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Introduction 

The phenomenon of public relations is considered to be one of the most topical issues 

within the scope of management in the current course of time. The current project deals with 

the phenomenon of PR in terms of their practical implementation. It provides in-depth 

analysis and consistent comparison of two contemporary PR campaigns: Red Bull Stratos PR 

Campaign and the PR campaign concerning Royal Mail Gold Postboxes. The analysis deals 

with such significant scopes of the PR activity as ethics, discourse and power as well as 

public sphere. The aforementioned PR campaigns are chosen for the current analysis course 

as far as they have been considered to be in the Top-5 of the advertising scope in 2013.  

The Phenomenon of Public Relations 

According to Cutlip, Center & Broom (2006), the phenomenon of PR (public 

relations) should be regarded as the management function of crucial significance that 

develops and maintains such kind of relationships which are constructive, perspective and 

mutually beneficial in terms of the activity of particular corporation and the publics (target 

audience). Actually, the potential success or failure of the corporation directly depends upon 

this target audience. Therefore, all the stages of corporate activity should be aligned with the 

needs, expectations and wishes of the target audience, whereas the PR campaign should be 

aimed at direct and efficient communication of the advantages and prerogatives of particular 

service or product, its uniqueness within the scope of concern, etc.  

The contemporary PR activity is expected to be innovative, creative and motivating in 

order to reach the key goal as far as the current business world provides the tremendous 

diversity of the offers and options for the customers to choose from. Moreover, it is 

appropriate to underline the following significant aspect: the phenomenon of public relations 

activity is regarded as a multidimensional process that involves twelve key functions in terms 
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of corporate management performance. One of the most crucial functions attributed to the PR 

phenomenon is the competency function – media relations. This function is directly 

connected with the course of development of trust of the customers to the brand as well as to 

the offered products or services. The aforementioned function is regarded as the key one as 

far as the issue of trust appears to be the hardest one to win in the contemporary business 

world. The corporation should not only position its corporate activity as the reliable and 

trustworthy one, but also to confirm it in practice.  

Moreover, the functions of external communication and community relations are also 

very important as far as they are responsible to sustain and improve the trust and preference 

the target audience tends to display toward particular corporation and its activity.  

Hence, the analysis of the selected contemporary PR campaigns will be based upon 

the framework of the key functions and level of their relevant fulfillment as well as on the 

final outcomes of the campaign and produced impact upon the target audience. 

PR Campaigns 

The PR campaigns which have been selected for the current course of comparison and 

analysis are as follows: Red Bull Stratos PR Campaign and the PR campaign concerning 

Royal Mail Gold Postboxes.  

First, it is necessary to outline the essence and the key strategic aspects of each PR 

campaign. The first one is Red Bull Stratos PR Campaign. This PR campaign appeared to be 

possible due to the record provided by Felix Baumgartner, Austrian skydiver and base 

jumper. Baumgartner is known on the global scale by his breaking the sound barrier within 

the freefall. The Red Bull Corporation selected a very perspective and “catching” event to 

connect with their new advertising campaign.  It represents the “spirit” of Red Bull product: a 
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reckless, brave and seductive hero that is open for adventures and the world around him. 

Furthermore, the Baumgartner’s activity symbolizes innovation and challenge which are 

considered to be the core elements within the framework of Red Bull priorities. Hence, the 

choice is considered to be perfect and grounded.  

Actually, it is also essential to underline the active participation Red Bull has taken in 

the whole process. “Video footage of the test jump was recorded and released by Red Bull. In 

the build-up to the mission, numerous behind-the scenes videos and photos were released, 

alongside interviews and quotes from the team” (Rice 2013). These aspects are also 

considered to be of tremendous significance for the overall efficiency of the PR campaign as 

far as they provide direct participation and evidential basis for Red Bull. The aforementioned 

aspects increase the authority of the corporation and contribute to the effective fulfillment of 

the media relations function which provides and improves trust of the target audience. The 

selection of such an approach in terms of a new PR campaign confirms the following: the 

target audience observes two successful and amazing brands which present a new product for 

their leisure time. It is apparent that the associative range of the target audience linked to the 

concept of a new product offered in such a way will be positive and perspective for further 

corporate performance and its consequent outcomes. The customers are expected to associate 

themselves with the presented in the PR campaign character provided they are ‘featured’ by 

the Red Bull product.  

As Rice (2013) states, “Stratos was a bold and highly ambitious project. Taylor 

Herring co-founder James Herring says: 'It's rare to see people take on such a level of risk, 

with a project requiring such long-range planning.” It is significant to underline the huge 

budget of the currently discussed PR campaign and at the same time huge stakes the project 

has put the corporation up to. Thus, the overall evaluation of the PR campaign by Red Bull is 

as follows: it is a challenging, high standard, creative and constructive PR activity.  
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The next dimension of the discussion is connected with the PR campaign of Royal 

Mail Gold Postboxes. Actually, it is necessary to underline the dubious nature of the 

discussed PR activity as far as it has been closely connected with another PR activity that has 

been targeted at promotion of Gold Medal Stamps. Hence, their interrelation is sufficiently 

essential for the current discussion.  

As Rice (2013) underlines, the essence of the currently analyzed PR campaign is as 

follows: “On 27 July 2012, Royal Mail announced that it would paint one of its red postboxes 

gold in the home town of each Team GB Olympic and Paralympic gold medallist.” It also 

should be highlighted that it has been the first time the traditional red color of the mail boxes 

has been changed. Hence, it is a historically relevant event that along with the dedication to 

the Olympic and Paralympic winners provides relevant and effective fulfillment of the media 

relations function. Actually, the unity of these two aspects should be considered to be the 

background for the significant interest and concern that has been apparently displayed both 

from local citizens and from curious tourists. It is sufficiently evident that the aforementioned 

interest contributed tremendously to the promotion and actual development of the PR 

campaign targeted at Royal Mail Gold Postboxes. First, the overall strategy of the PR 

campaign is constructive and consistent. Second, the tourists and their significant activity in 

the scope of sharing private photos and videos via social networks from the site of Royal 

Mail Gold Postbox’s location is regarded as the main driver of such a success in terms of 

promotion. Hence, the scope of tourism received one more spot of attraction and the famous 

history of traditional red mail postboxes received symbolic alteration in its course of 

development.  

It is also significant to underline the fact that the currently discussed Royal Mail Gold 

Postboxes appear to be not just an average sponsor of the Olympic and Paralympic Games, 

but more a significant licensee. As Rice (2013) emphasizes,  
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But its campaign became recognized as part of London 2012, to the extent that the 

brand was the only non-sponsor invited to join the victory parade in September. The 

brand received a higher volume of mentions on Twitter than some global sponsors 

over nine days of the Olympics. 

Thus, the aforementioned PR campaign should evidently be considered to be 

successful and perspective, especially taking into consideration the fact that the gold color of 

the mail postboxes will remain such forever. 

Analysis and Comparison of Two PR Campaigns 

First, it is relevant to analyze the essence of the PR campaign, i.e. the core motivator 

of their success. The success of the PR campaign for Red Bull may be explained by 

significant challenge and extraordinary approach toward the public relations activity, whereas 

the success of Royal Mail Gold Postboxes PR campaign is closely connected with major 

priorities and values as well as with topicality of the involved phenomena (i.e., traditions of 

the Great Britain in terms of red color of the mail postboxes and significant meaning of the 

Olympic and Paralympic Games).  

Second, it is significant to discuss the target audience the currently analyzed PR 

campaigns have been developed for. The Red Bull Campaign apparently target the young 

generation who appreciates adventures, adrenaline, challenges, innovation and creative 

approach. Therefore, the corporation made a constructive decision and introduced the course 

of collaboration with Baumgartner in terms of a challenging and high budget project – Red 

Bull Stratos PR Campaign. Hence, the young generation received the hero, Baumgartner 

became famous on the global scale, and Red Bull Corporation succeeded in the commercial 

scope.  



GOLDESS
AYS

PR Campaigns     7 
 

The next issue to be obligatory analyzed and compared is the area of impact of the 

discussed PR campaigns. Both PR campaigns should be regarded as globally relevant 

because of the following reasons: Red Bull Corporation incorporated the course of direct 

participation within the process of breaking the globally relevant record, whereas Royal Mail 

Gold Postboxes PR Campaign united a sports event that is apparently tremendously 

significant on the global scale with breaking the conservative outlook of the British street 

order. Hence, the area of impact had to be as huge as possible. The traditional media was not 

enough for such a scale of the PR activity. Therefore, the main motivator as well as 

informative center in terms of both promotional processes appears to be the set of relevant 

Internet resources. The most efficient and helpful Internet resources in terms of Red Bull PR 

campaign as well as Royal Mail Gold Postboxes PR campaign should be considered to be 

blogs where the users share personal experience, opinions as well as photos and videos which 

vividly illustrate the issue of interest and provide efficient PR effect; social networks where 

the concept of sharing is even more active and effective; online advertisements which feature 

the key points of the upcoming event or recent experience. For instance, “Live streaming of 

the mission on YouTube generated more than eight million views and the jump became a 

global phenomenon” (Rice 2013). The blog spots and social networks are considered to be 

the key Internet drivers of success in terms of Royal Mail Gold Postboxes PR Campaign as 

far as these online sources attract numerous users which may be potential visitors to the place 

of interest.  

The next three crucial criteria according to which the currently discussed PR 

campaigns will be analyzed and compared are as follows: ethics, the public sphere, discourse 

and power. 

Ethics Considerations 



GOLDESS
AYS

PR Campaigns     8 
 

First, it is relevant to discuss the messages the selected PR campaigns convey to the 

public in terms of proper and relevant ethical considerations. As Rinrattanakorn underlines,  

“According to David Ogilvy, guru in advertising industry, suggests that magic words such as 

new, free, save, and win in headlines or slogans can increase the chance of attracting 

attention.” Therefore, both PR campaigns should be considered to succeed within the 

aforementioned criterion as far as each of them introduced certain innovation and broke 

certain norms or standards (Baumgartner broke the sport record, whereas the developers of 

Royal Mail Gold Postboxes idea broke the “eternal” traditions and customs of the national 

scale). Furthermore, the messages were formed clearly and vividly. Therefore, they appeared 

to be so motivating and efficient concerning the final outcomes of each PR campaign. 

Though, it is essential to underline the profound difference in terms of the essence of the 

discussed messages. The key message of the Red Bull PR Campaign was targeted at certain 

commercial aims and tasks to be properly and timely fulfilled as well as upon actual 

expansion of the area of impact in the world of business, whereas Royal Mail Gold Postboxes 

PR Campaign was developed in order to reach primarily at the socio-cultural targets and 

provide certain system of values and priorities within the contemporary global community. 

Hence, the scope of ethicality in its broad meaning has been met more properly and 

significantly by Royal Mail Gold Postboxes PR campaign. Though, there are other aspects of 

the concept of ethics within the PR activity which also should be taken into consideration. It 

is relevant to underline the fact that the most crucial and constructive aspects of the 

phenomenon of ethics within the scope of interest are telling the truth to the target audience 

and providing the PR performance in strict accordance to the legal considerations (Ethics in 

the PR Industry n.d.). Actually, Hoggan (2013) supports the aforementioned argument by the 

following highlights:  
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Stanley says it makes sense that a scientific debate should take place in a “scientific 

way” through journals and conferences. When the public is involved, we can choose to 

believe and listen to those who are reliable, and tune out those who are not.  

The aforementioned significant aspects are absolutely met by both PR campaigns. The 

Red Bull PR Campaign features the apparent truth as far as the process of breaking the record 

has been shot via live streaming. Furthermore, all the legal concerns have been appropriately, 

professionally and timely dealt with beforehand. The same picture is observed in terms of 

Royal Mail Gold Postboxes PR Campaign. 

Quigley (2010) underlines the crucial significance of the following aspect of the 

course of PR activity in terms of ethics considerations: language, cultural scope, environment 

and the system of communications delivery. The same approach is supported by Reddi 

(2009). It is essential to focus on the aspect of the environment as far as all the other aspects 

have been already to certain extent referred to above. Hence, both PR campaigns feature the 

concept of sport as the core element within their framework of priorities. Moreover, no 

environmentally threatening or dangerous activities have been conducted concerning the PR 

campaigns’ course. Therefore, it should be concluded that the ethics considerations have been 

properly and consistently taken in consideration and constructively followed.  

The Public Sphere 

The key aspect of the public sphere involvement and actual impact that has been 

provided upon it has already been addressed to certain extent in the course of afore-presented 

analysis and comparison processes. Hence, it is relevant to summarize all the most relevant to 

the scope of interest outcomes of the analysis course.  



GOLDESS
AYS

PR Campaigns     10 
 

First, the public appears to be actively and properly involved in the course of PR 

campaigns course of conduct. The PR activity is open and innovative. Therefore, it appeals to 

the public and provides positive final outcomes.  

Second, the course of communication with the target audience and the data delivery 

system are organized consistently and function efficiently.  

Third, interaction with partner corporations and non-profit organizations provides 

wider scope of public concern and more perspective promotion.  

Next, it is essential to underline the fact that both PR campaigns are sufficiently open 

to the public. This aspect characterizes the huge potential for perspective development of the 

PR activity of the discussed establishments in the future.  

Discourse and Power 

The concept of power should be regarded as multidimensional aspect that is 

actualized in the course of PR activity. First, the power of message should be underlined. 

Both PR campaigns convey significantly strong and profound messages. The power of the 

key messages is strengthened by means of outer factors. For instance, the influential factors 

in terms of Red Bull PR campaign are as follows: the power of the uniqueness of the 

phenomenon that has been featured as a central one (breaking the record by Baumgartner); 

the power of live streaming of the record; the power of topicality of the featured type of a 

person; etc. The significance of Royal Mail Gold Postboxes PR campaign is highlighted by 

means of the power of the radical change that appears to be the core element of the whole 

activity course as well as by the power of associations linked to the key idea of the 

aforementioned campaign. 
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The next dimension of the power in terms of discussed PR campaigns is the scope of 

communication with the target audience. Actually, this scope if the core one as far as the 

level of its efficiency directly impacts the final ramifications of the whole campaign. Hence, 

it is essential to underline the following aspects of the power of communication within the 

currently analyzed PR campaigns: 

•  The power of communication of Royal Mail Gold Postboxes PR campaign: 

vivid demonstration of the core values and efficient communication of basic priorities; 

distinct and consistent correlation between the conceptual framework announced as the basis 

of the campaign and its actual implementation in practice. Furthermore, it is significant to 

underline the diversity of the channels of communication: Internet resources (blogs, social 

networks, official web site and relevant online resources, etc.); magazines and newspapers; 

TV media; etc. Moreover, the course of communication is considered to be consistent and 

perspective (for instance, the final outcome of the campaign has been connected with the 

decision to leave the gold color of the mail postboxes); 

•  The power of communication of Red Bull PR Campaign: innovative 

technologies’ incorporation, creative approach and challenging subject as well as diversity of 

the communication channels. 

Hence, the following conclusion should be made: both PR campaigns present 

significant power of communication with different approaches (Red Bull Corporation 

incorporates the policy of innovative approach toward the course of communication, whereas 

Royal Mail Gold Postboxes PR Campaign is distinguished by more conservative one). 

The concept of discourse in terms of PR activity is regarded as “a way of representing 

the nature of society and human beings. It is a framework of words and images through 

which we see ourselves at any point in time” (Garner 2010). The analysis and comparison 
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course of the scope of discourse in terms of currently presented PR campaigns resulted in the 

following crucial aspects: 

•  The scope of key images and representations of the PR campaign by Red Bull 

Corporation involves ”universal” hero, adrenaline, adventure, youth, risk and innovation 

images represented in the course of campaign, whereas Royal Mail Gold Postboxes PR 

Campaign features radical change and national tokens within its core discourse.  

•  The similar representation modes for both PR campaigns include the image of 

sport as a symbol of modern power and significance as well as the concept of permanent 

development and improvement as the basic target for every contemporary person. 

Furthermore, it is essential to analyze the level and significance within which the 

outlined PR campaigns relate to the phenomena of activism and clicktivism. Actually, the 

notion of activism stands for the phenomenon that is targeted at the course of promotion, 

impediment as well as on provision of the significant alteration within the scope of 

environmental, economic, socially or politically relevant contemporary issues. It is necessary 

to underline the peaceful essence of the aforementioned purposeful activity. Hence, it is 

evident that the discussed PR campaigns may be regarded as particular samples of the 

activism strategy as far as they provide peaceful, relevant in terms of social and cultural 

scopes policy. Though, the targets differ the overall comprehension of the final purpose of the 

PR campaign as far as Red Bull Campaign is aimed at commercial success, whereas Royal 

Mail Gold Postboxes PR Campaign is more focused upon socio-cultural scope of the concern. 

Though, both of them tend to promote significance of the sport by means of their PR 

campaigns as the key issue.  

The concept of clicktivism may be also related to the case of currently analyzed PR 

campaigns. The notion of clicktivism should be comprehended as the course of incorporation 
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of collective efforts which are targeted at certain topical and urgent solution-to-be-made, and 

is conducted by means of innovative tools and technologies. Both PR campaigns tend to 

follow the aforementioned scenario of clicktivism policy incorporation. Furthermore, they 

implement diverse innovative tools from the scope of social media and online resources to 

motivate the course of targeted solution.  

Conclusion 

The currently presented course of detailed analysis and comparison provides a 

significant background for the final conclusion. Thus, both PR campaigns are concluded to be 

constructively developed, efficient and significantly perspective. Furthermore, such crucial 

dimensions of the PR activity as discourse and power, public sphere as well as ethical 

considerations are apparently properly organized and implemented. Moreover, the 

aforementioned PR campaigns vividly correlate with the phenomena of activism and 

clicktivism.  
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