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ABSTRACT

Prizes, Economic Aids and Scholarships/Grants are public relations techniques
because they promote a new form to see and to understand the organization, and they
head for as much to the internal publics as to the external ones. They are a form of being
interrelated with some concrete publics although their influence indirectly also arrives to
many other publics. They are a form of communicating the restlessness of the
organization regarding a social, cultural, educational or scientific problem. They are a
form of social, cultural, tourist, educational or scientific promotion. Definitively, a form
of CSR —Corporate Social Responsibility— that contributes financing projects that deserve
that attention.

L. INTRODUCTION

In the face of the decision of taking the social responsibility way. most of
managers and directive consider that first they should make money and. afterwards, and
only afterwards, they will be able to dedicate it to non-lucrative ends. They cannot
distract own resources in something that 1s not the own benefit. When the benefit
overcomes some concrete limits, maybe they can think about a socially responsible
behavior. But on the other hand. some limits imposed by the own level of collective
wellare exist. Countries like Spain. that seemingly they are rich but that newly have left
the poverty, they have not still consolidated a welfare generation feeling. Most of people
and companies, in the Spain of the XXI century. they still consider that they don't have
enough like to distribute own goods. But, it's evident that things are changing. In some
countries it changes more, in other less ones. The future tendency 1s glhimpsed toward
cooperative actions among companies, investors, workers, clients and the own
community (Palencia-Lefler, 2001, page 39). In spite of the current tendency to the
globalization in the public context. the necessary force to be competitive will come by the
community health, on the stability of the work positions and a good citizens’
education. The companies, although they will follow global tendencies. will have a
“State” and a human “community™ to their backs. And that “community” should feel
responsible for their companies and their objectives. In that sense, the creation of
company wealth through their own activity —producing, creating, generating, changing,
serving— it’s the social biggest contribution that can make. Although it also create wealth
with a pleasant labor climate inside the organization (internal publics) that values the
work of their directive and employees. that offers improvement of opportunities,
continuous formation and invests in their future. The companies that understand their
CSR by this way promote in their employees social voluntary forms through which
foment the human values, giving a bigger sense to the work and the lifestyle. Hence, the



managerial responsibility —that it begins doors inside— can expand towards outside
(external publics), transforming the individual philanthropy into a collective fact.

This way. if we understand the corporate philanthropy as a generous commitment
of all the people who form the organization —contributing time, talent and resources in
favour of the integral development of the community— it’s clear diverse options to be
socially responsible:

A. Philanthropy and public responsibility: Donation / Patronage / Prizes/ Scholarships /
Social Hiring

B. Philanthropy organized in a new entity: Corporate-foundation

C. Philanthropy and commercial strategy: Sponsorship / Cause-Related Marketing

Without thinking 1t twice, public relations should promote the CSR in the client,
since the benefits that it obtains “all those that cultivate their publics™ are enormous. It
could be thought of a certain obligation of behaving in that way. As Uribe affirms —an
Spanish public relations expert— the CSR it’s another tool of the corporate
communication "although their compensation is not to appear in the media but morale
and ethical. so that it’s returned to the society what the society has given us™. (ADECEC,
1998, p.274). Anyway. the CSR 1s not improvised. Alter a strategic decision, il exists a
long planning process and a slow introducing of the new managerial style, that it affects
the internal publics as the external publics. That whole process can be lead by an open
and committed public relations with "all” the publics of the organization. It 1s necessary
to aflirm that Prizes, Economic Aids and Scholarships/Grants are public relations
techniques because they promote a new form to see and to understand the organization,
and they head for as much to the internal publics as to the external ones. Also:

e They are a form of being interrelated with some concrete publics (investigators,
opinion leaders. writers. students, housewives, children, retired. etc.) although
their influence indirectly also arrives Lo other publics (media. family of the
interested ones. educational and investigation cenltres, social sectors. elc.).

e They are a form of communicating the restlessness of the organization regarding a
social, cultural, educational or scientific problem (it transfers their concern to the
experts, to the most prepared. to the most sensitive, from among which it’s
expected that the most appropriate responds).

e They are a form of CSR that contributes financing projects that deserve that
attention.

e They are a form of social, cultural. tourist, educational or scientific promotion.

Prizes. Economic Aids and Scholarships are techniques very near to the Patronage
because they are looking for a continuity —contrary to the donation that is punctual-. On
the other hand, they are characterized to condition their support to the possible
beneficiaries through some prerequisites (age. genus. professional condition. social
condition, studies, academic qualifications, nationality, local-national-international
projection. etc.) that they stigmatize the final resull. although they transform it into a
selective share 1in  which many publics are outside of the reach of the
technique. Somehow, and contrary to most of corperate social action characterized by a
certain outrage, in this case, the “Participation Bases™ ol Prizes, Economic Aids and





















