notes, then reading again and 

summarising themes. The data was continually compared within each decade (the 1980s, 1990s, 

2000-2009, 2010-2019) and amongst decades. We deployed a method from Strauss and Corbin 

(1990), which outlines a constant comparison of analysed data, and the focus is on coding the 

data throughout (Morse & Richards, 2002). The coding process, following this approach, was 

• open coding was done first. With this approach, we identified critical themes emerging from 

each decade, which enabled us to compare, conceptualise and categorise the data;  

• secondly, axial coding helped in interrogating the context in each decade and the interaction 

of data throughout decades. This enabled us to compare data across decades and identify and 

analyse repeating themes in each decade; 

• selective coding has finally helped in identifying the most important themes and relate them 

across decades of available research in order to validate findings and provide the general thematic 

analysis of all decades of research. 

In the presentation of findings, we followed Braun and Clarke’s (2006) approach to the thematic 

analysis. In that, we firstly present thematic analysis for each period (the 1980s, 1990s, 2000-

2009, 2010-2019) and then we provide a general thematic analysis of all literature that was subject 

to the analysis (1982-2019).  

The thematic analysis can be defined as “a systematic approach to the analysis of qualitative data 

that involves identifying themes or patterns of cultural meaning; coding and classifying data, 

usually textual, according to themes; and interpreting the resulting thematic structures by seeking 

commonalities, relationships, overarching patterns, theoretical constructs, or explanatory 

principles” (Lapadat 2010, p. 926).  

Thematic analysis is not linked to one specific theory but can be used within a variety of research 

methods (Braun & Clarke, 2006) and this is because the thematic analysis is essentially a 

sensemaking approach, which helps in reducing large data sets (Rohwer & Topić, 2018). In the 

thematic analysis, coding is a basic tool that helps in identifying recurrent themes, which are then 

labelled and used towards capturing trends that can allow further research. In other words, 
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thematic analysis is mostly centred on identifying where further research is necessary rather than 

building a new theory, which was particularly relevant for our project.  

Thematic analysis was deemed as particularly useful for this literature review analysis due to a 

large number of articles analysed. Thus, the thematic analysis helped in identifying recurring 

themes and topics of articles that were subject to the analysis. A step-by-step guide introduced by 

Braun and Clarke (2006) was followed and thus we first read data several times, and we then 

developed initial codes to organise data into groups. In addition, and as emphasised above, we 

also used a three-step coding to analyse the data and to capture themes more accurately. 

The main research questions for the literature review analysis were, 

• what are the main trends on women in public relations in the current literature? 

• what is the research gap that needs addressing? 

What is relevant to emphasize is that while the number of articles on women in public relations 

is on the rise, this does not necessarily mean that there is an increased interest in the field. The 

number of journals that publish work on public relations, and on women in public relations, in 

particular, has increased. However, if looking at journals and published works, public relations 

scholarship is still predominantly focused on crisis and risk communication, digital media, public 

relations practice, relationships, strategic communication and strategic management and media 

relations (Jelen-Sanchez, 2018), thus leaving the exploration of women in the industry as a 

marginal issue.  
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Findings 

As already emphasized above, we analysed each decade (the 1980s, 1990s, 2000-2009, 2010-

2019) and conducted a thematic analysis for each period. We firstly start with presenting the 

analysis chronologically and then we analyse all data in one general analysis.  

The 1980s 

The 1980s are the period when scholars increasingly started to research women in public 

relations. Majority of studies from that period come from American scholars researching the 

position of women in the US public relations industry, and the concerns expressed in articles 

centre on the two main themes, work discrimination (with subthemes of glass ceiling, pay gap, 

bias against women and educational differences) and bias against women (with subthemes of 

covert discrimination in promotions, chauvinism, stereotypes against women, and feminization 

and its negative consequences for the public relations industry) (graph 1). 

Graph 1. Main themes in the 1980s 
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women were reported to face numerous issues such as being paid substantially less than men 

(VanSlyke, 1983; Cline et al, 1986; Miller, 1988; Lance Toth, 1988; Dozier, 1988; Singh & 

Smyth, 1988) and facing a glass ceiling (Broom, 1982; VanSlyke, 1983; Scrimger, 1985; Cline et 

al, 1986; Pratt, 1986; Dozier, 1988). Some practitioners who participated in these studies boldly 

linked their professional status with their private life. For example, one female practitioner said, 

“why should my husband earn double my salary with roughly comparable 

education/experience/talent? How to isolate the effect of gender is the toughie” (Scrimger, 1985, 

p. 45). This question has always been valid, and especially when numbers are taken into 

consideration. For example, according to the Velvet ghetto study (Cline et al, 1986), a woman 

who worked for 45 years “will earn – at best - $300, 000 less than a man. At worst, the figure 

could be closer to one and a half million dollars” (p. V-2).  

Women also found themselves predominantly in technician rather than managerial positions. 

For example, in a study by Broom (1982), the number of women in the industry has reported 

being increased but when practitioners, male and female, were asked to explain their role women 

identified their work duties as communication technician rather than managerial. In other words, 

58% of men saw themselves predominantly in the expert prescriber role as opposed to 34% of 

women who felt the same. On the other hand, 51% of women saw their role as a communication 

technician whereas 21% of men felt the same (ibid). Broom (1982) also reported that women 

tend to stay in a technician role longer than men even though both women and men were initially 

hired because of their journalistic skills. This finding was then echoed in the largely cited report 

‘The Velvet Ghetto’ released in 1986, which explored this dichotomy of technician versus 

manager further (Cline et al, 1986).  

According to the Velvet ghetto report, women have suffered from bias in regards to their 

intentions to get married and have children as well as move away if husband’s career takes him 

elsewhere, which were then impeding their career progress, thus enforcing the patriarchal view 

that all women desire to be mothers and concentrate on their husband’s careers. In addition, 

women were seen as problematic when they do have children due to childcare, and they were 

seen through traditional biases against women, such as not suitable to be good managers, too 

emotional, lacking corporate spirit, not being good team members and simply not part of the 

gang (Cline et al, 1986). However, the problem with this study is that researchers assumed, when 

designing the study, that there is no overt bias or discrimination in the management against 

women but that the problem is in the socialization of women in public relations and self-selection 

of technician roles amongst female practitioners. Nevertheless, their own findings revealed that 
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overt discrimination exists, albeit it tends to change dynamic depending on circumstances. For 

example, it has been reported that “overt discrimination drops quickly after the first few women 

take executive positions but picks up again as women occupy more than 15 per cent of 

management position” (Cline et al, 1986, p. I-6).  

On the other hand, researchers also reported covert discrimination such as creating new job titles 

for men and hiring them at a higher level. In other words, “companies can pay women less than 

men, without appearing to discriminate, by creating new job title for men. Men can also be hired 

in at higher levels than women” (Cline et al, 1986, p. I-6). DeRosa and Wilcox (1989) also 

criticised the Velvet ghetto study by arguing that women are not less aspirational than men but 

have lower expectations because of the situation in the workplace. Thus, the authors stated that 

“gender differences are in the eyes of the beholders. Men and women are entering public 

relations for the same reasons, and many of the stereotypes do not hold. For example, men and 

women are equally interested in managerial roles and neither aspires to the technician level for 

the balance of their careers. Unlike the Velvet ghetto study, these research findings do not 

support the idea that males tend to be more serious-minded about a career in public relations 

than women” (DeRosa & Wilcox, 1989, p. 88-89).  

The impact that the Velvet ghetto report mostly centres on correctly identifying that women are 

confined to ghettos with little impact “on company’s policy, offering little access to top 

management” (Cline et al, 1986, p. III-2) and many job titles were empty without any meaning. 

In addition, even when women have been promoted these promotions were smaller. In other 

words, “although women are promoted more often than men, their promotions are smaller and 

leave them in the lower positions in the corporate hierarchy” (Cline et al, 1986, p. III-7). This 

notion has also been recognized in a study conducted in Canada. A research study published a 

year before the Velvet ghetto report showed that women feel they have insufficient influence in 

the department (Scrimger, 1985) and that their predominant work duty is secretarial or clerical 

whereas only 9.1% reported doing public relations work as their first job (ibid).  

The question of power is thus inextricably linked with masculine organizational culture, and early 

studies reported male networking and bias against the women. For example, in a study by 

Scrimger (1985) one respondent said “there is male chauvinism aplenty in the upper echelons of 

corporations and especially in the profession itself. In the CPRS, the term “senior practitioner” 

is synonymous with the word male” (p. 45). This chauvinism is also visible in lack of access to 

networking, mentorship, and exclusion from events. In a Velvet ghetto study, study participants 

revealed they are excluded “from after-work drinks, from lunches, from golf games. Women are 
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not ‘one of the boys’, not eligible for membership in the old-boy network; men do not take 

women seriously; women are not tough enough for management; women are not breadwinners, 

so will not take work as seriously; women will get pregnant, her kids will get sick, her husband 

will be transferred; women have never developed the skills to be a “team player” in management” 

(Cline et al, 1986, p. III-12, emphasis in the original). In addition, some studies also reported 

that women do not have opportunities to network and access support work, but instead of 

forming their own networks they tend to wait to be accepted to existing ones (Mathews, 1988).  

However, men were not the only ones seen as impeding the progress of women. The Velvet 

ghetto study recognized that older women tend to be the problem sometimes, by expressing the 

‘Queen Bee’ syndrome, or “refusing to help other women achieve the same success they worked 

so hard to achieve” (Cline et al, 1986, p. III-13). These prejudices were not present just amongst 

US practitioners but also elsewhere. In a Nigerian study, Pratt (1986) echoed these views by 

reporting on findings that indicate that the number of women in the industry has increased but 

women were still seen as unfit for good executives. However, some scholars noted that when 

some did not hold this derogatory view of women then they often held a view of superwoman, 

or a woman who can do it all, have a career, marry and have children and look after a home 

(Lance Toth, 1988), thus imposing impossible expectations on women and effectively preventing 

them to meet their full potential. Some studies also called for women to show more initiative 

stating that older women cannot carry all women in the hierarchy and that women thus need to 

generally show initiative in asking for promotions and pay rises (Mathews, 1988).  

Nevertheless, Mathews (1988) stated that, 

“the women’s situation is hampered by lethargy, an indifference by many people about 

the severity of equal treatment of women in the public relations/communications field. 

Complicating this situation is that many of the women who have worked so hard toward 

equality are running low on energy themselves. There are too few women at the top to 

carry the load of working for all the women in the profession. Only if women combine 

their resources, talents and energies can retrogression again be changed to progress” (p. 

28).  

But some works also revealed a problem that is nowadays recognized in academic work, and that 

is that blokish women sometimes conform to masculine work traits and thus an expectation is 

imposed on all other women who may not be able to repeat those behavioural patterns (Topić, 

2018). For example, Lynda & Stewart (1988) called for women to be professional, dress and 
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behave seriously and refrain from talking about parenting in the office. Lynda and Stewart (1988) 

also stated, 

“women say they want role models. Well, they do not see executive men OR women 

directing birthday parties at the office. And then these women whine that they are not 

viewed as professionals” (p. 22-23, emphasis in the original).  

A similar situation is recorded in a reflexive piece by Yeomans (2019) who admitted she was 

forced to embrace masculine leadership characteristics when working in public relations industry 

during the 1980s, thus effectively being forced to conform to patriarchal business structures that 

benefit men and blokish women.  

The period of the 1980s was also dominated with several studies on education, for example, 

educational qualifications of male and female practitioners, skills that public relations education 

should promote as well as whether scholars researching women will be promoted in 

predominantly male faculties. When debating education, scholars reported that men often come 

with journalism degrees whereas women come with public relations degrees to the industry 

(Theus, 1985) and the fact the public relations were starting to attract more women lead towards 

scholarly debates as to whether feminization of the industry will depress salaries given that men 

go where the money is and normally professions with lots of females does not bring high financial 

rewards (Theus, 1985; Cline et al, 1986; Lance Toth, 1988). The study by Theus (1985) also 

pointed out that women are more likely to hire other women than men and that women who 

graduate with public relations degrees have to compete for jobs with other female public relations 

graduates, as well as men with degrees from journalism.  

However, the most interesting aspect of educational debates during the 1980s is centred on 

women’s research skills and the educational levels of public relations practitioners. For example, 

a comparative study analysing the US and the UK showed that formal education of US and UK 

practitioners was similar but practical job learning whilst in the position was more present among 

British practitioners than the American ones (VanSlyke, 1988). A similar study on education 

from Canada also revealed that 78% of public relations practitioners did not hold a degree or 

college diploma whereas more than 50% did not hold a university degree (Scrimger, 1985). 

Nevertheless, a study by Theus (1985) in the US indicated that women tend to place “greater 

emphasis on creativity, interpersonal interaction, societal values and writing skills than do men” 

(p. 49).  
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Following this, Dozier (1988) proposed for all public relations courses to have modules in 

research and planning because the research was recognised as a key skill for progressing to 

managerial roles. This research came in response to studies arguing that women are 

predominantly in technician roles rather than managerial. Therefore, Dozier (1988) argued that 

organisational politics preserve male dominance and male’s power but that women are more 

inclined towards research scanning and yet do not act on it. Therefore, since numbers of women 

public relations students increased, introducing research skills to courses could have increased 

chances of women to progress to managerial positions. In addition, the article also calls for female 

practitioners to incorporate research into their daily practice to overcome the concentration of 

power of men. Nevertheless, Dozier (1988) argued that women are more inclined to use scientific 

methods and should use this as their advantage to break the glass ceiling and get out of technician 

roles,  

“Scientific scanning techniques are more important to female practitioners than male 

practitioners. The stereotypic manager possesses stereotypic masculine characteristics. 

Not surprisingly, male practitioners are easier for (male) members of the dominant 

coalition to accept in decision-making meetings. Male practitioners, groomed for the 

manager role through mentoring and "informal assistant" status, don't need scientific 

scanning as much as do female practitioners, although it helps. Women, on the other 

hand, are segregated in the technician role. Their predominant enduring organizational 

role does not provide entree to the dominant coalition. Therefore, women practitioners 

who control scarce resources, who are the organization's experts on "'what's going on out 

there," are more successful in management decision-making participation than women 

practitioners who do not scan. Consistent with the notion of scarce resources, women 

find relatively sophisticated scientific scanning more valuable to participation than the 

more common informal scanning.” (p. 12) 

The findings from Dozier (1988) were also echoed in a study by DeRosa and Wilcox (1989) who 

conducted research on female practitioners and found no differences in aspirations among men 

and women, as well as more inclination among women to engage in planning than men.  

Nevertheless, in academia, the situation was not much different as with the industry. For example, 

in a study by Miller (1988), nine out of 10 graduates reported racial or sexual discrimination, 

which had an impact on their graduate experience. However, participants also reported a lack of 

female faculty as something that had a negative impact on graduate experience due to the fact 

participants did not have support from male faculty or male colleagues and thus lack of 



Topić, M.; Cunha, M. J.; Reigstad, A., et al… 

22 
 

mentorship opportunities. Participants in this study, therefore, recommended an increase in 

female faculty and using these faculty members in all levels to positively impact the experience 

of graduates. This is because “the increase of female faculty certainly would promote increased 

mentoring relationships between female faculty and students. These types of relationships have 

been found to be critically important (…) the importance of women being successful in the 

academic community cannot be understated. The female professor potentially serves as a role 

model for her female students. She provides necessary and beneficial mentoring functions. She 

is usually the only person a female graduate student can “RELATE TO” personally and 

professionally. Without mentoring, an otherwise-uncomfortable situation can very easily be 

made insufferable” (Miller, 1988, p. 34, emphasis in the original).  

However, those female faculty members that existed feared they will not be promoted for 

researching women’s position in the public relations industry. For example, Grunig (1988a) 

expressed the fear of not being promoted for researching women and called for the inclusion of 

more female faculty members to improve not just gender equality of women aspiring to be 

academics but also student experience. Nevertheless, she called feminist theory in public 

relations influenced and directed by men and thus expressed concerns over promotion and 

future inclusion of female faculty into academia. In her words, 

“the erosion of feminism’s activist potential happens largely when men who profess 

feminism themselves establish a feminist canon that once again denies the hard-fought 

diversity of women’s voices. This is not to belittle the contributions that individual men 

on faculties throughout the country have made on committees that deal with searches, 

promotion and tenure. It is not even to argue that male scholars cannot be feminists (…). 

The argument, instead, is for women setting their own research agenda –one that includes 

the investigation of women’s concerns even when those concerns do not jibe with what 

most men might consider worthy of study” (Grunig, 1988, p. 49).  

Grunig (1988) also noted that many women who teach public relations fear of being seen as 

feminists because that label could potentially devalue their research.  

The 1990s 

During the 1990s, scholars engaged in more complex scholarly enquiries, thus engaging with 

theory development in the field of public relations. In other words, while scholars in the 1980s 

established women in public relations as a legitimate point of enquiry and expressed concerns 

over unequal position of women in the industry, as well as of women in public relations higher 
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education departments, during 1990s scholars continued this research but also established the 

field of women’s studies in public relations as a sub-discipline of public relations scholarship. 

The research during the 1990s is thus linked with organisational theory and feminist theory and 

debates how the position of women in public relations should be analysed. Thus, two main 

themes in this period of the analysis are development of feminist theory of public relations (with 

subthemes of radical feminist perspective, women as symmetrical communicators, and criticism 

of liberal feminism) and organisational theory in public relations (with subthemes of glass ceiling 

and the pay gap, work experiences and satisfaction, and power) (graph 2).  

Graph 2. Themes in the 1990s 
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practice a “more cooperative, negotiation style of public relations than would men if women saw 

themselves in a managerial-rather than technical-role” (Grunig, 1991, p. 85-86; Grunig, 1999). 

This is a clear link with radical feminist theory, which traditionally argued that men and women 

are different and that women’s distinctiveness has to be praised rather than used to undermine 

women’s prospects (Daly, 1973; Rakow & Nastasia, 2009).  

In the same way, Grunig (1991) argues that women and feminized men are more likely to use 

two-way, balanced communication, and thus she praises female distinctiveness, which has always 

been an argument inherent to radical feminism and this view has also been popularised in the 

work by communication and languages scholar Deborah Tannen (1990) who argued that men 

speak the language of competitiveness, independence and status while women speak the language 

that creates intimacy and builds relationships. Aldoory (1998) also looked at the leadership skills 

of female public relations practitioners. While leadership in the industry can be seen as part of 

liberal feminist inquiry, at first sight, this research also has elements of radical feminist inquiry 

because the study looked at women’s distinctiveness. Aldoory (1998) thus found that women 

tend to use “participative management, attempts to energize staff, and empathy” (p. 97).  

Nevertheless, some scholars also engaged with theory criticism. For example, Creedon (1993) 

criticised systems theory of public relations from a radical and socialist feminist point of view 

(albeit different forms of feminism are not openly mentioned in her work). In other words, she 

stated that systems theory perpetuates class differences and creates a view according to which 

women need to seek to be like men to succeed, which is thus undermining desired recognition 

of diversity and femininity as an asset, the latter being a point argued frequently by radical 

feminists.  

Liberal and socialist feminism is however discussed in the work by Weaver-Lariscy, Cameron 

and Sweep (1994) who argued that majority of works on women in public relations come from a 

liberal feminist perspective and thus concentrate on equal pay and employment rights, and this 

is particularly visible in a liberal feminist argument on technical versus managerial roles. The 

authors thus call for socialist feminism in public relations scholarship arguing that only socialist 

feminism can appropriately address the oppression of women, visible also in the fact that as 

profession gets feminized men to tend to leave the profession and thus its prestige and financial 

rewards tend to decrease (ibid). Authors, therefore, argued that liberal feminist research on 

women in public relations has focused too much on individual progress rather than collective, 

feminine progress, which is the focus of socialist feminism that also addresses pay inequality but 

from a more collective perspective of looking into oppression by race, class and sex (ibid). Thus, 



EUPRERA Report Vol. 1, No. 1 Women in Public Relations: A Literature Review (1982-2019) 
 

25 
 

authors correctly argued that “for the liberal feminists, the route to change is through the 

individual, with issues like equal pay and job status. For socialist feminists, it is more important 

to change the structure and its underlying assumptions for all women” (ibid, p. 135-136). 

However, some scholars defended systems theory and thus advocated that excellence theory will 

help women get managerial positions (Grunig, 1999), thus continuing with liberal feminist 

advocacy of individual achievement. In addition, the same research argued that women are 

naturally two-way symmetrical communicators and as this theory sees this form of 

communication as desirable Grunig (1999) thus argues that this form of communication will be 

fully achieved when more women get empowered. While the focus of personal progress to 

managerial positions belongs to liberal feminism, there is an element of radical feminism here 

because Grunig (1999) talks about women in general and their empowerment, and praises their 

distinctiveness as beneficial for public relations industry in general.  

Some scholars engaged with organisational theory and public relations industry, with a focus on 

how organisational culture affects the position of women in the public relations industry (Grunig, 

1995) and work satisfaction among women (Serini et al, 1997) while the others also engaged with 

debating feminist methodology and advocated for a qualitative interviewing method, which will 

then explore experiences of women in-depth and provide good recommendations on how to 

improve their position (Childers Hon, 1995). On top of that, a field of women’s public relations 

history started to develop with some studies analysing work of female public relations 

practitioners such as, for example, Jane Stewart (Miller, 1997) and Doris Fleischman (Henry, 

1998) or career routes for women in post-WWII Britain (L’Etang, 2015).  

In addition, some studies also engaged in analysing the notion of power and which gender holds 

power in organisations. In a study by Grunig (1990), a view that women mostly hold technician 

roles is re-enforced, and thus women still reported they do traditional journalistic jobs such as 

writing press releases, speeches, newsletters and continue to remain “outside the door” (p. 115) 

when it comes to decision-making process within organisation. The notion of power is also found 

in studies on higher education where women have reported ‘old boys networks’ as the main 

reason why they do not succeed as much as they could otherwise (Zoch & Russell, 1991). For 

example, female faculty had less power and visibility in mentorship positions. Instead, female 

staff members were assigned large introductory modules instead of more prestigious, specialist 

classes. This brought to the situation that women “spend more time in preparation as well as in 

the classroom; to be overloaded with committee assignments; and to more likely teach in 
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practitioner-oriented disciplines, than in purely academic ones” (Zoch & Russell, 1991, p. 30-31; 

see also Yin Tam et al, 1995).  

This period also continued with studies on the glass ceiling and pay gap, as problems pertinent 

to the position of women in the public relations industry, however, some studies extended these 

debate from a mere consideration of how much are women paid to include also experiences of 

racism and sexism (Toth & Cline, 1991), thus providing another link with radical feminist 

perspective. In addition, some studies continued influential research from the 1980s on 

technician-manager dichotomy where women find themselves in technician roles (Toth & 

Grunig, 1993; Toth et al, 1998). In this case, women reported having technical duties whereas 

researchers found that men in technical roles still have at least some managerial duties, which 

was not the case for women. In other words, “the women’s technical dimension was more clearly 

confined to technical activities. A mixture of activities was not found in the women’s managerial 

dimension (…) The men’s technical dimension indicated an emphasis on the beginning tasks of 

people in public relations – writing, editing, producing messages; editing messages; disseminating 

messages, and implementing decisions made by others (…) The men’s technical dimension also 

included implementing events and new programs, but managing public relations programs, and 

activity indicating greater responsibility, scored almost as high” (Toth & Grunig, 1993, p. 170-

171).  

Some studies also noted that women started to notice gender inequality more than before (Sallot 

et al, 1997; Sallot et al, 1998) and speak up about sexual harassment and other forms of 

discrimination (Sallot et al, 1998). However, despite being able to talk about problems women 

continued to express lower career expectations than men (Farmer & Waugh, 1999).  

The period of 2000-2009 

The period between 2000 and 2009 presents a continuation with theory development. 

Therefore, several studies interlinked the position of women with the position of the public 

relations industry and its recognition, as well as feminist theory and thus questioned whether 

liberal feminism helped women. Therefore, two main themes in this period are professionalism 

(with subthemes of the position of women and the position of public relations and technical 

versus managerial positions) and feminist theory (with subthemes of criticism of liberal feminism, 

feminist values and PR excellence, power and a view that women are more inclined to conduct 

research) (graph 3). 
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Graph 3. Themes in the period between 2000 and 2009 
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On the other hand, Aldoory (2005) argued that all data showing feminization of public relations 

has opened up a question on the effectiveness of feminist theory in addressing “gender and power 

and the impact of classism and racism on the discipline” (p. 668). While feminist research has 

helped in establishing the position of women in public relations and while awareness has been 

raised, Aldoory (2005) argued that future research needs to look at notions of power and 

difference. Many studies in this period indeed looked at these issues and analysed the notion of 

power. In that, the authors argued that power comes from several factors, such as managerial 

role enactment, inclusion in the dominant coalition, reporting relationship, employee support 

and department structure (O’Neill, 2003a). Some authors also directly questioned liberal 

feminism by arguing it did not work because once the number of women in public relations 

increased it did not help women obtaining power and higher rated positions (Aldoory & Toth, 

2002).  

This criticism is linked with women still occupying predominantly technical roles, which was the 

cornerstone of research in previous decades and from the early days of the public relations 

research on women. The fact women are in technical position then naturally leads to the situation 

that women earn less than men (Aldoory & Toth, 2002; Grunig, 2006; Dozier et al, 2007; 

Creedon, 2009; Beurer-Zuellig et al, 2009) and generally have less power (Grunig, 2006; Fröhlich 

& Peters, 2007; Aldoory et al, 2008; Edwards, 2009). Nevertheless, even when women are put 

in a higher position, they have less power than male managers. For example, in a study by O’Neill 

(2003a) women reported exclusion from formal and relationship power and this exclusion from 

power structures put them in a situation to have less influence in the organisation. The latter 

particularly applies to structural power, due to women’s traditional exclusion from old networks. 

However, research also reported that when women work in a women-only environment they still 

embrace masculine methods of competition and there does not seem to be harmony but power 

struggle again (Fröhlich & Peters, 2007).  

Some scholars also continued with researching women’s inclination toward research. For 

example, Grunig (2006) argued that women express more interest in research than men and 

generally do more research than men. Thus, any real difference in performance between men 

and women predominantly comes from socialisation in the organisation rather than biology. 

Similarly, in a study by Mendoza (2007) research was emphasized as a key skill for public 

relations professionals. However, the most significant finding can be found in a study by Sha & 

Toth (2005) where authors interviewed young professionals only to realise that male young 

professionals express less agreement with discrimination of women in the industry, thus 
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effectively undermining the view that the problem is in old white men. While old white men can 

be more conservative, it is apparent that the problem exists at all levels and that many men lack 

the ability to understand the position of women and how the system is designed to predominantly 

benefit men.  

The period of 2010-2019 

Finally, in the last analysed period, the two main themes identified are work discrimination (with 

subthemes of technical versus managerial positions, glass ceiling and the pay gap, masculine work 

culture, and diversity) and bias against women (with subthemes of stereotypes about women’s 

organisational skills, power, stereotypes on communication skills and intersectionality and 

criticism of liberal feminism) (graph 4). 

Graph 4. Themes in the period between 2010 and 2019 
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managerial positions, glass ceiling and the pay gap) and radical feminist perspectives (masculine 

work culture and diversity).   

According to observations from scholars, in the period between 2010 and 2019, women are still 

underrepresented in leadership positions (Dubrowski et al, 2019; Place & Varderman Winter, 

2018; Aleman et al, 2018; CIPR, 2018a; Tench et al, 2017; Soria & Gomez, 2017; Yeomans, 

2014; CIPR, 2014b; Fitch & Third, 2010) and some data showed that number to be up to 80% 

(Dubrowski et al, 2019). In addition, studies showed that pay gap is still a problem (Moreno et 

al, 2018a; Moreno et al, 2017; Moreno et al, 2015; CIPR, 2018a; Tench et al, 2017; Varderman-

Winer & Place, 2017; CIPR, 2017; CIPR, 2017a; CIPR, 2016b; CIPR, 2014a; Andrade & 

Sobreira, 2013) and both pay gap and the glass ceiling problems are still linked to the fact women 

primarily occupy technical roles (Pulido Polo, 2012). 

Stereotypes against women followed the feminization of the public relations professionalism 

debate. For example, some studies showed that men are still believed to have more organisational 

power while women are believed to have strong media and communication skills (Lee et al, 

2018). Nevertheless, some scholars also recognised that “gender socialization may play a role in 

women practitioners’ power-control and use of alpha and omega practices. It is possible that 

women use alpha practices most often because they have been socialized to act less aggressively 

when they employ omega strategies” (Place, 2012, p. 447).  

Stereotypes also include seeing women as more inclined to have good communication skills and 

to be more dedicated to personal communication that builds relationships. However, some 

studies argued that this is not necessarily the case. For example, in a study by Verhoeven and 

Aarts (2010) women expressed more appreciation towards social media communication and 

correctly predicted its relevance while in a study by Tench, Moreno and Topić (2017) women 

have shown to be more inclined towards emails and social media communication whilst men 

expressed more inclination towards the phone and face-to-face communication, thus going 

entirely against the usual stereotype of women preferring relationship-building form of 

communication.  

But, the biggest issue with stereotypes came from media and popular culture. In a study by Fitch 

(2015a), it appeared that practitioners are always portrayed as male, white and untrustworthy or 

unhelpful while female practitioners are portrayed as a love interest and white, middle class, 

young, desirable and single. Fitch (2015) notes that public relations scholarship dismisses these 

stereotypes as inaccurate and not representative of the industry, however, she also argues that the 
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popular culture representation of public relations is gendered because women are often also 

portrayed as trivial while men are portrayed as important (see also Johnston, 2010).   

Nevertheless, some scholars also argued that feminist public relations scholarship failed in 

understanding how gender constructs the experience of working in the public relations industry 

(Fitch, 2016a) and that gendered work experiences may differ from sector to sector, e.g. between 

the private and public sector (Yeomans et al, 2016). This naturally led to some studies tackling 

organisational issues such as masculine culture and emotions. For example, Place (2015) 

analysed how the gender system operates in the public relations profession and mapped gender 

in a more intersectional way. Place (2015) focused on diverse gender identity suggesting that a 

binary difference is not sufficient to understand the complexity of gendered work in the public 

relations industry.  

In the last decade, more studies tackling diversity appeared arguing that public relations are still 

dominated by white men (in leadership positions) and white women (in technical positions). For 

example, Varderman-Winter and Place (2017) argued that diversity still remains a problem in 

the public relations industry as well as in public relations research, emphasizing that research on 

diversity tends to be anecdotal. They also argued that intersectional identities have a link with the 

pay gap and this presents a historical problem because “historically, women and white 

practitioners have dominated the public relations field. Research suggests fairly consistent 

findings of gender composition in the field, with women comprising 60-70% of the field, and 

men comprising 27-37%” (p. 326).  

Other scholars also argued that since women already constitute the majority in the public 

relations industry, we need to move away from comparing women with men and actually 

compare women with women the “and approach practice in context so that its daily logic and 

dynamic can be observed” (Edwards, 2009, p. 253, cited from Pompper, 2012, p. 89). In 

addition, it has been recognised that we also must understand different groups and the value they 

bring to the society so that the work produced characterizes the society and its wider social norms 

(Edwards, 2011).  

This period also had a debate on women and research. For example, Vieira and Grantham 

(2015) argued that research should be a required component of a University degree in public 

relations. In other words, the argument was that public relations education should not focus just 

on vocational teaching but also research-informed teaching, which presents a historical difference 

in the way public relations education is understood in, for example, the US and the UK 
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(VanSlyke, 1988). In addition, US scholars generally seem to use the term profession and 

professionalism of public relations more than, for example, the UK and Australian scholars who 

see public relations as an occupation (L’Etang, 2004; Edwards, 2018) despite the fact that UK’s 

Chartered Institute of Public Relations regularly releases ‘State of the Profession’ reports and has 

a chartered status, thus showing an attempt to make public relations work seen as a profession.  

A General Thematic Analysis: Literature Trends in a Period between 1982-2019 

When looking at all identified themes, during analysed periods (the 1980s, 1990s, 2000-2009, 

2010-2019) it appears that the majority of work would fit into three general themes,  

a) Liberal feminist perspectives where scholars analysed issues such as glass ceiling and pay 

gap, work discrimination (such as the fact that women can mostly be found in technical 

positions, lack of mentorship opportunities, etc.) and the power that women simply do 

not hold due to their low status within organisations.  

b) Radical feminist perspectives where scholars have started to analyse diversity in public 

relations, intersectionality in lack of opportunities for women, women’s distinctiveness 

(e.g. such as women being seen as more inclined to do research and having different ways 

of doing things) and they also offered criticism of liberal feminism that did not solve 

problems for women. 

c) Theory development where scholars engaged with developing an organisational theory 

of public relations and thus analysing the position of women in the organisational setting. 

This has a clear link with liberal feminist perspectives as this line of research is also 

concerned predominantly with women advancing in their careers. In addition, scholars 

engaged with developing feminist public relations theory and professionalization of the 

field, which was in some cases linked to the position of women (graph 5).  
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Graph 5: Thematic Analysis: Main Literature Themes (1982-2019) 
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leads them naturally to technical positions. Newer research, however, recognised the issue of 

masculinity which prevents some women from obtaining leadership positions due to lack of 

recognition of diversity, the latter also recognised in the research.  

In summary, the majority of research conducted on women in public relations comes from a 

liberal feminist perspective and thus heavily concentrates on the glass ceiling, pay gap and career 

opportunities and career hurdles for women. However, as some scholars correctly recognised 

these considerations and activism did not help women significantly and, in a way, it seems feasible 

to argue that liberal feminism in itself is somewhat positivist and only identifies a problem without 

being able to tackle the root of the issue. However, radical feminist analysis of society and 

patriarchal structures that impede progress for women, without being able to identify specific 

issues women face, is difficult too.  

Nevertheless, it needs to be emphasized that the fact the majority of works on women and public 

relations are guided by liberal feminism, and this comes from the fact that the majority of works 

are published in the US where liberal feminism always had the popularity. As opposed to that, 

in the UK, feminist works were always more frequently influenced by radical feminist 

perspectives. Thus, academic work on women in public relations largely fits within cultural 

context and the context of society in which the work is produced with American society 

historically being centred on individualism and individual achievements as opposed to European 

societies where there has historically been more collectivism, and where many European 

countries in different historical periods also had socialist regimes in power (with some currently 

having a socialist party in the Government, e.g. Spain and Portugal).  
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Future Research 

The analysis of the literature indicates that the focus of future research must be on masculine 

organisational culture, thus using elements of both liberal and radical feminism. In other words, 

if four decades of academic research continually show prejudices and discrimination of women, 

then there is something to say about the system that prevents women from meeting their full 

potential and, for example, occupy leadership positions. In other words, criticism of liberal 

feminism in this particular case seems reasonable, and calls from authors with radical feminist 

and socialist feminist perspectives seem appealing. However, the work underpinned by radical 

and socialist feminism still needs to borrow from liberal feminism in identifying hurdles women 

face in their careers to be able to identify the root of the problem.  

Therefore, future research needs to look at the position of women in public relations through 

socialist and radical lenses and investigate the organisational and social structures that prevent 

women who want to progress in their careers in meeting their full potential. In addition, future 

research needs to investigate the impact of masculinity and masculine organisational structures 

on women, e.g. the issue of bloke-ification and the Queen Bee syndrome (the first already being 

recognised in media studies and the second being recognised in early public relations research).  

Only by deconstructing the structures that prevent women from progressing and only by 

addressing inequality in general (gender, class, regional background, race and ethnicity, 

patriarchal expectations and expected roles, etc.) can we fully comprehend what is it that prevents 

women from excelling in all aspects of their professional and social lives.  
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officer, only a third of the women believed they had any significant 
influence on policy-making in their organizations” (p. 44). 

STATEMENTS BY PRACTITIONERS OF THE TIME CITED IN THE 
ARTICLE: 

“There is male chauvinism aplenty in the upper echelons of corporations 
and especially in the profession itself. In the CPRS, the term "senior 
practitioner" is synonymous with the word male” (p. 45).  

“Too often I notice that at planning sessions, the lone female (me) is also 
representing the lowest managerial level” (p. 45) 

“Management does not give as much recognition to women as policy 
advisors as they do male counterparts” (p. 45) 

“Why should my husband earn double my salary with roughly comparable 
education/experience/talent? How to isolate the effect of gender is the 
toughie” (p. 45) 
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(3-5 – be brief in the 
summary) 

Key citations from the article “We are concerned also with the sociological implications of female gender 
dominance for our field, but these questions are beyond the context of our 
current study. For example, the journalism degree has not always enjoyed 
the greatest esteem on our campuses, nor unfortunately, among 
professional journalists. We wonder how the preponderance of women 
seeking the degree will affect prestige” (p. 43). 

“Likewise, we wonder whether the communications industry will hire our 
female graduates or turn away from us, hiring males from schools of 
business administration or from liberal arts programs, then provide them 
with on-the-job training? If O'Dwyer's Newsletter is to be believed, firms 
are recruiting English and liberal arts majors because, as one firm 
representative told O'Dwyer, "We ask our people to recruit some men 
(journalism majors) and they say that will take them down to the third or 
fourth choice" (p. 43). 

“These findings suggest the new majority of women who complete the PR 
curriculum and go into the public relations field will first compete with 
each other and also will compete with graduates in news, a higher 
percentage of whom will be male” (p. 44). 

“Female employers tend to work for smaller firms and hire greater numbers 
of females than do male employers. This may be an indication that as 
women reach management-level positions, they will use those positions to 
assist other women on the way up” (p. 46). 

“Our data indicate women place greater emphasis on creativity, 
interpersonal interaction, societal values and writing skills than do men. 
Greater presence of these characteristcs in the majority female journalism 
population may change the nature of news reporting, advertising or public 
relations, perhaps for the better. However, the greater presence of women 
may discourage able men from seeking journalism careers and further 
depress salaries, as alumni fear. Where salaries are poor, prestige often 
lags” (p. 49).  
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are not breadwinners, so will not take work as seriously; women will get 
pregnant, her kids will get sick, her husband will be transferred; women 
have never developed the skills to be “a team player” in management” (p. 
III-12).  
 
“Older women may also isolate the younger executive, exhibiting the 
“Queen Bee” syndrome, refusing to help other women achieve the same 
success they worked so hard to achieve” (p. III-13). 

“A woman’s place is no longer in the home. It seems to be in the 
communication department, and that trend may not be good news for male 
and female communicators alike” (p. V-1). 

“The IABC Velvet Ghetto study supported the findings of researchers in 
San Diego that women are increasingly filling the role of communication 
“technicians” rather than managers. This results in a significant bottom-
line finding: women are paid less than men, and gender is the strongest 
predictor of low salary (…) If a woman works for 45 years, she will earn – 
at best - $300,000 less than a man. At worst, the figure could be closer to 
one and a half million dollars” (p. V2). 

“Focus group interviews are a qualitative research method meant to 
generate themes and ideas by taking advantage of group dynamics and 
more relaxed, informal settings (…) Focus groups can generate very 
different and generally much more complete information than structured 
questionnaire to individuals because group members hear each other talk 
and are stimulated to add on to the ideas expressed. There is a sense of 
group togetherness that creates a more secure, open atmosphere than can 
be generated one-on-one, and this atmosphere works to free-up ideas or 
opinions respondents might feel too embarrassed or intimidated to express 
otherwise” (p. VIII-1) 

“Group dynamics can be negative as well as positive and these dynamics 
cannot always be controlled, which is why using multiple group interviews 
is advised” (p. VIII-2) 

“The study supported assumptions that “women are more likely to perceive 
themselves as filling the technician role rather than the managerial role; 
women are paid substantially less than men, even when other variables are 
controlled for; when other professions have gone from male-dominated to 
female-dominated, the professions have diminished in salary and status” 
(p. X-1).  
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Key citation from the article “In Nigeria, even though the number of women in higher education and in 
the professional labor force has increased significantly during the last two 
decades, their systematic exclusion from most management roles and the 
belief among corporations that women in general do not make good 
executives 31 may be some of the factors that account for their small 
number in public relations” (p. 38). 
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“They also recommend that efforts be initiated to dedicate new resources 
to increase the appointment of female and minority faculty and students 
and to recruit more women and minority students into college and 
university teaching. Other colleagues strongly urge that once female and 
minority faculty are hired, they should be used to their fullest potential. 
They should be encouraged to participate in all functions and at all levels. 
The increase of female faculty certainly would promote increased 
mentoring relationships between female faculty and students. These types 
of relationships have been found to be critically important, even though 
little research has been done in the area of mentoring relationships for 
women” (p. 34). 

“The importance of women being successful in the academic community 
cannot be understated. The female professor potentially serves as a role 
model for her female students. She provides necessary and beneficial 
mentoring functions. She is usually the only person a female graduate 
student can "'RELATE TO" personally and professionally. Without 
mentoring, an otherwise-uncomfortable situation can very easily be made 
insufferable” (p. 34). 
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someone "who made a difference" is not dependent on being a corporate 
vice president or the dean of a university. Or, being remembered as 
someone who "gave it her best" does not mean she had to simultaneously 
be a fulltime mother, presidential candidate and Olympic contender” (p. 
26). 

“The women agreed they need help from each other in determining their 
priorities and goals. Women do not open up to discuss their aspirations 
because (a) nobody asks them and (b) there does not appear to be a 
willingness among groups to discuss these topics. In the supportive 
atmosphere during this meeting, many women felt comfortable enough to 
discuss some serious concerns; some were also startled at their own 
revelations” (p. 26). 

“Overall, the women's situation is hampered by lethargy, an indifference 
by many people about the severity of equal treatment of women in the 
public relations/communications field. Complicating this situation is that 
many of the women who have worked so hard toward equality are running 
low on energy themselves. There are too few women at the top to carry the 
load of working for all the women in the profession. Only if women 
combine their resources, talents and energies can retrogression again be 
changed to progress” (p. 28). 
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at the office. And then these women whine that they are not viewed as 
professionals” (p. 22-23). 

“Yes, discrimination still exists. Yes, there is reality in locker room and 
golf course networks. But, my experience is that with any kind of modern 
thinking corporation, women can be treated with respect--as professionals 
and career candidates--if they demonstrate that they can do the job, not just 
as public relations specialists, but in the whole business context in which 
we work. I am not unrealistic. I know the barriers, perceived and real. But 
I honestly believe that, based on my experience, observations and 
discussions, women can do a lot for themselves to help raise the glass 
ceiling--if they are willing to throw away the crutches and take advantage 
of the high profile opportunities we have in communication. This high 
profile is a major advantage to us in public relations. We are visible. But, 
we had better remember that, too” (p. 23). 
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“Paradoxically, women are less likely to use research than men. This 
difference is not inherent in the chromosomes and hormones of 
practitioners; this difference is the product of gender socialization and 
stereotypes” (p. 7). 

“The shift of public relations from male-majority to female-majority 
occupation poses challenges for all public relations practitioners and 
educators. First, gender stereotypes work against the inclusion of public 
relations practitioners in management decision making. Gender 
Stereotypes are beliefs many people hold about typical characteristics of 
men (masculine stereotypes) and women (feminine stereotypes)” (p. 7). 

“Because stereotypes are held by so many people--including parents who 
socialize sons and daughters differently--they can become self-fulfilling 
prophecies. Boys and girls are rewarded for aspiring to characteristics 
deemed appropriate for members of their sex.  Unfortunately for women 
and unfortunately for public relations, feminine stereotypes are 
inconsistent with attributes of good managers. Feminine stereotypes work 
in concert with other factors to exclude women from participation in 
management decision making. These factors taken together create a "'glass 
ceiling" in organizational hierarchies that block the participation of women 
practitioners in management decision making” (p. 7). 

“Second, public relations has become hierarchically segregated by sex as 
it becomes a female-majority occupation. Typically, women in public 
relations play the technician role predominently whereas men play the 
manager role predominantly. The technician role is consistent with 
feminine stereotypes and consistent with common views about women's 
attachment to their work. The manager role, on the other hand, requires 
attributes stereotypically associated with masculinity and with high levels 
of attachment to work. Third, the segregation of women in the technician 
role serves as a powerful predictor of income differences between men and 
women practitioners. Women make less money than men of equal 
professional experience. This is not only true in public relations, but it 
applies to nearly all occupations in most industrialized nations” (p. 7). 

“The exclusion of women practitioners from management decision making 
retards the professional development of the field. Breaking the "glass 
ceiling" is in the best interest of all practitioners” (p. 9). 

“For example, organizational effectiveness is best served by optimum 
utilization of human resources, including the participation of women in 
management decision making. However, members of the dominant 
coalition consolidate power by keeping the coalition small. Excluding a 
woman because she is a woman makes no sense from a human resource 
allocation and organization effectiveness perspective. However, it may 
make perfect sense for a particular all-male dominant coalition to do so, in 
order to maintain individual power” (p. 10). 

“Organizations develop structures and processes that are "good enough" 
rather than "'optimum." While the organization's overall best interest is 
served by including women and practitioners in decision making, the best 
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interests of the dominant coalition may be better served by their exclusion” 
(p. 10). 

“The power-control perspective suggests that both women and 
practitioners should look at organizations in a new light. First, recognize 
that organizational decisions are inherently political, designed to 
accommodate divergent interests of the dominant coalition rather than 
optimize organizational effectiveness. Second, understand that 
membership in the dominant coalition, in management decision making, 
involves the struggle for power, for control over scarce organizational 
resources. Third, know that authority as defined in an organizational chart 
is only one source of power. Even people low in the organizational 
hierarchy (women and practitioners) can have power and can influence 
management decision making” (p. 10). 

“Is the relation between scanning and management decision making 
spurious, simply a product of scanning's mutual association with the 
manager role and participation in management decision making? This 
question is important to women in public relations, because women are 
largely segregated in the technician role. If scanning provides entree to 
management decision making, independent of playing the manager role 
predominantly, then scanning becomes a powerful tool for women seeking 
to break out of technician role segregation, to break through the "glass 
ceiling'" (p. 11). 

“Scientific scanning techniques are more important to female practitioners 
than male practitioners. The stereotypic manager possesses stereotypic 
masculine characteristics. 3s Not surprisingly, male practitioners are easier 
for (male) members of the dominant coalition to accept in decision-making 
meetings. Male practitioners, groomed for the manager role through 
mentoring and "informal assistant" status, don't need scientific scanning as 
much as do female practitioners, although it helps. Women, on the other 
hand, are segregated in the technician role. Their predominant enduring 
organizational role does not provide entree to the dominant coalition. 
Therefore, women practitioners who control scarce resources, who are the 
organization's experts on "'what's going on out there," are more successful 
in management decision-making participation than women practitioners 
who do not scan. Consistent with the notion of scarce resources, women 
find relatively sophisticated scientific scanning more valuable to 
participation than the more common informal scanning” (p. 12). 

 

 

 

 

 

 

 





EUPRERA Report Vol. 1, No. 1 Women in Public Relations: A Literature Review (1982-2019) 
 

93 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 





EUPRERA Report Vol. 1, No. 1 Women in Public Relations: A Literature Review (1982-2019) 
 

95 
 

research agenda--one that includes the investigation of women's concerns 
even when those concerns do not jibe with what most men might consider 
worthy of study. The purposes of that agenda should be to: 

1. Acquaint researchers in public relations with the works of eminent 
feminist scholars across the disciplines. 
2. Encourage women to do similar research in public relations. 
3. Explore the question of whether the study and practice of public 
relations can be characterized as "masculine." 
4. Debunk the notion of objective research. 
5. Produce better, more comprehensive knowledge (more than simply 
different, gender-related knowledge). 
6. Make it possible for women to be promoted doing this kind of 
research. 
7. Challenge the social status quo, the infrastructure of the academy 
and the disjuncture between the actual practice and ideals of the field” (p. 
49). 
 
“Four characteristics, in particular, diminish the negative consequences of 
such revolutionary activity: being male, being white, coming from a 
middle-class background, and being heterosexual. All of these traits 
contribute to one's self-confidence--and the ability always to be able to 
make a living. This helps explain, too, why students remain suspicious of 
the faculty--men, whites, people with PhDs--trying to teach them a 
worldview because they realize that their professors are in positions of 
relative security. In essence, such privileged people cannot serve as 
effective role models” (p. 50). 
 
“A third inhibitor against women becoming powerful is their compulsion 
to be fair. Lippard argued that since the imbalance toward faculty men has 
been in place for centuries, studying and promoting only the women's side 
is legitimate” (p. 50). 
 
“A major contention of this article is that the patriarchal system operating 
in most universities has precluded women doing research on women's 
issues. Conventional wisdom has it that women are advised against doing 
feminist research (…) Anecdotal evidence suggests, though, that most 
women who study and teach public relations fear being "branded" as 
feminists whose work will be devalued or, at the very least, ignored” (p. 
51). 
 
“The most eloquent case to be made for feminist standpoint comes from 
hooks.  She described growing up poor and black in a small Kentucky 
town, where blacks lived across the railroad tracks from whites9 Each day, 
the blacks would cross the tracks to work as janitors, prostitutes or maids 
in the white part of town. Through these jobs, the blacks gained an 
understanding of the white viewpoint that was not reciprocated since 
whites already crossed into the black part of town. As a result, the black 
people understood both perspectives: the center, where the powerful 
operated, as well as the margin, where the subjugated existed. Only the 
marginal people in that little town had a whole understanding of the 
community” (p. 53). 
 
“Doing all of this requires a revolutionary commitment--the stamina to 
remain constantly aware of what is happening in a global sense to public 
relations as practiced, as taught and as studied. To subvert is a lot of work. 
Academics need to ask, over and over, what works best pedagogically for 
female students? Should education be a force for equality? If so, then 
should not its reward system be consistent with that ideal--tenuring and 
promoting women who study women in public relations?” (p. 56) 
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years and over. It is only a matter of time until the gap at the late-40 age 
group would even out or be higher than men’s as the earlier generation 
comes forward with higher salaries” (p. 396). 
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(3-5 – be brief in the 
summary) 

Key citation from the article “A significantly greater number of women are working in public relations. 
There is an even split in gender in public relations, but approximately two-
thirds of the journalists are males (…) The population of PR personnel is 
95% white, and the population of journalists is 89% white” (p. 39). 

“Only 35 of the 83 PR personnel who left media were women. Although 
one researcher 12 hypothesized that many of the people leaving journalism 
may be women who left to have families but had difficulty reentering the 
field, this study found no evidence to support this contention. Only one 
woman noted that she left her position to follow her husband's career” (p. 
43). 
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into the public relations ultimately will degrade the status of the field to a 
dominant coalition of women in low-paying technician roles. The research 
reported here tends to refute these fears; female students are just as serious-
minded and management oriented as their male counterparts” (p. 83). 

“Male and female interest in public relations tasks was similar. Top 
interests for males were (1) goal setting, (2) marketing, (3) project 
management, and (4) consulting. Female students were most interested in 
(1) employee communication, (2) consulting, (3) goal setting, and (4) 
project management, and (5) marketing. Males were least interested in (1) 
budget and cost control, (2) graphic design, (3) speaker bureaus, and (4) 
writing policies and procedures. Females expressed a lack of interest in 
such tasks as (1) budget and cost control, (2) investor relations, (3) slide 
and AV design, and (4) audience/constituent research. Both males and 
females avoid financial aspects, which also is reflected later in the survey 
when they were asked about aptitudes in math” (p. 84). 

“Gender differences are largely in the eyes of the beholders. Men and 
women are entering public relations for the same reasons, and many of the 
stereotypes do not hold. For example, men and women are equally 
interested in managerial roles and neither aspires to the technician level for 
the balance of their careers. Unlike the Velvet Ghetto study, these research 
findings do not support the idea that males tend to be more serious-minded 
about a career in public relations than women. It also found that females 
do score higher in planning orientation than males” (p. 88-89).  
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practitioners enjoy more influence than others in similar positions” (p. 
115). 

“Power may come to public relations practitioners from different sources. 
The value the dominant coalition attaches to the public relations function 
is one way. The expertise of practitioners, leading to increased 
professionalism, is another” (p. 117). 

“Characteristics of practitioners themselves, however, are a significant 
factor in their exclusion from the dominant coalition. Explanations include 
their lack of broad business expertise (Lesly, 1981; Lindemann & Lapetina, 
1981); their passivity (Anshen, 1974); their naivete about organizational 
politics (Nowlan & Shayon, 1984); and their inadequate education, 
experience, or organizational status (Anshen, 1972). Other determinants of 
public relations role in the organization relative to power include gender 
and longevity in the job (Johnson & Achatya, 1981)” (p. 123). 

“Explanations frequently cited for lack of autonomy include sexism, 
newness to the organization, being in a regional office rather than at the 
headquarters and restrictive government policy. Most constraining, 
however, is the lack of education in public relations on the part of the 
dominant coalition. Many reportedly equate public relations with publicity 
or-a related problem-believe the organization does not "need" the media 
(…) The study revealed surprisingly extensive involvement of public 
relations practitioners with the dominant coalition. Even in the critical area 
of issues management, though, their role is more advisory than actual 
policy making” (p. 147). 
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attitude of males and some females that’s detrimental. We should all work 
to assure (sic) equity for women and quit complaining that women in any 
profession cause salaries to drop. If this is true, then the reverse would be 
true. It’s insulting and ridiculous!”” (p. 29). 

“Simeone (1987) is among those who say that women faculty may be 
exposed to generalized discrimination from their first decision to teach. 
This, backed by their own socialization which encourages them to doubt 
themselves, can lead the women in academia to find themselves 
overworked and overlooked. They are often assigned to large introductory 
classes instead of the more prestigious and less populated advanced or 
research classes. They tend to spend more time in preparation as well as in 
the classroom; to be overloaded with committee assignments; and to more 
likely teach in practitioner oriented disciplines, than in purely academic 
ones” (p. 30-31). 
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women saw themselves in a managerial-rather than technical-role” (p. 85-
86). 

“The Court statisticians found that “The preponderance of men in 
prestigious jobs could not have occurred by chance (but must have resulted 
from discrimination). In the past 11 years, nine women out of 586 
assignments had been appointed deputy chiefs of mission (DCM)-which 
could occur randomly once in 2,500 rimes. Women in the political cone 
were assigned to the consular cone so much more frequently than men that 
the odds of its happening were one in 100 million” (p. 96).  

“Regardless of whether feminists such as Rakow ultimately 
reconceptualize J. Grunig's (1984) models of public relations, the models' 
gender implications already are implicit. As Wetherell (I 989) found, 
femininity (whether possessed by women or by men) facilitates the practice 
of two-way, balanced communication but only weakly. In actuality, more 
men than women seem to practice this symmetrical kind of public 
relations. Why? Wetherell suggested that far more men (and masculine 
people) than women (or feminine people) are in the managerial role-the 
role that correlates with the practice of symmetrical communication. She 
explained what she perceived as a departure from what the literature on 
gender would suggest as follows: "The two-way symmetric model is a 'big-
picture' model: it looks beyond the effects of the program on the 
environment in which the organization exists. Women have not been 
socialized to look at the big picture" (p. 199). Wetherell added this 
important caveat as well: "It could be, however, that if more women and 
feminine people become managers, the two-way symmetric model will be 
practiced more frequently" (p- 200)” (p. 104). 

“Consistent with findings about women's status in the recent court case 
against the State Department, Scrimger (1985) determined that the status 
of female public relations practitioners in Canada is viewed as inferior to 
that of males. Consistent with the Broom and Dozier studies, Scrirnger also 
found that fewer women function as managers” (p. 104). 

“In fact, Bates (I983)-writing in the trade press-attributed the influx of 
women into public relations to the perception that women candidates have 
higher levels of education and writing skills. He predicted that the field 
would grow to take advantage of women's "unique experience" in dealing 
with human and institutional problems outside the limits of what he called 
"the traditional male power structure" (p. 7). Employers, in his opinion, 
would hire women because they sense women have better instincts for 
public relations. "a different sensitivity to the communication needs of 
people and institutions, and therefore are better suited to practice the kind 
of public relations needed in the 1980s and beyond” (p. 7)” (p. 105-106). 
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(3-5 – be brief in the 
summary) 

Key citation from the article “For example, to the questions concerning perceptions of the field, both 
male and female respondents similarly agree that gender will not affect the 
influence of public relations in organizations. This perception differs from 
the conclusions of Census occupation analyst Reskin (1989) who gives 
evidence of a weakening of influence when other fields have become 
“female” (p. 173). 

“Despite career inequities, the field of public relations seems welcoming 
to women where other occupations do not. In public relations, women seem 
to have found options for such life choices as work, marriage, and family. 
Women do perceive that salary, advancement, and treatment inequities 
exist in this field and that they must make more and different sacrifices 
than men to achieve senior-level positions. However, they are still 
choosing to work in public relations. Further research should focus on why 
women make this career choice” (p. 174). 
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carrying out technical activities. The factor loadings illustrated a 
managerial role dimension for women that required of them more activities 
(only 2 of 17 activities appeared below the .20 cut off) and a mixture of 
advisory and hands-on or middle-managerial as well as technical activities. 
Higher loadings were reported for making communication policy 
decisions, supervising the work of others, counseling management, 
managing and planning public relations, meeting with clients and 
executives, and evaluating results. Also, the women's managerial activities 
included implementing new programs, meeting with peers, conducting 
research, implementing events, making media contacts, handling 
correspondence and telephone calls, and implementing the decisions of 
others. The managerial activities of the men were more "managerial" in 
nature, involving the counseling and policy-making role and then 
evaluating and supervising the work of others. The men's planning, 
meeting, and implementing tasks, which would be considered more 
middle-management tasks, did appear in the middle of the factor loadings. 
There were two technical tasks that appeared above the .20 cut off. There 
were four technical tasks that loaded below .20 and would not likely 
explain much of the variance” (p. 170). 

“The women's technical dimension was more clearly confined to technical 
activities. A mixture of activities was not found in the women's managerial 
dimension. The women's technical dimension's upper tier illustrated the 
technical clustering—implementing decisions made by others; writing, 
editing, producing messages; disseminating messages; handling 
correspondence and making telephone calls; implementing event 
planning/logistics; making media contacts; implementing new programs; 
and meeting with peers. The women's technical dimension still included 
managerial activities; however, they were clustered in a second distant tier: 
planning public relations programs, evaluating program results, managing 
public relations programs, conducting or analysing research, and meeting 
with clients and executives. The men's technical dimension indicated an 
emphasis on the beginning tasks of people in public relations—writing, 
editing, producing messages; disseminating messages; and implementing 
decisions made by others. However, then more time was reported as 
devoted to making media contacts, an advanced technical activity given to 
someone considered responsible enough to work with the media. The men's 
technical dimension also included implementing events and new programs, 
but managing public relations programs, an activity indicating greater 
responsibility, scored almost as high” (p. 170-171). 
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Application of Article to 
Practice 

(3-5 – be brief in the 
summary) 

n/a 

Key citation from the article “Murphy (1991) has argued that symmetrical behavior may in fact support 
existing patterns of privilege. "In its purest form, then, symmetry tends to 
discourage innovation and encourage custom and tradition, even when both 
sides in a conflict would prefer to break with the status quo" (Murphy, 
1991, p. 124). From a critical feminist perspective, custom, tradition and 
status quo are code words for patriarchal privilege” (p. 159). 

“Pearson (1990) and Fine (in press) categorize systems theory as a 
functionalist approach to organizational communication. Among other 
things this means that the core of systems theory possesses a managerial 
bias and is grounded in logical positivism. Logical positivism has been 
extensively criticized in feminist research for its division between theory 
and practice, between researcher and the "object" of the research (e.g., 
Jaggar, 1989; Hess & Ferree, 1987; Stacy & Thorne, 1985)” (p. 159). 

“…the functionalist approach of systems theory fails to incorporate a 
critical perspective, specifically a feminist perspective. Because men's 
experience has historically defined normative behavior in organizations, 
studies comparing male and female communication use category systems 
derived from male experience to evaluate female communication against 
male norms (Fine, in press)” (p. 159-160). 

“After a decade of NCAA control, women athletes are being led, trained 
and coached by male mentors and male role models. Simply put, women's 
sport is being developed in the image of male sport. The uncritical 
acceptance of gendered, as well as racist, classist and heterosexist norms 
in systems theory position it in opposition to the potential for excellence in 
public relations management (Grunig, 1991). Yet, systems theory provides 
a way of seeing the problems involved in developing a viable paradigm. 
To the extent that systems theory can be reconfigured by public relations 
theorists, it could provide a basis for the development of a revisionary 
paradigm.8 This paradigm would acknowledge, as systems theory does 
very well, that individuals and organizations are interactive entities and that 
their experiences and behaviors can best be understood in context of their 
environments” (p. 163). 
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significant predictors of gender. Among managers of the public relations 
function in colleges and universities, women are impacted by their role as 
the conscience of the organization. Male peers operate under different 
perceptions of their role—the dominant insider. Male practitioners appear 
to view themselves as fully able to go head to head within the inner circle 
over policies that affect the institution” (p. 137). 

“Various issues that dominate the public relations literature may be 
associated with each perspective. Those individual issues, like equal pay 
and job description, are most characteristic of the liberal-feminist 
perspective that advocates individual equity for individuals across issues. 
The feminization of the profession, on the other hand, with the 
accompanying underlying assumptions about roles, status, and more 
general worth, may be better understood from a socialist-feminist 
perspective, given the more broadly construed root issues” (p. 138). 
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Key citation from the article “One attribute of mentoring relationships is the degree of intensity and 
professional paternalism involved. Shapiro, Haseltine, and Rowe (1978) 
suggested that people who support, advise, and help promote proteges to 
positions of leadership and power form a continuum in a patron system. 
They defined mentors as the most intense and helpful types of patrons in 
promoting careers of their proteges. Less helpful than mentors are 
sponsors. Sponsors have less organizational power to shape and guide the 
careers of their proteges. Next on the continuum are guides, who are not as 
powerful. Mentors and sponsors can fulfil roles as benefactors and 
protectors, but guides serve only as advisors. Least powerful are peer pals, 
who act as members of proteges' network systems. By sharing information 
and strategies, peer pals advise and help each other, but can offer little or 
no patronage” (p. 261). 

“Several studies report that women are less likely than men to receive the 
benefits of mentoring relationships (Cook, 1979; Ragins, 1989; Shapiro et 
al., 1978). The shortage of female mentors, and the reluctance of both 
mentors and proteges to develop cross-gender mentoring relationships, 
reduce mentoring opportunities for women. Mentoring for women is 
particularly scary in a male-dominated occupation. Additionally, female 
mentors may be less powerful than male mentors and less able to promote 
the careers of their female proteges (Reich, 1986)” (p. 261). 

“Several scholars question several assumptions implicit in this pluralistic 
liberal view (Creedon, 1990; L. A. Grunig, 1989; Hon, 1995; Rakow, 1989; 
Toth, 1989). The basic assumption challenged is that women must 
somehow adjust to organizations and larger societies in which a stereotypic 
masculine worldview is taken as given. Such a perspective, radical 
feminists argue, simply perpetuates authoritarian organizational structures 
and centralized decision making, when the best evidence indicates that 
participative organizational cultures provide higher levels of job 
satisfaction and superior organizational adaptation to turbulent 
environments” (Dozier, L. A. Grunig, &J.E. Grunig, 1995)” (p. 263). 

“More specifically, female supervisors in public relations offer more active 
and intense mentoring to their subordinates than do male supervisors. As a 
result, female practitioners with female superiors provide the optimum 
gender pairing for active and intense mentoring relationships among the 
tour types” (p. 268). 

“Paradoxically, superior mentoring from female superiors yields fewer 
career advancement opportunities for their subordinates. Male supervisors 
in public relations seem more effective than female supervisors in 
providing subordinate career advancement. Practitioners with male 
mentors, regardless of gender, tend to have more access to management 
advancement and have more opportunities to enact the manager role. 
Female mentors in public relations, on the other hand, tend to be less 
effective than male supervisors in providing their subordinates 
opportunities to practice manager role activities. Regarding power to 
provide patronage, female superiors arguably play the role of guide or peer 
to their subordinates, rather than the role of true mentor, as defined by 
Shapiro et al. (1978)” (p. 268). 
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“Further, the gender differences in mentor effectiveness affect the role 
subordinates enact. The manager role is regarded to have higher status 
(Sullivan, 1982) and more authority in the organization (Broom & Dozier, 
1986). Apparently, under the supervision of more powerful male superiors 
who are in senior management themselves, subordinate practitioners 
generally have more opportunities to enact the manager role than those who 
have less powerful female supervisors” (p. 269). 
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Application of Article to 
Practice 

(3-5 – be brief in the 
summary) 

n/a 

Key citation from the article “As Rakow (1987) said, rather than studying the depressing facts, we need 
to study gender itself. She pointed out that researchers have assumed 
gender to be biologically determined and culturally modified. She 
contended, however, that sex is as cultural as gender and that we live in a 
culture that persists in seeing see two biological sexes. Feminist 
scholarship such as this, then, must go beyond the study of gender as a 
cause of any particular communication process. It needs to do more than 
comparing the way men and women may practice communication—based 
on any a priori notions about their polarity. Instead, it must elucidate the 
relationship between the dominant and subordinate that characterizes our 
social, political, economic, and cultural system. In so doing, the study 
speaks to any group that may find itself outside of the dominant norms” (p. 
158). 
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“…women do not always have the luxury of making their career primary 
because men typically are paid better than women (see, e.g., Kuhn, 1992). 
Furthermore, most men do not share equally with their female partners in 
performing domestic responsibilities (even when these women work full 
time outside the home; Hocbscbild, 1989). Thus, either the logic of 
finances or familial duties (or both) do not allow some women to pursue 
their careers with the single-mindedness that many men enjoy” (p. 34). 

“Radical feminism argues that this "be-all-you-can-be" approach 
encumbers women while men (those most likely to be the boss) are 
absolved of all responsibility for ensuring equitable treatment of 
employees. Why should a woman have to do more than a man in a similar 
position to prove she is responsible?” (p. 36). 

“…feminist scholarship does not imply a distinctive method; feminist 
research is distinguished by how methods are used. Harding (1987) 
suggested that one use involves feminist researchers listening carefully to 
what female informants think about their lives” (p. 39). 

“As for honesty, the feminist paradigm rejects empiricism's search for 
objective "truths." Research participants' views of their world, however 
subjective, are valid” (p. 39-40). 

“A manager of public relations for a manufacturer of shuttle booster 
rockets faces similar misconceptions about public relations. For her, the 
"second hardest part" of her job is "fighting the attitudes against public 
relations" (the first is fighting the attitudes against women). She argued that 
the "very White, Anglo-Saxon, military. Southern, chauvinist" managers 
of her organization "don't even know they are not operating in the real 
world." As she explained, she still hears things such as, "Give it to the PR 
girl"” (p. 44). 

“The women at College Park pointed out that public relations rarely feeds 
to the head of organizations. And, they noted that public relations is often 
placed under other functions such as development. They also wondered if 
feminization would exacerbate this trend. As one participant contended, 
discriminatory attitudes toward women as senior managers might keep 
public relations in the middle of organizational hierarchies” (p. 44). 

“Along similar lines, several research participants asserted that the public 
relations curriculum does not train for senior management. They believed 
that practitioners often lack skills in salary negotiation, critical thinking, 
and strategic management. In the focus group at Gainesville, one 
participant echoed this concern, arguing that business schools crank out 
managers, but journalism schools do not. And, she stated that the latest 
trend within journalism programs is an emphasis on academic research, not 
enhancing business acumen” (p. 45). 

“Addressing problems beyond public relations, many research participants 
mentioned the stifling effect of male dominance in the workplace, which 
contributes to a host of problems for women. Most basic is that at work, 
"maleness" is valued more. Thus, women's concerns often are not 
legitimized. Bringing up this issue, a director of communications for a state 
solar energy center remarked that she wanted to establish a 
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communications program geared toward children (a concern she linked to 
being a woman), but her idea was squashed. The masculinism of the 
organization dictates that she spend her time communicating to those with 
"money and power"” (p. 46). 

“As she explained, most of the men are retired military and very close knit. 
"It's a good-old-boy network," she said. "They are just being recycled again 
and again. My boss has had four jobs"” (p. 46). 

“Almost all research participants noted that male dominance causes 
women's isolation from the inner circle where important business gets 
done. Most referred to this clique as the "good-old-boy" network. They also 
asserted that women's exclusion occurs in both formal circles such as the 
management table and informal interaction at the basketball court or golf 
course” (p. 47). 

“And, as one participant noted, women's trying to break into this network 
is "damned if you do, damned if you don't." That is, women's trying to be 
"one of the guys doesn't play well." On this point, she recalled how 
surprised and uncooperative her male colleagues were when she invited 
herself to play golf with them. And, when she won, they stopped speaking 
to her” (p. 47). 

“Women's exclusion brings up the issue of the similarity preference, or 
people's tendency to hire, groom, and promote people like themselves 
(Conrad, 1990). Because of this tendency, male managers tend to groom 
other men, not women” (p. 48). 

“Women's segregation causes still another problem—women turning their 
backs on other women out of necessity. A director of community relations 
for an international airport argued that male privilege ensures that the 
windows of opportunity for women may be so limited that some women 
are forced to promote themselves at the expense of other women. Some 
women asserted that this dilemma results in "catfighting" among women 
or the elevation of only the "meanest" women. The convergence of these 
two problems was referred to several times as the "Queen Bee Syndrome." 
Along these lines, the manager of public relations for a manufacturer of 
shuttle booster rockets asserted that women are "set up" to he competitive 
by organizational environments that limit women's potential. This, 
combined with women's "intense need to succeed," causes women to be 
"cutthroat"” (p. 48). 

“A director of development for a school of journalism at a state university 
stated that she has worked for some difficult female bosses. She attributed 
these women's hardness to their constantly having to fight stereotypes. She 
also believed that some women became nearly obsessive about succeeding 
and "being included in the boardroom" (p. 48). 
 
“Another obstacle related to male dominance is the outmoded and 
unchanging attitudes of the "senior set" of men who are at the top of 
organizations. Several women contended that the "manager generation," or 
men 45 years of age and older, are "anti-women" and see women as a 
threat. A director of marketing and public relations for a national 
accounting firm noted that her organization wants to he progressive about 
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dealing with women. But, as she argued, the "older men are standing in the 
way (…) Most of the women believed that younger men are more 
egalitarian than the senior set. For example, one agency owner contended 
that men 35 years old and younger have grown up with women in the 
workforce and do not consider the presence of women an issue” (p. 51). 
 
“Similarly, some women contended that people perceive women's strength 
as "bitchiness." As the director of development for a school of journalism 
at a state university explained, when a man is aggressive, others believe he 
is acting appropriately. But, when a woman displays aggressiveness, others 
believe something is wrong; she must be suffering from premenstrual 
syndrome, for example” (p. 51-52). 
 
“The director of public relations for a nonprofit children's hospital 
suggested, however, that women should do things as though they were 
men. Or, as the director of communications for a state solar energy center 
stated, women need to take on the attributes of maleness that others 
perceive they are lacking. An owner of a local agency spoke at length about 
what these attributes are. She advised that women should know when to 
keep their "mouth shut" instead of talking before they think, align 
themselves with politically strategic people, take business politics 
seriously, and dress appropriately. Further, women should neither 
apologize for family concerns nor play the victim” (p. 57). 
 
“In the focus group at Gainesville, one participant made the same point. 
She lamented seeing "excellent women" in "bad situations" who "stay and 
beat their heads." Her advice for these women was to move on; women's 
staying where they are not valued is self-defeating. The director of 
development for a school of journalism at a state university also thought 
women should avoid places where women are "destined for failure." She 
contended that women fall too often into a vicious circle of staying in bad 
situations because their self-esteem has been depleted and they become 
afraid to leave. Thus, others' perception of women's ineffectiveness 
become a self-fulfilling prophecy” (p. 58). 
 
“Several research participants argued that equity for women could be 
advanced by women's developing the skills and knowledge needed in 
public relations. Some women tbought that an important part of this 
process is learning how to do research. That is, the tangible results that 
research can provide give practitioners something valuable to bring to the 
management table. Related to doing research is the argument that women 
should get an advanced degree” (p. 59). 
 
“Several research participants believed that women empowering 
themselves through networking would help. Many mentioned women's 
mentoring other women. These women believed that these relationships 
would help provide needed role modeling for women. The communications 
manager for a scientific instrument manufacturer, for example, encouraged 
women to "keep a soft spot for women in the world" and give each other a 
hand or "a push." She recommended that women avoid seeing other women 
as threats. Instead, women should realize that helping other women will 
only benefit all women in the long run” (p. 61). 
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“Several research participants suggested that at the organizational level, the 
most fundamental change needed involves redefining the inherent 
masculinism in management. The easiest way to do this, according to the 
communications manager for a scientific instrument manufacturer, is to 
have more women in charge. That is, she asserted that organizational 
culture is an "outgrowth of the personality of the people in top level." Thus, 
as long as men dominate those levels, masculine values will he esteemed” 
(p. 63). 
 
“This brings up the suggestion of integrating business courses into the 
public relations curriculum—a recommendation made by many women 
and one that surfaced in all three focus groups. In general, these women 
believed that the stakes for entering public relations should be raised by 
requiring practitioners to the communicators and managers. Several 
women went even further by wondering if public relations should 
assimilate into business schools. As one participant stated in the focus 
group at College Park, if public relations is really part of management, then 
perhaps public relations should be in management schools. And, she 
wondered whether universities should even have undergraduate programs 
in public relations, given the weaknesses of the typical curriculum. For her, 
majoring in business and then getting a master's degree in communications 
seemed like a better approach” (p. 64). 
 
“Another problem with the masculine ethic is the devaluation of the 
feminine inherent in this model. The result of this devaluation is 
occupational segregation that assigns women low-status jobs (see Kelly, 
1991). Another problem is segregation within an occupation. Within any 
job, women may be relegated to duties that are not tied to advancement” 
(p. 72). 
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“A decade ago there were virtually no women, certainly no Emirati women, 
practicing public relations in the U.A.E. In 1995, the first 20 women 
students will be accepted into a formal public relations degree program at 
the U.A.E.U. It appears that there are no educational barriers in place to 
stop Emirati women from choosing to study a profession that has been 
defined by the government as one that can help meet the needs of U.A.E. 
society. Although Dr. Al-Khaja’s study demonstrated widespread 
misunderstanding of public relations practice in the U.A.E., Sheik Zayed’s 
quotation at the beginning of this article clearly shows that Grunig & 
Hunt’s two-way symmetrical model for ideal public relations is the 
national credo. s7 Public relations education promises Emirati women a 
leadership role in defining their country’s future” (p.  71). 
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“the absence of any substantive description of the actual contribution of 
these women.” Marilyn Kern- Foxworth’s examination of portrayals of 
women likewise points out that most textbooks presented “a stereotypical 
point of view by suggesting that women did not make significant 
contributions to the development of public relations as a professional 
field.” Historians have responded by asking how being female affected the 
ways women communicators did their jobs” (p. 250). 

“…that women editors and reporters put women’s news on the front page, 
while others assert that to rise to a position of power in the media, women 
had to compromise or accept male-dominated culture. Thus, women’s 
careers have been considered in light of what they contributed to how the 
media worked” (p. 251).  

“Feminist scholars have argued, however, that these “contribution” 
histories are also inadequate, because they evaluate women “in terms of 
male achievements” or ““standards set by men,” thereby focusing only on 
those women working in the minstrel. This view has brought changes to 
the study of women in public relations history. Scholars have broadened 
the meaning of the term “public relations” to encompass study of the tactics 
utilized by reformers such as suffragists and other women who would not 
be considered public relations practitioners under traditional definitions. 
Contribution histories have also been denounced because they attempt to 
compare women’s achievements to men%. Instead, as Larissa Grunig 
points out, because feminist scholarship “must elucidate the relation 
between the dominant and subordinate that characterizes our social, 
political, economic, and cultural system,” feminist scholars have begun to 
study the interplay between the personal and professional lives of women 
in the media, spawning studies of Doris Fleischman in public relations and 
Ida Tarbell in journalism that value women in their own right”” (p. 251). 

“But women have been especially neglected. While Lee and Bernays have 
been examined under the microscope, only Susan Henry’s research on 
Doris Fleischman attempts to describe and understand a woman in formal 
public relations. But Henry focuses especially on Fleischman’s relationship 
with her partner/ husband, Edward Bernays, rather than on her role in 
public relations history. By rediscovering the career of Jane Stewart, this 
article begins the work of systematically reconstructing the role of women 
in the history of formal public relations in the United States” (p. 252). 
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the result of women not only entering the field but holding management 
level positions. Increased workplace flexibility and benefits made 
balancing work and family life less stressful for women” (p. 112). 
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harassment as a power issue that has little to do with sexuality-or even of 
women-and much to do with controlling and maintaining a position of 
power in an organization. Power in itself is a masculine model; its 
antithesis is the feminine model of empowerment” (p. 214) 
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women (Toth Nr Cline, 1989). About 80% of all public relations students 
are women”(Becker, 1990)” (Aldoory, 1998, p. 73). 

 “Leadership for educators also consisted of guidance, passion, 
commitment, and courage” (Aldoory, 1998, p. 85). 
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“An almost equal percentage of males (53 %) and females (53.3%) reported 
that they would “frequently” like to counsel top management in their ideal 
job” (p. 241). 

“The results of this study support DeRosa and Wilcox’s conclusion that 
female students are just as serious-minded and interested in management 
as male students are. Given the threat of encroachment and the number of 
females majoring in public relations, this is a positive finding. However, 
there are some troubling findings. First, the finding that females scored 
higher on the desire to perform several of the technical functions supports 
Toth and Grunig’s dual-role findings. The females in this study were more 
likely to report that they wanted to “do it all” in their ideal job. The 
professional and personal costs of such an approach needs to be considered. 
Contrary to DeRosa &Wilcox’s findings on salary, females. Contrary to 
DeRosa &Wilcox’s findings on salary, females and males in this study did 
not expect similar starting salaries. The male students reported they 
expected a higher salary, to be promoted faster, and to move into 
management faster than their female counterparts” (p. 244). 
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“Organisational culture is a typically a top-down phenomenon, established 
by the founder of the organisation and maintained or modified by other 
senior executives. The 'Excellence' study found evidence of this important 
role for decision makers in the qualitative phase. For example, it was 
learned that the gender of the CEO may affect organisational culture” (p. 
250). 

“Perhaps as a result, effective public relations departments, the 'Excellence' 
research found, foster the careers of their female staff. They help to 
empower women to become managers and implement their knowledge of 
two-way symmetrical communication. The growing proportion of women 
in this field suggests that the potential of any public relations department 
will be limited if the organisation discriminates against women. 
Discrimination, more subtle than overt in this decade, typically manifests 
itself in the glass ceiling or in relegating women to the technician's role” 
(p. 250). 

“The stakes are enormous, at least in some governmental agencies and in 
some types of public affairs practised there. If women working in these 
agencies are empowered to play a managerial role, and if their agencies' 
cultures were to become participatory enough to include them in decision 
making, they will be in a position to do what they do well: relating to and 
communicating with those of different countries, different cultures, 
different genders, different races and different ethnicities. At that point, 
public affairs could fulfil its significant charge” (p. 257). 
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identified him- or herself as a press agent, publicist, counselor, or 
something similar; (b) other characters identified the character as such; or 
(c) the duties of their jobs entailed publicity, political campaigning, public 
opinion polling, and other tasks related to the practice of PR” (p. 5). 

“Positive portrayals of accomplished practitioners-professionals-are 
available, but they are far from prevalent. Antisocial characteristics such 
as alcohol abuse, promiscuity, and especially lying are connected with the 
practice of PR so regularly as to seem normal. Practitioners are usually 
depicted as skilled in the sense that they are effective, but they are also 
often cynical, greedy, isolated, unfulfilled, obsequious, manipulative, or 
intellectual lightweights. That people with such characteristics are good at 
what they do is hardly complimentary” (p. 23). 
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to 80% of whom are women. Perhaps then the classroom is the ideal setting 
in which to consider the development of personal, feminist values that have 
implications for public relations practice. Such consideration would benefit 
all students and may be an important step toward realization of our 
aspirations for a practice that is truly professional, truly ethical, and truly 
effective” (Gruning, Toth, Hon, 2012, p. 63). 
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to overlook women and people of color (Bruno, 1988; Graves, 1989; 
Mabry et al., 1990)” (p. 310). 
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This organization could develop a code of professional standards, such as 
that written by the Public Relations Society of America. Education related 
to public relations professionalism has to be improved” (p. 215 - 216). 
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Required Element AB Entry 

Country USA 

Author-provided abstract 
(indicate if none) 

CONTENT OF THE BOOK 

In Chapter 1 authors explore PRSA's Statement on Equality of 
Opportunity in Public Relations and, as a conclusion to our first chapter, 
they also work toward an understanding of gender and sex roles in the 
United States. In this introductory chapter, readers will learn a great deal 
about the problem of sexism in the United States. 

Chapter 2 introduces a definition of feminism and several feminist 
perspectives- Marxist, liberal, and radical-that have developed in response 
to gender bias. It helps readers understand the issues surrounding the 
feminization of public relations. These concerns include declining 
compensation and limited advancement for women in most professional 
careers, focusing of course on public relations. Here authors contrast 
women's actual salaries with their salary expectations. They learn that the 
salary gap persists across occupations and over time and explore the 
broader picture of occupational segregation, integration, and ghettoization, 
including changes in the labour market, in demographics, and in 
occupational rewards. Here, too, they explain the "feminist fallacy," or the 
gap between modern women's expectations and the realities they may 
encounter in the workplace. This chapter includes a discussion of the 
typical denial of gender bias in public relations. It concludes with a 
discussion of why the feminist fallacy and denial of sexism persist. 

Chapter 3 compares the status of women in public relations with the status 
of women in other professions and near-professions. Authors look 
specifically at women in medicine, law, biology, higher education, 
scholarly publishing, trade and professional associations, and government 
and politics. They explore the similarities and differences between women 
in these white collar fields with their counterparts in blue-collar or pink-
collar work. 

Chapter 4 focuses on the concepts of management and entrepreneurship. 
Power, powerlessness, and empowerment are central to this discussion. 

In Chapter 5, authors discuss the promise of diversity for public relations. 
This chapter explores the question of multicultural inclusivity, in 
particular, juxtaposing the arguments of its proponents with the dire 
predictions of its detractors.  

Chapter 6, also compares the situation for women - this time between 
women of the dominant culture and those who are part of ethnic and racial 
minority groups. It highlights the roles and functions of three minority 
groups within public relations practice: Asian Americans, Hispanic 
Americans, and African Americans.  



EUPRERA Report Vol. 1, No. 1 Women in Public Relations: A Literature Review (1982-2019) 
 

167 
 

Chapter 7 is also concerned with comparisons and contrasts. It describes 
how the growing number of women who work outside the home may affect 
the prestige of the fields in which they labour. Authors describe three 
especially problematic areas here: the credibility or prestige of the field; 
encroachment on its management, in particular, by men in other fields; and 
the sublimation of the functional area to another, related function. All three 
issues are paramount concerns in public relations as it moves from a male 
to a female majority. 

Chapter 8, the first to present authors research results, exposes the 
discrepancy between men's and women's salaries. Authors explain the pay 
gap through factors such as age, experience, type of organization, public 
relations role, and-yes-discrimination.  

Chapter 9 describes public relations roles as predictors of salary and of 
advancement. It establishes the discrepancy between numbers and power. 

Chapter 10 presents findings related to additional issues encompassed by 
the glass ceiling: hiring, promotion, notions of career success, 
organizational climate, job satisfaction, mentoring and networking, sexual 
harassment, and flexibility in the workplace. 

In Chapter 11, authors attempt to explain the discrepancies they found 
between their female and male respondents over the 5-year period of the 
glass ceiling research. Their explanations for gender inequality at work 
include masculine value systems, women's exclusion from social and 
informational networks, women's timidity about salary negotiation, a 
dearth of female role models and mentors, faulty college curricula, 
socialization, negative attitudes among senior managers, the balancing act 
between office and home, stereotypes, tokenism, women's lack of self-
esteem, sexual harassment and "lookism," ageism, marketplace factors, 
and the marginalization of public relations as an organizational function. 
The next two chapters explore the implications of these research findings 
along with some solutions for helping overcome gender bias.  

Chapter 12, on liberal feminist strategies, explains "buying into" and 
working the system. These strategies include impression management, 
finding the right place to work, attracting men back into public relations, 
learning how to fight for salaries, women networking with men, gaining 
access to management decision making, denying the existence of 
discrimination, and making hard choices. It also promotes developing the 
skills and knowledge women need for public relations, for demonstrating 
professionalism, and for empowering themselves. 

Chapter 13, on radical feminist strategies, works more at the societal and 
organizational levels than at the individual level. Here authors (admittedly 
ambitious) recommendations begin with raising levels of awareness about 
sexism, electing women to high government posts, passing federal 
legislation that supports working parents, outlawing sexual harassment, 
recouping losses in affirmative action, mandating equal representation of 
women in government and organizations supported by government, 
eradicating sexism in education, breaking down gender stereotypes, and 
redefining feminism. Organizational-level changes would establish family-
friendly policies; devise alternative career paths; rethink the masculine 
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concept of roles categories. Likewise, we do not mean to imply that 
everyone in public relations should aspire to the managerial role. We 
understand that many practitioners are deeply attached to their craft” (p. 
183, 184). 

“The dominant coalition is the group of senior managers who control the 
organization. They set goals and decide how those goals will be realized 
(Robbins, 1987). Broom and Dozier ( 1985) argued that the inclusion of 
public relations in the dominant coalition is one of the most important 
measures of professional growth in our field. J. Grunig and Hunt (1984) 
went further, in asserting that there is little justification for any practice of 
public relations unless practitioners are involved with the dominant 
coalition. There is a good reason to support their argument. The IABC 
Excellence project (J. Grunig et al., 1991; Dozier, L. Grunig, &J. Grunig, 
1995) determined that the most effective organizations in their 
international sample include the senior public relations executive as a 
member of the company's senior management team. Further, those 
outstanding organizations take steps to foster the careers of their female 
employees, especially female executives-thus making maximum use of all 
their human resources. Without the support of the organization's power 
elite, public relations as a function is unlikely to be at the table when key 
decisions are being made. If not at the decision table, public relations is 
limited to the role of explaining and justifying others' decisions (Broom & 
Dozier, 1985). Without the support of the dominant coalition, too, a woman 
is unlikely to head the public relations department-even if only female 
practitioners staff that department. Gender undoubtedly plays an important 
role in determining who joins the dominant coalition, as we will go on to 
demonstrate” (p. 186-187). 
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“Public relations scholar L. A. Grunig (1995) referred to this phenomenon 
of spotlighting token women as compensatory feminism (p. 11). Those who 
have not made it to the boardroom just yet can take comfort from the stories 
of those who have. In short, such success stories should make women feel 
better about their status, or lack of it. L. A. Grunig contends this type of 
research seems largely designed to compensate for the absence of women, 
a phenomenon that was seldom questioned before research in gender issues 
came along (L. A. Grunig, p. 11). “For example, a 300% increase sounds 
very big, but a 300% increase in the number of women CEO’s of major 
companies is in fact not a very big jump—it means there would be three 
instead of one” (Dataline [Online], 1992)” (p. 29, emphasis in the original). 

“Women’s continuing reluctance to wear the feminist label could be the 
fault of feminists themselves, if they have allowed mass media to 
appropriate their agenda and ideology. The popular press has portrayed 
feminism today to be in disarray, with many women disavowing their ties 
to feminism because they believe it is too fractious or not reflective of 
women’s experience today. What might happen to feminism if the debate 
were termed healthy instead of divisive? Feminist is often a loaded, 
negative, and “squishy” term. As L. A. Grunig, Toth, and Hon (1999) 
suggest in an essay on feminist values in the field of public relations, the 
inability to define feminist is both a blessing and a challenge” (p. 40). 
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(3-5 – be brief in the 
summary) 

Key citations from the article “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 alternative 
understanding of practitioners’ experiences (Deetz; Holtzhausen, 2000). 
This lens will not only provide a different perspective on practitioners’ 
experiences, but also can be used to refute some of the modernist 
expectations of public relations practice” (p. 60).  

“One of the few areas where postmodernism has started to have an impact 
on public relations is in the area of activism. Dozier and Lauzen (2000) 
make a critical comparison between the behavior of environmental 
activists and public relations practitioners. They maintain the action of 
activists lead 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 changes in the social order” (p. 60). 
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could employ a broader range of skills. Yet others were drawn to pubic 
relations’ agenda-building function” (p. 280). 

“On the whole, practitioners described themselves as organizational assets, 
embracing specific roles as uniquely theirs” (p. 282). 

“The participants consider themselves to be valuable employees, they said 
that their organizations consistently discriminate against them, render them 
voiceless, exclude them and poorly compensate them” (p. 285). 
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journalism, broadcasting, business administration, etc. And yet, the 
expansion of public relations in Spain should be bigger than the present 
evolution and attain more representative figures” (p. 293). 
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Key citations from the article “Factors such as experience and hard work are far more important than 
gender. As hypothesized, the most important factor explaining salary was 
years of PR experience, followed by number of hours worked per week. 
Among the “occupational” variables studied, “type of organization” 
(corporate versus agency versus nonprofit) was the most significant. 
Perhaps the most unexpected finding was that age (perhaps better described 
as “maturity”) still explained a small amount of the variation in salaries 
even after the effect of “years in the field” was already considered” (p. 83). 

“Conceptually, a variety of other variables would have been hypothesized 
as correlating with salary (e.g., type and amount of education, breaks in 
employment), but the salary survey existed as a secondary database, and 
such data were either missing from the survey design or included in a form 
that was not usable for the analysis. The survey data also included some 
variables that were studied but about which no hypotheses were formed 
(e.g., the relationship between salary and (a) marital status, and (b) number 
of children)” (p. 77). 
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“In its current formulation, the feminist paradigm in public relations has 
been somewhat useful because it has brought to light the importance of 
gender and power to public relations. However, current and future research 
in public relations and communication depends on richer and more 
heuristic ways to consider how public relations constructs meaning for 
publics and how it itself is constructed through power relations, gender, 
and difference (i.e., diversity and inclusiveness)” (p. 674). 
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(3-5 – be brief in the summary) 

Key citations from the article “Of particular concern among  these findings are perceptions that males 
(predominantly) are more advantageous as mentors, females’ within –
gender discord (lack of support, personality conflicts, cloning tendencies) 
which counteracts positive attributes of gender matching in vertical dyads, 
and male respondents’ partnering with female mentors or protégés to avoid 
direct competition with other males which underscores perceptions that 
females (as a group) are non-threatening due to their low status” (p.314). 
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2000, p. 237). Indeed, the workplace represents a crossroads of labor 
market and personal interaction, offering an important social setting for 
examining lives of women of color—but unfortunately, experiences of 
Hispanics have eluded organizational scholars (Cox & Nkomo, 1990)” (p. 
291). 

“Findings here revealed several challenges that Latinas face and identified 
effects, such as self-devised strategies for negotiating marginalization and 
de-valued status. Latina practitioners experience sexual discrimination by 
males of their ‘‘own culture,’’ alienation by Latinas and other women of 
color in their communities, ethnic discrimination by Anglos, and extortion 
by reporters. Such socialized participation in hegemonic structures 
suggests a starting point for hypothesis testing of a gender-ethnicity 
construct in organizations” (p. 306). 
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investigación cierran el círculo de análisis en torno al objeto de estudio” 
(p. 11).  
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these skills could have implications for future PR education and training” 
(p. 219). 

“This article represents the early stages of thinking about emotion in public 
relations and asks whether the emotion management requirements in public 
relations provide clues as to why public relations is perceived as a career 
suitable for women and why women are perceived better at doing PR” (p. 
213). 
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men and women, boys and girls of diverse societies in different times are 
dissimilar not because they are biologically different, but because the social 
construction in a given culture, time, and place defines and redefines their 
roles in different ways. These roles are not fixed but learned and 
negotiated, as well as often contested. Besides differences between the 
roles of women and men, roles among women and men fluctuate, and both 
women and men may combine different roles individually over time or 
even simultaneously (Bouta 2004: 4; Valasek, 2008)” (p. 25). 
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pages, searching) at a time when the tool was ubiquitous and well-
integrated into daily public relations practice. The present study, however, 
allows researchers to look at a tool with a very specific use before it is 
widely adopted to determine what impact roles and use have regarding the 
tool” (p. 262). 

 “Practitioners seem to follow Rogers’ (2003) predictable patterns in 
adopting technology. They wait until the general population has adopted a 
tool before fully embracing it. Both managers and technicians seem to be 
taking a “wait and see” attitude toward blogs, much like they did in the 
early days of the World Wide Web. Building on the work of others, we 
expect as adoption of such tools become more prevalent and ubiquitous, 
differences in use will evolve based on roles” (p. 264). 
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display the highest job satisfaction within our sample. Overall job 
satisfaction is very high amongst European communication professionals, 
though female communication professionals tend to be less satisfied with 
their job than their male counterparts” (p. 278). 

“Our data suggest that in the communication profession, women are 
earning less than men for the same position” (p. 278). 

“[…] managerial activities such as advisory and lobbying functions are 
more often performed by males, whereas technical functions concerned 
with marketing and internal communication functions are more often 
completed by female” (p. 278). 
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lectures, our courses and our research” (Creedon, 1989a; 1989b, cited from 
Creedon, 2009, p. 80). 
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these advantages is closely connected to traditions of service professions 
in Russia and a patriarchal societal structure (Buckley, 1997)”  (p. 79). 

“Sacrificing was another advantage practitioners identified. Sacrificing, a 
cultural characteristic of Russian women (Lissyutkina, 1993), helped them 
to effectively implement “saving face strategies” with clients. Sacrificing 
and saving face techniques are indicators of the place of female 
professionals in the Russian patriarchal society. Interviewed women said 
they use these techniques to their advantage” (p. 79). 
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communication knowledge management) identified by Meng (2009), the 
emotional aspect of excellent public relations leadership is implied in the 
self-dynamics dimension, which is closely related to public relation 
leaders’ self-insight, shared vision, and team collaboration (Meng, 2009). 
Empathy has been identified as the most important emotion for 
transformational leadership (Salovey & Mayer, 1990), which is defined as 
the ability to comprehend another’s feeling and to reexperience them 
oneself” (p. 163). 
 
“As far as PR leaders’ conflicts stances toward employees were concerned, 
transformational and gender played important roles: Their action-based 
accommodation toward employees (…) could be predicted by 
transformational leadership (…) and slightly by gender (…), their 
qualified-rhetoric-mixed accommodation toward employees (…) could be 
predicted by transformational leadership (…) and gender (…). It suggested 
that female leaders tended to make more accommodative stances toward 
employees in decision-making conflicts. (…). It suggested that PR leaders 
with more experience and more empathic were likely to take less 
accommodative action-based stances toward top management. Gender (…) 
was the only predictor of PR leaders’ qualified-rhetoric-mixed 
accommodation toward top management (…), which suggested that female 
leaders were more likely to express accommodative stances in front of top 
management” (p. 173-174). 
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or in-house positions. Furthermore, while these films and series show a 
wide verity of women in public relations there is no diversity – they are all 
single (or divorced), white and middle class. (…). The industry is shown 
on the one hand as publicity, media and event-based work, and this 
generally coincide with women performing the tasks, while, on the other 
hand, it is manipulative, scheming and unethical, where men are the most 
senior, with women in subordinate roles. (…). Negative and limited 
stereotypes of women in the profession dominate the screen depictions and 
though characters may be endearing, the way they represent the profession 
is usually not” (p. 13).  
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academy, the lack of disciplinary status for public relations stems in part 
from the feminisation of the field” (p. 9). 
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more than half of its practitioners are disadvantaged, both demographically 
and on the job. This polarization of professionals also is detrimental to 
PRSA’s stated goal of “unifying the profession” (p.127). 
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communism, female body aesthetics were limited to prescribed gender 
norms that promoted a homogeneous desexualized image” (p. 105). 
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companies and organizations at a professional level (Ferrari, 2009)” (p. 
447). 

“The findings show that the way Chilean practitioners see their functions 
can be grouped into four professional roles: the long-term strategic role, 
the short-term technical role, the passive-complaisant role, and the active-
vigilant role. These results evidence the connection that Chilean 
practitioners make of different criteria commonly considered in the 
analysis of professional roles: while the first two reflect the association that 
these professionals make among management style and planning over time, 
the latter two show the direct connection that they perceive between the 
type of mediation and attitude as an adviser of public relations 
practitioners” (p. 451).  
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“…the crisis is viewed as a collective organizational failure, rather 
than a failure on the part of the leader. An explanation for this 
depersonalization of responsibility could be that stakeholders 
generally take the social context of organizations into account, which 
reduces individual autonomy. This shifts the blame – at least partly – 
from the individual to the environment” (p. 503). 

“Contrary to our expectations, the crisis response strategy did not 
significantly affect people’s responses to the crisis in terms of trust 
and reputation” (p. 503). 
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for the crisis management positions, meaning that a large group of potential 
female experts do not take part in crisis management assignments” (p. 54). 

“‘gender expertise’ is unevenly divided between female and male experts” 
(p. 60). 
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(3-5 – be brief in the 
summary) 

Key citations from the article “The focus on press agency as the antecedent of careers in public relations 
ignores a wider perspective of the occupation, despite its origins being “as 
old as civilization” (Grunig & Hunt, 1984, p. 14) (p. 401). 

“The dominant US history (Grunig & Hunt, 1984) has been divided into 
five distinct eras: the public be fooled (from mid-19th century), the public 
be damned (late 19th century), public information (early 20th century), 
propaganda and persuasion (mid-20th century), public understanding (late 
20th century)” (p. 400). 

“It would seem that if women worked in the occupation of public relations 
in its early days, their stories are largely unreported whilst opportunities 
for them to develop careers were few” (p. 404). 
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(3-5 – be brief in the summary) 
Key citations from the article “Training for training in a gender perspective should always aim for social 

change, especially in degrees related to the educational field” (p. 82).  

“La asignatura autodenominándose diásporas de la perspectiva de género, 
es decir, siendo capaces primero de detectar en su entorno las 
discriminaciones por razón de género y viéndose capacitadas al mismo 
tiempo para transmitir el mensaje y transformar la realidad” (p. 84). 
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Being out to coworkers often resulted in taking on the unwanted identities 
of cultural interpreter or the ‘‘creative, cool’’ practitioner or risking 
professional advancement (see Friskopp & Silverstein, 1995)” (p. 465). 

“Cracking the lavender ceiling. The lavender ceiling refers to the 
documented tendency for organizations to not promote those in the sexual 
minority to positions of increased authority, power, prestige, and formal 
responsibility (Anastas, 1998; Hill, 2009; Second USDA Task Force, 
2000). Discrimination against openly gay practitioners surfaces in their 
exclusion from pay raises, promotions, and increased workplace 
responsibility but also in termination (Noknoi & Wutthirong 2007)” (p. 
467).  
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Application of Article to 
Practice (3-5 – be brief in the 
summary) 

•  Different perceptions among college students as men and women 
attending RP in higher education; 
• It could be applied to recent PR professionals, comparing the idealized 
expectation with the lived reality. 

Key citations from the article 
(with pages) 

“The majority of young people tend to recognize women have the 
possibility of social affirmation, valuing individual life projects with 
professional achievement. However, when they were asked about women's 
specialization in family support tasks, results followed a traditional 
perspective: for most respondents, regardless of gender, women should give 
priority to their role as mothers over professional achievement” (p. 46). 

 
“Although university education is increasingly homogenized gender wise 
in competences acquisition to the future practitioner, it is interesting that 
female students agree, more than male students, that the labor market can 
respond in a differentiated way, about the competences acquisition, 
benefiting women in case of hiring for a public relations job. This is one of 
the most interesting aspects evidenced by this study, because it contradicts, 
at least in part, the stereotyped image that associates management functions 
with the masculine universe” (p. 48). 

 
“Low differentiated and, above all, idealized results about the future 
professional life concerning gender equality reinforce the fundamental role 
of higher education institutions. A Graduation should go beyond teaching 
integrated communication models or the importance of technology, also 
clarifying gender implications to the public relations profession. Assuming 
this responsibility, educational institutions will be able to help future 
professionals taking an active role on workplaces transformation in terms 
of equal values and structures for both men and women” (p. 49). 
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aims “to map the apparent role and scope of public relations activities” 
(L’Etang, 2006, p. 241)” (p. 1). 

“These findings suggest significant overlaps between public relations and 
marketing activity. However, public relations, particularly the use of social 
media and media relations, was perceived as a cheaper alternative for 
brands, which do not have a budget for marketing and advertising 
campaigns” (p. 8). 
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concept. Communal identity focuses on the tightly knit networks to which 
we belong based on collective histories, memories and communication 
practices. External identity is the socially constructed labels that are 
defined by others. This is also referred to as ‘ascribed’ identity (Sha, 
2006)” (p. 98). 
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Key citations from the article “This excessive emphasis on work identities and responsibilities has 
ultimately created conflict between employees’ work and life (Buzzanell 
& Lucas, 2006). Despite the criticism on organizational life, on the other 
hand, some scholars have pointed out the need to examine whether, and to 
what extent, organizations are  
actually trying to help their employees deal with work-life conflict issues” 
(p. 259). 

“A family-supportive organizational work environment is equally, if not 
more, critical. An organization with such an environment ‘‘openly 
acknowledges employees’ family and personal situations by promoting 
flexibility, tolerance, and support for family needs and obligations’’ (p. 
263). 

“Although gender difference in the perceived time-based work-life conflict 
was not statistically significant in our study, we did find that male 
practitioners, on average, perceived lower levels of time-based work-life 
conflict than women, consistent with previous literature (e.g., Weismantle, 
2001). Further research, thus, is necessary to investigate male and female 
practitioners’ different use of time for work and non-work responsibilities” 
(p. 274). 
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“This exploratory qualitative study of 20 public relations practitioners 
illustrates how public relations is a social and cultural site of power – more 
specifically, bio-power” (p. 318). 

“Bio-power in public relations does not simply modify practitioners’ 
bodies, schedules or discourses; it bleeds into and maintains practitioners’ 
personal lives, emotions and notions of self. Forms of bio-power such as 
accommodation of the 24/7 news cycle, winning over journalists, and self-
censorship are unique to the public relations profession and can critically 
affect how practitioners interact and relate to stakeholder groups” (p. 321). 
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“Paradoxically, men dominate top hierarchies while women are 
concentrated at lower levels in public relations. Rarely is a gender lens 
turned toward men in public relations unless the goal is to benchmark 
women’s ongoing struggles to overcome hiring, salary, and promotion-to-
management biases” (p. 497). 
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“This article complements early efforts to study multiple identities by 
expanding the possibilities and realities of accessing and analyzing 
intersectionality within our intellectual and practical discipline. Also, this 
article attempts to make apparent possible taken-for-granted assumptions 
in the research and campaign design process. This approach helps 
researchers and practitioners to better understand the sociopolitical 
contexts of public relations communication relationships that lead to the 
construction of identities (L’Etang, 2010; Vujnovic and Kruckeberg, 
2010)” (p. 280). 
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“The narrative career life-story of women entering public relations in the 
1970s and 1980s is one of an initial chance opportunity after working in 
another communicative occupation, followed by personal self- efficacy 
and proxy agency from role models as drivers in career advancement. 
Barriers, such as misogynistic colleagues and gender inequality, were 
overcome by personal agency, which was also applied to gendered work 
experiences, and evident in criticisms of younger practitioners” (p. 163). 
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Key citations from the article “Emotional labour requires face-to-face or voice-to-voice contact with the 
public; workers managing their own emotions and displays of feelings to 
elicit a desired emotional response in other people; and finally, they allow 
the employer, through ‘training and supervision to exercise a degree of 
control over the emotional activities of employees’ (Hochschild, 1983, p. 
147)” (p. 34). 
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“Williams (1993, cited in Abbott, Wallace and Tyler 2005: 256) argues 
that there is a tendency for both men and women to be rewarded for 
distancing themselves from femininity” (p. 102). 

“The strategies that both female and male PR consultants use could be 
characterized as largely ‘feminine’ while having an instrumental goal in 
achieving ‘results’ and earning the client’s trust. Importantly, however, 
gendered performances in everyday agency practice do not respond solely 
to the situational demands of agency relationships: they respond to the 
broader context of a feminized industry and the PR ‘professionalization 
project’. From this study, I argue that feminization should be understood 
not only in terms of a female majority in the profession but also in terms 
of the relational characteristics of the job, and how male PR practitioners 
negotiate identity through their interactions to preserve their masculinity 
and professional status” (p. 103).  
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identities (Gee, 2005: 7) and, to some degree, fantasy worlds that have 
resonance with the ‘lifeworlds’ of consumers to get their client (a 
brand/celebrity/political organization/place etc) known as accepted” (p. 
92).  
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a secondary relevance to the project, but it needs to be included due to 
contribution it makes in understanding gender and public relations. 
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(3-5 – be brief in the summary) 
Key citations from the article / 
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“Health educators should promote emancipatory communication such that 
not only do campaigns start from the public’s perspective with the public 
(Dutta, 2007), but the campaign also starts with those in greatest need as a 
way for them to problem solve for themselves” (p. 106). 
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Key citations from the article “Professionals with more or less experience in public relations and 
communication management do not differ very much in their assessment 
of the issues for the profession” (p. 20). 

“The European Public Relations Body of Knowledge project was in 2007 
superseded by the European Communication Monitor (ECM), which 
became the largest and the most comprehensive annual survey of public 
relations and communication management in the world” (p. 8). 
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Key citations from the article “Existing coping theories and frameworks are rooted in psychological 
research, which primarily focused on the psychological processes of 
appraising and dealing with stress at the individual level. When applying 
coping theories to stress management in work-life conflict situations, 
researchers inevitably have to take into consideration not only individual 
psychological factors but also organizational, professional, and societal 
influencers. Our study, by integrating psychological theories and 
organizational communication in identifying and hopefully helping solve 
a prevalent issue in the public relations profession, provides new directions 
on how the level of organizational support and quality of organization–
member relationship (e.g., professional identification) can facilitate public 
relations practitioners’ proactive coping, which eventually will contributes 
to the productivity and well-being of an organization” (p. 419). 
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“Leichty and Springston (1996) have suggested that a lot of meaningful 
information may be lost by categorizing practitioners as either simply 
managers or technicians. Adding to this criticism, Toth et al. (1998) warned 
against the danger of thinking that the work of all technicians is similar, 
and completely distinct from the managers, thus agreeing with Leichty and 
Springston’s (1996) point that the items comprising the management role 
scale might, in fact, be labeled “the everything other than technical 
activities scale” (p. 78). 

“Similarly, Moss et al. (2000) have pointed out that most roles studies have 
failed to distinguish between “managerial tasks and responsibilities” and 
“managerial behaviors” and thus offer only limited insights into how 
practitioners may perform the “managerial dutie” (p. 78). 

“Authors used 19 items for the EFA to identify the PR roles The analysis 
yielded four factors, which authors termed “Diagnosis” (1), “Coaching” 
(2), “Liaison” (3), and “Execution” (4)” (p. 80). 

“Of the four factors, “Diagnosis” loads highly on ten items and is 
responsible for 35 percent of the total variance. Diagnosis is about helping 
circulate information and stakeholder demands in the organization and to 
decisionmakers in a useful format. For this, diagnosis includes internal and 
external boundary spanning with members of different groups inside and 
outside the organization. Although this role is important to the efficient and 
effective operation of organizations, it predominantly contains tasks that 
are behind-the scenes and technical” (p. 80). 

“The second factor, “Coaching” is responsible for 17 percent of the total 
variance and has three items it is highly connected to. It shows alternative 
approaches to management for (communication) problem solving, 
increasing skills in solving and/or avoiding communication problems, and 
encouraging management participation in making important 
communication decisions. Thus, respondents who have high factor values 
on this construct often act as advisors and counselors for management. 
Coaching primarily relates to communication and soft-skill issues, for 
which general management needs specialists to train and prepare them for 
both public appearances as well as managing their teams” (p. 80). 

“Third, the “Liaison” factor covers activities such as maintaining media 
contacts and placing press releases, producing communication content for 
publication and organizing presentations. The factor accounts for 10 
percent of the total variance and includes three items. Professionals 
enacting this role are responsible for the communication with external 
stakeholders, and hence interact with press and media contacts. Dozier and 
Broom (1995, p. 8) coined the term “journalist in residence,” which relates 
very well to this factor. It entails drafting speeches for the executive 
management, arranging speaking engagements and acting as an inhouse 
ghostwriter” (p. 80). 
 

 
 
 
 











EUPRERA Report Vol. 1, No. 1 Women in Public Relations: A Literature Review (1982-2019) 
 

365 
 

socially constructed gender is written upon the body from without, 
psychologically constructed gender occurs inside the mind, which moves 
gender toward a form of hardwired essentialism, not to mention indirect 
observable. Inside the body versus outside the body remains an 
unproductive debate, again framed as an oppositional binary” (p. 402). 

“Additionally, I argue that identity and identities invite thinking that 
solidifies, reifies, and essentializes notions of gender, race, ability, 
sexuality, and so on, as Fuss (1989) predicted. I propose using the words 
identify and identification to encourage mindfulness of performativity as 
doing, embodied enactment, in lieu of an essential and static state of being. 
Positionality refers to the situated intersectional individual or group 
indicating where individuals or groups are located, in preference to who 
they are, within symbolic, social, and material systems and institutions. 
Difference lies between individuals or groups, not within the Other, 
subordinated, oppressed, marginalized, or (social or numerical) minority, 
which leaves the dominant, privileged, mainstream, majority positionality 
unchallenged” (p. 404). 

“Transnational feminists scrutinize the human and environmental 
consequences of flows of people, plants, animals, organisms, diseases, 
resources, waste, pollutants, poverty, commerce, capital, culture, 
information, influence, jobs, production, goods, services, etc., and 
nation/city-states across geopolitical borders, material, symbolic, and 
virtual. Transnational feminism critiques neoliberal endorsement of 
globalizing capitalism, free markets, and individual choice as the means 
for all people to achieve wealth, health, and happiness to the extent that 
failure to thrive is framed as the fault of individuals, not systemic injustice 
or exploitation. Neoliberalism shows up in not only for-profit, but also 
nonprofit, government, development, and humanitarian discourses, 
policies, and practices, including those intended to benefit women, and all 
of which are enabled by public relations” (p. 405). 

“Public relations may be unable or unwilling to divorce itself from 
neoliberal corporatization; nevertheless, the critique must be lodged. 
Transnational feminism is related to, but distinguishable from, global 
feminism promoting universal human rights, sometimes criticized as 
narrowly Eurocentric in definition and scope. Informing transnational 
feminism, critics of global feminism include, among others, postcolonial, 
third world, and indigenous feminisms. Building on Spivak’s (1988) call 
to include gender analysis in subaltern studies, postcolonial feminism 
speaks from the unrecognized perspectives of formerly colonized peoples, 
especially women, to name the cultural and financial imperialism of 
multinational corporations and international organizations as forms of 
neocolonialism. Viewing public relations through a postcolonial feminist 
lens, Sison (2014) called on public relations to recognize its Western 
neocolonial tendencies, seek out the invisible perspectives of marginalized 
peoples, and engage in the causes of social justice” (p. 405). 

“The third space can be understood as interstitial social location and 
practice. As social location, the third space reveals intangible, liminal, 
borderland, hybrid, mixed, migrant, and/or diasporic gaps in cataloging 
and categorizing people and their worlds. Life in third spaces, by necessity, 
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negotiates material and symbolic contradictions, ambiguities, and 
dilemmas posed within particular political economies and social contexts. 
Such negotiations are not theoretically abstract; they are born of necessity 
for surviving and thriving in seemingly impossible and untenable 
positionalities (Ba~nuelos, 2006; Khan, 1998; Pe´rez, 1999; Sandoval, 
1991, 2000; Villenas, 2006)” (p. 407). 
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“In 2011 there were only 17 companies that had 25% or better 
representation of women on their boards; this has now increased to 65 
companies. There are 185 companies still to make progress to reach 25% 
representation of women on their boards” (p. 13). 
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combination accounted for the most frequencies, it served as the reference 
category. Compared to the combination manager/technician role, managers 
are 5.1% more likely to have more years of PR experience, consultants are 
8.6% more likely to have more experience, and technicians are 12% less 
likely to have as much PR experience. Managers tended to be older than 
40 years old and technician were 40 years old and younger” (p. 547). 

“There was no significant difference in management position by gender. It 
is likely that the sheer number of females in the PR profession who move 
into manager/technician or manager positions may offset the number of 
women electing to remain in technician positions” (p. 548). 

“Organizational members were more likely to serve in strategic planning 
roles. While agency practitioners bring a level of expertise, the fact that 
they are outside of the organization and not invested as an organizational 
member. Since most PR departments are comprised of 1–3 practitioners, 
they may perform multiple functions including some strategic planning 
duties” (p. 548). 

“Research courses should be a required component of any PR degree. 
However, PR measurement arguably cannot be mastered by completing 
one quantitative analysis or research methods course. With our new 
technologies and the advent of “big data,” there are many opportunities to 
access not only psychological but online behavioral data (e.g., Facebook, 
Second Life). Tools to collect and analyze such data are constantly 
evolving and improving. In light of this, we propose a quantitative 
analysis/research certificate at the undergraduate level and a quantitative 
analysis/research certificate of advanced graduate study (CAGS) at the 
graduate level consisting of 5–7 courses such as Introduction to Statistics, 
Intermediate Statistics (CAGS), Research Design, Research Design II 
(CAGS), Survey Development, Research Report Evaluation and 
Production, and Operations, and Web Analytics” (p. 548). 

“Writing across the media graphic design across platforms and Social 
Media Communication are courses that accommodate the dynamic 
communication environment today. Writing across the media provides 
skills to PR practitioners who wish to produce copy in different mediums 
for different audiences who may process information differently depending 
on the channel. Social media, which is a cost-effective channel, is a 
relatively inexpensive medium that requires special skills which consider 
audience “voice” understanding and production, and involves social 
psychological and sociological factors (Correa, Hinsley, & de Zuniga, 
2010; Kelleher & Sweetser, 2012; Kietzmann, Hermkens, McCarthy, & 
Silvestre, 2011). This growing channel of communication, mobile phone 
apps have surpassed desktops/laptops for internet access (O’Toole, 2014), 
provides a new arena not only for research-based planning, but also product 
development. Optional PR courses might include multicultural or 
international PR, marketing and consumer behavior coursework, 
psychology courses, or a minor in a related field” (p. 549). 
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“After this incident, the profile of women in the journal diminished. There 
is no question that in the 1950s and 1960s professional PR was a male 
preserve in which women was seen as “Other” – largely invisible and 
voiceless” (p. 357). 

“The most common route to a PR career in the 1940s, 1950s and 1960s was 
via secretarial work. In addition there were examples of women moving 
from journalism although this was less common in the period under 
review” (p. 358). 

“The limited opportunities for women in the 1950s were clearly marked in 
gender appropriate areas. Women’s access to PR was either via the 
apprenticeship as a secretary or via consumer accounts where it was 
presumed women would have an advantage in marketing to other women. 
In this way, women’s work in PR extended their traditional “confinement 
to the home” (p. 359). 

“In 1968 Arthur Cain, an influential figure as the Course Director who 
launched the IPR’s Certificate in PR (1966), wrote an article “For women 
only” in which he identified the skills and qualities necessary for women 
to enter and succeed in PR: Good telephone manner, attractive speech, 
developed dress sense, a pleasant appearance linked with a reliable 
character and a likeable personality, as well as ability to think, organise and 
communicate, are qualities which should be revealed by the time the 
careers mistresses are advising their students on “seeking employment” 
[…] [there is an] enormous amount of secretarial work that is an inevitable 
and continuously increasing part of PR […] there will always be a demand 
for secretarial skills and experience in PR, and we look to young girls to 
provide these services […]. A few women executives come straight from 
the universities to PR but more often women executives rise from 
secretarial posts or come into the work from journalism” (p. 359). 

“Secretarial work was seen as the natural starting point for women. 
However, it was a specifically gendered route that did not apply to men as 
Cain acknowledged: Few young men seeking opportunities in PR can type 
their own letters, prepare typewritten reports, cut stencils or address news 
release envelopes. Indeed, the youngest young man entering PR wants, and 
to be moderately useful needs, a secretary to handle his correspondence 
and communications […] The inability of young men in PR to handle the 
mechanics of communications […] rarely seems to be appreciated by those 
who practice PR” (p. 360). 

“It appears that women serviced accounts and did all the administrative, 
organisational and possibly other tasks but did not receive due credit. Cain 
identified other, even more humble routes into PR for women, which re-
emphasised women’s work as “office wife” a temporary state of being until 
marriage and children: Another way in for a young girl is through the 
switchboard […] or “Girl Friday” […] In many cases marriage has already 
attracted or is attracting the best of the Girl Friday types who – because 
they are Girl Fridays – are good at homebuilding and raising a family. It 
seems inevitable that Girl Fridays have to be replaced by other Girl Fridays 
who in their turn, marry and have babies […]” (p. 360). 



Topić, M.; Cunha, M. J.; Reigstad, A., et al… 

376 
 

“Some PR work was effectively invisible as done under the cover of 
secretarial or “Girl Friday work” which largely connoted keyboard clerical, 
administrative and organisational skills” (p. 360).  

“However, in an article in Public Relations, which, for the first time in its 
history, focused on women, Mary Gilbert, an ex-journalist but 
longstanding “Women’s PR Officer” at the British Electrical Development 
Association highlighted a different aspect of female invisibility in PR. She 
argued that a number of women were working in posts that were not 
designated PR even though they were doing PR work as organisational 
intermediaries, some operating at the policy level (Gilbert, 1968, pp. 7-8)” 
(p. 360). 

“There were a range of stereotypes perpetuated around women’s work in 
PR, some of which were remarkably persistent, such as the idea that 
women had special intrinsic personal qualities that suited them for PR work 
(at least at the lower levels) generally presented as innate, for example, 
domesticity, hospitality, empathy, intuition, listening skills, time 
management, attention to detail” (p. 361) 

“This view was reinforced by some female participants: I think that women 
are good listeners and quite good interpreters of information and that tends 
to make them quite good at the counselling area of the business of PR 
because they do listen and put themselves in other people’s points of view 
and see things from other people’s standpoints (Participant 15, female). I 
think there are many women in PR because they’re very good at it. A 
woman may be better at PR than a man, they’ve got to be able to get on 
with all sorts of people, women get on with people a lot easier and better 
than a lot of men do – men can be antagonistic. I think that in putting over 
particular points, a woman has an advantage that can be difficult to define 
(Participant 10, female)” (p. 361). 

“Other male participants highlighted more specific skills and abilities as 
exemplified in the following quotes: Women are prominent in this business 
[…] because they’re good at detail. , men can be slapdash. A woman will 
go back and double-check, she’s highly conscientious, they’re more 
flexible (Participant 12, male)” (p. 361). 

“Sex, sexuality and harassment were terms that were absent from archive 
and transcript texts but hinted at in places. In the historical context gender 
as a construct of subjectivity was unquestioned and texts laced with 
heteronormative assumptions. A common cliché was that “Eve was in PR”. 
(Participant 25, male) connoting the sexual temptress” (p. 362). 

“Feminine “difference” was employed to explain the narrow specialisation 
of women but also their social contribution in a way that silenced counter-
hegemonic views and legitimised the binary system that was the status quo. 
Some discourse around women in PR appeared intended to titillate, raising 
questions of sexual relations (with clients or journalists) and the potential 
of harassment, for example: Once a year we had an annual meeting. I 
usually met all the press and literally journalists used to fight to get my 
invitations. I had an all-female staff – they were all beautiful girls – we 
booked the best hotel […] we had a superb lunch. I arranged for special 
telephones […] the day before they came we had a copy of the chairman’s 
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speech with all what I thought were the key quotes underlined in red […] 
so they came, had lunch with my girls, drank themselves stupid, got on the 
phone almost immediately and dictated the story, met one or two local 
celebrities and had a day by the seaside (Participant 22, male)” (p. 362). 

“The female experience or its representation and in fact the small number 
of women practising in PR in the 1950s and early 1960s were characterised 
differently as “women” or “girls”, the latter being treated much less 
seriously. “Girls” or “dolly-birds” were treated somewhat disparagingly” 
(p. 362). 

“Nevertheless, and despite the fact that PR was non-unionized[2] women 
did not band together in any significant way. The Association of Women 
in Public Relations was a concept that had been directly imported from the 
USA but was an invitation-only small and select group of 30 practitioners. 
Not all women were comfortable with the idea of such a group, for 
example, one woman described it as “wimminish” (Internal IPR 
correspondence HAT archive) or else echoed the opinion that PR was, or 
should be, ungendered” (p. 364). 

“Thus despite salary differentials, restricted career paths and a stereotyped 
occupational culture, it appears that a “community of practice” (L’Etang 
and Powell, 2013a, b) among female practitioners did not exist. In fact 
there is an interesting question here regarding the extent to which women 
in PR simply reinforced stereotypes and societal conventions in their de 
facto promotional work in the domestic sphere” (p. 365) 

“Given the lack of attention given to women within the pages of Public 
relations 1948- 1970 it is perhaps not surprising that there was no 
discussion about life-work balance. Marriage itself was a career 
disadvantage in many occupations in this era” (p. 365). 

“Echoes of Victorian notions of appropriate living for women were 
exemplified by the editor’s announcement that “We have the pleasant task 
of announcing the weddings of two of our lady members […]” thus 
demonstrating that marriage for women was a notable event, but not for 
men (Editorial “Two weddings” 1951 Public Relations 3(3): 11)” (p. 365). 

“One male participant defined marriage and procreation as necessarily 
career-limiting: There are some obvious reasons why women don’t get on 
so well […] if women haven’t got expectations of getting to the top and 
don’t want to get to the top, that’s one factor; if they take five, eight, ten 
years to have children in the middle of a career that’s another factor, but 
apart from that there’s plenty of examples of plenty of women right at the 
top of PR in Britain. But I rather dislike this tendency to look askance at 
women in my opinion a practitioner is the same man or woman it’s what 
they do and how they get on that matters, not what sex they are (Participant 
26, male)” (p. 365). 

“Professional PR in post-war Britain was a segregated occupation in a 
gendered labour market; tasks allocated according to gender (Fitch and 
Third, 2014, p. 257)” (p. 366). 
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“Women were frequently confined to the roles of social hostess and work 
related to the domestic sphere (not only in relation to clients but also within 
the professional body itself)” (p. 366). 

“Female identities were distinct, in some cases the evidently legitimate 
object of the male gaze (Steeves, 1987) requiring complementary labour to 
acquire what has been described in more recent sociology as “the Look” 
(Markula, 1995)” (p. 366). 

“This review of British professional PR in the 1950s and 1960s shows that 
this era did offer some opportunities for women, but largely in subordinate 
roles and restricted to the domestic economy and the gendered fields of 
beauty and fashion. The public relations occupational body presented men 
as performers and women as decorative backstage labour, only allowed to 
perform in domesticated zones” (p. 366). 

“The role of women in 1950s and 1960s Britain is necessarily part of a 
societal story of consumerism, commodification, the built-in obsolescence 
of domestic laboursaving devices and Americanisation, all of which point 
to the necessity for comparative studies that context women’s labour in 
public relations with broader socio-economic factors, adjacent occupations 
and global influences” (p. 366). 

“Finally, the PR roles of women in 1950s and 1960s Britain may 
themselves have inadvertently reinforced gender stereotypes both 
occupationally and societally, partly as a consequence of their 
concentration in the domestic and consumer economy ultimately 
constituting a self-fulfilling prophecy” (p. 366). 
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by ‘challenging the status quo, social norms that devalue women, and 
calling for actions that seek equality’ (Toth and Cline, 2007: 88). Such 
research has shown how role socialization accounts for men and women’s 
differential treatment and performance of gendered roles in the workplace: 
men are socialized to perform stereotypically ‘masculine’ traits, such as 
dominance, strength, and power (Hon, 1995), whereas women are 
socialized to display stereotypically ‘feminine’ traits, such as caring 
(Aldoory and Toth, 2002; Hon, 1995). Over time, devaluation of feminine 
socialized traits has contributed to women’s relegation to less-valued or 
‘technician’ roles (Aldoory and Toth, 2002; Grunig et al., 2001; O’Neil, 
2003) and discrimination” (p. 64). 

“Recently, feminist scholarship has argued that narrow, binary notions of 
‘sex’ and ‘gender’ have established a heteronormative standard in the 
public relations profession (Aldoory, 2005; Edwards and L’Etang, 2013; 
Tindall, 2013)” (p. 64). 

“Aldoory (2007) suggested the presence of White, male, and middle-class 
norms that serve to discriminate people of color and constrain women’s 
leadership abilities. Women of color may be perceived as less effective 
leaders if they enact roles inconsistent with race and gender norms” (p. 65). 

“Practitioners’ conflation of gender and sex and binary understanding of 
gender hold serious consequences for the profession. Because binary 
gender discourses have perpetuated ‘woman’ as opposite of ‘man’, and 
‘man’ as ‘unmarked’ or ‘universal’ (Butler, 1990), translated to the public 
relations domain, women may inadvertently be defining themselves as 
opposite – and inferior – to men in public relations” (p. 71). 

“According to the findings, some practitioners may be complicit with 
vocalizing or enacting sexist stereotypes. Participants displayed a 
consciousness of gender scripts and a realization of the expectations placed 
upon them, yet voiced few ways to effectively address or change them” (p. 
72). 

“Despite participants’ assertions that women are ideal for public relations 
based on their ‘inherent’ traits, such as ‘being a good hostess or nanny’, 
those very traits are equated with inequality and discrimination. Such 
findings speak to earlier research regarding the ‘ghettoization’ of public 
relations (i.e. Grunig et al., 2001; Toth and Cline, 1989) and suggest its 
perpetuation in the profession” (p. 72). 

“Race, age, and ethnicity enrich and complicate women’s constructions of 
gender. Age, according to this study, intensified and complicated newer or 
younger practitioners’ gendered and raced situated knowledge and 
perceptions of discrimination. Race and ethnicity did not necessarily 
‘trump’ gender, but they did represent extremely powerful and salient 
constructs that simultaneously informed participants’ workplace identities” 
(p. 72). 
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and neoliberalism (Adrieans, 2009; Gill, 2007; McRobbie, 2004, 2009)” 
(p. 608). 

“Postfeminist texts are characterised by a number oft hemes such as the 
female body as a site of surveillance and consumerism; the sexualisation 
of culture (and the portrayal of women as sexually powerful); and 
individualism, where women are characterised as autonomous beings (Gill, 
2007). They offer a kind of anti-feminism, where the rhetoric of ‘free 
choice . . . very effectively erases the political’ (Thornton, 2010, p. 97)” (p. 
608). 

“Indeed, scholars argue that postfeminism can offer critical insights as it 
can be used to tease out the ways in which feminism is simultaneously 
embraced and rejected (Gill, 2007; McRobbie, 2009)” (p. 609). 

“Postfeminism also offers a critique of the hegemonic values of 
neoliberalism through ‘ambivalence and contradiction’ and ‘humour, irony 
and overemphasising’ (Adrieans, 2009, para 11). The use of irony and 
humour in popular culture makes studies based on assumptions about the 
unproblematic and uncritical representation of public relations activity 
highly troublesome” (p. 609). 

“Given the gendered representation of public relations in popular culture, 
it is therefore interesting to consider the representation of a powerful 
female public relations practitioner, who – initially – appears to make 
autonomous decisions and direct a national campaign strategy” (p. 612). 
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knowledge and in the processes of academic formation in the university 
environment” (p. 675). 
 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 







EUPRERA Report Vol. 1, No. 1 Women in Public Relations: A Literature Review (1982-2019) 
 

393 
 

styles with the ultimate purpose of rebuilding trust with a company’s 
stakeholders and reducing further reputational damage. 

Key citations from the article “The current study considered GM’s and Toyota’s crises as issues and 
focused on assessing the attributes or themes within the coverage, namely 
the second level of agenda setting” (p. 2). 

“It analyzed what themes were more predominant in the crisis coverage 
and to what extent they were present. It was considered that the second 
level of agenda setting was an important tenet in analyzing the results and 
discussing their implications. Specifically, by looking into gender-specific 
communication, the analysis aimed to shed light on whether gender 
communication might influence the salience of the themes extant in the 
media coverage” (p. 2). 

“This study made use of the two major crises from the car industry, namely 
GM’ 2014 ignition switch recall and Toyota’s 2010 accelerator crisis. 
Toyota’s crisis communication revolved around the company’s president, 
Akio Toyoda, while GeneralMotors’ female CEO, Mary Barra played a 
paramount role in addressing her company’s recalls” (p. 3). 
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help women at entry-level stage, it becomes a negative characteristic for 
women seeking managerial status (Fröhlich & Peters, 2007)” (p. 89). 

“Fröhlich’s (2004) model of the ‘friendliness trap’ suggests that there is a 
vicious circle between the importance of ‘feminist values’ and the 
phenomenon of the glass ceiling: “At entry level, female attributes like 
orientation toward dialogue and consensus really can be advantageous” 
(Fröhlich & Peters, 2007: 233). However, in promotion situations, Fröhlich 
& Peters (2007: 233) point out that “the female characterization becomes 
an own goal and functions as the justification for the discrimination toward 
women because female attributes (like sensitivity, warmth, honesty, 
fairness, or morality) are then recoded as a lack of management skills (viz., 
lack of assertiveness, poor conflict management, and weak leadership 
skills)” (p. 89). 

“Another main idea of liberal feminism is that equal opportunities for 
women can be gained through “education and the elimination of prejudice 
and discrimination” as well as through representative democracy and the 
possibility of rational legal reform (Chrisler & McHough, 2011; Vincent 
2009). Liberal feminists recognize male domination as “unjustified male 
monopoly” which hinders women becoming equal. As solutions, they see 
economic and individual freedom because “free markets imply free 
individuals, including women, who can compete on equal terms” (Vincent, 
2009: 173-174). Transferred to public relations liberal feminism advocates 
“for ensuring that women be able to compete with men for comparable jobs 
with comparable salaries” (Rakow & Nastasia, 2009: 256) Based on this, 
liberal feminism is tightly connected to the theory of empowerment, 
especially self-empowerment” (p. 91). 

“Tools” for empowering may be networking, mentoring, or role modelling 
other women (Grunig et al., 2001: 331). Liberal feminist strategies suggest 
that women should adapt “masculine” behaviour in order to gain success 
in a male-dominated work environment (Grunig et al., 2001)” (p. 92). 

“Another liberal feminist strategy is denial of the existence of 
discrimination (Grunig et al., 2001; Wrigley, 2002). Wrigley (2002: 27) 
describes this phenomenon, which she calls “negotiated resignation” as 
disowning of discrimination such as the glass ceiling phenomenon. She 
considers this a survival strategy as well as the “denial of patriarchy” 
(Grunig et al., 2001: 324-325)” (p. 92). 

“Radical feminism, which appeared in late 1960s, is mainly in conflict with 
the principles of liberal feminism (Bryson, 2003; Enns, 1997). The reason 
for this clash between the two different feminist perspectives is that radical 
feminism suggests an essential change in society to diffuse patriarchy. 
Pointing out the difference of women from men, radical feminists construct 
groups without males (Chrisler & McHough, 2011)” (p. 92). 

“Radical feminism emphasizes the significance of personal feelings, 
experiences and relationships. What radical feminism opposes is 
patriarchy, the male dominated system itself, not men. The aim of radical 
feminism is to object, to combat and to eradicate patriarchy by countering 
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typical gender roles and oppression of women and necessitate a radical 
reshaping of society” (p. 92). 

“In contrast to liberal feminists, who focus on solutions at the individual 
level, radical feminism calls for change in the 'system' itself with the main 
goal of a new form of organization” (Grunig et al., 2001)” (p. 93). 

“Although postfeminism (sometimes associated with ‘third-wave 
feminism’) has not progressed as a perspective within the public relations 
context, it is recognized as being rooted in liberal feminism and 
neoliberalism (Fitch, 2015). Organizational theorist Lewis (2014: 1850) 
states that postfeminism “can be understood as a cultural response to 
feminism and the changes it has brought, which does not seek to supersede 
feminism, but rather to rework and co-opt it”, although she highlights that 
there is lack of consensus surrounding interpretations of this perspective” 
(p. 93). 

“According to organizational theorists, postfeminism represents a ‘gender 
regime’ (Dean, 2010) that on the one hand incorporates taken-for-granted 
feminist values from liberal feminism, particularly ‘individualism, choice 
and empowerment’, while ‘restabilising traditional gender relations’ 
including the re-sexualisation of women’s bodies and retreat to the home 
as a matter of choice (Lewis, 2014: 1850-1851)” (p. 93). 

“Wrigley’s work (2002: 47) found that denial of glass ceilings and lack of 
equal pay for men and women is a common strategy among female PR 
practitioners. Furthermore, she notes that – mainly young – women in PR 
feel discomfort with feminism (Wrigley, 2002: 49); all of which suggests 
that a postfeminist analytical lens could prove insightful” (p. 94). 

“Paying attention to women’s narratives concerning the influence of 
gender on their career experiences sometimes reveals contradictory 
statements. Such contradictions may reflect both ‘conscious concerns’ and 
‘relatively unconscious’ processes (Eriksson & Kovalainen, 2008: 216), 
including deeplyembedded gender ideologies within the PR field (L’Etang, 
2015). Therefore it is unsurprising that the four narratives delivered 
complex gender interpretations which cannot be neatly labelled; however, 
we argue that a postfeminist interpretation allows multiple feminisms and 
femininities (Lewis, 2014) to be expressed within the same narrative” (p. 
98). 

 

 

 

 
 
 
 
 
 
 
 





EUPRERA Report Vol. 1, No. 1 Women in Public Relations: A Literature Review (1982-2019) 
 

399 
 

work spheres are separated but in some situations they can be overlapped 
(2012, p.187). In merged identity professional and non-work spheres are 
integrated; boundaries are dissolved willingly or reluctantly (2012, p.189)” 
(p. 3). 

“In contrast to liberal feminists, who focus on solutions at the individual 
level, radical feminism calls for change in the 'system' itself with the main 
goal of a new form of organization” (Grunig et al., 2001, p. 334)” (p. 6). 
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some intercultural communication scholars, such as Calloway-Thomas 
(2010), it is the ‘feeling’ level of empathy which really marks out empathic 
skill, particularly in a situation where the cultural other is suffering and 
where being other-regarding (cognitive empathy) is not enough for true 
empathy to take place” (p. 74). 

“Within the PR literature, empathy is seen as a human variable (attribute 
or trait) or an interpersonal process, capacity or skill which is learned and 
developed. It is a key principle in engaging publics, providing an 
‘atmosphere of support and trust that must exist if dialogue is to succeed’ 
(Kent and Taylor, 2002: 27) and building organisation–public relationships 
(Bruning et al., 2008). Empathy is regarded an important part of an 
organisation’s response in crisis communication (Martinelli and Briggs, 
1998; Seeger, 2006)” (p. 77). 

“Empathy in PR is discursively framed as a desirable skill for practitioners, 
reinforcing neoliberal notions of the self-enterprising individual and 
emotional competence/capital, the type of empathy suggested within a 
business context is inevitably instrumental and codified in its pursuit of 
business goals” (p. 88). 
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and male employers alike feel these present continuity difficulties for 
clients and cause resentment among staff members” (p. 9-11). 
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emphasize the achievements of male founders and is strongly focused on 
its development towards professional recognition” (p. 65). 

“Women’s pathways into public relations were varied but often included 
voluntary work, or as in Hoyles’s case, prior employment, often overseas 
in publicity, media-related, or business roles (Fitch, 2016b). Both these 
entry points suggest that class, or particular kinds of social and cultural 
capital, were significant if unacknowledged factors in obtaining public 
relations work” (p. 66). 

“Analysis of journals produced by two state institutes in the 1950s, PRIA 
(Vic)’s Pro-Files [1952–1958] and the Sydney-based AIPR’s P.R. News 
[c. 1954–c. 1956], demonstrates both the presence of female practitioners 
and that they played roles in the establishment and management of the 
institutes, with women participating as council and committee members 
(Fitch, 2016b). The list of financial members for the Victorian institute in 
1956 showed almost 15 % (i.e., 14 out of 95) of members were women” 
(p. 68). 

“In addition to not-for-profit, health, and manufacturing sectors, women 
found work in public relations in retail, travel, and fashion sectors as part 
of the postwar expansion of industrialization and manufacturing and, in 
tandem, the growth in a consumer society in which public relations played 
a key role” (p. 69). 

“In contrast to Gower’s research on women in the PRSA journal, the 
decline of women in Australian journals is notable much later than the late 
1950s. In part, this may be due to the fact that there was no ongoing 
Australian journal produced by professional institutes in which shifts in 
representation can be tracked, partly due to tensions between state-based 
institutes and a federated body as well as fi nancial pressures. Nevertheless, 
analysing journals produced by Australian professional institutes in terms 
of their “disciplining effect” in the construction of institutional norms 
(Edwards & Pieczka, 2013, p. 20) reveals an increased marginalization of 
women in public relations by the late 1960s and early 1970s in comparison 
with the state-institute-produced journals of the 1950s (where women were 
in the minority in any case)” (p. 69). 

“Women were also poorly represented as “expert” speakers and presenters 
at the four-day national conventions in 1969 and 1971, which featured 64 
and 34 speakers respectively; none were women, although Penny 
Cresswell was the guest speaker at the informal dinner dance to close the 
1971 conference (Third National Public Relations, 1969; Programme, 
1971). The 1966 four-day convention included one woman out of a total of 
21 speakers; Esta Handfield chaired a session on “Graphic Arts in 
Communications”” (p. 71). 

“Women working in public relations in the 1980s were usually university 
educated, although this qualification was often in any discipline rather than 
a communication studies, business, or public relations degree. Further, 
experience of travel and work overseas continued to ease pathways into the 
industry. Although women still entered public relations through secretarial 
and stenography roles, this appeared to be rarer (Fitch & Third, 2014). In 
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interviews, university-educated women often described the start of their 
career in public relations as accidental” (p. 76). 

“Many women left corporate work to establish consultancies in the 1980s 
and found that the consultancy sector offered more diverse and challenging 
work and greater autonomy outside highly gendered corporate hierarchies” 
(p. 78). 

“Public relations was a highly gendered industry in Australia in the 1980s, 
partly due to the number of male ex-journalists working in public relations 
roles. Research conducted in 1985 found that journalism was a common 
route for men, but not women, into public relations roles” (p. 78). 

“The introduction of public relations courses to higher education 
contributed to the increasing feminization of the industry. Although PRIA 
welcomed the introduction of public relations as a university-level course 
of study, the institute was less enthusiastic about the number of women, 
often university educated, entering the industry” (p. 79). 

“The issue of the industry’s feminization was an ongoing concern for PRIA 
in the 1980s and into the 1990s, with a perceived need to guard against 
public relations being thought of as a “pink profession” (Participant 9) as 
public relations “would devalue” and “be downgraded” (Participant 10)” 
(p. 80). 

“Despite the increase in the number of women working in public relations, 
women were more likely to remain in certain sectors such as community 
relations and not-for-profit and in low level, technical roles such as 
marketing and promotion; women were often excluded from more strategic 
public relations activity and found it difficult to advance within corporate 
structures, despite being more likely to be university educated than their 
male colleagues” (p. 80). 

“On the one hand, university education was perceived to enhance the 
professional standing of public relations and reposition it as a management 
discipline. On the other hand, participants identify the introduction of 
university-level public relations courses resulted in large numbers of 
female public relations graduates, posing a threat to the professional 
standing of the fi eld. University education therefore was perceived by 
participants to play a pivotal role in both the positive outcome of 
developing professional standards, but also, less favourably, in the 
feminization of the public relations industry. The increasing regulation of 
PRIA membership, an important part of maintaining a jurisdiction over the 
industry, can therefore also be seen in part as a response to the professional 
anxiety evoked by the rapid feminization of the field” (p. 80). 

“Class was indeed an informal credential for women’s entry into public 
relations. Many of the women who worked in Australian public relations 
had lived and worked abroad, often in England, as this was a typical pattern 
for middle-class Australians” (p. 81). 
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roles, the numerical dominance of women and around its "pink ghetto" and 
even overtly feminine status“ (p. 54). 

“Commentators, for example, question there is a systematic discrimination 
against women in public relations, given that women make up a high 
percentage of the public relations workforce, pointing to the numerical 
dominance of women in the public relations industry as an example of how 
equality has been achieved“ (p. 55). 

“Moore suggest that the female dominance in the industry will result in 
greater equality and increasing The number of women in senior positions 
is "good business". Similarly, Pearce (2012) argues that "The practice of 
public relations is an inherently feminine activity" and that therefore 
"women have a head start ". None of these positions are particularly 
original in that they - possibly unwittingly - articulate particular discourses 
around women and public relations that do not challenge the status quo and 
even reinforce gender stereotyping“ (p. 55). 

“Suggesting that the glass ceiling does not exist or that feminism is no 
longer relevant to be understood as part of a broader societal backlash 
against feminism. Further, arguing women - as better communicators and 
more collaborative workers - are beneficial to public relations stereotypical 
understandings of women“ (p. 55). 

“There is no single or unified feminist movement ortheory. In the US, for 
instance, feminism is predominantly and historically aligned with liberal 
feminism, emphasizing equal rights, and to a lesser extent, radical 
feminism, campaigning against patriarchy and women's oppression 
(Mendes, 2011). In contrast, UK feminist movements are tended to be 
more radical and socialist, in that class as well as gender were recognised 
factors in women's oppression (Mendes, 2011)“ (p. 58). 

“Despite the diversity in feminist scholarship, feminist public relations 
scholarship predominantly has been framed within liberal feminism and, 
to a lesser extent, radical feminism. In this section, I review feminist public 
relations scholarship to highlight the need for more critical perspectives“ 
(p. 58). 

“Post-feminist theory has had limited impact on public relations 
scholarship, but postfeminism, as a backlash against feminism, has its roots 
in liberal feminism and neoliberalism (Gill, 2007; McRobbie, 2009). It 
potentially offers critical insights into the ways feminism is simultaneously 
embraced and rejected in the celebration of personal responsibility and 
individual choices (Gill, 2007; McRobbie, 2009). Search postfeminist 
positions - in the sense that public relations no longer requires feminism, 
as illustrated in the earlier "Public relations and women" section exploring 
industry commentary - elide the gendered structures underpinning the field 
even when gender pay gaps and discrimination are acknowledged. That is, 
the neoliberal market-driven discourse of personal responsibility, 
individualism and autonomy ignores how gender is manifest in public 
relations discourse“ (p. 58). 

“Radical feminists seek to change societal structures and overcome 
patriarchal power rela (Mendes, 2011; Rakow & Nastasia, 2009). Some 
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feminist public relations scholarship combined elements of liberal 
feminism and radical feminism“ (p. 59). 

“In "feminist values in public relations," Grunig, Toth and Hon (2000), for 
instance, sought to establish public relations' credentials as a profession by 
linking its ethical practice with traditionally feminine-coded values such as 
co-operation, respect, caring, intuition and justice. This approach, drawing 
on essentialist understandings of women, did not contest the dominant 
paradigm but rather sought to incorporate feminist perspectives within that 
paradigm“ (p. 59). 

“More radical feminist public relations scholarship attempted to 
rearticulate the debate by interrogating the professional structures of public 
relation which were considered underpinned by patriarchy and capitalism 
(Rakow & Nastasia, 2009). Hon (1995), for instance, recognised public 
relations was marginalized by its association with women's work, and 
called for changes at the societal, organizational, industry and 
individualual level“ (p. 59). 

“Much of this feminist public relations scholarship failed to consider the 
broader social context that produces inquality on the basis of gender. As 
Pompper points out, "public relations researchers consistently fail to 
critique vestiges of patriarchy by instead emphasizing that women 
(somehow) are better communicators anyway "(2014, p. 69). While radical 
feminist perspectives offer some recognition of the patriarchal and 
capitalist ideologies underpinning public relations, neither radical nor 
liberal-feminist scholars are able to move beyond a male-female binary, 
eating tialist understandings of women, or fully challenged the gendered 
implications of the field's dominant paradigm. Indeed, Aldoory argues that 
much public relations theory and research "sustain [s] gender stereotypes 
"and the systematic" devaluation "of women's work (2005b, p.901), 
different onceptualization of public relations and its role in, and impact 
upon, society“ (p. 59). 

“The failure of much feminist public relations scholarship to explore 
"gender as a social construction public relations practice, on men as 
gendered beings that are thus, affected by the feminization of public 
relations "(Aldoory, 2007, p.339) limits research to a focus on women and 
their role in the professional project“ (p. 60). 
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of the mentoring relationship will stand the test of time as technology and 
global networks impact on relationships and working practices” (p. 209). 
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grades/bands and associated salaries. More employees may encourage 
employers to read literature on gender equality and those who speak up 
could do so without the risk of being labelled “trouble””(p.13).    
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suggests that efforts to close the gap have so far proved to have little, if 
any, impact” (p. 6).  

“The data also reveals that whilst the significant proportion of women and 
men earned between £20,000-£39,999, only 5% of women earned over 
£100,000, compared to 11% of men. This points once again, to an effective 
pay ceiling for women in the more senior parts of the profession” (p. 6). 
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“These views largely fit into stereotypes against women as compassionate 
and emotional while men are more predisposed for managerial and 
leadership position. On the other hand, there is a downfall in characteristics 
ascribed to men when it comes to managerial motivation, analytical 
competences, and managerial and operational skills. This means that 
women are slowly finding their way through acknowledgement of their 
efforts and an increase in self-esteem; however, they are still seen as 
emotional and compassionate as opposed to men, which fits into traditional 
stereotypes against women” (p.241) 

“Contrary to views of women as more compassionate and committed to 
creating relationship and intimacy, our results have indicated that 
prejudices are just prejudices, and female and male PR practitioners do not 
seem to show great differences in their perception of effective leadership” 
(p. 241). 
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“/…/we have a very ambiguous picture of how many practitioners with 
disabilities exist; and if this statistic provides an accurate picture of the 
representation of practitioners with disabilities in the United States, the 
field has wholly neglected a unique, important group of people that can 
contribute meaningful insight to workplaces and communication work” 
(p.332) 

“/…/of the empirical research we do have on the workplace and industry 
experiences of LGBT practitioners, the amount of intersectional data that 
demonstrates the effects of multiple, simultaneous identities is, once again, 
extremely limited, largely anecdotal, and not generalizable. Finally, the 
experiences of lesbians, in particular, are significantly less documented 
than those of gay men (Tindall, 2013b) and data about transgender 
practitioners’ presence and experiences are entirely nonexistent” (p. 332) 

“Public relations research on diversity has offered evidence that racial 
minorities and women in public relations are disadvantaged, excluded from 
organizational discourses, and often subject to pigeonholing, lookism or 
other forms of discrimination” (p. 333) 

“Some positive trends have emerged from insufficient diversity of the 
public relations industry. For example, /…/ women are leaving traditional 
public relations workplace settings and becoming entrepreneurs” (p. 333) 
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complaints about their lack of representation in PRSA and with the field’s 
gendered portrayals of women” (p.120) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 









EUPRERA Report Vol. 1, No. 1 Women in Public Relations: A Literature Review (1982-2019) 
 

463 
 

relations practice in terms of societal and self-understanding. Public 
relations should get more active and involved in co-shaping media and 
cultural presentations of the occupation. 

Key citations from the article “An African American female boss is a relatively new phenomenon in U.S. 
network television. /…/ Representations of marginalized individuals often 
fall back on common cultural constructions (Dubrofsky, 2013; Mastro & 
Greenberg, 2000; Punyanunt-Carter, 2008). Stereotypes distinctive to 
Black women include the superwoman who ably juggles multiple 
professional and personal responsibilities as a high achieving, selfless, go-
to person (Wallace, 1978), the hypersexual Jezebel Black woman, defined 
by her sexual prowess, and the mammy who maintains rigid social 
decorum, is asexual, and remains loyal to her [White] employers (Collins, 
1999, 2000)” (p.751). 

“This analysis indicates that women characters of color should not be 
presented in isolation from their intersecting racial and gender identities” 
(p.753) 
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significantly higher than did less experienced professionals, especially in 
the United States, China and India (Erzikova & Petersone, 2014)” (p.1064). 

“Across the five represented countries, the professionals interviewed 
believed they began learning leadership skills at an early age: most were in 
elementary school and began learning to be a leader as a result of family 
necessity (e.g. being the eldest child) or through sports teams or in their 
classrooms” (p.1066) 

“Russian and Brazilian practitioners both mentioned perfectionism as an 
expectation in the workplace; however, the former saw it as a positive 
motivator, while the latter saw it as unreasonable and rigid. All three 
female U.S. practitioners discussed gender as playing a role in leadership 
development, noting that women need support from and mentorship from 
other successful women; however, no other practitioners mentioned gender 
as a potential workplace leadership hurdle. Two female Indian students did 
note, however, that their families were not wholly supportive of their 
professional goals because of a different generational viewpoint regarding 
women’s work roles” (p.1068) 
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years of conducting ECM research, new issues emerge and demonstrate a 
continuation of the inequality” (p.93) 

“…it is quite clear that women only dominate in lower starting positions, 
while men dominate on the highest position (Table 3), which brings the 
question whether we can indeed talk about very strong patriarchal system 
in Europe since women only work for men, but face difficulties in 
progressing to become managers and executives. The results also revealed 
that once women do manage to progress to higher positions they then earn 
less again (Table 4), which presents a continued inequality. In other words, 
once women managed to clear one inequality they faced another, i.e. once 
women managed to get into position after facing inequality for longer 
periods then they have to fight for the same pay” (p.93) 

 “…inequality of women with men in Public Relations has another face, 
and that is mentoring. /…/ the results showed that women not only mentor 
other colleagues less than men, but have also not been mentored 
themselves, which certainly can bring barriers in career progress and future 
mentorship appointments” (p.99) 

“…practitioners report several issues when it comes to gender equality, e.g. 
the wage gap, job security, mentoring opportunities, and influence in 
departments. Of all these inequalities, the most persistent one is the wage 
gap that does not seem to show any signs of disappearing even if the 
difference in pay has decreased. However, by analysing all responses and 
results from ECM we can also see a negative trend in gender equality in 
the PR industry as it seems that as one issue is resolved or close to being 
resolved, a new issue arises. Therefore, it becomes necessary to ask 
whether we are moving forward or are we continuing to take regressive 
steps backwards? How far has feminism got, at least when the PR industry 
is in stake?” (p.100) 
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Application of Article to 
Practice 

(3-5 – be brief in the 
summary) 

/ 

Key citations from the article / 
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“Smith pointed out how “objective knowledge cancels the subjectivity of 
the knowledge” (Campbell, 2003, p. 8). 

“Smith argued for the recognition that knowledge is socially organized and 
the source of oppressive relations, requiring the remedy of a sociology that 
begins with women’s standpoint and “shifts the ground of knowing, the 
place where inquiry begins” (Smith, 1992, p. 91). 
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Key citations from the article / 
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(3-5 – be brief in the 
summary) 

Key citations from the article “Early theories related to encroachment specify three main causes of 
different departments taking over public relations activities. The first factor 
focused on power relations within organizations including issues related to 
gender stereotypes and enactment of the public relations roles (Broom & 
Smith, 1979). The second causal factor focused on domain similarities 
between public relations and other functions. The third causal factor dealt 
with the overlapping goals between public relations and other functions 
within organizations. The following sections outline the theorized 
antecedents, causes and outcomes of encroachment from a public relations 
and marketing perspective” (p. 374).  

“The first power-related aspect of encroachment relates to feminization of 
the public relations field. Over time, public relations became a female-
dominated profession. When encroachment theory was developed in the 
late 1980s, women made up 57% of the public relations work force, which 
was an increase of 16% from 10 years earlier (Dozier, 1988). Because 
women were stereotyped to be unfit for management roles (Dozier, 1988), 
they were not rising to top leadership positions within the public relations 
function. Instead, management candidates for public relations were being 
selected from outside the department where there were more leadership- 
appropriate men to choose. The tendency for organizations to pick other 
professionals to lead the public relations function was exacerbated by the 
idea that anyone can do public relations and the perception that no real 
formal training was needed to perform the function (Lauzen, 1991, p. 247). 
The idea that anyone can perform public relations work persists today, as 
exemplified in ongoing trade publications discussions (Havartin, 2013)” 
(p. 374).  

“Because of encroachment, the power balance within public relations 
functions then shifted toward the newly appointed leaders with little public 
relations background. The people selected to manage the public relations 
function became the experts, despite their lack of training in public 
relations. The power shift further negated any power the public relations 
professionals would exert within the organization (Lauzen, 1991, p. 247). 
The result of encroachment is that public relations has historically not been 
seen as a key executive activity and is often without a proverbial “seat at 
the table” of decision making within the organization. This lack of 
executive presence has practical consequences for resource allocation and 
personal job growth for people within public relations” (p. 374) 

 

 

 

 

 

 






