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Abstract
This paper presents an examination of communitarianism ethics and its emphasis on community and responsibility as an ethical base for public relations. It studies the importance businesses currently place on social responsibility, quality, and stewardship and how these core values fit within a communitarian approach. A communitarian foundation for public relations may enable organizations to respond to crises and other situations appropriately because of the sense of community public relations seeks to build. 	Comment by Jessica Nelson: Make plural to match “situations.” 
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The Impact of Communitarian Ethics on Public Relations
Born of Aristotelian and Hegelian origins, communitarianism boasts the ethical need to balance individual or organizational rights with the welfare of the community as a whole (Dahlgren, 2006).  As Dahlgren (2006) noted, the communitarian movement arose in the United States during the 1980s in response to more robust liberal theories and practices for addressing social problems.  Communitarianism is comprised of three broad ideals: the desire to regenerate communities, the need to balance social order with autonomy, and the promotion of the common good through voluntary efforts.  Communitarian leaders are social beings shaped by the values and cultures that comprise their respective communities.  	Comment by Jessica Nelson: Different word?

When I hear “boasts” in conjunction with a non-human entity, I think of something along the lines of “This restaurant boasts the best lobster bisque on the eastern seaboard.” 

I think “combines” would be more appropriate here.	Comment by Jessica Nelson: A single space after a period is now considered the standard and most publishers will ask that authors remove double spaces. This can be easily done using find and replace to substitute a single space for two.
A central ethical tenant of this young philosophy is the shift from discussing individual rights to a more holistic response to the masses.  Leaders make the case that although people can appreciate specific rights, their actual obligation is to fulfill certain responsibilities to their local communities and society as a whole (Leeper, 1996). 	Comment by Jessica Nelson: Since we haven’t referenced any specific leaders, saying “these leaders” makes the reader feel like they’ve missed important information. However, “Leaders” could be expanded to “Communitarian leaders” to help establish that the leaders talked about repeatedly in the essay are communitarian leaders. Then, later, the readers will know that all references to “leaders” means “communitarian leaders.”
[bookmark: x-Shared_Values]Accordingly, Heath (2006) suggested that public relations (PR) should improve mutually beneficial relationships through understanding and communication. Thus, the good of the community is served, while public relations strategies and connectivity provide awareness of service and ethical commitment.	Comment by Jessica Nelson: Right up until this point, your language has been straightforward, easily understandable, and accessible to someone with no prior knowledge of the subject. As you get into the main points of your paper (and, understandably, the more specialized knowledge), however, the language becomes increasingly abstract and the syntax becomes more complicated. As a result, the style of the writing gets in the way of the meaning. The best way to simplify language without losing the style is to eliminate prepositional phrases, replace Latinate words, and use active voice instead of passive voice. Please see individual comments and my letter for more information.	Comment by Jessica Nelson: Active
Defining Communitarianism Ethics
Communitarianism is a social philosophy based on the values of the common good, just as libertarianism is focused on the values of liberty (Etzioni, 2016). As Etzioni (2016) noted, although the field of scholars who are considered communitarians is still small, the values of the body of work stem from the practices shared in the Old and New Testaments, as well as by the ancient Greeks, the Catholic Church, Confucius, and democratic socialists among others. Strong communitarians  concern themselves with only the common good and will ignore individual rights if they believe the common good is better served by their actions. Some scholars have questioned the ethical intent of this approach. 
Moreover, on an individual level, communitarian ethicists have stressed the direct connection between an individual and the surrounding community and have stated that a person's social identity is shaped primarily by community relationships (Bell, 1993; Delaney, 1994; & Tam, 1998 as cited in Etzioni, 2016).  Dewey (1985) expressed this when he stated, “The human being is an individual only as a stick of wood is, namely, as spatially and numerically separate” (p. 227). Thus, individuals are interdependent, just as organizations rely on various publics for their success.  Communitarians pursue the balance between the rights of individuals and social responsibilities, and they believe that the self is shaped by the cultures and values of interdependent communities (Etzioni, 1993).	Comment by Jessica Nelson: Necessary to connect the second predicate to the subject.	Comment by Jessica Nelson: Subject/verb disagreement.	Comment by Jessica Nelson: Different word. “Stated” is used in the line above, so one or the other needs to be changed. Possible alternatives include: asserted, declared, and said.	Comment by Jessica Nelson: The best advice I ever received from a professor: Unpack your quotes. This means we can’t drop a direct quote and expect our readers to understand what it means. Immediately following the quote, we need to explain what was said in our own words, hopefully contextualizing the information within our argument at the same time. Basically, what does the quote mean and how does it relate to your argument/point?

The next sentence starts to do that when it says “Thus, individuals are interdependent,” but a reiteration of the quote’s meaning would explain how you came to the conclusion that individuals are interdependent. 	Comment by Jessica Nelson: This sentence tries—but doesn’t quite succeed—to draw the parallel between the communitarian connection between individual and community and the public relations connection between businesses and their customers (publics). The analogy needs to be more fully formed and state the information explicitly.	Comment by Jessica Nelson: The use of unexplained jargon is a problem throughout the essay. Any language that is used by a specific field and is not used as part of common speech is considered jargon. All jargon needs to be eliminated, explained in context, or defined somewhere (either when it appears or in a glossary). There is never a guarantee that readers will understand jargon, even when your reader is in your field.
As discussed by Culbertson and Chen (1997), communitarianism revolves around tenants who help to develop healthy relationships.  The rightness or wrongness of actions depends on the positive contributions of the quality of and commitment to relationships.  The community necessitates social cohesion and interconnectedness. There is an identification of and commitment to core values which help create a sense of community, and those individuals who claim rights  balance such rights with responsibilities.  All members of the community must  be involved and empowered to create and implement decisions that impact their lives and  others’. Finally, a broadening of one's understanding of the significance of others and a broadening of one's social community and the world is required which facilitates an enhanced range of perspective.	Comment by Jessica Nelson: Relationships between whom?	Comment by Jessica Nelson: Unclear what this actually means.	Comment by Jessica Nelson: Passive voice and has no real subject. Who does the identifying and committing?	Comment by Jessica Nelson: What exactly do you mean by rights?	Comment by Jessica Nelson: The actual meaning of this clause is buried beneath no less than four prepositional phrases. Think of prepositional phrases as a step away from the subject. So the subject is “broadening” and every propositional phrase moves us further from the subject. A visual representation might look like this:

Compound subject #1: Broadening
 Of one’s understanding
 Of the significance
 Of others
Compound subject #2: Broadening
 Of one’s social community
 And the world

After more than one step away from the subject, we start to lose the actual meaning of the subject. I can’t tell what the first compound subject is supposed to be because there are so many removes.	Comment by Jessica Nelson: Is required to do what? My initial suggestion would be to say “. . . is required to facilitate an enhanced range of perspective,” but that may not be what you meant.
Moreover, from a communitarian perspective, the term community means a place where people truly know each other, children play and learn together, and where adults socialize and work in harmony (Sandel, 1996 & Etzioni, 1993). Etzinoni (1993) claimed that two common features of a community exist within communitarian thought.  The primary characteristic is the existence of  interwoven relationships among groups of individuals which comprise organizations.  The second emphasizes shared and collaborative values, norms, culture, history, and identity.  Dewey (1985) contended that publics are groups of individuals who through spontaneous action shared indirect effects of specific actions. He went on to note that it is the duty of people to engage in politics and political discourse throughout daily interactions. Accordingly, he  expressed that communication is the key to a successful community, and individuals who collaborate about the common good can help build the destiny of not only the community but the political community (Dewey, 1985). Therefore, as Guttman (2007) acknowledged, the communitarian approach boasts the need to engage members of the community in public deliberation and discussions on complex issues, some relating to matters of policy. Thus, without sincere communication, communitarian approaches to ethics do not effectively exist in real-world communities. 	Comment by Jessica Nelson: A term can’t “set forth” something. Instead, “community” means, represents, or encapsulates a place where people know each other, etc. 	Comment by Jessica Nelson: “Interwoven” and “web” kind of imply in each other, so one or the other should be deleted. To have both is redundant.	Comment by Jessica Nelson: This definition of “publics” should be with the first appearance of the word. Also, a very academic-sounding definition like this should be followed by a paraphrase of the definition in laymen’s terms.  	Comment by Jessica Nelson: Should technically be set off with commas, but will read fine without them.	Comment by Jessica Nelson: Relevance? 

Needs a better transition into discussion of politics in the community, which could be its own paragraph. The question of relevance still remains, however.	Comment by Jessica Nelson: Consider what your transitional words are actually saying. “Accordingly” is a cause-and-effect transition (this happened, so this happened accordingly), as are “thus” and “therefore.” “Moreover” and a “in addition/additionally” function like “also.” “However” is a contradictory transition (the fancy way of saying “but”). “Though/although” also show redirection.

Also consider some alternatives to single transition words. Try out some transition phrases, such as a leading into a new sentence/paragraph with information that also connects to the previous sentence/paragraph.

Too many single word transitions can draw attention to themselves and interfere with the flow of the writing. (But too few transitions can leave the reader lost.) The trick is to find transitions that flow seamlessly into your writing so they can guide your reader without distracting from the content of the sentences. Unfortunately, right now, there are too many single word transitions and they detract from the smoothness of the prose. (Particularly “thus,” which occurs 17 times in 16 pages.) Try some transitional phrases instead.	Comment by Jessica Nelson: This is really good. The main focus of the previous sentences summarized in one clear, concise statement.
Emphasizing Communitarian Core Values
Leaders who share this view have stated that cultural cohesion and shared values are imperative for the creation of a highly-functioning community. Furthermore, societal moral predicaments can be resolved through community empowerment (Dalhgren, 2006). Communitarians have added to the argument that a community of communities can be established if deep relationships are established both within communities and between neighboring communities. A supra-community can be developed if all parties have mutually beneficial interests. Etzioni (1993) presented, “the more one favors strengthening communities, the more one must concern oneself with ensuring that they see themselves as a part of a more encompassing whole” (p. 155). 	Comment by Jessica Nelson: This is an instance of connotation trumping denotation. Technically, “view” and “vantage point” are synonyms. However, they each have a different flavor. “Vantage point” indicates a physical high-ground, an actual location that gives someone a better view. “Vantage point” is a distinctly physical term, whereas “view” is understood to have philosophic undertones. 	Comment by Jessica Nelson: Unpack the quote.
Thus, as part of a whole, communitarianism embraces diversity.  Consequently, public relations can aid in identifying distinct community value structures and ensure that each is uniquely appreciated (Stoker & Tusinski, 2006). Accordingly, the goal of these public relations initiatives should be consensus building and understanding within the community.  Public relations in this capacity should identify value structures and ensure that such structures are appreciated for their importance (Stocker & Tusinski, 2006). 
Furthermore, the American Marketing Association's (AMA) Statement of Ethics (2016) discusses two general norms for leaders who practice professional ethics—to ‘never knowingly do harm’ and ‘to foster trust in marketing systems by avoiding deception.’ A rather complex and third norm requests that leaders in marketing and public relations embrace six values which enhance the community while carrying out their respective duties.  These make up the core attributes of honesty, responsibility, fairness, respect, transparency, and citizenship. These values have been linked to marketing ethics through communitarian approaches and have called for adherence to certain essential business virtues. Community-centric marketers and public relations experts are encouraged to utilize the following corporate social responsibility actions: acknowledging a social obligation to stakeholders, consideration of environmental stewardship, treatment of all individuals—including competitors—like we would treat ourselves, protection of the ecological environment, and the gifting of charitable contributions and volunteerism to the community.	Comment by Jessica Nelson: Why are these in single quotes and not double quotes?	Comment by Jessica Nelson: An unnecessarily long way to say “leaders.”	Comment by Jessica Nelson: Confusing syntax. Are “honesty, responsibility, fairness, respect, transparency, and citizenship” the six values the AMA asks leaders to embrace? Or do the six unnamed values contribute to the above-named concepts? 

The current construction implies that the unnamed values and the named values are not the same thing. Rather, the unnamed values contribute or attribute to honesty, responsibility, fairness, etc. A better way to phrase this would be: These six values—honestly, responsibility, fairness, respect, transparency and citizenship—have been linked to marketing ethics. . .” In other words, combine this sentence with the one after.	Comment by Jessica Nelson: Since the list that follows uses long phrases, I recommend a colon. A colon acts as a sign-post to indicate a fairly long and involved list follows and reminds readers to take a deep breath before diving in. 	Comment by Jessica Nelson: Jargon. Explain the term.	Comment by Jessica Nelson: As an interrupter, this phrase needs to be set off from everything else with some kind of punctuation. Since the rest of the list utilizes commas, I would recommend using em-dashes (like I did) or parentheses. 
Thus, Laczniak and Murphy (2016) stated that professional ethics as it relates to community-centric or a communitarian approach to marketing and public relations is not value neutral.  They postulated that, since this type of approach is typically specified within company policy, it has an aspirational, normative dimension. The contributions of marketing and public relations will thus ultimately have societal effects for which leaders in this field will be held responsible. Moreover, central to ethics in American public relations and communitarianism is the reality that practitioners have the voluntary choice to be ethical or not (Wright, 1989).  Accordingly, the Public Relations Society of America Foundation (1991) noted, public relations can help our pluralistic society to reach decisions and to function by contributing to mutual understanding among groups, organizations, and institutions. Thus, both public and private policies must co-exist in harmony for all parties involved.	Comment by Jessica Nelson: Postured = stance, carriage; self-importance, swagger, bluster, bravado
Postulated = claimed, suggested, proposed, hypothesized	Comment by Jessica Nelson: Instead of adding this unnecessary phrase, I would re-write the parenthetical citation as (1991; as cited by Fitzpatrick and Gauthier, 2001).	Comment by Jessica Nelson: This is one of those strange occurrences where a single subject applies to two secondary verbs. Without “to” to act as a sign-post, “reach decisions and function” is read as a compound verb (happening together at the same time). “To” indicates that the subject (public relations) applies to each verb separately.
New-aged public relations scholars and practitioners of contemporary public relations strategies have surpassed the utilization of both rhetoric and persuasion as central concepts in professional public relations work (Fitzpatrick & Gauthier, 2001). Instead, they have stated that public relations should not only aim to influence publics for the good of the institution, but rather to help their publics accommodate the interests of the other party with a mutual benefit in mind. However, others have argued that persuasion is still at the heart of all public relations efforts and all organizational practitioners should lead through persuasion and advocacy (Kruckeberg & Starck, 1988). A combination of these views has been seen throughout modern-day public relations tactics and include both techniques of genuinely benevolent, community-centric campaigns, as well as self-centered persuasive models (Fitzpatrick & Gauthier, 2001). Consequently, although values do exist in scholarly works and are utilized by professionals, the parameters for public relations and communitarian work have not been, and perhaps will never be, defined.	Comment by Jessica Nelson: The meaning of this sentence is buried behind 3 prepositional phrases and 7 Latinate phrases. (Latinate words or phrases originate from Latin and generally refer to concepts or abstractions, usually identified by their -ion or -ious endings.) Latinate words and phrases rarely refer to anything substantial—things you can hold or feel—and when a sentence is comprised entirely of abstractions, it can be difficult for the reader to find something to hold on to, something to ground them and help them understand. How can this sentence be rewritten to deal with more direct (fewer “of”s or “in”s), more concrete (tangible) nouns?

What, in the simplest terms possible, does “surpassed the utilization of both rhetoric and persuasion as central concepts” mean?	Comment by Jessica Nelson: Vague. Are you referring to the six values previously mentioned? What kind of values? Moral? Business?
Communitarian Approach to Public Relations 
Communitarian leaders feel they have an ethical responsibility for fostering symmetry in relationships through public relations efforts. Public relations in this context is defined as “the management of communication between an organization and its publics’ (Grunig and Hunt, 1998, p. 6).  Accordingly, Heath (2006) discussed Communitas, “the symbolic and instrumental reality of community as transcending the structures and functions of individuals and organizations” (p. 106). Public relations practiced through the Communitas lens is described as open: respectful and caring, trustworthy (which builds trust among multiple publics), cooperative in mutually-beneficial decisions, agreeable to all parties involved with rewards and goals, compatible, and committed to community well-being. 	Comment by Jessica Nelson: What does this mean?	Comment by Jessica Nelson: Unpack the quotes. 	Comment by Jessica Nelson: Everything after “open” is an elaboration of what “open” means, so the colon is appropriate. Word forms have been altered to make all words and phrases the same type (parallel construction).	Comment by Jessica Nelson: What do you mean by compatible?
Leeper (1996) detailed that public relations efforts should add value to organizations’ active participation with the community at large.  The community and public relations activities should not only build awareness but should reinforce community ties for the shared benefit of both the community members and the organization. Therefore, several scholars have noted that what is best for the surrounding community should also be good for the partnering organization or company. 
Accordingly, to enhance organizational ethical capacity and accountable community relations programs, Leeper (2006) suggested that communitarian-focused organizations ought to focus on three issues: quality, stewardship, and social responsibility. They must concentrate on quality by offering high-quality services and products. Stewardship is understanding their impact on the community and accepting responsibility for organizational decisions which alter community outcomes. Organizations must also take social responsibility by emphasizing policies that affect the security of the workforce, local economy, and the environment.	Comment by Jessica Nelson: Affect in what way?
Moreover, Kruckeberg and Starck (1988) stated that communitarians should avoid serving only the interests of their clients. As an alternative, leaders utilizing public relations methods to serve clients should create a sense of community where both the asks of the clients as well as broader needs of the community are served. Additionally, by generating a sense of unity through community relations and leadership activities, team members within organizations gain a sense of pride and help individual community members overcome alienation.  By engaging in leisure and social activities within the local community, employees help the organization highlight competing interests within specific community groups and can help resolve contentious issues. Consequently, a feeling of pride is fostered for employees (Leeper, 1996).	Comment by Jessica Nelson: But if they practice communitarianism, why would they only serve the interests of their clients? It’s counterintuitive. 	Comment by Jessica Nelson: Give an example, which will help cement the meaning of the sentence. 	Comment by Jessica Nelson: Redundant. Same information appears two sentences before. 
Need for Ethical Tools in Organizational Practice
	As stated by Arvidsson (2014), to echo Margaret Thatcher’s words, companies sometimes target both individuals and families that operate in the absence of any ethically binding sociality, without any common values, exchanging, at the most, quid pro quo. Ethical brands, therefore, may appear as the "epitome of cynicism: They are an attempt to make loose and largely unsubstantiated and unverifiable claims to ‘do good’ in some vague sense in order to promote marketing goals” (p. 119). Consequently, “public relations is still considered by many, particularly journalists, as just another name for publicity” (Shaw & White, 2004). However, as noted by Shaw and White (2004), public relations as a strategic business function has evolved quickly, but public perception almost always lags behind reality. 	Comment by Jessica Nelson: Do the individuals and families or the companies operate in the absence of any ethically binding sociality?	Comment by Jessica Nelson: Unpack the quotes.	Comment by Jessica Nelson: Elaborate. What is the public perception and what is the reality? Lay out your point in clear terms.
Hence, those who wish to approach public relations via a communitarian lens must utilize a number of tools to enhance this community-centric method.  A shared vision must be included as a tactic for success and should start with the idea that organizations must convey organizational knowledge (Arenas & Rodrigo, 2016). Preserving organizational memory is essential for transmitting a culture that is helpful to the community at large. “Ethical questions about memory emerge at the individual and societal level, but also at the organizational one” (p. 170). This preservation helps to support special interpersonal relationships which communitarianism espouses. 	Comment by Jessica Nelson: The two halves of this sentence do not add up.  “Approach via a communitarian lens” implies looking at public relations critically, using a specific philosophy to frame your understanding. “Tools” also initially supports this interpretation of the sentence. The disconnect happens at “enhance.” Where we initially thought we were critically evaluating public relations, we are now told we are going to change public relations. 

I recommend rewriting for clarity. 	Comment by Jessica Nelson: A shared vision of what? Shared among whom?	Comment by Jessica Nelson: Eliminates one repeated “must.”	Comment by Jessica Nelson: Convey to whom?	Comment by Jessica Nelson: Unpack the quote.
	Additionally, organizational visions “result from and inspire conversations and rhetoric throughout the organizations and, as such, they are important resources to justify involvement in organizational knowledge creation” (Nonaka, Krough, and Voelpel, 2006, p. 1188). Thus, there is a view of organizations as communities. This communitarian tactic gives value to the preservation of specific groups and communities and holds a conception of individuals whose identity and self-awareness is shaped by their belonging to different types of communities (Arenas & Rodrigo, 2016). Hence, some ethics scholars have suggested that the communitarian approach should include the view of a firm or organization as a “community of persons” (Mele, 2012; Sison, 2009; Solomon, 1994; Hartman, 1994).	Comment by Jessica Nelson: Unpack the quote.	Comment by Jessica Nelson: May be better as two sentences. 
	Also, under these circumstances, as Phillips and Johnson-Cramer (2006) noted, obligations are created between stakeholders and groups which are based on the value of reciprocity. This tool is vital to creating a mutually beneficial contract-like relationship with stakeholders throughout the community. These stakeholders are then bound together, and a bridge is created for future generations.  Fair-play is considered as issues arise which impact community groups and stakeholders, thus leveling the playing-field for all parties involved.  Hence, tools of this nature eliminate criticism of public relations efforts and bring sincerity to the conversations, which are advantageous for all involved. 	Comment by Jessica Nelson: Vague. Use specific term(s).
The Role of Trust and its Relationship to Communitarianism 
Trust and ethics are key issues for approaching professional public relations activities in relation to communitarianism. Trust is the hope that “people have of each other, of the organizations and institutions in which they live, and of the natural and moral social orders, which set the fundamental understanding for their lives” (Barber, 1983, p. 165 as cited in Zhang & Abitbol, 2016). Accordingly, individuals who trust fully are likely to give others the benefit of the doubt and are more likely to feel connected to one another (Delli Carpini, 2004). As Orbells and Dawes (1991) discussed, volunteerism at non-profits and voluntary associations are more likely to be contributed by individuals and organizations who have higher levels of trust.  These individuals are likely to form bonds and cooperate to find solutions to community problems. “This trust occurs between individuals and other individuals, or between an individual and social, political institutions” (Zhang & Abitbol, 2016). 	Comment by Jessica Nelson: Unpack the quote.	Comment by Jessica Nelson: Change to active voice. “Individuals and organizations who have higher levels of trust” should be your subject, followed by an active verb, and ending with the appropriate iteration of “volunteerism at non-profits and voluntary associations.”	Comment by Jessica Nelson: Unpack the quote.
Thus, public relations activities impact cultural flows to change the political, economic, and cultural context of relationships. Trust is essential to these strategies in communitarian environments. Regarding this statement, Bowen (2004) claimed that "public relations is a field fraught with ethical dilemmas" (p. 65). However, many scholars have refuted Bowen's statement; there is no one-size-fits-all approach to ethics policy. Accordingly, if practitioners are to administer ethical approaches to communitarianism, they need an integrated system of activities, while keeping trust at the forefront of all strategies (Tilley, 2005). As stated by Tilley (2005), Fleisher and Mahaffy (1997) recommended a balanced scorecard approach which urged practitioners to create “a set of audience, client, stakeholder, financial, improvement, and operational process performance measures that reflect progress against a plan” (p. 117). Likewise, Macnamara’s (2002) plan proposed sequential, continuous evaluation and improvements to building ethical trust with community groups. These strategies would allow for leaders to “measure, clarify, communicate, and manage an ethical compliance strategy” (Tilley, 2005), therefore building trust. Thus, advocates of communitarianism suggest “fostering a strong internal moral compass to guide right action” (p.308). 	Comment by Jessica Nelson: Change to active voice.	Comment by Jessica Nelson: Unpack the quote.	Comment by Jessica Nelson: So Tilley cited Leisher and Mahaffy? I would eliminate this and alter the citation to read (1997; as cited by Tilley, 2005).	Comment by Jessica Nelson: What does this mean?	Comment by Jessica Nelson: Unpack the quote.	Comment by Jessica Nelson: Unpack the quotes.
Creating Social Capital
“The importance of bridging social capital, where bonds of connectedness are bridged across diverse social groups” was stressed by Putnam (2000, as cited by Painter, 2017, p. 3). He went on to say that in today’s society, our American people are deserting traditional community values and trading a shared public life and common identity to further individual pursuits.  Thus, without social capital, social, political, and economic systems will fail (Painter, 2017). Hence, “without multiple and competing discourses, humans, as members of society, would not have the building blocks for making decisions” (Taylor, 2011, p. 437). Boulding (1977, as cited by Taylor, 2001) observed that individual perceptions, or what individuals ‘believe to be true’ is called our ‘image’ of the world. Behaviors, including personal, organizational, political, and social are based on these images.  	Comment by Jessica Nelson: Unpack the quote.	Comment by Jessica Nelson: Unpack the quote.	Comment by Jessica Nelson: Why single quotes and not double quotes? 
Through discourses, these images are shaped and changed and added to dialogue which creates rhetoric. As such, “rhetoric provides a framework for ethic public relations” (Porter, 2010).  Public relations activities thus extend this rhetoric, which allows for organizational agendas to be endorsed. Public discussion of these agendas, as Heath (2006) states, allows for enlightened choice.  “Together, they foster social capital that societies need” (Taylor, 2011, p. 437.) To create what Heath (2006) called “a fully functioning society” (p. 96), social capital must include a variety of political, economic, and social processes. Hence, many scholars of public relations contend that public relations and improve these processes. Many advocate a communitarian approach to the creation of social capital (Leeper, 1996). 	Comment by Jessica Nelson: Ethical?	Comment by Jessica Nelson: Unpack the quote.	Comment by Jessica Nelson: Contend that public relations do what? Either a partial thought is missing, or the “and” is unnecessary.
	Fitzpatrick and Gauthier (2001) contended, “It would be difficult to find a public relations professional who disagreed with the concepts espoused in the ethical theories based on the need for enhanced social responsibility, good citizenship, and improved community relations. All of these concepts focus on the need for public relations to contribute to the betterment of both communities in which their clients and employers operate” (p. 194). Therefore, Heath (2006) recognized eight premises that provide the basis for organizational rhetoric and public relations to make a community better.  As summarized, Heath (2006) believed that management should bring order to uncertainty, offer corporate responsibility, and manage power resources. The community should serve as a conflicting and conjoined interest, while each relationship should have symmetry (communitas vs. corportas). There should be organizational connections. Finally, responsible advocacy, narrative, and other forms of rhetoric should lead to enlightened choice. 	Comment by Jessica Nelson: “Contend” is used in the previous paragraph. One of these needs to be changed to avoid repetition.	Comment by Jessica Nelson: May need to be made into a block quote. Check your style guide.

Unpack the quote.	Comment by Jessica Nelson: The list devolved from what management should do to a list of everything Heath said (which was not supported by the sentence construction). For clarity, the list should be broken up and paired based on relevant connections. What appears here is my suggestion for how to do that.
Consequently, decisions which benefit society at large should ultimately benefit the organization (Taylor, 2011). Ultimately, “society is best served when organizations use their power responsibly” (Taylor, 2011). Additionally, social capital is present when enlightened choice occurs and two-way communication transpires between organizations and stakeholders within the community. Accordingly, organizations must make tools available for advancing the advocacy efforts of individuals, groups, and other organizations (Heath, 2006). Messaging and rhetoric should thus be utilized effectively during this process.  Essentially, creation of this social capital benefits the community and allows for needs of its members to be met fully. 	Comment by Jessica Nelson: Unpack the quote.	Comment by Jessica Nelson: Plural pronoun would indicate plural noun.	Comment by Jessica Nelson: We need more sentences like this. The cause and effect is laid out in simple terms and overtly shows the connection between social capital and the community.

Conclusion
An increasing emphasis on communitarianism in recent years has added value to this relatively young ethics approach as it relates to the field of public relations.  The debate has shifted from journalism and objectivity-versus-advocacy to two-way symmetry versus two-way asymmetry. The communitarian view states that public relations is now “better defined and practiced as the active attempt to restore and maintain a sense of community” (Kruckeberg and Starck, 1988, p. 11). With this goal in mind, public relations can be integrated into the communication and information milieu that comprises our American culture and society. As Leeper (1996) noted, organizations’ growing attention to “quality, social responsibility, and stewardship” (p. 163) has added value to the communitarian foundation of public relations ethics (Marsh, 2001). 	Comment by Jessica Nelson: We need the hypens here and not in the next part because “journalism and objectivity-versus-advocacy” are a compound subject and we need to indicate to our readers that “objectivity-versus-advocacy” is all one noun. 	Comment by Jessica Nelson: Unpack the quote.
As discussed, the parameters for ethics-related public relations strategies have not been clearly defined, making it difficult for practitioners and leaders to take full advantage of the impact of such.  Still, confusion remains on just how ethical standards should define the practice of public relations (Fitzpatrick & Gauthier, 2001). Secondly, public relations as a practice has not been disentangled from its journalistic origins. “Although advocates can be fair, they are seldom objective” (p. 195) in their approach.  Next, there are no minimum standards set forth for the practice of public relations in communitarian environments.  Although codes exist within organizations and public relations associations, many codes fall short of detailing a theoretical basis for decision making as it relates to ethical contexts. Lastly, there is no distinct delineation between individuals and organizations who practice communitarian-based ethics. Specifically, the values and ethics of the institutions represented by professionals are often confused with the values and ethics of the individuals who create the community-centric public relations strategies (Fitzpatrick & Gauthier, 2001). 	Comment by Jessica Nelson: Unpack the quote.	Comment by Jessica Nelson: Excellent!
Bivins (1989) concluded that “there is no conceptual framework for which to study public relations ethics” (p. 39). However, as Baker (1999) determined, “businesses do well (financially) by doing good (ethically), and it is, therefore, in their bottom-line interest to engage in good deeds and ethical behavior” (pg. 73). Communitarianism thus begs for social capital to build successful relationships. However, the application of social capital as it relates to public relations efforts has produced a “mixed bag of evidence for its benefits” (Zhang & Abitbol, 2016).  	Comment by Jessica Nelson: Unpack the quote	Comment by Jessica Nelson: “Concerted” was not appropriate in this context. “Determined” and “concerted” are synonyms, but only for one of the definitions of “determined” (e.g. persevered). 	Comment by Jessica Nelson: Unpack the quote.
As examined by Hazelton and Kennan (2000), the role of social capital in an organization generated amplified productivity, quality, customer gratification, and organizational advantages. However, as stated by these scholars, outcomes founded by such social capital is not easily observed and measured. Accordingly, social capital requires trust in order for communitarian approaches to work successfully with organizations within communities of various stakeholder groups, but trust is not easily evaluated. Trust can be either resilient or fragile and may not last if the benefits and costs to all parties involved are not perceived as equal (Leanna & Van Buren, 1999). As Taylor (2011) noted, public relations strategies within communitarian environments can nurture relationships and strengthen communities by establishing greater capacity. Such efforts can foster shared trust and better help to address shared issues of importance. 	Comment by Jessica Nelson: Changed to avoid the redundant echo in “produced. . . productivity.” 	Comment by Jessica Nelson: I don’t understand what this contributes to the meaning of the sentence. 	Comment by Jessica Nelson: Capacity for what?
Hence, as communitarian advocates have noted throughout existing literature, public relations can create a bridge between an institution or organization and its publics (Kruckeberg & Starck, 1988). Such strategies have also helped to encourage communal core values, thereby forging partnerships within and among organizations and alliances. Thus, as communitarians believe that the “self is neither autonomous nor exists in isolation” (Etzioni, 1993), positive public relations efforts add to the constructive contributions and commitment to relationships to which these leaders adhere. 
	As stated, communication is critical to this ethical approach. As practitioners have engaged in webs of reinforced relationships, they better understand that “anyone affected by indirect consequences of a specific action, therefore, will have a common interest in solving a common problem” (Painter, 2017). When organizations who engage in these practices consider their customers’ humanity, deep comradery is conceived. Thus, communitarianism aims to build links between organizations and their publics, and communities function better when relationships are fostered and environmental stewardship is emphasized among all parties involved. 	Comment by Jessica Nelson: Unpack the quote.	Comment by Jessica Nelson: What are “these practices”?
[bookmark: _GoBack]	In conclusion, both my leadership model and personal code of ethics take into account that individuals as leaders should operate as part of a larger organization and the community at large for the betterment of society, thus emphasizing a communitarian approach. The common good is considered important, and the golden rule is accentuated, thereby building mutually beneficial relationships which are accountable to each other. There is a sincere focus on collective empowerment among groups, and authenticity is the key to successful outcomes. Just as organizations who engage in communitarian ethics boast a commitment to fostering improvement and communal solutions, my models aim to motivate and transform through continual reflection and awareness. In conclusion, communitarianism is part of my approach as a scholar-practitioner to ethical conduct in organizational and business relationships. 
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