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INTRODUCTION

This is a public relations study that will examine the
Public Service Commission (PSC) and the ways it is perceived
by many different publics in order to suggest a program for
better communication with those publics. To arrive at this
program will involve a look at the purpose and organization
of the PSC and many factors which affect the cost of gas and
electricity,

Although the PSC also regulates telegraph, telephone,
sewer, water, and mobile home companies, its handling of
questions involving gas and electric companies has, recently,
to a large extent, determined its public profile. The companies
the Commission regulates provide a vital service and touch
almost every home and business. Therefore, many of the examples
of the problems ;f the PSC will center around the regulation of
' gas and electric companies.

Attention has been focused in recent months on the PSC
due to the rising cost of gas and electricity. This has resulted

in a fragmented public profile and the need for a public

relations program to define its role in regulating atilities.




Because of the recent (1978) experience of certain pub-
lics, the Commission has been characterized as being pro-
consumer to the detriment of the utility companies. It has
also been charged with being pro-utility to the detriment of
the consumer. I

Charges that run the gamut between these two extremes
have been leveled at the Commission by politicians seeking
publicity, political gain or actual reform. Whether such
charges are justified or not, they contribute to the public
confusion over the function and purpose of the PSC. In this
study we will examine them in that light and how the work of
‘the PSC is affected by such charges.

Information used in preparing this study came from recent
newspaper and magazine articles, library and company research,
and interviews with consumers, utility representatives and
Commission employees. I also hold the position of Director

-

of the St. Louis Consumer Service Office for the PSC. As part

of my duties I have talked to many persons about their complaints

against utilities and the PSC and I have acted as liason
between the Commission, news media and the general public.
This has put me in a unique position to evaluate public

opinion about the PSC.




THE PSC

The Missouri Public Service Commission was created in
1913 and since its inception it has had basically the same
responsibility and purpose. The Commission is charged with
the responsibility to oversee the operation of utilities
serving Missourians. This includes the protection of the
interest of all customers against inadequate or discrimina-
tory services and exhorbitant rates. To this end the PSC
regulétes the rates and safety of operation of utility
and transportation companies, the safety of operation of rural
electric co-ops and the manufacture and sale of mobile homes
and recreational vehicles.

Secondly, the Commission must protect private investors
in a utility business. They, by law, must be able to make
a reasonable return of monies invested in public services.

In Missouri, as in most places, privately owned utilities
have been grantéd a monopoly by government in their service
area. In order that utilities can sell their stock or borrow
money from private sources to finance power plants or telephone
systems which require enormous outlays of money, government

also guarantees that they will make a profit on their investment.
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That profit has usually been between 12 and 14 percent on sales.
The function of the PSC is to reach the delicate ba-
lance between its two responsibilities--to ensure a fair
return for the investor while protecting consumers from ex-
horbitant rates and unfair company practices,.
Presently the utilities regulated by the PSC include
approximately 13 electric, 16 gas, 1 telegraph, 51 telephone,
63 sewer, 74 water and 18 mobile home companies. The Commission

also regulates 'Citizen Electric Co."

and ''Sho-Me Power',
electric co-ops which voluntarily placed themselves under
the jurisdiction of the Commission. They also regulate 13,000

transportation companies.

ORGANIZATION OF THE COMMISSION

The Commission consists of five Commissioners appointed
by the Governor and confirmed by the Senate. (Though a suggestion
has been made that the Commissioners be chosen in such a way
as to provide regional representation, at tﬂis time they are
appointed at-large by the Governor subject to Seante approval.)
The Commissioners preside at formal and special meetings of
the PSC and render decisions in all cases involving rates and

unsafe or unfair practices of utilities. Their decisions can

be appealed to the State courts. Formal meetings of the Commission




are held monthly in Jefferson City., Special meetings, open to
the public, are called to hear evidence in cases involving rate
increases or company policies. These meetings have usually been
held in Jefferson City but there is a growing movement to have
all meetings held in the area that will be most affected by

the case in question.

The staff of the PSC includes the Office of the Secretary,
which handles administrative duties; the Electronic Data Pro-
cessing Division, Office of the General Counsel, which represents
the public in rate cases; the Hearing Examiner Division, Utility
Division, Consumer Service Division, and the Transportation

Division.

THE PSC AS CONSUMER ADVOCATE

Politics and the PSC

Recent charges of consumer advocacy by the PSC are a
direct result oé the dramatic increase in the cost of gas and
eléctricity and the campaign of the Democratic candidate for
3
Governor of Missouri in 1976 which made an issue of the matter.
During the past 2 years gas and electricity prices sky-

rocketed. Various factors contributed to the price rise, for

example, the Arab 0il Embargo, a national coal strike, mounting




inflation, and increases in taxes by local communities on
utilities., Before this time the PSC largely escaped public
attention because of the lack of public interest in the regu-
lation of relatively low cost power,

During the 1976 Gubernatorial campaign, when many consumers
were finding it difficult if not impossible to pay rising utility
rates, the Democratic candidate, Joseph Teasdale, made reform
of the Public Service Commission his central theme. He contended
that the PSC was too utility oriented and called for closer
public scrutiny of the regulation process and more consumer
(or customer) advocates on the Commission.

He questioned whether his incumbent opponent was doing
all within his power to protect the consumer from excessive
and unfair profits by the utility companies. Newspaper accounts
record the debate between the candidate and the incumbent who
countered that the PSC was limited in what it could do to
lower utility rates in times of rising inflation and that its

small staff could not effectively deal with the volumes of

supporting data submitted by utilities with each rate increase

request. So, like it or not, the PSC became part of the political

campaign and it is likely to stay a political problem in

the forseeablé future.




It is the opinion of political theorists and newspaper
editorials that Mr. Teasdale's stand on utilities was at least
partly responsible for his election. Following his election he
began to seek the appointment of consumer advocates to the PSC.
To date he has appointed three members to the Commission and
asked for the resignation of tﬁe two remaining holdovers from
the previous administration.

Governor Teasdale has appointed the current chairman of
the PSC who was a career attornev for government agencies in
Kansas City before his appointment. The chairman has planned
changes in PSC procedures to give consumers a greater voice in
PSC decisions, such as moving hearings on many rate hikes out of
the Capitol to other areas of the state that are directly affected
by the case.

The Governor also has appointed the first black to the
Commission, Leaﬁ B. McCartney, a former Municipal judge, who
expressed a great concern for the effects of rate hikes on the
poor and elderly,

His most controversial appointment to date was that of
a Clayton housewife, a well-known ''consumer advocate' and
critic of utilities, who was the founder and a former president

of the Utility Consumers Council of Missouri.




After a hard and bitter fight to have her confirmed by the
Senate, two attempts were made by Union Electric Co. to bar her
from rate cases. |

It should be noted that none of the Governor's appointees
indicated that they would not grant rate increases where they
appeared warranted. In fact, the Commission has granted more
rate increases in the past year than in any previous year of
its existence.

The appoiétment of these three Commissioners led to charges
that the Commission had been ''stacked'" against the utilities:
though there was no evidence that the new Commissioners were

unfair to utilities.

: A Globe-Democrat editorial was captioned "A Reckless

Campaign against the Utilities?'" on May 30, 1978, and said that
the anti-utility attitude of the new PSC Commissioners had led
to a downgrading of the PSC's performance rating, great
problems with téé staff, and a warning by investment advisory
firms not to buy stocks and bonds of Missouri utilities until
the anti-utility attitude at the PSC had changed. The current
PSC policies would, they said, lead to bond-rating companies
reducing the ratings of Missouri utility bonds. This, in turn,

would require state utilities to pay much higher interest rates

for these bonds and this cost would have to be passed along to the

consumer.,




Tt was also stated that the consumer attitude of the PSC
was misleading the public by making them think that the interest
of the utility companies and the consumers were directly opposed.
In fact, it was said that consumers would benefit from companies
that were awarded rates of return that would allow them to
provide the best possible service.‘Conversely, they would
suffer from deteriorating service and a lack of growth in
industry when companies were not allowed a fair return on their
investment.

Charges were made that the new Commissioners were having
conflicts with the members of the staff hired by fhe old
Commissioners. Undue peclitical pressure was being brought to bear
on staff members to bring in preconceived re;ults that would
fit the new philosophy of the Commissioners.

The Acting Director of the State Department of Consumer
Affairs on May 19, 1978, felt it necessary to issue a memo-
randum urging the Commission to discourage its staff from making
statements to the press, especially when considering a contro-

' 3
versial rate case.

The Governor held a closed meeting with only members
of the Commission that he had appointed on May 15, 1978. This

led to charges that he was trying to strengthen the position

of his appointeeé at the expense of the other more experienced

1]
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commissioners and staffers who did not agree with his philosophy.

The PSC Utilities Director asked the Commission to issue
a statement assuring the staff that it would be free from out-
side political pressure in conducting investigations on utility
rate cases.

The Commission would not issue such a statement (due to
the abscence of one of its members) but all the Commissioners
said that they believed in and wanted an independent staff that
would judge each case on its merits.

The Utilities Director resigned shortly thereafter along
with the General Counsel. Six other lawyers and research asso-
ciates threatened to resign if politics intruded on the indepen-
dence of their operations.

This led to many suggestions for a reorganization of the
PSC staff to assure its independence. One plan would put the
staff under the direction of an executive director who would
be the link betﬁéen the Commissioners and the staff.

A candidate for the Democratic nomination for State
Representative proposed that selection of a majority of the
PSC Commissioners be turned over to the elective process.

Under this plan one elected PSC member would represent
the western half of the state, another the eastern half and

one would be elected at-large. The Governor would retain

]
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the responsibility for appointing two members. including the
chairman. To date, there has been no action taken on either
plan.

Charges of undue political influence and unfair consumer
advocacy have kept the PSC in the press and have presented a
picture of a house divided against itself to the public. An
agency that by law must be independent and impartial is

acquiring the image of being a champion of consumer rights.

THE PSC AS UTILITY ADVOCATE

The public profile of the PSC as an advocate of the
utility companies has lessened in recent months due to the
furor over the new Commissioners and what is seen as political
interference to make it a consuﬁer advocate,

However, in May of 1978, the Democratic candidate for
Auditor accused PSC staff members of being tools of the utility
companies and singled out the then PSC General Counsel as beizg
the one who guided the staff to the benefit of the utilities.

The candidate, who had been Director of the Department
for Consumer Affairs, Regulation and Licensing, said that the
Commission had directed its staff members to appear before the
Federal Power Commission in order to testify on the side of

the utility companies in cases involving rate increases
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requested by gas pipeline transmission companies (wholesalers.)

The candidate stated that Commission staff members had
allowed utilities to ask for 507 over what they really needed,
and then cut back the request by 507 teo give the utility
companies exactly what they wanted. The candidate said that
some ''people' at the Commission had accepted hunting trips,
free use of credit cards and ''one can only guess what else."
from the utilities.

Records of two cases before the Commission at the time
show that the staff recommended that the utilities receive no
increase. No member of the PSC has ever been proven to have
accepted anything from utilities though a former Commissioner aq-
mitted doing so.

No proof has ever been produced that the utilities are
receiving more than fair treatment from the Commission but
Fhe general public suspects a link between certain staff members
and Commissione£s and the utilities they regulate.

There has been criticism that the PSC has not always
asked hard enough questions of the utilities in rate increase
cases. The PSC, which was dominated by business-oriented attorneys
until the recent appointments, has an enormous amount of discre-
tion in deciding what costs can be retovered‘by utilities from

the consumer, such as the nearly $1 million remodeling of the

L
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executive offices of Union Electric, the millions of dollars
contributed each year to charities by utilities and the huge
amounts of money thay spend on advertising. One columnist points
to the current jobs of former Commissioners as ag indication

of their positions while they were with the PSC.

One, a former chairman of the Commission. is now an exe-
cutive with a large northern utility company. Another Commissioner
who resigned to return to his law practice had as his first client
a utility company that had a case pending before the PSC when he
was a member. A current member of the Commission who has said
he will resign befofe his term expries has stated that he is
looking for a job with a utility company.

This pattern has gone on for years at the PSC and many
state and federal regulation agencies. But does a private
company hire a former regulator for a high paying job if that
regulator has been hard on the company? In my view as a long
fime employee, t%e only Commissioner before the recent Guber-
natorial appointees who could be called a consumer advocate now
works for the U, S. Department of Labor.

The image of the PSC as an advocate of the utilities has
been overshadowed by the current controversy over consumer advoca-

¢y but the relationship between regulators and the business they

regulate will always be an issue.




MORE MISCONCEPTIONS

One of the major misconceptions about the PSC is the
feeling among a large part of the population that the Commission
can lower rates regardless of the economic climate of the
times. Nothing could be further from the facts.

It has been the policy of the Commission during the
last few years of high inflation and energy prices to grant
less of an increase than a utility requests but enough to
allow the company a reasonable return on its investment,

Not allowing the companies to make an adequate profit
would result in unemployment, brown-outs, and if carried to
its logical conclusion government owned and operated utilities.
It would also be a violation of the Commission's charter and
the state law. The Commission also cannot do anything about the
taxes levied on utilities by local communities. These are con-
trolled by the communities and the state.

State and local governments have greatly benefited from
thier taxes on utilities. A recent. Congressional study found
that between 1973 and 1977 consumer charges for electricty and

natural gas increased an average of $12 billion a year nationally.

In Missouri this has meant a tripling of state utility tax
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receipts between 1972 when they were $16.2 million and 1976

when they were $55 million. Gross receipts taxes on utility bills
have generated at least an additional S4 million fo; the City of
gt. Louis each of the last two years and about $3 million for

the County,.

The tax, levied primarily on utility companies, is 10
percent of the gross receipts of the company. The utilities
pass that cost on to customers at an effective rate of 11.11
percent. The tax is the second largest source of revenue for
the City of St. Louis, second only to the City Earnings Tax.

There has been much discussion about giving tax relief
to consumers and a proposal that the tax receipts be used to
help pay the cost of utilities for the poor and elderly. No
action has been taken locally. Some question has also been
raised as to whether this is the role of the PSC.

Overall the PSC does not present a unified profile to the
public. Miscoﬁcéptions about its role in regulating utilities
are usually caused by looking at only one of its functions as
its total mission. A public relations program is obviously needed
to clarify its public profile and to let the public know what

it does, how it works and what it can and what it cannot do.




A DEFINITION OF PUBLIC RELATTONS

Because of the variation in the size and scope of public

relations practices, and because of the fact that public

relations means different things to different enterprises

it is difficult to find a definition which fits the entire

profession and practice.

Webster's New International Dictionary, Third Edition,

defines public relations as:

ment

1. The promotion of rapport and goodwill between
a person, firm, or institution and other persons,
special public, or the community at large through
the distribution of interpretive material, the
development of neighborly interchange and the asséss-
of public reaction. '

2. (a) The degree of understanding and goodwill
achieved between an individual, organization, or
institution and the public. (b) The application of the
techniques for achieving this relationship.

3. (a) The art or science of developing reciprocal
understanding and goodwill. (b) The professional
staff entrusted with this task. 8

-

The International Public Relations Association defines

the practice of public relations as:

A management function, of a continuing and planned
character, through which public and private organizations
and institutions seek to win and, retain the understand-
ing, sympathy and support of those with whom they are or
may be concerned--by evaluating public opinion about them-
selves, in order to correlate, as far as possible, their
own policies and procedures, to achieve by planned and wide-

L]
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spread information more productive cooperation and more
efficient fulfillment of their common interest,

A shortened definition is used by the British Institute
of Public Relations. They describe it as "deliberate, planned

and sustained effort to establish and maintain mutual under-
9

standing between an organization and its publics."

All of these definitions illustrate the three-fold function
of the professional practitioner (1) to ascertain and evaluate
public opinion as it relates to his organization, (2) to counsel

executives on ways of dealing with public opinion as it exists,
10

and (3) to use communication to influence public opinion.

Most public relations f{rms incorporate these functions
into their programs in the way they describe their work. Carl
Byoir & Associates, a highly successful firm founded in the
early 1900's lists these three objectives:

ANALYSIS-~of policies and objectives of the
client, or relationships with various publics, in-
cluding employees, customers, dealers, shareholders,
the financial community, government and the press
(with continuing research to keep the analysis up
to date.)

PLANNING AND PROGRAMMING--of specific undertakings
and projects in which public relations techniques
can be employed to help attain the objectives through
effective communication between the client and its
publics.
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IMPLEMENTATION--of the programs and projects

by maximum and effective use of all avenues of communi-

cation, internal and external, to create understanding

and stimulate action., 11

Since sound public relations consists of performance that
satisfies the public and communication of such, satisfactory
performances, public relations literature has reduced this
fundamental principle to a formula: X (the deed) plus ¥ (the
way the deed is interpreted) = Public Atitiude. In this formula

+

the way an event is interpreted is more importaunt than the deed
12

itself.

The term "public relations' is used in at least three
different senses, L. L. L. Golden in his review of early pub-
lic relations practices states that public relations is only
an artificial term and suggests that it be replaced by the
term ''relations with the public' in order that the relations
of the organizations to the public would be fully understood.
This would make "it clear that public means every group or segment

13

with which the institution has relations.

For this reason many other terms are used today. The synonyms
--information, communications, and public affairs--lave received
greater use in recent years in order to better delineate the

particular functions of public relations programs. Information

is used in government to describe the function as a means of




avoiding legislative criticism. University relations, college

relations and community relations are titles used with great
frequency these days by higher education to better define their
publics. These titles, in some cases, do better define what
public the organization is trying to communicate with but

like the term ''public relations" t?zy are used to describe

the total cperation and its parts.

The term ''public relations'" is used to describe: (1) re-
lations with individuals or groups which compose an institution's
publics; (2) the ways and means used to achieve favorable
relationships with these publics; and (3)1the quality or
status of an institution's relationships. ’

The use of the term to label both means and ends creates
confusion. In order to reduce this confusion in this project
the term "public relations" will be used to describe the planned
effort to influence opinion through socially responsible and
acceptable perfbrmance, based on mutually satisfactory two-
way communications. This will prevent the often confusing use

of the term "public relations'" for some of its functional

parts such as publicity, press-agentry, public affairs, propa-

ganda, and institutional advertising. All of these are parts

of public relations but they are not public relations.
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In this case the PSC will use many methods for communicating
with its publics. Surveys, analysis of complaints, workshops
and seminars will be used to ascertain how the various publics
view the PSC and its actions. This information will be used
to design communications (brochures, pamphlets, public service
announcements, etc.,) that will answer the public% questions and
explain what the PSC is and what it hoes.

It will also allow the PSC to design internal policy that
will be perceived as socially responsible and acceptable; in
this case fair to consumers and utilities. Examples of such
internal policy changes would be changing the site of meetings
to allow residents.of a particular area to attend, simplification
of regulations where possible and more customer referral
services. If this communication is truly mutually satisfying
it will lead to a more informed public and a bettér image

for the PSC.




HISTORY OF PUBLIC RELATIONS

The power of public opinion to control human affairs
has been recognized since the beginning of civilization.

Wwith that recognition came a response, the practices we now
call public relations.

Archeologists have fognd farm bulletins in Iraq which
told the farmers of 1800 B.C. how to better protect their
crops and increase yield. These bulletins are not unlike
today's distribution of farm bulletins by the U.S. Department
of Argriculture.

Caesar carefully prepared the Romans for his crossing
of the Rubicon in 50 B.C. by sending reports to Rome on his
epic achievements as Governor of Gaul. (Historians believe
that the Commentaries were written by Caesar as propaganda
for Caesar.) Elements of public relations can be found in
the history of auci%gt India, Egypt, Assyria, Persia, Norway,
England and Russia.

A close examination of history will reveal the re-
lationship between the growth of public relations and periods

of intense struggle for power among the competitive elements

of society,




American public relations can be traced directly
back to the American Revolution which brought the struggls for
power between the patrolts and the commerzial sropertied
Tories. Later stages of developueal ars directly tied to
nistorical power struggzles such as the political reforus
of Theodore Roosevelt, Harry Ti$man, Woodrow Wilson, Franklin
Roosevelt and .Tohn ¥, Xennedy.

Large companies have taken public relations most
seriously when theilr positiosn of power was challenged or
threatened by the forces of labor, farmars, smnall shop-
keepers or maluring generations. Labor 143 hHeen most involved
in publiz relations when an adverse public reaction was form-
ing in regulatory legislation. Government's mosi lnteanse
efforts have heen made during p=riols of 2risis: the World
Wars, the Depress%%q, lorea, 7iet Nam and the Cold War with
Russia and China,

While the advent of public relations dates froa rhousands
of years ago, aad ina this couniry froa Revolationary bHaglnaiags,
the modern concept and terminology of publi: rezlations ia the
U, S. were not known in the late nineteeath century. This was
because there wer: few reasons for it to exian,

Theras wers no weans of mass comauicition on a national

»asis,  Group velationships were relativzely simple, and people

=3

L]




01 the whole, wer: scelf-salflicieat ani inlepondeoac,  Alan
Rancher wroi= of he porilol, "Three major antecedenzs of
meantieth-Century publicity can be distinguished €rom
their pasts. Ome of these was przss-ageaniry, another was
advertising. A third ancecedent for publicity, came From
businass critics and reformers, By the first decade of the
century, those thre: olamaats, largely Jn?gticed by

contemporaries fused into a acw coupoaad,

The last two decades of the ninakteenth ceatary brought

the First recongnizable »eginnings of today's publl: relations
practice.
During the 25 years from 1375 to 1979 thie Amerizaa pop
alation doubled, Cities gr=2s at aa erormous rice creating

i
crowded urban coadizions. America became a ia~hiine domliatel,
mass production society. Rail aid wirve comaanizations apanaed
the nation, the mass meldla of nswspap2c3 tal magazinas developed
and tﬁe.pldltitihl baron 7as vz2placed by the robber hHaroa.
This laid the fouadation for iLhe greatest Lalustrial
nation the world 1ad ever known. These years of capid chaange
l2d to the rise of powerful moioplizs, coacentracions of

wealzl and power, and the brutal zactics of robber barons and

Lheir imirtators, Goldman says of the period:
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Shéuldering aside agriculture, large-scale
commerce and industry became dominant over the life

of the nation. Big business was committed to the

doctrine that the less the public knew of its operations,

the more efficient--and profitable--even the more

socially useful --the operation would be. 20

This, in turn, brought a storm of protest and reform
in the early 1900's. Contemporary public relations, as a
practice and a philosophy, had its beginnings in the battle
of opposing forces in this period of the nation's rapid growth.

Historian Merle Curti writes, "Corporations gradually
began to realize the importance of combating hostility
and courting public favor. The expert in the field of pub-
lic relations was an inevitable phenomenon in view of the
need for the services he could provide."

For these reasons the beginnings of contemporary
public realtions in America date from the early 1900's.
Cutlip and Center trace its growth and development through
five main periods,

1900-1917--The era of muckraking journalism countered
by defensive publicity, a period of far reaching political
reforms.

1917-1919--World War I, which brought dramatic demonstra-

tion of the power of organized promotion,




1919-1933--The period that saw the principles and
practices of publicity learned in the War put to use promoting
products, earning acceptance for changes wrought by the
war-accelerated technology, winning political battles, and
the raising of millions of dollars for charitable causes.
1933-1945--The period of the Great Depression and World
War II which advanced the art and extended the practice of
public relations.” During this period the promotion of radical
reforms in order to deal with the Depression and thg mobili-
zation and motivation of Americans during World War 1II was
vitél to the survival of the nation.
1945-Present~-~-The Mid-Twentieth Century era, which has brought
a tremendous boom in public relations practice and a maturing
concept.
Through the years public relations has evolved from a
tool for crisis intervention and conflict management to a
. wide-spread pracéice used in all areas of American society.
In order to see how public relations underwent this

metamorphosis in America let us examine each major period

of development in detail.
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1900 to 1917

By 1900 there were over 50 well-known national magazines,

several with circulations over 200,000. The Ladies Home

Journal, founded in 1883, was approaching a circulation
of 1,000,000, These magazines became a national platform
for muckrakers--writers who exposed the corruption in govern-
ment and the abuses of big business.
Prior to 1900 agitation against business had come
chiefly from farmers and laborers but with the advent of
mass media the urban middle classes became involved in the
struggle against monopolies and government corruption.
Muckraking began in the late 1890's and in 1903

Thomas W. Lawson's Frenzied Finance was published in McClure's

Magazine. This was followed by Ida Tarbell's History of Standard

0il, an unmasking of moral criminality in business, and

Upton Sinclair's The Jungle, which exposed the foul conditions

in the meat-packing industry.

Muckraking produced violent public reaction and gave
big business an unsavory reputation which lasts to this day.
The wave of public protest and reform brought about regulatory
legislation and "trust-busting' efforts.

Business leaders long accustomed to secrecy began to




speak out in sel f-defense. They began to look for ways to
reach the people with their side of the story. Most of them
" turned to their lawyers and advértising men to cope with the
problem.

This led to the formation of the nation's first publicity
firm, The Publicity Bureau, headquarted in Boston. The Pub-
licity Bureau came to national prominence in 1906 when it
was hired to head off the adverse railroad legislation being
pushed in Congress by President Roosevelt. Ray Stannard Baker
reported, 'The fountainhead of public information is the
newspaper. The first concern, then, of the railroad
organization was to reach the newspapers. For this purpose
a firm of publicity agents was chosen. Immediately the firm
expanded. It increased its Boston staff, opened offices in
New York, Chicago, Washington, St. Louis, Topeka, South
Carolina, California and elsewhere. They were careful not
to advertise the fact that they were in any way connected

23
with the railroads."

The Publicity Bureau saturated the nation's press with
the propaganda of the railroads, especially the weeklies, but
the campaign failed because of President Roosevelt's presen-

tation of a more persuasive argument. With the passage of the
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Hépburn Act, a moderately tough regulatory measure, railroad
executives reassessed their public relations methods and many
created their own staffs,

Watching the battle between the muckrakers and big business
was a young man named Ivy Lee, an ex-reporter who held
a job on the press bureau of the Democratic National Committee.
Lee had observed that the business policies of secrecy and
silence were failing and concluded that, in order to be
understood, corporations had to open their books, and take
their case to the people.

Lee Formed a partnership with George F. Parker, a former
Buffalo newSpaperman'and veteran publicist. Together they
organized a publ?c relations firm in New York City and directed
the publicity for three of Grover Cleveland's campaigns for
fhe Presidency.

Lee remained in partnership with Parker through unsuzcess-
ful campaigns and business set-backs until 1906 when he was
hired by anthracite coal to help their tarnished public image.
His work for this corporation was to make him wealthy and earn
him the title of "The Father of Public Relations."

Lee established the basic principles of public relations
that have been followed to the present. Upon his appointment

to represent George F. Baer and Associated in the anthracite

L]
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coal strike he issued a statement, A Declaration of Principles,
which was mailed to every city editor. It read:

This is not a secret press bureau. All our
work is done in the open. We aim to supply news.
This is not an advertising agency: 1if you think
any of our matter ought properly to go to your
business office, do not use it. Our matter is
accurate. Further details on any subject treated
will be supplied promptly, and any editor will
be assisted most cheerfully in verifying directly
any statement of fact....In brief, our plan is,
frankly and openly, on behalf of business concerns
and public institutions, to supply to the press
and public of the United States prompt and accurate
information about subjects which it is of value
and interest to the public to know about. 24

Lee's new tactics were highly successful for the
anthracite coal operators and in 1914 he was hired as personal
advisor to John D. Rockefeller, Jr. He was counselor to the
Guggenheims and promoted their interest in the American
Smelting and Refining Co., The Chilean Nitrate of Soda Education
Bureau, The John Simon Guggenheim Memorial Foundation and
the Daniel Guggenheim Fund for the Promotion of Aeronautics.
During his career Lee laid the foundation for much of
public relations practice. He was among the first to realize
the fallacy of publicity unsupported by good works and to
reason thaf perfﬁrmance does not determine the kind of publicity a
firm gets. He saw the importance of humanizing business and

continually stressed the human element. "I try to translate

dollars %gd cents and stocks and dividends into terms of humanity,"

]

he said,
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In his efforts to humanize the wealthy businessman and
 to put big business in the best possible light he coined
the term ''public relations" in 1919 and propelled the growth

of publicity departments and trained publicity advisors in

many institutions.
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1917 to 1919

Though contemporary practice first emerged as a defensive
measure, World War I showed its value as an offensive tool.
Public relaticns pioneer George Creel and his effective
Committee on Public Information demonstrated the power of
the mass media and the techniques of mobilizing public opinion.

The Committee on Public Information was set up by
President Wilson in response to a suggestion from Creel, a
journalist and supporter of Wilson. Mock & Larson wrote: .

Mr. Creel assembled as brilliant and talented
a group of journalist, scholars, press agents,
editors, artists and other manipulators of the
symbols of public opinion as America had ever seen
united for a single purpose. It was a gargantuan
advertising agency, the likes of which the country
had never known, and the breath-taking scope of
its activities was not to be equalled until the
rise of the totalitarian dictatorships after the
war. George Creel, Carl Byoir, Edgar Sisson, Harvey
O'Higgins, Guy Stanton Ford and their famous associates
were literally public relation counselors for
the United States Government, carrying first to
the citizeng of this country and then to those in
distant lands, the ideas which gave motive power
to the stupendous undertaking of 1917-1918. 26

An analysis of Creel's successful demonstration of the

Possibilities of regimenting the public mind was printed in the

New York Times of 1920:

Essentially the species, (press agents), if not
the war product, is one which the war had mightily
increased. Liberty Loans had to be advertised
throughout the country. Publicity did that.

"
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The newspapers of the nation stepped into the
1ine and ''put across'" to the man at the break-
fast table, and in his office, in the factory,
in the mine--in every phase of commerce and
industry, in fact, the need of digging down
deep into his pocket and "coming across."

1t worked. Beautifully and effectively.
Not only did he have a staff of press agents
working immediately under him in a central
office, but (Creel) decentralized the system
so that every type of industry in the country
had its special group of publicity workers.
In this manner, more than any other, were the
heads and directors of movements of every
type introduced to and made cognizant of the
value of concentrating on publicity in so-
called drives. 27

This demonstration and dissemination of the techniques

of public relations would lead to its increased use in all

areas of American society in the following decades.
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1919 to 1933

Wartime developments led to new public relations
specialties after the war. Public relations was used in
government, business, the churches, social work and the
labor and social movements.

The victory of the Anti-Saloon League, which gained na-
tional Prohibition, and the triumph of the Women's Sufferage
movement were directly related to the new-found power of
public relations.

The process of industralization and urbanization had
greatly increased during the War leading to a much faster
development of the field of public relations.

In 1923 Edward L. Bernays wrote the first book on public

relations, Crystallizing Public Opinion, in which he coined

the term Public Relations Counsel. He also taught the first
public relations course at New York University.

Social scientists became interested in the field, shifting
the interest from the power to the nature of public cpinion
and the role of communications in its formation. They analyzed
Propaganda, observed the work of pressure groups in society,
did market research, social surveys and public opinion polls,

Development of sound opinion measuring methods was slow until
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the 1930's but these were the beginnings.

New counseling firms were established at an astonishing rate.
Advertising agencies began to move into the field as product
publicity became an important aspect of marketing., Institutional
advertising began and the utilities industry adopted a total public
relations program. The Association of American College News
Bureaus was founded. Publicists were hired by the Community Chest
and the National Publicity Counsel for Welfare Services was formed.
Religious leaders saw the advantage of public relations and the
National Lutheran Council launched a strong na%%onal church
publicity campaign as did the Catholic Church.

The practice of public relations, propelled by the wartime
lessons and the changing nature of American life expanded very

rapidly until the stock market crash in 1929.




1933-1945

Economic disaster brought further developments in the
field as values were readjusted to fit the new situation.
Franklin D. Roosevelt won his battles on the front page and on
the radio, a new medium that he used with great skill, thanks to
his public relations counselor, Louis McHenry Howe. Roosevelt's
burgeoning public support for his New Deal spurred the con-
servative business community to counter his appeals.

The Depression and the New Deal brought home the need for
building informed public support to every group. Government public
relations had its greatest expansion under Roosevelt. School admin-
istrators were to realize the dangers of an uninformed public
when hard-pressed tax-payers began to chop what they considered
"frills" from education. There was a tremendous expansion in social
welfare needs and agencies. Military leaders, seeing the build-
up of Nazi and éacist war machines, began to promote support
for more adequate armed forces. Colleges and universities with
financial woes turned more and more to public relations to win
contributions and recruit students. The New Deal found that
Public relations was the only way to push radical reform.29

Business leaders turned to public relations to fight the

government criticisms and legislative reforms and labor groups




pegan to use public relations to promote the cause of unions

and business reform.

puring this period there was a marked trend away [rom
occassional and defensive efforts and toward more positive and
continuous programs. The growth of public relations was stimu-
lated by the social and economic upheavals of the Depression.

World War 11 produced even more changes in the American
environment and acceleratéd the growth of public relations.

The government set up the Office of War Information.

The OWI was a gigantic organization that dwarfed its parent
group, the Committee on Public Information. Under the direction of
Elmer Davis the OWI set the pace for extensive expansion of the
practice in the armed forces, in industry and in allied fields.
The purpose of the organization was to 'point out the dangers in

allowing distorted ideas of the United States to exist through-
30
out the world."

-

In industry the emphasis was put on public relations to spur
the war production by promoting productivity and combatting absen-
teeism, War bonds again had to be sold. Material and manpower
had to be conserved., Rationing had to be imposed. Morale had to
be bolstered on all fronts.

In the expanded armed forces, thousands of young men and

women were recruited and trained in public relations. Public service



















PSC

NEW APPOINTMENT

Lawson Phaby, PSC's Director of Consumer Services has been appointed
acting executive to Donald Humper.

Mr. Phaby will also retain his duties as Director of Consumer Services
while serving as acting executive secretary.

Mr. Humper, expressed great satisfaction over the appointment.

Phaby has been a PSC employee since August 1970. Prior to joining
the Commission staff, Phaby worked as an assistant manager to buying
for the Kidd Department Stores.

Phaby attended the University of Arkansas, Fayetteville, Arkansas.

COUNCIL
Leah Brock McCartney has been recently appointed to the National
Mobile Home Advisory Council.

Commissioner McCartney, who was appointed to the Commission by
Governor Joseph Teasdale in May 1979 was one of 366 persons nom-
inated for the 24-member council.

The members are selected by the Federal Department of Housing and
Urban Development and serve two years.

The council aids the department on decisions relating to mobile home
construction and safety by providing an open forum for interested
parties.

"I'm pleased to accept the nomination because the Commission itself
is involved in the regulation and safety aspects of the Mobile home
industry,'" McCartney said.

The next regular meeting for the council will be hel on December 10
through December 15 in San Francisco.




WE REMEMBER OUR FELLOW EMPLOYER RETIREES
Robert S. Tracy, who retired in July

died in October 19 at age 77.

Mr. Tracy, was a engineer and had been

with the PSC for 18 years. He lived at

85 Lowell Avenue

63147 and is survived by a son.

George Dority, who retired in April

1959, died September 19 at age 90

Mr. Dority had been with the Commission
for 10 years and was General Counsel

for two years. Surviving are his wife,
Estella of 41-5 North First Street

65102, a son and two daughters,

Commissioner Calvin Conner died November 10
at age 57. Commissioner Conner had been with
the commission for 12 years. Surviving are his
wife, Rose C of 11919 Lowell Avenue

63126 and a daughter.

HONORED

James, son of Jim Wells, has been named

a University Scholar at the University of
Missouri-Kansas City, where he has
completed his first year of medical school, .
University Scholars rank in the top five
percent of their classes.

Vernonica, daughter of Rich Ostmann,
Columbia, is set to appear as principal
dancer on a nationally televised Dr. Pepper
commerical in December.

Georgia, daughter of Gregg Lambert
recently earned her Master's Degree

in education from the Dayton University

and is now resident Director of 1000 students
at St. Louis University.




COMPLAINTS

If you have a complaint about a bill or service, you should first try to
solve the problem with the utility involved. If that fails, the utility
will notify you that both you and the utility have the right to file an
informal complaint with the PSC, The PSC has three offices and
here's where to contact us:

St. Louis--314-367-5234
Consumer Service Office
City Bank Building, Room 219
4625 Lindell Blvd,

St. Louis, Missouri 63108

KANSAS CITY--816-274-6816
Consumer Service Office

615 East 13th Street
Room-G-33

Kansas City, Missouri 64106

JEFFERSON CITY--314-751-3234
Public Service Commission

P. O, Box 360

Jefferson City, Missouri 65112

The Jefferson City Office is located on the 9th floor of the Jefferson
State Office Building, 100 E. Capitol.

We also have toll-free number in Jefferson City. That number is:
1-800-392-4211

Informal complaints to the PSC should be in writing, but can be started
by telephone.

2999990099

Everything you wanted to know about the regulation of power in Missouri
but didn't know who to ask--a question and answer session sponsored by
the Missouri Public Service, December 9, at 8 p. m., 4625 Lindell Blvd.
Room 219,




CALENDAR

On December 19, 1979, 1 & 7 p. m. -Carlo Auditorium, Tegeler Hall,
2550 Lindell, St. Louis, Missouri. .. Southwestern Bell Telephone
Company of St. Louis, Missouri, requests authority to file tariffs af-
fecting rates for telephone service provided to customers in the Kansas
City, East Prairie, Excelsior Springs and Clever, Missouri Exchanges
of the Company.

PREHEARING CONFERENCE

The PSC will hold Southwestern Bell Telephone Company of St. Louis,
pre-hearing conference on December 17, 1979, Room 219 in the St.
Louis, Consumer Service Office, at 10:00 p. m. , at 4625 Lindell Blvd.
St. Louis, Missouri 63108.

SHARE YOUR MIRACLE
Donate Blood! Missouri/Illinois Reginal Red Cross Blood Services.
4050 Lindell Blvd. (at Sarah 314-658-2126)

Me, Wed, s BEE: .o« i e s ran g w5 e nnl v 8:30 a. m. to 1:30 p. m.
Tues. , ThUrsi ... coem s oeie s son SRR T 1:30 p. m. to 6:30 p. m.
212 E. Lockwood, Webster Groves 314-962-0082

i 17t S viee v... 1:30 p m. to 6:30 p. m.
B ces wams o csne o swois 4 wam w & e & 7 alleeR @ a4 8:30 a. m. to 1:30 p. m.
15 S. Florissant, Ferguson 314-524-2100

Mon., Wed. . ......... . it 8:30 a. m. to 1:30 p. m.
TaeH. ; TIPS, v« i s van s & s & B 5 s i 5ol o ae 1:30 p. m. to 6:30 p. m.




RECEPTION

The PSC will hold a reception in the honor of Ms. Stephanie Bryant,
on December 20, 1979, at 10:00 p. m., in the Commission's hearing
conference room. Commissioner Bryant was sworn in November 5
as a member of the Public Service Commission. She will replace
Stephen B. Jones, who resigned on September 19th.

OPEN HOUSE AT CALLAWAY
Tours of Callaway Nuclear facility will begin November 26, 1979, at
10:00 a. m. . for more information/reservation call 314-421-6635.

EVENT

The Urban Consumer Education Project Teacher Consultant Board
will hold their first meeting on Thursday, December 1, 1979, at
4:30 p.m. - 6:30, at 3949 Lindell Blvd. Dinner will be provided by
The Crusade Against Crime. Hope you come! Contact Calla Smith,
314-521-6890.

CHRISTMAS DINNER/DANCE

Don't forget our employee Christas Dinner/Dance. If you have any
ideas that you think will enhance our holiday celebration, please
contact our Public Relations Director, Lawson Phaby, at 314-213-5680.




