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ABSTRACT  

This study aims to describe the public and practitioner's perceptions of the public relations or Humas 

profession. Public relations plays a role in maintaining the credibility of the organization which is built from 

public perceptions. Apart from public relations, this profession is also called humas. However, based on 

Propechy's Self-Fulfilling Theory, it is possible to have different meanings by the public and practitioners 

related to these two terms. This study uses a constructivist approach (qualitative) and interview methods to 

collect data. The number of informants was 200 people in Malang City. The focus of this research is to find 

perceptions about what public relations or humas is, its functions, its relation to gender, and educational 

background. This research produces four propositions, namely public and practitioner perceptions of public 

relations and humas tends to be positive, public relations and humas are considered the same profession, 

men and women are perceived to be practitioners in this profession, and practitioners should come from the 

discipline of communication science and public relations. This research contributes to challenge the previous 

view that public relations is seen as an attempt to manipulate communication messages.  
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ABSTRAK  

Penelitian ini bertujuan mendeskripsikan persepsi public dan praktisi terhadap profesi public relations 

atau hubungan masyarakat (Humas). Public relations berperan untuk menjaga kredibilitas organisasi 

yang dibangun dari persepsi-persepsi publik. Selain public relations, profesi ini juga disebut Humas. 

Namun, berdasarkan Teori Self-Fulfilling Propechy, dimungkinkan pemaknaan berbeda oleh public dan 

praktisi terkait dua istilah ini. Penelitian ini menggunakan pendekatan konstruktivistik (Kualitatif) dan 

metode wawancara untuk mengumpulkan data. Jumlah informan sebanyak 200 orang di Kota Malang. 

Fokus penelitian ini adalah menemukan persepsi tentang apa itu public relations atau Humas, fungsi-

fungsinya, kaitannya dengan gender, dan latar pendidikan. Penelitian ini menghasilkan empat proposisi, 

yakni persepsi public dan praktisi terhadap public relations atau Humas cenderung positif, public 

relations dan Humas dianggap profesi yang sama, laki-laki dan perempuan dipersepsi dapat menjadi 

praktisi di profesi ini, dan praktisi sebaiknya bersal dari disiplin Ilmu Komunikasi dan kehumasan. 

Penelitian ini berkontribusi menantang pandangan sebelumnya bahwa public relations lebih dianggap 

sebagai upaya manipulasi pesan komunikasi. 

 

Kata kunci: humas, persepsi publik, public relations, self-fulfilling prophecy 
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Latar Belakang 

Currently, the public relations 

profession in an organization is needed so 

that the concept of public relations is 

increasingly developing (Kriyantono & 

McKenna, 2017; Tanyildizi & Ataykaya, 

2019; Yaxley, 2013). Public relations is able 

to work from low-level to top-level in an 

organization (Broom & Sha, 2013). Public 

relations activities are directed at reducing 

crises, building good relations with the 

media, improving the reputation of the 

organization, handling crises, and making 

conflict predictions, all of which can reduce 

costs for the organization's operations. 

(Heath & Coombs, 2006)  

Public relations activities require the 

ability to convey information effectively, 

exercise persuasion, and make 

collaborative decisions with management 

(Coombs, 2015; Kriyantono, 2019a; 2019b; 

2020a, 2020b). Some literature, such as 

Heath and Coombs (2006) , and Toth (1992) 

calls public relations a rhetorical activity, 

namely the communication process for 

someone to influence others by processing 

meaning. “In keeping with the tradition of 

rhetoric, public relations professionals can 

serve society to the degree that they meet 

or exceed societal expectations for ethical 

and effective public communication. Are 

they good listeners? Do they appreciate 

others’ concerns?” (Heath & Coombs, 2006, 

p. 13).  

Public relations activities as a rhetorical 

process are also supported by Broom and 

Sha's statement that acceptance of 

organizational messages is influenced by 

figures of public relations practitioners 

themselves. “To deal with communication, 

practitioners can craft messages that 

explain or reinforce organizational 

credibility or trustworthiness” (Broom & 

Sha, 2013). 

However, as a rhetorical activity, public 

relations is also often seen as manipulating 

(Heath & Coombs, 2006; Littlejohn et al., 

2017). Public relations is indeed tasked with 

portraying the company as best as possible 

in front of the public, but the public also 

often perceives practitioners as 

propaganda which tends to be negative 

and manipulative (Heath & Coombs, 2006; 

Kriyantono, 2017a).  

The problem that arises is how then the 

public can receive the message attributes 

from public relations so that they can easily 

trust the information in it? Legitimacy and 

public trust influence the acceptance of 

messages conveyed by public relations, 

whether the public is supportive or punitive 

(Kriyantono et al., 2017; Kyrychok, 2017).  

Furthermore, Study in US reveals that, 

compared to news written by journalists, 

news releases written by public relations 

practitioners were considered less honest 

and less persuasive through news-releases 

(Callison, 2014). This finding is linked to the 

findings of Kriyantono (2019d) who 

examined 32 public relations practitioners 

of private and government companies in 

East Java and found that the media 

relations carried out by practitioners were 

more focused on responding only to 

negative news than focusing on building 

long-term relationships with the media.  

In fact, it is very important to build 

long-term relationships with the media 

because, according to White & Park (2010), 

public perceptions are shaped by the 

media. The media helps to shape the 

public's negative perception of public 

relations by writing negative words and 

creating framing such as "public relations 

gimmick" and "public relations nightmare". 

This framing is called the second-level 

agenda setting (Alkazemi & Wanta, 2018; 

Kiousis et al., 2016; White & Park, 2010). 

Through this long-term relationship, in the 

end, public relations is able to influence this 

media framing (Kiousis et al., 2006). 
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Research by Callison et al. (2014) shows 

a decrease in positive perceptions of the 

public towards public relations in US from 

69.5% in 2003 to 58.2% in 2012. This means 

that even though the concept of public 

relations is well received by the public, 

there is a decrease in positive perceptions 

in within 10 years. There is also a bad 

perception of public relations in Turkey 

(Tanyıldızı & Ataykaya, 2019). 

Apart from the negative perceptions 

mentioned above, several studies have also 

found other negative perceptions. In 

Indonesia, corporate public relations 

practitioners are perceived as a profession 

that relies on beauty and physical 

appearance, which is called lookism in 

public relations (Simorangkir, 2013). The 

standard of fashion for public relations 

practitioners is still determined by the 

patriarchal culture in Indonesia (Kriyantono 

& Rakhmawati, 2020).  

Some of the research above, seems to 

be related to the question of Fullerton & 

McKinnon (2015), “Does public relations 

have an image problem?” This question 

shows that, apart from having 

responsibility for the image of the 

organization, the practitioners also have 

responsibility for his own image. The 

authors believe that negative perceptions 

about public relations, such as being 

considered dishonest, negative 

propaganda, and relying on physical 

appearance, can become obstacles to 

conveying persuasive messages. These 

negative perceptions will reduce the 

credibility of public relations as a 

communicator. Based on a rhetorical 

approach, the credibility is the main factor 

in conveying the message (Callison, 2004; 

Heath, 2013; Toth, 1992).  

With these negative perceptions, 

public relations practitioners are 

considered to have no trustworthiness and 

expertise, two elements of credibility . 

Since public relations is a positive 

presentation of an organization (Greener, 

1995), it can be said that the negative 

credibility of public relations can make the 

negative credibility of the organization. 

Because of this, the authors consider 

that Fullerton & McKinnon’s (2015) 

question regarding whether public 

relations practitioners have an image 

problem is still relevant to be investigated 

again in the Indonesian context. Despite 

the research of Callison et al. (2014) above 

found that there has been a decrease in 

positive perceptions, the authors believe 

that there is still hope for positive 

perceptions of the public relations 

profession. In addition, White and Park 

(2010) reveals that not all media framing of 

public perception corresponds to reality. In 

contrast, White and Park (2010) portrays 

that respondents still believe that public 

relations practitioners are responsible for 

controlling the crisis and d0 not hide the 

facts. 

Fullerton & McKinnon's (2015) question 

is also important to explore in the context 

of government institutions in Indonesia 

that have entered the era of information 

disclosure for 12 years. Public perceptions 

toward the government public relations 

profession have the potential to influence 

efforts to comply with the principle of 

public information disclosure in accordance 

with the Law number 14 of 2008, namely 

that public agencies have responsibilities 

related to providing public information 

service standards. Therefore, the authors 

formulate a research question: "How are 

the public's perceptions of the public 

relations profession?" 

Several studies on public relations in 

Indonesia in the era of public information 

disclosure show an unsatisfactory portrait 

of public relations practices. Public 

relations activities still focus more on 

dealing with the media (Kriyantono, 
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2017b). Public relations has not optimally 

supported the national anti-corruption 

program (Kriyantono et al., 2017). Public 

relations understanding is still low on 

transparency and accountability in using 

internet media even though the internet 

has been implemented to communicate 

with the public (Azhary & Kriyantono, 

2018). Finally, crisis management carried 

out by public relations has not 

implemented several principles in the 

Regulation of the Minister for 

Administrative Reform-Bureaucratic 

Reform No 29/2011 concerning crises in 

public relations (Kriyantono, 2019e).  

On the other hand, other research has 

also found positive results in the practice of 

public relations in Indonesia, including 

government institutions. Symmetric 

communication models have begun to be 

found in public relations practice 

(Kriyantono, 2019a). Public Relations 

practitioners of Malang Regency have 

adopted ethical standards in 

communicating when faced with a crisis 

due to the Malang Regent being arrested 

for a corruption case (Kriyantono, 2019e).   

Regarding the positive and negative 

results in public relations practices, the 

authors consider that the implementation 

of symmetrical communication is a very 

significant result to make public relations 

practices run even better in the future. 

According to the theory of excellent in 

public relations, which is the paradigm 

most widely used in research in the world 

(Gower, 2006; Pasadeos et al. 2010), 

symmetric communication is an important 

principle for the development of excellent 

public relations (Grunig et al., 2002). With 

the application of this symmetrical model 

and coupled with the era of public 

information disclosure, the authors 

conclude that public relations practices will 

be more effective, resulting in a more 

positive public perceptions of public 

relations.  

Therefore, the authors formulate the 

following research assumption: Public 

perceptions of the public relations 

profession tend to be positive. To confirm 

the research assumption, the authors 

describe the public's perceptions of public 

relations and the perceptions of public 

relations practitioners themselves. The 

practitioners' perceptions need to be 

explored because, based on Merton’s 

(1948) the Selff-Fulfilling Prophecy Theory, 

a person's perception of himself/herself can 

influence his/her behavioral tendencies. It 

can be said, if the practitioners want their 

practices to be effective, the practitioners 

must consider public relations profession 

positively.    

Related to Merton’s theory, the writer 

also examines how the informants perceive 

the terms “public relations” and “Humas”. 

In Indonesia, these two terms are often 

used to refer to the public relations 

profession (; Simorangkir, 2013). 

Kriyantono (2017b) has used this Self-

Fulfilling Prophecy Theory and reveals that 

the practitioners who call themselves 

public relations have carried out 

communication management activities 

more effectively than the practitioners who 

refer to as “Humas”. In this current 

research, the authors intend to follow up on 

Kriyantono's (2017b) study by describing 

public and practitioners perceptions of two 

terms: public relations and "Humas". 

 

Methods 

In order to answer the research 

problem, this study will use a constructivist 

approach (Associated with the term 

qualitative) with the interview method. The 

approach was chosen so that the writer can 

understand the phenomenon holistically, in 

a natural setting, and in detail because the 

data is in the form of words constructed by 
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the informants (Daymon & Holladay, 2011; 

Kriyantono, 2020c; Neuman, 2014). 

Data collection was carried out in 

Malang City by interviewing 200 residents 

of Malang City, consisting of 183 residents 

and seventeen public relations 

practitioners, members of Perhumas 

Malang Raya. Informants were selected 

using a purposive technique based on 

certain criteria in order to get the right 

source and relevant to the research 

objectives. Informants are citizens of 

Malang City, both from Malang City and 

those who live in Malang City for a period of 

approximately one year and aged 20–64 

years. The criterions were expected to find 

informants who had an understanding of 

government and private institutions in 

Malang City and had the competence in 

making statements because they were all 

adults. Data collection was conducted from 

January to March 2020. This study focuses 

on informants' perceptions of public 

relations and its functions. 

Data analysis was performed using 

analysis techniques according to Miles, 

Huberman, and Saldana (2014). The first 

stage was data collection through 

interviews. During the research, the 

resource persons meet face to face with the 

authors and answered the questions that 

had been designed previously to answer 

the research needs. The second stage, the 

authors conducted data condensation. 

After obtaining the data, the writer 

simplified, focused, and abstracted the 

data. The data obtained was collected and 

summarized in the form of descriptions. 

The third stage, presentation of data. 

The authors presented the data against the 

processed data so that it was in writing. The 

form was then put into themes, sub-

themes, and ended with coding. The fourth 

stage, drawing conclusions and 

verification. The authors described the 

results of the sub-categories of themes, 

explained the results of research to answer 

the formulation of research problems, and 

made conclusions by providing supporting 

explanations. 

 

Findings 

In this section, the authors present the 

findings of the research data. Based on data 

analysis, the authors present them in 

several categories of data findings: Public 

and practitioners view of the public 

relations and Humas professions; Public 

relations and Humas functions; Public and 

practitioners view on gender issues in 

public relations; Public and practitioners 

view about the educational background of 

public relations; Public and practitioners 

view on the abilities that a public relations 

practitioner and Humas practitioner should 

have. 

a. Perceptions on the public relations 

and humas professions 

The research shows that most of the 

public (114 informants) said that public 

relations and Humas had the same concept 

and function, only different terms. As an 

informant, Rico Dwi, said, "Humas is the 

same as public relations. Humas is Bahasa 

Indonesia and public relations is English”. 

Another informant, Zaidan, also said the 

same thing "The same, because Humas is 

the meaning of the word public relations". 

Even though they stated that the 

concepts of public relations and Humas are 

the same, the public defined the concepts 

of public relations and Humas in various 

ways. There were 82 publics who defined 

public relations and Humas were part of an 

agency that liaises with the community or 

is associated with the community. Iwan as 

an online motorcycle taxi driver also 

conveyed the definition of public relations 

and public relations as follows "Covering 

the community, as a bridge that connects 

an organization with the community". In 

line with the explanation regarding the 
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definition of public relations and Humas 

conveyed by another informant, Callula 

Devina, that "representatives of companies 

or organizations to deal with the 

community". 

Next, as many as 16 public perceived 

that the definition of public relations and 

Humas is a part of channeling information. 

"Public relations is someone who has the 

duty to transmit information, expose news 

and news" (Giri Ramdani). Strengthened by 

the opinion of Nafrizal as follows "Humas is 

a division that becomes a bridge between 

the committee and the community that will 

distribute information". 

Seven other informants defined the 

function of public relations and Humas as 

the guardian of the company's good image. 

"What is clear is that public relations is to 

maintain the company's good image" 

(Karisma). Then, there were three other 

informants who argued that public 

relations and Humas were an important 

part of the company. "Public relations is an 

important part of the company" (Fernando 

Desma). 

There were informants who stated that 

public relations and public relations have a 

duty as part of administration in an 

organization. "Public relations in 

educational institutions are like people in 

the administration department" (Amika). 

Contrary to the opinion of the previous 

informants, 35 informants said that public 

relations and Humas have different 

definitions. Five informants stated that 

public relations is part of Humas, but not 

always public relations is Humas. 

Ten informants further stated that the 

scope of public relations is wider than that 

of Humas. "Public relations has a wider 

scope because it includes external and 

internal, but, Humas is only external" (Rafa 

R), while three informants others claimed 

that public relations was narrower than that 

of Humas. "Public relations has a narrower 

scope because it relates to individuals, 

while Humas has a more complex scope" 

(Haryo Kuncoro). 

According to three other informants, 

Humas was a form of relationship activities 

with the community, but public relations 

was someone who carried out the 

relationship. "Public relations and Humas 

are different. Public relations is a person 

who carries out relations with society. 

However, Humas is a form of activity" (Fikri 

Azizi). Two other informants said that 

Humas was more about relations with the 

community, while public relations was 

more about communicating the company. 

Two other informants also conveyed the 

difference in concepts between public 

relations and Humas. "Humas is relations 

with society, if public relations is an 

introduction to the public" (Arifin). 

Furthermore, Jordan conveyed the concept 

of public relations and Humas as follows "if 

public relations builds a good image, while 

public relations becomes the liaison of 

institutions" (Jordan Dimitri). Another 

informant said that public relations and 

Humas could differ depending on the 

company or institution being shaded (Yoshi 

Gema). 

In contrast to other informants, Suroso, 

a mobile fried rice seller, said that “Humas 

is relations with the society in the 

framework of security like security guards 

(hansip and satpam)” (Suroso). Finally, Diva 

as a student stated that Humas was people 

who embrace and liaise between superiors 

and subordinates, but, she did not know the 

concept of public relations. Total of 24 

informants admitted that they did not 

understand at all about public relations and 

Humas, while nine informants knew the 

concept and definition of Humas, but did 

not know or never even heard of public 

relations. 
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b. The functions of public relations and 

humas  

There were 77 informants who said that the 

functions of public relations and Humas 

were the same, namely establishing good 

relations and cooperation between the 

company and the community. One of the 

informants said, “Establish good relations 

between the company and the community” 

(Zaidan). Zaidan also stated that the 

function of public relations and Humas was 

to build good relations between the 

company and the community. 

Furthermore, 28 informants argued that 

the functions of public relations and Humas 

were to collect messages or information 

and convey this information to the public. 

One of the informants who works as a nurse 

stated, "as a place to accommodate 

messages or information and convey the 

information to the public" (Lina). 

Other informants also explained the 

function of public relations and Humas that 

"the function may be to provide 

information from the company or 

organization to the public, then they must 

also provide an overview of the 

organization to the public." (M. Iqbal 

Novianto). This is similar to what was said 

by another informant, Mezzaluna, that the 

function of Humas is as a bridge between 

individuals and institutions as well as 

channelling information. "The function of 

Humas is as a bridge between individuals 

and institutions. Apart from that, Humas 

also functions as a channel of information 

between certain parties” (Mezzaluna Putri). 

The perception of public relations and 

Humas functions as guardian of the 

company's image, connecting with the 

community and building company 

branding was raised by 10 publics. One of 

the informants said that the function of 

public relations and Humas is to form a 

good image, namely "providing 

information about the organization and 

maintaining a positive image of the 

company" (Sugeng Sutrisno). 

Next, six public informants perceived 

that public relations and Humas only have 

the function of forming a good 

organizational image in society, one of 

which was put forward by Luke, namely 

"Maintaining the image of the company 

itself" (Luke Oswald). 

Several informants have different 

opinions. Like the five public informants 

who perceived the function of public 

relations and Humas as communicators 

with external parties, "yes, communication 

with external parties" (Agung Hartono). 

Three other informants argued that the 

function of public relations and Humas was 

to go directly to the field, namely "The 

function of Humas is to go directly to the 

field to control conditions" (Bayu). In line 

with Bayu, other informants also agreed 

with the function of Humas, "Humas has a 

wider scope than public relations, and 

Humas has the duty to go directly to the 

field" (Rafa R). Selly also stated the same 

thing, namely "Humas goes directly to the 

community" (Selly Ferbrina). 

Meanwhile, some practitioners called 

public relations and Humas the same 

profession. Althea Kireina, practitioner 

from FISIP UB, answered that "In addition 

to building and maintaining public image, 

maintaining community relations, media 

relations, as well as handling crisis 

management and holding press 

conferences.” Another thing that was also 

stated by Ibnu Pohan, Head of Information 

and Communication Center of FISIP UB, 

who said that Humas or public relations has 

the same function, "Create an image or 

branding image and keep or manage the 

image of the organization where he works". 

Another practitioner, Nur Salam (Public 

relations of Polinema) also reinforced that 

public relations and Humas were the same 

profession. The function of public relations 
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and Humas was to build relationships, build 

a good image for the company, and solve 

problems related to the image of the 

company. Public relations or Humas was 

considered as the front of an institution 

whose job it is to provide information to the 

public. "The function of a public relations 

officer is to inform a news activity or event 

in a particular institution, to maintain the 

image of the place where he works and to 

compile an activity report to be submitted 

to the protocol party" (Nur Salam). 

It is interesting that there were 

practitioners who called public relations 

and Humas as different professions. 

Sutaman (Public Relations of UIN Malang) 

explained that the function of public 

relations tends to be more towards 

relationship communication, while Humas 

handles protocol, internal and external 

information, coordinates internal and 

external activities, and acts as a mediator in 

various internal conflicts. Sutaman's 

opinion that distinguishes public relations 

and Humas is also in line with the 

perception of Ulum (UM Humas) that "the 

function of Humas in government agencies 

provides answers to people who ask 

questions about these agencies, while 

public relations is almost the same as 

Humas on a wider scale, because public 

relations includes individuals, 

organizations and companies, while Humas 

is only within the scope of government”. 

Another practitioner who saw public 

relations and Humas as something different 

was Sumirah (Internal Communication at 

Merdeka University Malang). “Humas is 

more concerned with the inside of the 

campus, such as campus ambassadors, 

students who want to take part in 

competitions, campus seminars and 

others. The main function of this function is 

the internal part of the campus itself.” 

 

 

c. Gender issues 

The public and practitioner tended to 

have the same perceptions toward public 

relations and Humas based on gender. A 

total of 86 informant explained that both 

men and women have the same 

opportunity to become public relations 

practitioners. Giri Ramdani said that 

"Public Relations does not emphasize on 

the gender because public relations is 

definitely about soft skills in 

communication”. However, there are 18 

people who perceived that public relations 

or Humas practitioners were more suitable 

for women because women are perceived 

to be more attractive than men. A different 

point was stated by six other informants 

who argued that a man was more suitable 

to carry out the role and function of a public 

relations or Humas practitioner because 

men have more rationality in a job. 

Interestingly, there are three informants 

who believed that Humas practitioners 

were more suitable to be run by a woman, 

while public relations practitioners are 

more suitable to be run by men. Other 

informants, totaling 40 people, answered 

they did not know. 

From the practitioner's side, 

practitioners argued that all genders can 

become public relations practitioners, as 

long as they have credibility, skills or 

abilities. However, Santoso (Center for 

Information and Public Relations of 

Gajayana University) considered that 

"women are better suited to women 

because women are calmer, more tolerant 

and have better service to women but 

men's assertiveness is also very necessary 

in coordination and field affairs". Another 

opinion expressed by the informant who 

did not want to be named, "maybe for us 

men or women are the same, however, it is 

more flexible if public relations tends to 

women". 
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d. Educational Backgrounds 

Most of the public perceived that a 

background in communication and public 

relations is a priority for becoming a public 

relations or Humas practitioner. About 29 

people believed that everyone can become 

a public relations officer because the most 

important thing in this field of public 

relations is to have good communication 

and public relations skills. Al Khas Syairul 

Niam said that "any background does not 

have to incline to which education. But it 

must be able to convey information to the 

outside, so it must have good grammar and 

it must be persuasive”. 

One of the respondents, Amika, 25 

years old who worked as a kindergarten 

teacher, gave her argument that "Public 

relations is not necessarily chosen from a 

better graduate. So, in my opinion, it has 

advantages such as being responsible, 

thinking about positive things that are in 

them and people's views can also work well. 

Public relations have to think of plans when 

becoming a public relations”. 

Most of the practitioners, argue that 

the suitable educational background is 

communication science or PR itself, 

although in reality in the world of work, a 

public relations or PR practitioner does not 

have to be someone who also has a 

background in communications or PR itself. 

Communication science majors should be 

more suitable to be a public relations or PR 

practitioner but can be from any major. 

What is more important is to have 

competence in the field. Practitioners think 

that it is advisable for a public relations 

practitioner to have a communication 

background or public relations major 

because they already have the basics 

needed for practice. 

 

 

 

e. The competence of Public relations 

and Humas  

There were 22 informants answered 

that they did not know anything about 

what abilities a public relations and Humas 

practitioner should have. Eighteen other 

informants argued that the abilities a public 

relations practitioner should have is the 

ability to be attractive to the audience so 

they can get attention, are responsive, can 

speak well, and have high self-confidence. 

Good public speaking skills, 

communication skills and experience were 

chosen by 45 other people who thought of 

the suitable abilities for a public relations 

and Humas practitioner. 

From the practitioner's point of view, 

Eko who was a practitioner of the 

Gajahyana University's information and 

public relations center, explained that 

practitioners must "have good spirituality, 

good integrity, be good at positioning 

themselves, have good communication 

skills and have an attractive personality". 

Eight other practitioners argued that 

having communication skills and being 

capable and insightful were important 

abilities that public relations or Humas 

practitioners should have. 

There are two other practitioners who 

perceived that a public relations or Humas 

practitioner must be able to position 

himself as an intermediary in a company or 

be neutral, be able to update information 

and coordinate with internal and external 

parties well, and be close to superiors so 

that the public relations and Humas 

practitioner was able to run good 

information management (making 

magazines, tabloids, blogs), not forgetting 

the importance of being broad-minded, 

having an extrovert personality, and having 

a high social spirit and being sensitive to the 

environment and responsive in helping 

others. This is quite in line with the opinion 

of three other practitioners who explained 
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the importance of being able to approach 

well with the audience and the community 

in order to be able to easily establish 

interactions and persuade the community. 

Two other practitioners said that it was 

not only the communication skills needed 

by public relations and Humas 

practitioners, but appearance also deserves 

special attention. Sutaman said that “the 

practitioner must have a complete 

personality background, must master 

language communication, and be able to 

bridge". Through various views of 

informants, both public and practitioners, it 

can be concluded that in addition to 

communication skills, confidence, and 

attractive appearance, a public relations 

and Humas practitioner must also have 

other abilities that can support public 

relations and Humas works such as 

socializing, solving problems, having broad 

insight, the ability to write and see 

conditions and other supporting abilities. 

 

Build the Propositions 

From the data findings described 

above, the authors are able to formulate 

the following propositions: 

1. Public perceptions toward public 

relations tend to be positive perceptions. 

Positive perceptions include, among other 

things, the perception that public relations 

or Humas practitioners are a profession 

that establishes good relations and 

cooperation between the company and the 

public, maintains the image of the 

organization, and as a place to 

accommodate messages or information 

and convey the information to the public. 

2. Even though they tend to think of them 

as the same profession, some public and 

practitioners still consider public relations 

and Humas as different professions. 

3. Although they tend to think of public 

relations as a profession that both men and 

women can do, a small proportion of the 

public and practitioners consider the public 

relations profession to be more suitable for 

women. 

4. There is no difference between the public 

and practitioners regarding the educational 

background of a public relations 

practitioner. Most of them think that public 

relations practitioners should come from 

the disciplines of Communication Sciences 

and public relations. 

 

Discussions 

This study has succeeded in illustrating 

that there are positive developments 

regarding public acceptance of the public 

relations profession. The public and 

practitioners have very good perceptions of 

this profession. The authors believe that 

Edward Bernays' thoughts have been 

accepted by the public.  

Bernays has offered the concept of 

public relations counsel, i.e. practitioners as 

management advisors. This concept 

develops public relations practice as an 

activity to help management interpret the 

public and help the public to interpret 

management. The concept of public 

relations counsel was offered by Bernays in 

response to the many propaganda that 

tended to be negative and manipulative. 

Bernays lays the foundation for 

professional communication practice. 

Previously, public relations as known today 

was more of a press-agentry nature and 

direct publicity. In the end, Bernays 

introduced the concept of new 

propaganda, which is balanced 

manipulation by paying attention to public 

approval and based on research and 

promoting ethical aspects through two-

way interpretation (Culbertson et al., 1993; 

Grunig & Hunt, 1984; Lamme & Russell, 

2010). 

This positive public perceptions in this 

current research also seem to confirm some 

previous research that the practices of 



Kriyantono & Anggraini  Public Relations and Humas…. 
 

Jurnal KOMUNIKATIF Vol. 9 No. 2 Desember 2020                                                                               164 
 

public relations in Indonesia have started to 

adopt a two-way symmetrical 

communication model, although there are 

still many asymmetrical two-way 

communication (Kriyantono et al., 2017; 

Kriyantono, 2019a). The two models are 

better than the press-agentry and public 

information models, which are still one-

way communication (Bosley, 2010; Halff & 

Gregory, 2014; Mundy, 2016).  

The positive public perceptions are also 

possible due to the increasing 

implementation of the online public 

relations approach in public relations 

practice in Indonesia, both in business 

institutions and in government institutions, 

including state universities, such as the use 

of websites (Azhary et al., 2018; Elidjen, 

2017; Idris, 2017; Kriyantono, 2020a). Today 

is the era of online or digital public relations 

(Verčič, Verčič, & Sriramesh, 2015), which 

corresponds to the characteristics of most 

Indonesians who have entered the era of 

internet technology and industry 4.0 

(Hidayanto & Kartosapoetro, 2020; 

Shindita & Mukaromah, 2020). In general, 

the internet has had a positive effect on 

government agencies in carrying out their 

service functions in the current democratic 

era (Ahmad, 2019; Androutsopoulou et al., 

2019; El-Haddadeh et al., 2019; Mergel, 

2019). 

Regarding the media's great ability to 

influence and form public perceptions 

(Apuke, 2018; White & Park, 2010), the 

digital public relations approach can help 

create long-term relationships between 

public relations and the media. The media 

is also able to form public perceptions with 

negative words and creates framing such as 

"public relations gimmick" and "public 

relations nightmare". This framing is called 

the second-level agenda setting (Kiousis et 

al.,2016; White & Park, 2010). Through this 

long-term relationship, in the end, public 

relations is able to influence this media 

framing (Kiousis et al., 2006). As a result, 

the public's perception can be kept positive. 

For the media, the use of websites as a 

means of disseminating information has 

proven to be very useful as a source of news 

for journalists and ultimately affects the 

quality of democracy ( Robinson, 2014; 

Suntai et al., 2018).  

From the data findings, there are things 

that have apparently escaped the 

understanding of the public and 

practitioners. Nobody perceives public 

relations or Humas as a crisis manager, i.e. 

having the task of managing the crisis and 

as a profession that manages CSR 

(Corporate Social Responsibility) activities. 

In fact, in various literature, it is found that 

public relations practitioners, as the person 

in charge of communication management, 

play a vital role in crisis management (as 

crisis managers) (Cho & Yeng-Hong, 2016; 

Anggraini & Kriyantono, 2018; Claeys & 

Cauberghe, 2015; Coombs, 2015; 

Indiraswari et al., 2018; Kriyantono, 2015).  

The authors perceive that this is due to 

a lack of understanding that the crisis is 

actually caused by communication factors. 

This is based on the opinion that "faillure to 

communicate is one of the biggest 

mistakes you can make in a crisis situation" 

(Duke & Masland, 2002, p. 31).  

Then, CSR should be the responsibility 

of public relations or Humas practitioners 

(Kriyantono,  2019). CSR is an important 

factor in increasing the credibility of public 

relations (Shah & Chen, 2010) and the 

reputation of the organization in times of 

crisis (Hai-Yan et al., 2012; Jeong, 2009).  

The tendency of positive perceptions 

also proves that public relations has 

credibility in the minds of the public. If 

public relations does not have a credibility 

aspect, the public may choose not to trust 

the information conveyed by public 

relations (Callison, 2004). Especially for 

government agencies, if practitioners do 
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not have credibility, it is very contrary to the 

main role of public relations as a facilitator 

of public information disclosure in the 

democratic era (Robertson, 2020; 

Tantivejakul, 2019). 

In addition, the number of practitioners 

who perceive their profession positively, 

based on Self-Fulfilling Prophecy Theory 

(Merton, 1948), has the potential to make 

public relations activities that practitioners 

do more effective. “If men defines 

situations as real, they are real in their 

consequences.” (Merton, 1948, p. 193). So, 

it can be concluded that the more positive 

the perception of work, the more positive 

the resulting performance. 

This current research also produces 

propositions that some public and 

practitioners still perceive the public 

relations and Humas professions as 

different professions, although the 

majority tend to think of both terms as the 

same profession. The authors consider it a 

challenge to provide an understanding to 

the public that these two professions are 

the same, only in different terms. Public 

relations is in English, Humas is in Bahasa. 

Understanding of these two terms is 

important because, based on the Self-

Fulfilling Prophecy Theory, it can affect 

performance effectiveness. Kriyantono 

(2017b), using the measurement standard 

of Excellent Theory in Public Relations, has 

proven that practitioners who call 

themselves Humas are less excellent than 

practitioners who call themselves public 

relations. 

From reviewing literature, the authors 

have found that the definition, function, 

and scope of public relations according to 

Western academic literature (such as Elving 

et al., 2012; Gregory, 2010; Grunig & Hunt, 

1984; Grunig, Grunig, & Dozier, 2002; 

Heath , 2013; L'Etang, 2004; Lattimore et 

al., 2007) are in line with several ministerial 

regulations on public relations, such as 

Regulation of the Minister of State 

Apparatus Empowerment-Bureaucratic 

Reform no 6 of 2014 concerning Public 

Relations Organizations ; Regulation of the 

Minister of Administrative and 

Bureaucratic Reform No. 30 of 2011 

concerning General Guidelines for Public 

Relations Governance in Government 

Agencies; Permenpan-RB No. 31 of 2011 

concerning General Guidelines for Public 

Relations Infrastructure in Community 

Institutions; Regulation of the Minister of 

Home Affairs No.13 of 2011; and Regulation 

of the Minister of Communication and 

Information Technology No. 35 of 2014 

concerning the Public Relations 

Coordinating Board.  

Both academic literature and the 

regulations define public relations or 

Humas as a management function in the 

field of information and communication 

that is persuasive, effective, and efficient, 

to create harmonious relationships with the 

public, to create a positive image and 

reputation. So, it can be said that public 

relations is another name for Humas. 

Furthermore, the research has also led 

to the another proposition that, although 

the majority tends to regard public 

relations as a profession that both men and 

women can work, some of the public and 

practitioners consider the public relations 

profession to be more suitable for women. 

This finding shows that the development of 

democracy in Indonesia is getting better, 

which is one indicator, according to 

Nashriyah et al. (2020), is the reduction of 

gender discrimination. Moreover, public 

relations is a profession dominated by 

female workers (Erzikova & Berger, 2016; 

Place & Vanderman-Winter, 2018) or 

female concentrated and female 

dominated (Pompper & Jung, 2013). 

The last proposition claims that both 

public and practitioners tend to perceive 

that the education background of 
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Communication Science and public 

relations plays a role in the success of public 

relations activities. This proposition further 

reinforces the findings of previous 

literature that public relations is 

multidisciplinary in nature (Greenwood, 

2010; Kriyantono, 2017a, 2020b; Mundy, 

2016; Sisco et al., 2011). In addition, the 

development of public relations started 

from a practical aspect (Horsley, 2009; 

Lamme & Russel, 2010). The need for public 

relations theories for practical success is 

also recognized by practitioners in the US, 

Germany, Singapore, Australia and New 

Zealand (Wehmeier, 2009). 

The data findings also show the 

practitioners’ statement that many 

practitioners do not come from a 

communication science and public 

relations education background. This 

phenomenon is commonly known as 

encroachment, in which the field of public 

relations is filled by people who have no 

background in public relations, public 

relations is under the coordination of other 

divisions, or public relations functions are 

carried out by other departments (Papilaya 

et al., 2018). 

Since theory is knowledge about the 

real world that is organized, thus helping 

people to visualize and explain something 

(Neuman, 2014), the authors believe that 

communication science graduates have 

theoretical capital that helps the practical 

application of public relations. According to 

Botan & Hazleton, Jr (2006), there are four 

theoretical functions for public relations 

practitioners, namely the function of 

description (theory provides vocabulary for 

learning and explaining public relations 

concepts) which practitioners may not be 

familiar with; Understanding function 

(Theory functions to provide an 

understanding of public relations); 

Prediction and control functions (Theory 

has the ability to predict, control, and 

anticipate the possibilities of applying 

concepts). For example, if the organization 

does not apply the concept of boundary 

spanning, public relations practitioners can 

predict that this will affect the quality of 

relations with the public and cannot 

properly manage issues; Heuristic functions 

(theories are related to each other and are 

integrated with each other to be used to 

solve problems). 

 

Conclusion 

This study has confirmed the research 

assumption that public perceptions of the 

public relations profession tend to be 

positive. These results contribute to 

changing the previous view that public 

relations is considered an attempt at 

manipulating communication messages. 

The research contribution can be seen 

from the four propositions offered, namely 

the public's perception of public relations 

practitioners tends to be a positive 

perception. Positive perceptions include, 

among others, the perception that public 

relations or public relations practitioners 

are a profession that maintains good 

relations and cooperation between the 

company and the public, maintains the 

image of the organization, and as a place to 

accommodate messages or information 

and convey this information to the public; 

Even though they tend to think of them as 

the same profession, some publics and 

practitioners still consider public relations 

and PR as different professions; Although 

they tend to think of public relations as a 

profession that both men and women can 

do, a minority of the public and 

practitioners consider the public relations 

profession to be more suitable for women; 

and there is no difference between the 

public and the practitioner regarding the 

educational background of a public 

relations practitioner. Most of them think 

that public relations practitioners should 

come from the disciplines of 
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communication sciences and public 

relations. This study has confirmed the 

research assumption that public 

perceptions of the public relations 

profession tend to be positive. These 

results contribute to changing the previous 

view that public relations is considered an 

attempt at manipulating communication 

messages. 

This study has confirmed the research 

assumption that public perceptions of the 

public relations profession tend to be 

positive. These results contribute to 

challenge the previous view that public 

relations is considered an attempt at 

manipulating communication messages. 

However, the results of this study 

cannot be generalized in a context that 

includes all public relations activities in 

Indonesia. The limited number of 

informants and the low principle of 

informant representation make data 

generalization low. In addition, this study 

does not focus on investigating the 

effectiveness of public relations activities 

and only focuses on the description of 

public and practitioner perceptions. 

Therefore, for further research, the 

authors recommend conducting survey 

research to evaluate the correlation of the 

four propositions. This includes examining 

the correlation between perceptual trends 

and the use of a digital public relations 

approach. In addition, the authors 

recommend examining the correlation 

between perceptions and quality of work of 

public relations practitioners. 
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