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PRPR
Senior Administrator

(Part-time and project based, ~100 hours per month)

THE JOB

e Reporting to the Executive Committee (EC), the Senior Administrator will be responsible for the following

duties:

e Assist Membership Sub-committee to implement strategy for member retention and new member recruitment

e Monitor and administer the membership database in an effective manner
e Handle members’ enquiries

e Assist in event management, including but not limited to drafting event notices, updating website content,

liaison with speakers and partnering organisations, and maintaining a photo library etc.
e Coordinate with different parties for the issuance of quarterly newsletter and other publications
e Provide secretariat support for EC

THE REQUIREMENTS
e University graduate with minimum 5 years’ working experience in Public Relations or Administration
¢ Responsible, mature, self-motivated, and willing to work outside normal office hours occasionally
e Excellent communication skills in Chinese and English — both speaking and writing
e (Good attention to details, strong coordination ability, and have a good
sense in time management
e Proficient in MS Office (Word, Excel, PowerPoint)
e Previous experience in professional associations is a plus

APPLICATIONS

Please send full resume with current and expected salary, contact telephone
number, address and availability to President of Executive Committee,

Hong Kong Public Relations Professionals’ Association Ltd, PO Box 20097,
Hennessy Road Post Office, Hong Kong or e-mail: prpa.honsec@gmail.com on
or before 31 May 2013. Please quote reference no. SArecruit in the application.
General information is available at the website www.prpa.com.hk. For enquiries,
please call Ms Serena Ng on 6089 7070.

All applications will be treated in strict confidence. Applicants who are not invited
for interview within two months may consider their applications unsuccessful.

Data collected will be used for recruitment and other employment-related purposes
only. Data of unsuccessful applicants will be deleted/destroyed in 6 months.
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PR Prafessional | L= el
Practice and Ethics E}gﬁﬁ_

ost public relations institutes and associations

have adopted Codes of Ethics and, in some

cases, Codes of Professional Practice and
some see these as providing sufficient guidance and a
framework to ensure ethical behaviour. However, a
number of problems emerge from reliance on codes as the
main basis for ethical practice.

Slapped with a feather duster

Except in a few countries, such as in the UK where the
PR industry body has gained Chartered status (a Royal
charter) which gives it regulatory powers, the codes of
ethics produced by PR industry bodies seek voluntary
compliance and the organizations have no power or
authority to compel practitioners to comply or to take
action against them if they do not. If members act
unethically, the censure available is little more than a slap
with a feather duster. Furthermore, membership of most
PR organizations is voluntary and membership statistics
show that many practitioners are not members. So a
large number of PR practitioners do not sign up even to
voluntary codes of practice and ethics.

Even when Codes of Ethics are in place, they are little
more than documents gathering dust or lost on hard
drives unless they are understood at a practical level
and able to be implemented. A 2007 study by Shannon
Bowen in the US has produced some alarming
findings, including that 70 per cent of PR and
corporate communication practitioners have little or
no training in ethics. In a 2008 follow-up study, she
reported “a pronounced state of neglect among public
relations professionals in a plethora of areas related to
ethical understanding, ethics counsel, and the ability
to enact the role of ethics counsel”.

Ethics training?

Why is training necessary? Because ethics is a much
more complex and multi-faceted field than most imag-
ine. It is not possible or appropriate to try to review ethics
theory and models in detail here, but practitioners need
to be aware that there are four or more fundamentally
different approaches to ethics that can give different

Are codes of ethics
cmsz=s and ‘Mum’ T St S
tests enough?

answers to ethical questions. In addition, there is a range of
contextual issues to consider, such as local cultural factors.
There are also a number of tools available to guide ethical
decision-making. These, in particular, are not known to
many PR and corporate communication practitioners,
according to industry research studies. While simple
homespun tests, such as ‘would your mother be
happy if she knew what you did’ (called the ‘Mum test) are
useful, there is substantial information, as well as
models and tools available which professionals need
to have knowledge of and use to the benefit of their
professional status and credibility. Some approaches,
models and tools are briefly summarized here.

Virtue ethics

Virtue ethics is derived from the philosophy of classical
Greece and from Confucianism and Buddhism. In simple
terms, this approach focuses on applying virtues such
as wisdom, justice, fortitude and temperance — the four
‘cardinal virtues’ described by Plato. Aristotle proposed a
‘golden mean’ which proposes that an ethical course of
action is determined by applying fairness and balance to
find the mid-point between extremes — what Buddhism
describes as the ‘Middle Way’. Confucius also advocated
a ‘golden mean’ which is central to Chinese Confucian
societies. This sounds easy, but agreeing on and
complying with certain virtues is difficult in reality and what
are seen as virtues vary between cultures.

Kant’s philosophy of moral duty

A second widely-used approach takes a very different
view. Deontology, which takes its name from the Greek
term deontos meaning duty, is based on the philosophies
of Immanuel Kant (1724-1804) and holds that humans
have a duty — a “categorical imperative” under “moral
law” — to act ethically. Kant and other philosophers such
as David Ross (1887-1971) developed a list of duties to
guide deontological ethics including beneficence (doing
good), non-malfeasance (avoiding doing wrong), justice,
self-improvement, promise-keeping, and reparation when
wrong has been done or injury caused. The list and other
prescribed duties, such as telling the truth (not lying) do
provide guidelines for ethical behaviour and they sound
eminently logical.



But here’s where ethics get complicated. A duty (deon-
tological) approach to ethics argues that the rightness or
wrongness of each action exists in the action itself, not in
the intention of the person concerned, or in the circum-
stances or consequences of the action, or in other contex-
tual factors. So let’s examine what these might be.

Thinking of the consequences, not
just the actions

A third approach to ethics called the teleological
perspective (based on the Greek word telos mean afar
or at the end) looks beyond actions themselves and
considers their consequences — hence it is also called the
consequentialist view. Consequentialist ethics draws
on the thinking of Plato and Aristotle, but is particularly
reflected in the writing of British philosopher Jeremy
Bentham (1748-1832) who famously said “judgements
should be made on the basis of the greatest good for the
greatest number”, a phrase later taken up by one of the
founders of democratic thinking John Stuart Mill (1806—
1873). This brings an entirely different perspective to what
is ethical.

Let's use a simple example to demonstrate the
complexities of and variations in ethics. Suppose a
violent armed man broke into your house threatening to Kkill
everyone inside, but just before he got in, you managed to
hide children living in the house. If the invader then asked
you to tell him where there children were hidden, would
you tell him the truth, or lie? Lying is wrong and, according
to deontological or duty ethics, we have a moral duty not
to lie. But lying is necessary to protect the children. When
we consider the consequences, it becomes clear that
lying is preferable, if not essential.

Contracts and the decisions of bosses

Another example of the complexity of ethics that is
work-related is when an employer or client insists on a
PR practitioner taking a particular action — even if the
practitioner questions it ethically. The practitioner might
find herself or himself in breach of their employment terms
or client contract if they refuse to comply with instructions.
What is ethical then? Is the practitioner excused from
moral duty and consequentialist ethical considerations if
he or she is bound by a contract?

These are the kinds of questions that ethicists grapple
with. To assume or pretend that ethics is simple and
straight-forward is misguided and is one of the myths that
has plagued the PR industry and jeopardized its claims to
professionalism and eroded its status.

Tools and tests for ethics

Space permits only brief mention of a few examples of
tools and tests to help practitioners make ethical decisions
and give counsel on ethical behaviour. These include:

» The Potter Box developed by Ralph Potter of
Harvard Divinity School which identifies four steps as
(1) define the situation clearly by identifying all known
facts (not selecting some facts); (2) identify values of
the organization that should be applied; (3) select the
principles that are relevant to the situation framed by
the organization’s values and known facts from steps
one and two; and (4) choose loyalties (i.e. which
publics will be supported or represented in action
taken);

»  The TARES test which applies five principles to all
decision-making: (1) truthfulness of the message
or messages; (2) authenticity of the persuader; (3)
respect for the persuadee; (4) equity of the
persuasive appeal (as in social equity and fairness);
and (5) social responsibility;

P Sissela Bok's Deceit test developed by Swedish-
born philosopher Sissela Bok which proposes
a Principle of Veracityas a central concept.
This is based on recognition by humans that if
everyone told lies, people would not be able to trust
anything they were told and society would become
impossible. So most recognize that they personally
benefit from a system in which truth-teling is
widespread and they accept a principle of reciprocity
or fair play that requires them to do their part by
being truthful. Bok accepts that lying occurs and
that it is sometimes justified. However, rather
than leave lying or avoidance of truth-telling to
individual decisions, Bok further proposes a
mechanism of introspection (consulting one’s
own conscience) and active questioning such as
consulting with friends or peers or seeking
independent advice about decisions and issues.

In their specialist book Public Relations Ethics, Philip
Seib and Kathy Fitzpatrick begin with the comment
that “ethical public relations is often scoffed at as an
oxymoron” (p. v). This is a sad and worrying perception
and one that practitioners need to address. But correcting
such views of PR requires much more than defensive
rhetoric. Practitioners need to be knowledgeable about
different approaches and models of ethics and tools and
tests to apply, gained through specialist training as well
as reading and engagement in discussion and debate. &5
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Mr CF Kwan

Assistant Director — Corporate Communication
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Vice President, Public & Government Affairs
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Managing Director
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Training and Program



