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Professor Dr. Juan Guzmán Tapia

He is the Dean of the Faculty of Law in the 
Central University of Chile. He was Judge 
in the Court of Appeals in Talca.  He had 
various judicial responsibilities as a Judge 
during thirty six years.

He studied in different colleges in Bogota, 
Colombia; San Francisco, USA; Caracas, 
Venezuela; Washington DC, USA; Santiago, 

Chile and Buenos Aires, Argentina. 

He studied Law in the Faculty of Law at the Catholic University of Chile in 
Santiago. He was enrolled in different specialized courses for Magistrates at 
the Universidad Complutense in Madrid and in the ƒcole des Hautes ƒtudes 
in Paris, France. He was in charge of the Court of Appeals in Santiago, 
Chile (where he was assigned 99 cases related with Human Rights viola-
tion), from 1989 to 2005, stopping this activity to dedicate all his efforts to 
education, being the Dean of the Faculty of Law in the Central University 
of Chile. He is Professor in Ethics, Human Rights and Law.  He has been 
awarded with the following recognitions: Honorary Degree by ESERP 
Business School in Spain; the Best Judge Award in 1998 by the American 
Jurists Association; the prize Manuel Mallen Garzon, by the University of 
Barcelona, Spain; the Letelier-Moffitt award, by the Institute for Policy 
Studies in Washington DC, USA; Doctor Honoris Causa by the Oberlin 
College, Ohio, USA; Doctor Honoris Causa by the Montery Institute of 
International Studies, Monterrey, California, USA; Doctor Honoris Causa 
by the Catholic University of Louvain, Belgium. He has published several 
books, articles and essays related with Law, Ethics and Human Rights.

Immigration all over the world is a global phenomenon. And we have to 
reali�e that this phenomenon is more present than ever in our society. Even if 
it can be thought or understood by people –people that do not have the basic 
knowledge to assume this modern tendency- as a charity or a humanitarian 
problem, it is not. Ethnic, social and cultural integration are basic variables 

PROLOG�E
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in contemporary societies: it is an undeniable reality, it is just like looking 
yourself at the mirror and reali�e that you are not alone, understanding that 
the spaces do not belong to ourselves anymore, that they must be shared and 
that, through our search of an ideal understanding we just get to know that 
we all, independently of race, sex, age or origin, directly or indirectly benefit 
from this situation.  

This is one of the premises that Dr. Jose Daniel Barquero explains in this 
book, giving us the possibility to avoid the multicultural clash of civili�ations/
societies through a scientific model. The author explains: “Our contribution 
with this book, fundamentally, is a Public Relations Method – MMPS- that 
helps explain -(understanding a phenomena is the first and basic weapon to 
solve the problem) – to society in general, and to politicians, in particular, 
what the phenomena consists off, how to welcome it with understanding, 
with interest, with illusion…until we are ready in our society to try to see 
it not as a problem but as an opportunity for social, cultural, economic and 
personal enrichment”. Dr. Barquero says that this is a difficult problem, not 
only in quantitative terms, but of understanding of a new society, of a new 
citi�enship, where different cultures get mixed, concentrating in towns, cities 
and entire countries. Because of its importance, it should become our priority 
as we are not talking about statistics anymore: we are talking of a new social 
reality regarding the present and the future of our countries.  

Multicultural societies affect us all, just as Dr. Barquero states on his book: 
it is a reciprocal process. Immigrants’ inputs are their strength, their knowled-
ge, their desire to keep going, their desire to have a life possibility in a land 
that sometimes denies them the opportunity. And the citi�ens that have 
decided to stay in their homeland have then, the new responsibility: create 
the conditions so that the new ones can grow as persons, as families and in the 
professional area.  All of us, without excluding anyone, should be conscious 
and recogni�e the existence of other cultures, besides ours. I am not talking 
about becoming tolerant, but of developing the virtue of accepting the other 
and be able to share our space with individuals that are not identical to us. 
And we should do it by real and total personal agreement, and not because of 
simple persuasions. 

It is here where diversity becomes an important issue. Accepting multi-
cultural situations, the presence of different towns, autochthon cultures will 
not break any of the traditions that the immigrants carry with them proudly. 
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Diversity, linked directly with immigration processes, is a relevant factor when 
we talk about multiculturalism, and it means to recogni�e, to accept and to 
respect the other one.  

In this book, as an example of a community that through the years have 
been transformed in a meeting point for different cultures, Catalonia, Spain, 
has been the case researched.  “In the years 1998/99 we had begun to notice 
that Spain, and Catalonia especially, was starting to change fast, going from 
one race to a multitude of races, from two languages (Catalan and Castilian 
Spanish) to a multitude of languages, from one religion, mainly Catholicism, 
to a heterogeneous mixture of religions”, state the author.  

�e affirms: “We have experienced, in Catalonia, almost without realising 
until it has become visible in our streets, a rapid increase in immigration, 
for example, the city of Girona (La Vanguardia, 9th December, 200�) in the 
year 1998, had a total of seventy-one thousand, six hundred and thirtyseven 
citi�ens on the census, and entered the 21st Century with seventythree thou-
sand, six hundred and thirty-seven, but since January 2001, when this figure 
reached seventy-five thousand , two hundred and fifty-six it has gone up to 
eighty-six thousand, six hundred and seventy-four at the beginning of the 
year and to ninety thousand by last September (200�)…” 

Catalonia, Spain, has been historically a centre of attraction and con��uence 
of people with diverse geographic precedence. Dr. Barquero indicates, based 
on the sources of the Ministry of Internal Affairs that: “Morocco occupies 
eighty percent of the legal immigration from Africa. Regarding the legal 
immigration residing in Catalonia, the African countries that contribute the 
most are Gambia with ten thousand and eight legal immigrants, Senegal with 
five thousand six hundred and fifty-three and Algeria with four thousand five 
hundred and seventy-eight”. And, about the legal immigration from Latin 
America to Catalonia, Spain, “in first place we find Ecuador, representing the 
2�% of immigration coming from Latin America”. 

This high immigrants presence in Catalonia, Spain, has had positive effects 
on demographic indexes: “The year with the least births in Catalonia was 1996, 
fifty-four thousand. It was the lowest birthrate in the European �nion… 
�owever, in 2003 a significant increase was observed in the birthrate since 
seventy-two thousand nine hundred children were born that year. The Cata-
lonian birthrate of eleven for every thousand has become the highest in Spain 

PROLOG�E
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and in the European �nion. These unplanned good results are a consequence 
of immigration, which may solve a future economic and social crisis of lack of 
manpower…” Dr. Barquero states. 

This might prove that immigration is a phenomenon that might help Cata-
lonia, Spain, to recover the lost demographic rhythm, and, consequently, to 
reach an stable economy that contributes to prosperity.  

To talk about multicultural perspectives to avoid the clash of cultures and 
civili�ations it is not an unreasonable impulse. On the contrary: it is an answer 
to the need of creating regulations and formulas that let societies, authori-
ties and citi�ens to make this process, their process. “The fact of building a 
city, country or nation around only one race, religion, customs and manners, 
namely, around only one cultural base must today be considered as something 
extinguished and nonviable. Today’s world is a mixture of races, cultures and 
miscegenation, mainly in the western world. Moreover, even in Catalonia, 
specifically in Barcelona, this multicultural process has already begun and 
we can define it as a city where two cities coexist parallel to one another 
within itself, endowed with two types of citi�ens: the native population and 
the recent arrivals”, comments the author.  

There is an undeniable reality that an immigrant will always have: it is not 
easy to leave their country, it is not easy to abandon the land that embraced 
their birth, their growth. It is not easy to decide to leave everything behind, 
to go away. And the truth is that the most part of them will dream with retur-
ning to their countries of origin.  I remember the poet Pablo Neruda, from 
Chile, and his unforgettable poem “I wish the woodcutter would wake up”: 
“But they have come back, you have received them, into the immensity of the 
open lands, and they have closed (those who came back) like a ��ower, with 
thousands of nameless petals to be reborn and forget”. 

The increase of the multicultural phenomenon, defined universally as the 
simultaneous presence, within the same social, educational, economic and 
political space of individuals and groups that have different cultural identities 
and that pray the recognition of values and social practices is a situation that 
will not leave anyone indifferent.  And, as the poem of Neruda states, requires 
the unity of all of us, letting nobody behind, nobody being discriminated, 
everybody walking to a common ground. 
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Chapter II, dedicated to the new multicultural reality, analy�es different 
opinions about multiculturality in Catalonia, Spain, with multiple references 
to Spain and Europe. The author makes clear his personal point of view of 
the new Catalonian reality related with the most important topics: immi-
gration, labor, spare time, food, home, health, family, society and the digital 
era, economy, ecology, sustainability, regulari�ations, delinquency and all new 
migratory policies. 

Dr. José Daniel Barquero indicates in this chapter that “the human geogra-
phy changes so suddenly that it is hard for us to assimilate. The Spanish 
population is not the same there was just five years ago. The significant 
increase in immigration has contributed to this according to sources publis-
hed by the Interior Ministry in 2004”. �e gives us the necessary arguments 
to understand why the immigration processes are extremely important, much 
more since the demographic growth in Spain has reached a critical situation 
since several years ago. “The population growth, that had been stagnant for 
years, starts to rise due to the massive arrival of foreigners while the Spanish 
population is aging at a great speed. This presents a future we must raise cons-
cience on and face with utter realism and crudeness so as not to start late to 
seek and apply solutions, and that maybe by then, the social panorama would 
be configured and difficult to recomposition”. 

The scenario, affirms the author, according to recent research done by 
Professor of �uman Geography at the Complutense �niversity of Madrid, 
Rafael Puyol, that in the near future the number of elderly people will increa-
se; there will be less adults and less young people.  “This is the panorama that 
all Spanish Autonomous Communities should expect, without exception, in 
a greater or lesser degree”. And he asks himself: “Would we be able to main-
tain a state in the year 20�0 with an aged population which has contributed 
economically during all its lifetime to support the state and that will be expec-
ting to collect their pension check after they retire? What can we expect from 
a young population that will descend to fourteen percent and will not be able 
to support an elderly population? We should not forget that some of these 
young people, some of them from an immigrant background, would be the 
ones leading the country and making decisions about citi�ens that left, as an 
inheritance, a country with grave problems that could have been conveniently 
channeled some years before”. 

PROLOG�E
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The author states that: “The institutions and Catalonian leaders, indepen-
dently of their ideologies, are aware of the emergence of a new kind of citi�en, 
which only ten years ago was unknown but was beginning to emerge and 
that today is a reality that needs to be strengthened in its social aspect, indis-
pensable as a first step”. This reality demands serious and clear answers. For 
this reason, Dr. Barquero adds: “The states must find the strategies and the 
instruments to promote the migration forms that best serve their interests, to 
protect the basic rights of the immigrants and to contribute to the develop-
ment of the their country of origin”. 

I do completely agree that the idea of human mobility is a common global 
wellness, whose production and consumption requires a multilateral set of 
rules and principles so it can contribute to building a world where justice 
is the first premise.  Nobody can help this mobility, nobody has this right. 
�owever, it must be regulated so we can avoid, just as it happens nowadays, 
that thousands of immigrants act clandestinely, having to live in a country 
that is not theirs, and, even worse, as illegal. 

As I just pointed before, multiculturalism is, in essence, the recognition of 
other habits, and by saying this, communities should be oriented toward the 
cultural enrichment of all the citi�ens. “All citi�ens –be they from minorities 
or from the dominant culture- need to learn about the cultural differences, 
towards which the State should show a greater sensibility, in order to re��ect in 
a more precise way its interests and peculiarities”. 

A phrase that states clearly what the concept of diversity means is the 
theme of the manifestation held in Barcelona against racism in February of 
1992: «Igualtat per viure, diversitat per conviure» (“Equality to live, diversity 
to coexist”). Dr. Barquero ensures that: “differentiating is not the same as 
discriminating and that diversity is not equal to inequality. Educating from 
and towards multiculturality consists in promoting the reali�ation regarding 
these distinctions, which structure the perception of human beings and their 
presence in the world”. 

Societies receiving immigrants have a tremendous challenge: to promote 
the social cohesion in an environment that is highly diverse: this means, prac-
tically speaking, to respect the values recogni�ed as valid in the community 
and to recogni�e the pluralism of those arriving. Multicultural mixture let 
societies and communities to enrich. It does not generate an unilateral effect, 
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where only one of the parties involved obtains the advantages. Countries that 
have learned to share and live with citi�ens coming from other nations, acce-
pting them within their State, welcoming them, and providing them with the 
same rights, have the privilege of a shared growth.  

To this idea, the perspective of the author is: “A society is lifeless when there 
is no exchange of artists, scholars, merchants and workers even of adventu-
rers and delinquents. These movements contribute new tastes and lifestyles, 
philosophies and ideas. Migrants are key actors to introduce changes in the 
traditional societies. It is a fact that migrants who have had the experience of 
living in a free society when they return to their countries of origin they are 
the main disclosers of the principles of democracy and freedom”. 

In this book we do not only find the background of relevant benefits that 
provide the inclusion of different cultures, we will also find the misconcep-
tion that societies have about multiculturalism. One realistic example of this 
are the declarations made by the writer and journalist Oriana Fallaci, who, 
without any limitation points: “What to do about a Europe that is now Euro-
Arabia, that receives her enemies with open hands, sustains him and even 
offers him the right to vote? What to do about a Europe that has sold and 
continues to sell herself to the enemy as a prostitute, that is Islami�ing her 
children and is dumbing them down and confusing them from the moment 
they go to the daycare center? It is definitely, a Europe that does not know 
how to reason?”. 

The intransigent declarations of this writer it is not hard to find it in Europe, 
and Dr. Barquero states that, ideas like this are even more reinforced with the 
negative information that media spreads about immigration, contributing to 
promote rejection about the process: citi�ens then believe immigrants come 
to live “in the country of others and stealing others’ property”. �owever, there 
are, fortunately, objective journalistic visions about the topic, an example 
of this is the way several journalists described the extraordinary regulari�a-
tion immigration process back on February 200�: a documentary was titled 
“What would happen if Madrid runs out of immigrants?” The answer: “The 
800.000 foreigners settled in Madrid during the last 10 years are necessary for 
the normal regular functioning of the city”. 

To avoid spreading wrong ideas through the communication media, we 
require a serious, objective journalism, where people developing it do not 

PROLOG�E
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write as members of the group to which they belong originally, but talking 
about minorities as part of that group. This has been pointed several times 
the Journalism Professor at the �niversity Rey Juan Carlos in Madrid, Juan 
Francisco Torregosa Carmona. 

One of the biggest fears facing the immigration process is to think we 
will have a stampede of immigrants. To avoid this situation, we do need an 
organi�ed process. The author affirms: “We support planned and regulated 
immigration, based on a reasonable policy, this understood as any person that 
enters the country to work should have a profession, health certificate, resi-
dence papers, work or studies in order”. This is, of course, the ideal scenario, 
the optimal one, even if we know that, in practice, will not always happen. It 
is here where different governments should focus. 

Dr. Jose Daniel Barquero agrees with the immigration policy followed by 
ex Ministry Tony Blair, controlling that migratory ��ux should be regulated 
by strict social-economic studies to understand the real needs of a country. 
“The immigrants have to accept rights and duties, just as the citi�ens of the 
receiving country do. Governments, political and institutional leaders, who 
are leading the future of the country have to work in the creation of a persua-
sion “method” that can inform based on its the interests and those of the 
government as well as those of the country and its citi�ens, the importance of 
immigration, and the benefits it brings to the country in the present and in 
the future”. 

About the motivations that lead populations to immigration, this are as 
vary as complex: the difference of economic opportunities, the social injus-
tice, persecution and violation of human rights, either because of violent 
con��icts or because of the environment detriment. I have read, on internet, 
the testimony of an immigrant from Senegal, who, from Mauritania, will 
make a clandestine trip to the Canarias Islands. In his declaration, he stated: 
“In Morocco you can’t be at the cities there is no job, it is not as in Algeria. 
In Morocco, a black person can’t work…European believe we are not citi-
�ens, that we do not have a political background, that the mafias they recall 
deal with us as if we were puppies…It is true that there are lots of persons 
without any academic background, but, the most part of us, is people that 
have studied…Even the analphabet people is strong, experienced people”. 

I do still keep the paper with this testimony, where the boy added: “If in 
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Mauritania we could work and save one thousand euros, Why would we leave 
to go to Europe?...If we die in the sea we become poor black people, victimi-
�ed by the mafias…I am really nervous because I can’t swim. I think in my 
parents, in my family…I guess that Spain has not try to find the families of so 
many death people lost in the sea to deliver them at their land of origin, so if 
I die, I will not be buried in Senegal”. 

To become an immigrant obeys, in so many cases, if not completely, to a 
need. Need to stop famine, need to obtain studies, need to obtain a better job, 
need to have the possibility to get a life with dignity, the one you can not have 
at your country of origin. 

Immigrants follow an illusion, run behind a dream that lives within them, 
in their souls, a dream that will get them back to life and to the hope of loving 
and continue living. Just as the poet Ruben Dario, from Nicaragua said in “I 
love more”: “To love, love, love, love, with all myself, with earth and heaven, 
with the clarity of the sun and the darkness of the mud, to love over all science 
and over all desire…” 

Dr. José Daniel Barquero relates in this book his friendship with Dr. Edward 
L. Bernays, known as “the father of the Public Relations”. Dr. Barquero gives 
us, carefully, the details of how they started to work together, and show us 
the personality and professionalism of the man who transformed the Public 
Relations into a science. “One day, in 198�, he can down from his big office 
to the library and told us (to some of my friends and classmates from univer-
sity) directly, without any hesitating: �ow would you persuade a sector from 
the �ispanic population in Miami and New York to vote George Bush? ‘We 
have to give them something that might be interesting to them and that they 
can not reject’. After my answer he looked at me and said: ‘Can you prove it?’ 
Because of the braveness of my youngness I did not hesitate and said, as fast 
as I could, yes. Since that moment I started working with him in different 
campaigns, even in the most important ones, such as the first elections where 
George Bush was the candidate (father of the now President of The �nited 
States, George Bush). 

One example of the braveness and courage of Bernays was his decision 
to promote a theater play which name was “Damaged Goods”, that talked 
about syphilis without any restriction.  We should remember that at that time 
talking openly about this illness was not correct. “The play was a complete 

PROLOG�E
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success, performing seventy times in New York City. This was a total public 
scandal that could even lead to stop the performances. Bernays used the indi-
rect method that he created himself: he will promote a theater play where the 
business man could obtain the most of the profits and, at he same time, he 
would start a social project, giving the society the possibility to be aware of 
this dangerous illness, plus the ways to prevent contagious. Combining public 
support and social wellness, the authorities would never dare to stop a theater 
play that prevents about illnesses to citi�ens and from which entrepreneurial 
men obtain great profits…This will be the basis of his future job, to be the 
greatest expert in developing new persuasion methods, models and strategies 
in Public Relations” affirms Dr. Barquero. 

The author describes extensively the contribution from Bernays to Public 
Relations. �e describes him as the pioneer, not only in the practical situatio-
ns, but in the theory and science of Public Relations. �e worked hardly and 
with deep devotion so that his principles, methods and professional ethic 
gained respect and were implemented, through his conferences, books and 
articles. “�e integrated the Public Relations as a practice to the modern enter-
prise and to organi�ations. With the theories, methods and application of 
social sciences, anthropology, economy, politic sciences, information sciences 
and from the individual and society behavior facing certain impacts, always 
looking the enterprise wellness and the public wellness”. 

Dr. Barquero affirms: “Bernays had the vision that Public Relations were a 
social mechanism that could be used to make our society and our organi�a-
tions better”. 

The in��uence Bernays had over Dr. Barquero is clear through the model 
created by Dr. Barquero, the MMPS, completely detailed and explained in 
this book. The method: “offers the possibility of developing a multicultural 
persuasion campaign with success guarantees to the citi�ens by the political 
powers, based on antecedents researched on the actual situation about immi-
gration and multiple-cultures in Catalonia, as well as, simultaneously those 
from a scientific discipline of Public Relations”. 

This method was applied to the problem faced by Chinese business men 
in Catalonia, Spain, considered as not loyal, and considered by society as the 
ones offering products with bad quality and no liability. The MMPS is based 
on citi�ens’ public interests, and the private interests of political powers, the 
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ones responsible of his multicultural transition, so that both interest might 
benefit reciprocally. “The MMPS has as its objective that our work becomes 
the axis of a new vision of the city “of the polis” as a political concept, forming 
a solid base for Catalonia, based on predetermined interests by the political 
powers it acquires a major participation in the national and international 
concert, in everything related to multiculturality”, confirms the author. 

The MMPS wants to become the new persuasion method within the Public 
Relations, to be applied, for the first time, to the multicultural Catalonian 
society in Spain, serving public Catalonian administration and other organi-
�ations.  

To the Public Relations experts that, because of their jobs and campaigns 
are dedicated to promote that citi�ens learn how to share spaces with immi-
grants coming from all over the world, the most important premise is to 
define the persuasion model to use. But, at the same time, it is extremely 
important the message that needs to be transmitted. Efficiency will depend 
on quality and content within the message and its conviction power, and 
from the need of starting from a truth premise, letting to know it on time and 
on the right moment. 

The research of Dr. Barquero, as he points was: “Our job was to find a 
public interest that allowed us to generate a credible and trustworthy image 
towards these new Chinese citi�ens and since the function of the 

P.R. rests in understanding the diverse publics and to achieve that their 
private interests coincide so both may benefit”. In this case, the pubic interest 
was to help the Catalonian business man reali�es that the Chinese entrance in 
Catalonia, Spain, was real and that he must take advantage of this opportuni-
ty to benefit reciprocally, opening new markets. 

This is one of the benefits of multiculturalism, to understand that we can 
all benefit, that we can all obtain wellness from the situation. And we should 
never forget that societies are continuously changing, that we are not isolated 
and that we must learn how to share spaces and live together. Just like Pablo 
Neruda said in his poem “�ow much happens in a day”, we should reali�e 
that: “in one day, things spring, to life, they sell grapes in the street, tomatoes 
change their skin, the young girl you wanted never came back to the office. 
They changed the postman suddenly. The letters now are not the same…Who 

PROLOG�E
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would have said that the earth with its ancient skin would change so much? 
It has more volcanoes than yesterday, the sky has brand new clouds, the rivers 
are ��owing differently…” 

Professor Dr. Juan Guzmán Tapia 
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Professor Michael Gunn, 

Vice Chancellor and Chief Executive, 
Staffordshire University

For the first edition of How to avoid the 
Clash of Cultures and Civilizations by Dr. José 
Daniel Barquero Cabrero, my predecessor as 
Vice Chancellor, or Rector, of Staffordshire 
University, Professor Christine King, and 

the Deputy Vice Chancellor, Paul Richards (who continues in that role) 
wrote an Introduction. Having read Daniel’s book with the new chapters, 
I believe that the words written by Christine and Paul still have direct 
relevance to-day, despite the financial crisis in which we have been living 
since 2008 and the on-going terrorism threats across the world. They are 
reproduced, in full, after my few introductory words.

What matters is that cultures and civilizations have an improved under-
standing of each other and share a mutual respect and belief in the value 
of difference. The increased pace and frequency of international travel 
and business and the impact of information technology and, especially, 
the world wide web and the internet, as well as strong and positive migra-
tion, mean that it is increasingly important to understand and appreciate 
different cultures as we are increasingly inter-dependent in the way our 
individual lives, the development of society and our economies operate. 
At Staffordshire University, for example, we have recognized this. One of 
the great strengths of the University is its international partnerships for 
the delivery of Staffordshire University programmes. We also have part-
nerships for the delivery of research and ones that support the activity of 
many of our academics in other ways. The ESERP Business School, led 
by Dr Cabrero, is one of those partnerships delivering, amongst other 
programmes, Staffordshire University degree programmes. We have other 
partners in China, Malaysia, Sri Lanka, Oman, India, Singapore, Austria, 
the Czech Republic, Cyprus and Greece. One rationale for these partner-
ships is the opportunity for people, in their home country or at least nearer 

INTROD�CTION
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than having to travel to the United Kingdom, to study for a British higher 
education degree. Another is that we wish to ensure that all our degree 
programmes enable our graduates to have an understanding of the modern, 
globalised world, in which much is inter-dependent. So, we desire to be able 
to share, as partners, different perspectives on the subjects of our degree 
programmes to the benefit of our academics and students. Indeed, we hold 
our first international partners conference in November 2013 for exactly 
this purpose. One further development is that, in 2014, we intend to launch 
the Staffordshire Global Award, which, in addition to the degree, would be 
awarded to any student who completes a Staffordshire programme studying 
in at least two countries. The benefit of this is inestimable given that it will 
enable those students to appreciate, first hand, the values, belief systems, 
cultures and languages of more than one country. Study abroad is certainly 
part of the future and will enable our graduates and others who engage in 
such activity to be real players in the multicultural world of the future.

Our contribution is, therefore, an educational one to enable people to live 
and work together in a mutually respectful manner that does not demand 
the giving up of language, beliefs or cultures but rather celebrates differ-
ences that enhance the life and work experience of us all. Such is the ethic 
that underpins Dr Cabrero ‘s work and his creation of the PR-based MMPS 
to create the conditions in a society for deep and sustainable good societies 
where people are from different cultures. 

I congratulate my friend, Daniel, on his work that makes so clear the impor-
tance of research based scholarship and empirical work that underpins the 
delivery of high quality programmes to our students.

The following are the words of Professor Christine King, Emeritus Vice 
Chancellor of Staffordshire University, and Paul Richards, Deputy Vice 
Chancellor, Staffordshire University:

“The frightening pictures of clouds of smoke engulfing the World Trade 
Centre, tangled wreckage of the commuter trains in Madrid and of the 
devastated red bus in central London have challenged our confidence in 
the capacity of  modern multicultural and diverse society to deliver its most 
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fundamental promise, that of personal safety.

Britain and Spain have long experience of political violence, inspired by the 
IRA and ETA. The USA has had to confront the implications of individual 
incidents of multiple murder. The terrorist attacks have had greater impact 
than these because of their scale and their apparent connectedness but 
also because they have had a far reaching impact on the way people think 
about their community. They are aimed at people in domestic situations, at 
work or on the way to work, and they are perpetrated by ordinary people 
with ordinary backgrounds who seem prepared to kill themselves and their 
neighbors for a cause which is, to many, inexplicable. 

The mythology of conventional war on the ‘home front’ is of the commu-
nity pulling together, uniting in adversity, the Dunkirk Spirit. These attacks 
have had the opposite effect. They have polarized communities, lead to 
acts of retaliation and exposed many different ethnic minority popula-
tions to racist abuse and suspicion. These and other such events have been 
described as a concerted attack on the values of western society. There is 
the real danger that, putting the inflammatory rhetoric about the ‘war on 
terror’ on one side, this battle will be played out within our own society 
and in our own neighborhoods. Many decades of accommodating increas-
ing diversity are being put at risk.

This supposed clash of civilizations comes at the very moment when condi-
tions should favor strengthening community cohesion.

The global village is an increasing reality. Air travel, for Europeans and 
Americans is increasingly affordable and there appears to be genuine inter-
est in how other people live. Many countries that have been politically 
closed to visitors are now more accessible. There is a growing realization 
that the globalization of business must be matched by recognition that 
social interdependency is the only way to tackle climate change and to 
manage the economic imbalances between rich and poor.

At a local level in the UK too there is a strengthening in the belief that 
diversity in the community creates cultural vibrancy and creative energy 
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which in turn support new business opportunities, economic activity and 
fun. These are crucial to the success of the knowledge based economy 
which we are seeking to make a reality.

All of these positive developments run alongside tensions about competi-
tion for jobs and the sadly widely held view that cultural identity is in 
limited supply and that if one group strengthens its self image it must be at 
the expense of loss of identity for the group next door.

And yet at the very moment when the excitement of the opportunities 
reaches its height, people have cause to be fearful of travelling and begin 
to doubt the motives and behavior of their neighbors.

Clearly we must resolve these problems peacefully and constructively. 
Modern societies are only going to become more diverse whether that is 
a result of easier economic migration, differential birth rates or improving 
health care. We must ensure that our communities are more inclusive, that 
they recognize their interdependencies and that they are more self suffi-
cient.

These are challenges not only for policy makers and politicians. We all, 
as individuals and as organizations, have a responsibility to develop our 
understanding of the value of diversity, to promote cultural engagement 
across the world and to foster inclusivity and cohesion. 

Nor must we, as researchers and as citizens ignore the fact that, whilst 
terrorism is presented by politicians and the media of the western world 
as the single most important threat to our future, the reality of the threat 
may well be more complex. It may be that climate change and the competi-
tion for diminishing resources with all the consequences that follow, are 
the real problems on which we must focus before we can attempt to build a 
world that is stable and that offers a future for its entire people.

The first step is to understand more about the nature of terrorism and to 
examine some of the ways in which new communities may be built. From 
these new communities will come the pressure to deal with the root causes 
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of a world split between poverty and wealth and a world at risk from a 
planet in deep trauma.

As members of a University community based in Britain and with a long stan-
ding partnership with colleagues in Spain through Jose Daniel Barquero, 
who is also an Honorary Doctor of our University, we are pleased to be 
associated with this important work. By working on a European and then 
on a global basis, by research, by thought and by discussion, all of us have 
a responsibility to find ways to begin to heal the divide in and between 
states and between citizens. This book, with its exploration of multicultural 
societies, their tensions and their victories, is one more step on our journey 
to understanding and to creating the difference.”

Professor Michael Gunn, 

Vice Chancellor and Chief Executive, Staffordshire University.

INTROD�CTION
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We are presenting a remarkable book, which joins different scopes for 
the benefit of the common good, an objective that should be taken into 
account in any scientific endeavour. 

Our research is the fruit of the growing concern for the immigration 
phenomena, its causes and its consequences –in the short, medium and 
long-term – in diverse spheres, such as the social, economic, educational, 
political, and mass media. Any contribution to this problem, any contribu-
tion that can help to solve it –even if it is in a small portion- is worth the 
effort, this is an effort of no less than four years, which has finally seen the 
light in the form of a book. One of the limitations, that may be detached 
from our above affirmation, are the vertiginous changes that are produced 
in the different facets of the migratory phenomena and, therefore, makes 
it impossible to give a finished solution to the problem, even in one of its 
facets. 

Our contribution with this book, fundamentally, is a Public Relations 
Method – MMPS- that helps explain -(understanding a phenomena is the 
first and basic weapon to solve the problem) – to society in general, and to 
politicians, in particular, what the phenomena consists off, how to welcome 
it with understanding, with interest, with illusion…until we are ready in 
our society to try to see it not as a problem but as an opportunity for social, 
cultural, economic and personal enrichment. 

Although Catalonia was chosen, within Spain, as our example for our 
field study because this community is an encounter point of different cultu-
res and to verify the effectiveness of our method, the method is applica-
ble to any contemporary society, always with the necessary precautions to 
contextualize any application that wants to be made of the method. 

The book starts by describing the two theoretical fields that support it: 
multiculturality, its models, the reality it is based on and the options for the 
future, and the Public Relations, its fundamental axis and the elements that 
support our method. 

We decided to include a chapter dedicated to Edward L. Bernays, pioneer 
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of Public Relations at a world level, due to general interest, his singularity 
and for his contribution with unpublished material. We are sure it will 
contribute with elements for a lengthy meditation on public relations and 
their importance to our society…for more than one hundred years now. 
Finally we present the model and its implementation, with a description of 
the results, benefits and limitations. 

Professor Dr. José Daniel Barquero Cabrero
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INTROD�CTION

1.1. Justification 

In the summer of 1993, �untington, professor of Political Science and 
Director of the John M. Olin Institute at �arvard �niversity published an 
article in the maga�ine Foreign Affairs entitled «The clash of civili�ations» 
which provoked a wide range of reactions and comments at an international 
level. This was hardly surprising, not only because of its serious and rotund 
warnings about the clash of civili�ations around the world, but also because 
it was announced, publicly and in a threatening tone, by an expert from 
�arvard. 

In the same year, 1993, in Spain, after the Olympics in Catalonia, we could 
not even imagine that years later we would be a meeting point for civili�a-
tions, and even less, contemplate a premonitory clash, also announced by 
Professor �untington. Still less, could we imagine the terrorist attacks in 
2004 and 200� in the light railway line in Madrid, on the Twin Towers in 
New York, or in the London �nderground (carried out by Al Qaeda), or the 
recent racial con��icts resulting in the burning of thousands of cars in Paris, 
in November 200�, by Muslims of French origin against laymen of French 
origin. In Australia, in Sydney to be precise, at the same time there were 
confrontations between white Australians and coloured Australians which 
resulted in hundreds of injured and burnt cars, provoked largely by a multi-
cultural identity crisis situation. 

�untington’s article intrigued us in 1993, but interest increased as a result 
of a book which the author published to defend himself against his critics. 

This is a book entitled: The clash of civilizations and the remaking of world 
order, published in 1996 by Simon & Schuster in New York. After reading 
it, our worries about this remaking of world order increased and it became 
something which started to interest us seriously. In the years 1998/99 we had 
begun to notice that Spain, and Catalonia especially, was starting to change 
fast, going from one race to a multitude of races, from two languages (Catalan 
and Castilian Spanish) to a multitude of languages, from one religion, mainly 
Catholicism, to a heterogeneous mixture of religions (according to the latest 
census of the ISOR – Centre for the Investigation into Sociology of Religion, 
there are fourteen religious traditions present in Catalonia at the moment, in 
200�, and if we include breakaway groups and movements, around ninety). 
This led us to start to study many other authors who will be re��ected in the 
course of this book, some in favour of multiculturalism and others against the 
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different multicultural and religious opinions present in stable and powerful 
countries. 

We have experienced, in Catalonia, almost without realising until it has 
become visible in our streets, a rapid increase in immigration, for example, 
the city of Girona (La Vanguardia, 9th December, 200�) in the year 1998, 
had a total of seventy-one thousand, six hundred and thirtyseven citi�ens on 
the census, and entered the 21st Century with seventythree thousand, six 
hundred and thirty-seven, but since January 2001, when this figure reached 
seventy-five thousand , two hundred and fiftysix it has gone up to eighty-six 
thousand, six hundred and seventy-four at the beginning of the year and to 
ninety thousand by last September (200�), while the City Council publicly 
recognises that there are a hundred and twenty-seven thousand people in the 
city according to statements made to La Vanguardia, in December 200�. 

This book is a continuous effort to contribute to finding an answer to 
this complex problem of the clash of civili�ations re��ected in the article by 
�untingdon – �ow can we avoid this multicultural clash? 

A second, decisive element in this work was the experience in persua-
sion and Public Relations that I acquired whilst working with professor Dr. 
Edward L. Bernays, in Cambridge, �.S.A., from the year 1989 until his death 
in 199�. Dr. Bernays, world pioneer in Public Relations, (from now on, P.R.), 
and advisor to the White �ouse, to Presidents of the �nited States and other 
important people and world leaders, allowed me to work alongside him for six 
years, invaluable to my personal and professional development. Later, toge-
ther with Professor Dr. Sam Black, in London, European pioneer in P.R., we 
continued the training started by Bernays. 

The method that I am presenting is impregnated with the teachings of Dr. 
Bernays. For this reason I have dedicated a chapter to him, in which I provide 
our professional correspondence in order to try to understand this worldwide 
P.R. genius better. 

These two ingredients have gelled into a book which has come into being 
gradually, bit by bit. It is the result of years of investigation in the �nited 
States, �nited Kingdom and Spain. They were expressed for the first time, 
in a global sense, at a conference presided over by the Judge Gu�mán Tapia 
at the Central �niversity of Chile in Santiago de Chile, in November, 200�. 
Previously, parts of the book had been displayed in conferences at Queen’s 
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University (2003) and Staffordshire University (2004) in the �nited Kingdom. 
These conferences served to contrast former ideas with professors and acade-
mics on the method in the book and with some of them we had the good 
fortune to be able to participate in one of the most important congresses in 
Europe, organised by the British newspaper, The Guardian in January, 200�, 
which was attended by experts in multicultural subjects such as: Madelei-
ne Bunting, Ted Cantle, Tariq Ramadan, Ash Amin, Shareeta Fulat, Gary 
Younge, Ann Creer, Sukhuinder Stubbs, Zlauddin Sardar, Geoff Multan and 
Tariq Modood. We were able to discuss with them, in depth, many multicul-
tural topics, such as: whether we can choose our identity or if it chooses us, or 
how to live with what we are today: a multicultural, lay society in Spain and 
Catalonia, with the exception of the Muslim, Catholic, Protestant, Buddhist, 
and the other ninety religious communities included in the census in Cata-
lonia. These debates put us in contact with cultural and religious leaders in 
Catalonia, who respect, but do not accept our idea of a lay society in Catalo-
nia, which they believe to be a fallacy. 

1.2. Objectives

The problem that we have only touched on in the former justification has 
unlimited implications, and therefore we must limit it to more reduced objec-
tives: empirical or operative objectives. We have a combination of descriptive 
objectives, typical of social investigations, and explicative objectives which 
try to resolve some of the questions we have posed. In our case, we do not 
use an explanation/description dichotomy, but complementariness in order 
to approach the reality that we are analysing. The objectives that we have set 
ourselves in our research work are the following: 

I. To analyse the changes that have been produced over the last few 
years, especially in the last decade of the last century, with the demise 
of monocultural communities, which were predominated by one 
cultural pattern and the rise of multicultural communities in which 
different cultures live together in the same space and time. 

II. Investigate the multicultural reality of Catalonia, its peculiarities and 
characteristics, and to compare it to other similar multicultural reali-
ties, for example those of Spain and Europe. 

INTROD�CTION
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III. Draw up a profile of the P.R. profession within the new social and 
cultural framework of the 21st Century, as well as the functions and 
responsibilities that this profession should include. 

I�. Study the contribution of Edward L. Bernays to the method that we 
are presenting. 

�. Propose a method of persuasion or swaying of public opinion –MMPS- 
which would be effective in avoiding multicultural con��icts between 
groups from different cultures. 

�I. Apply our method of persuasion to the case of the Chinese  
community living in Catalonia, in such a way so as foment  
understanding between the two cultures, that is the Chinese and the 
Catalan, as well as to establish roads to cultural coexistence. 

1.3. Methodology used for this investigation 

«Our current society is complex, multivariate and difficult to comprehend, 
presenting itself to the eyes of the investigator or academic as multiple realities. 
Its analysis cannot be, therefore, simple nor can it be carried out via only one 
methodology or scientific perspective. (García Ferrando et al., 1992:1�)(García Ferrando et al., 1992:1�)

1
. 

There is not one single scientific method, universally recognised. There are 
certain characteristics which make up the scientific method and which have 
to be followed rigorously – from here we get the term “scientific rigour”: clear 
objectives, operative design, validity and reliability in the collection of data, 
rigorous analysis of the data and appropriate conclusions. 

What convinces us to use one method or methodology or another? In the 
first place, the scientific model in which we find ourselves. Model used to 
mean scientific school, the conceptual framework, the glasses through which 
we see reality, why we choose certain social problems as of top priority, and 
why we adhere to certain theories and reject others. If we use as a starting 
point the elemental paradigmatic division of: positivist or inductive, interpre-
tive and critical, we are setting ourselves in the interpretive model in so much 
as we want to “understand” reality and the critical model in so much as we 

1. GARCIA, Ferrando, M. et al. El análisis de la realidad social. Métodos y técnicas de investigación. Alian�a, 
Madrid, 1992. MACINTYRE, A. La idea de una ciencia social, en A. Ryan (ed.) La filosofía de la explicación 
social, Fondo de Cultura Económica, México, 1976. �ORK�EIMER, M. “�ORK�EIMER, M. “Traditional and Critical Theory”, en 
P.Connerton (ed.) Critical Sociology, Penguin, �armondsworth, 1976. 
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want to “change” reality. Although we are more inclined towards qualitative 
models, this does not mean that we have rejected quantitative analyses: the 
two are not incompatible. The most important thing is the attitude of the 
investigator and ours has been one of understanding and change, not one 
of the segmentation of reality or of the generali�ation of the conclusions of 
our investigation. This double paradigmatic framework makes us aware of a 
certain eclecticism in so much as the methodology is concerned. 

In the first place, we use the qualitative method, not in its symbolic anti-
mony of qualitative-quantitative, but as the empirical method that is trying to 
understand this reality – multiculturalism – and which involves establishing 
identities and differences. At no time do we exclude the quantitative analysis of 
the data collected in the investigation. With this we will try to explain aspects, 
components and specific points of view on the subject of our investigation. In 
the multicultural analysis we have used the criteria “emic” and “etic”, follow-
ing the suggestion of MacIntyre: «unless we start with a characteri�ation of 
a society in its own terms, we cannot identify the object requiring explana-
tion. The attention to intentions, motivations and reasons, must precede the 
attention to causes; the description in terms of the concepts and beliefs of the 
subject must precede the description according to our concepts and beliefs» 
(1976:44). Social reality is a reality with meanings intersubjectively shared 
and expressed in the language, both in the subject of the book – multicultur-
alism – and in the treatments – P.R. and MMPS-; meanings which are not 
simply beliefs or subjective values, but elements constituting the social reality. 
Social reality is made up of both facts and common meanings which have to 
be understood in order to be fully aware of this social reality; social practice 
has to be interpreted, and this must be done from the meanings that the 
investigator himself offers (expressed, partly, in this introduction). 

In second place, we have used the historical method, not as it is used by 
historians, reconstructing and interpreting the past, but as it is used by soci-
ologists when they ask themselves and ask social reality about the cursus 
undergone by that which they are studying, about how it has come to be what 
it is, and even why it has become to be at all. We have to go more deeply into 
the conscience of the contingency of social reality and permit the perception 
of the historicity of the social phenomena studied, both those of multicultur-
alism and of the evolution of P.R. 
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In the third place, we have used the comparative method, a consequence 
of the conscience of diversity: the variety of forms and processes, of structures 
and social behaviour, both in space and in time, which attracts the curiosity 
of the student. But it would be senseless to compare two unrelated things. 
It is necessary to have a certain degree of structural analogy and complexity 
between the phenomena - this is present in both P.R. and in multiculturalism 
- which are being compared, as well as the need to not take the institutions, 
processes or cultural objects being compared, arbitrarily out of their contexts 
- multiculturalism in Catalonia, Spain and Europe. 

Finally, we have used the critical-rational method which «never looks 
simply for an increase in knowledge in itself: its objective is the emancipation 
of man from slavery» (�orkheimer, 1976:224). In this method we assume 
values which are used by the investigator, and which are expressed throughout 
the investigation. The consideration of rationality is expressed, above all, in 
the aims, without this implying any dogmatic content in the conclusions, nor 
are we looking for unanimity in these. 

More and more frequently there is a position in favour of methodological 
complementariness. It is no longer important to carry out a quantitative or 
qualitative investigation, but to carry out a good and rigorous investigation, 
of any kind. It is fundamental to respond to the problems posed, posed by 
society, in the good understanding that it is the problem posed by the method 
and not vice versa. This is the justification for our methodological eclecti-
cism. 

1.4. Structure 

The structure of this book is funnel-shaped - progressive delimitation - until 
we arrive at the MMPS method, our final objective. The structure is made up 
of the different topics that it consists of, and which can be represented in the 
following diagram which provides us with an immediate view. 
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Figure 1: Synoptic chart. 

The diagram shows us the link between the different chapters / parts of the 
book until we arrive at the definition and application of the method. 

On one hand we want to show the new multicultural reality seen, funda-
mentally by the media and press. Through this we want to demonstrate the 
need for our method, and the two following chapters (III y I�) belong to the 
P.R. field. In these two chapters we want to justify the theoretical-practical 
position of our method, putting a special emphasis on Bernays. 

Finally, we present the method and its application to a field study. This way 
we hope to demonstrate the viability of the method, and at the same time, 
improve it for future applications. 
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We will go into this in more depth: 

Chapter I: Introduction 

In this chapter, the objectives of the book are laid out, as well as the metho-
dology included. A brief introduction justifies the choice of subject matter for 
our book. 

Chapter II: The new Multicultural reality 

Within the theoretical framework, we describe the new migratory reality 
with its numerous details, graphs and documents. After describing the different 
models of multiculturalism, such as assimilationism, cultural understanding, 
cultural pluralism, biculturalism, multiculturalism and social reconstruction, 
anti-racist multiculturalism, cultural criticism; we focus on two of them for 
our book. 

We also analyse different opinions on multiculturalism in Catalonia, and 
with references to Spain and Europe. Opposing opinions on multicultura-
lism from national and international experts like Kroeber, Zapata, Kymkicka, 
Levi-Strauss, Gru�inski, Estruch. 

Finally, we state our personal position on the new Catalan multicultural 
reality in so far as the factors that we consider decisive are concerned, such as: 
immigration, work, leisure, eating habits, home, health, family, digitalisation 
of society, economy, ecologic awareness, sustainability, regulari�ation, delin-
quency and new migratory policies. 

We will try to ensure that the conclusions, comments and expressions 
carried out in this chapter are documented and backed up by graphs which 
provide us with clear information as far as delocalisation, Islam, illegal immi-
grants, foreigners, immigration, permits, etc, are concerned. 

Chapter III: Public Relations

The background and historical development of the profession of P.R. are 
analysed, along with its application and utili�ation in the modern organi�a-
tions of nowadays. 
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Aspects such as the use of numerous auxiliary sciences for P.R. are described 
(e.g. economics, business science, information science, sociology, psychology, 
anthropology). These give us knowledge of public opinion which allows us 
to sway this opinion by applying these sciences through the art and creativity 
of P.R. There is also a series of techniques (marketing, advertising, networking, 
marketing investigation, publicity, promotion, sales, propaganda) which help 
to win the confidence and credibility of the public. 

The anthropological foundations of the European doctrine of P.R. are 
explained, along with their business dimension and the different schools and 
ideologies of the profession in the �SA and Spain. 

We also analyse the way of thinking of the great international experts in the 
profession, such as Bernays, Cutlip, Center, Black, Grunning, as well as the 
P.R. behavioural models like that of symmetric and asymmetric information 
agent. 

All this will help to constitute the bases of the method that we are presen-
ting: MMPS. 

Chapter IV: Edward L. Bernays 

Both for his universal in��uence in the P.R. field and for our personal rela-
tionship with Edward L. Bernays, we are devoting a whole chapter to him. In 
this chapter, we explain the works and doctrinal contributions of this world 
pioneer in P.R. as well as his in��uence on our research and analysis in the 
field of the scientific discipline of P.R. when we worked with him in the �SA. 
After a brief biography, we provide his academic and scientific contributions 
through his bibliography, and we also take into account part of his articles 
compiled by A. Larson. 

We analyse how the profession of P.R. was initially defined, how and why 
it was given this name, its successes, failures, recognition, the bases for the 
engineering of mutual consensus (used nowadays by P.R. companies) as well 
as the future of the profession. 

Finally, we state that part of our correspondence with Bernays can be found 
in the Congress Library in Washington in the �SA and can be consulted 
there. 
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Chapter V: MMPS

This fifth chapter is made up of two main blocks - multiculturalism and  
P.R. - set up within the theoretical framework and which lead us to the 
MMPS method. This chapter is divided into two parts: theory and practical. 

a) The theory, in which we set out the MMPS method. It is comprised 
of nine stages, in which we describe, progressively, how to sway public 
opinion in order to obtain credibility and trust based on the messages 
related to multiculturalism needed to be transmitted to the political 
powers, always bearing in mind both interests, the political interest and 
the citi�ens’ interests. These stages are the following: 

 Stage I: analysis of the multicultural situation and diagnosis of proble-
ms,

 Stage II: definition of the objectives of the multicultural campaign,
 Stage III: identification of the multicultural message and communica-

tion strategy, 
 Stage I�: identification of multicultural target clients, 
 Stage �: identification of campaign channels, 
 Stage �I: pilot test, 
 Stage �II: campaign launch, 
 Stage �III: campaign maintenance, 
 Stage I�: evaluation of the campaign.

b) Practical: Includes the field study – the case of the Chinese businessmen 
in Catalonia – which proves the model to be feasible, that it enables 
in��uencing, persuasion and the generation of credulity and trust, the 
model being based on the standards of socially responsible ethics and 
morality as set out by professional colleges and associations around the 
world. 
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2.1. The new migration reality

The human geography changes so suddenly that it is hard for us to assi-
milate. The Spanish population is not the same there was just five years ago. 
The significant increase in immigration has contributed to this according to 
sources published by the Interior Ministry in 20042. 

According to the communication media that I will detail later, the popula-
tion growth, that had been stagnant for years, starts to rise due to the massive 
arrival of foreigners while the Spanish population is aging at a great speed. 
This presents a future we must raise conscience on and face with utter realism 
and crudeness so as not to start late to seek and apply solutions, and that 
maybe by then, the social panorama would be configured and difficult to 
recomposition. Everything seems to indicate, according to recent research 
done by Professor of �uman Geography at the Complutense �niversity of 
Madrid, Rafael Puyol, that in the near future the number of elderly people 
will increase; there will be less adults and less young people (Gaceta de los 
Negocios. November 1�, 2004). 

This is the panorama that all Spanish Autonomous Communities should 
expect, without exception, in a greater or lesser degree. What is alarming 
regarding these affirmations is that today, even those who were skeptics a few 
years ago are now agreeing with professor Puyol, since according to recent 
statistics from the Interior Ministry comparing the years 2002 with 2004 
the number of young people has decreased by sixteen percent and the elderly 
people have increased by seventeen percent. Other estimated figures are also 
dramatic since according to the Interior Ministry in fortyfive years, by the 
year 20�0, the elderly will increase alarmingly in Spain up to a thirty one 
percent, the adults up to fifty-five percent and the young people will descend 
to fourteen percent. 

Today we have a serious population problem, not only qualitative, but 
in mutual understanding of this new society, formed by the new citi�ens, 
which is a merging from different cultures and that, besides, is concentrated 
in towns, cities, and whole countries. Because of its importance, this problem 
should have a high priority, since we have gone from statistics to a new social 
reality with present and future in our country. It is urgent that we face and 
make plans about this subject since now is the time to set the foundation for 
our future, since later it may be more difficult, if not impossible, to solve. 

2. Official Website of the Interior Ministry: www.mir.es 
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Would we be able to maintain a state in the year 20�0 with an aged popula-
tion which has contributed economically during all its lifetime to support the 
state and that will be expecting to collect their pension check after they retire? 
What can we expect from a young population that will descend to fourteen 
percent and will not be able to support an elderly population? We should not 
forget that some of these young people, some of them from an immigrant 
background, would be the ones leading the country and making decisions 
about citi�ens that left, as an inheritance, a country with grave problems that 
could have been conveniently channeled some years before. What decisions 
will they take? And not only in relation to pensions but also to services offered 
by the state regarding health care, culture, transportation, education, schools 
and public universities3. Will it be possible to maintain these same services 
with the same quality and content? What would happen if the investment 
in Catalonia by the central government continues to decrease, as it has to 
date? The newspaper La Vanguardia (January 8, 200�) states «The State accu-
mulates a deficit in investment in Catalonia of six thousand four hundred 
million euros from 1991 to 2002». This newspaper bases its argument in 
that State has invested only ten point one percent of the total Spanish invest-
ments in Catalonia community, which by itself contributes an eighteen point 
seven percent to the Spanish economy. Following this line of thought, we can 
continue asking: �ow will this lack of investment directly affect the new and 
growing Catalonian population if at the same time it has grown in almost half 
a million people plus immigrants?

Below we can se the chart published by La Vanguardia, which shows a 
comparison of investments made between 1991 and 2002: 

3. The education cost in 200�, for the Catalonian government was an average of five thousand one hundred and five 
euros per student per year (El Periódico, January 14, 2004).
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Figure 2: Comparison of the investment deficit in Catalonia related to the GDP. 

To all this data of lack of investment we would have to add those from the 
INE4, which, based on the 2001 Census, carried on very complete studies 
about how would Spain look like, regarding population, in the year 2070. 
The starting points were migration, fertility, mortality and the purpose was to 
estimate and plan the future and be able to make decisions in time. Among 
these decisions, the noticeable differences between immigrant citi�ens recen-
tly incorporated those that will incorporate and the national citi�ens, are 
becoming more important since these would change the statistics once we 
have their data. 

From the first results of that study by the INE it can be observed that in the 
year 202�, in Spain, the population census will be fifty million citi�ens and in 
the year 20�0 there will be fifty-three million people.

4. INE: National Institute of Statistics. The National Institute of Statistics is an autonomous organism with mana-
gement features and with legal status or personality and own proprietary equity, appointed to the Economy and 
Fiscal Ministry through the Economics Secretary of State. It is basically regulated by the Law 12/1989, of the 9th of 
May, of the Public Statistical Function which regulates the statistical activity for state purposes which is the exclusive 
compe-tence of the state and by the Statute approved by Royal Decree �08/2001 of the 11th of May and modified 
by Royal Decree 947/2003, of the 18th of July. 
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The year 20�0 seems to be our demographic ceiling, that is, it will be the 
year when the population will began to decrease in an alarming way unless 
immigration solves this, that is, if our country continues to be one of the 
preferred ones by the immigrants, it may not be the case at that time since 
it could be the Eastern European countries, which at this time are receiving 
important contributions from cohesion funds of the European �nion, as 
Spain received when it incorporated into the �nion. If we assume that the 
immigration growth by 20�0 would be the same as in 2002, there would only 
be sixteen thousand more births in the country than in 2002, a real problem 
for the country. 

Tabl3: Comparison of births for the years 2002 and 2050. 

From the studies of Professor Rafael Puyol we extract as a summary some of 
his conclusions and concerns that support our starting hypothesis, the author 
says that at this time we are not concerned by the strong in��ow of immigrants 
trying to settle among us. Will the day come when we worry because we are 
not receiving enough? What seems probable is that if the immigration is not 
increased in numbers, the population will start to diminish by the year 20�0 
due to the fact that the natural growth will be negative because of aging, and 
it will not be compensated by the expected entries, and the population will 
drop�� (Puyol, 200�). 

In a generic manner and applying it to the international sphere, according 
to the Cáritas5 organi�ation, insecurity in all its forms, violence, the militari-
�ation of the humanitarian aid, corruption, the inequality in the distribution 
of the benefits derived from globali�ation –basically in detriment of the poor-, 
migrations, the advancement from a uniformed cultural method to a multi-
culturality, religious fundamentalism and, as a result, the social rejection of 
multiculturalism for fear of the unknown. 

�. Caritas Internationalis is a confederation of sixty-two catholic aid, development, and social service organi�ations 
which works for the construction of a better world for the poor and the oppressed in more than two hundred coun-
tries and territories. This confederation professes to work without taking into account the religion, race, gender or 
ethnic group of those it benefits and is one of the largest humanitarian networks in the world. 
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In the Catalonian sphere, also according to Cáritas, and as a consequence, 
in part, of this globali�ation and what is occurring in the rest of Europe with 
the stagnant demographic growth, other multicultural problems should be 
added: the impoverishment of the families, the aging of the Catalonian popu-
lation, the need for immigration and young people in the Catalonian cities, 
the difficulties in the work field, difficulties in accessing basic social services. 

The institutions and Catalonian leaders, independently of their ideologies, 
are aware of the emergence of a new kind of citi�en, which only ten years ago 
was unknown but was beginning to emerge and that today is a reality that 
needs to be strengthened in its social aspect, indispensable as a first step. On 
the part of the new residents with an immigration origin who have rights and 
obligations and on the part of those Spanish national citi�ens who also have 
rights and obligations, the people should respect one another and eliminate 
any kind of confrontations in order to attain a solid coexistence among the 
different races, customs and religions. We must build, although it may not be 
easy, a method capable of persuading all the citi�ens in favor of that multi-
culturality based in respect and understanding, and that begins by educating 
citi�ens in general. That is the objective of this research, to contribute the 
MMPS – Multicultural Method Persuasion System- capable of persuading the 
citi�ens and of contributing to avoid the multicultural crash. 

The Catalonian political leaders represented in the Parliament, aware of 
this reality and with the desire to find a consensus among the population to 
avoid con��icts, se it necessary to sum up synergies. On the one hand they see 
immigration as necessary since this year, 200�, begins the drastic demographic 
descent of the Catalonian population between twenty-five and thirty-nine 
years old, and on the other hand they see the need to persuade public opinion 
into accepting to coexist with multiple races, cultures, religions, with respect 
and mutual understanding. It is characteristic of the political class of our 
time a certain lack of knowledge of the P.R. methodology that results in 
biased attitudes and in certain lack of trust. There from the importance of the 
new method of persuasion MMPS, capable of facing these problems with an 
unprecedented multicultural campaign in Catalonia. 

With this method we can contribute suggestions and some solutions, to 
be applied to the new multicultural reality. But, we insist, if we do not start 
by persuading the communication media themselves and the leaders of this 
reality so that they may haul the masses, then we face a series of confron-
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ting interests as �untington announced in his book The Clash of Civilizations 
(1997), or Oriana Fallaci in her book The Force of Reason (2004). 

In first place, the MMPS method must be supported on an academic base: 
the one of paradigms of the multicultural factor that we will analy�e next. 

2.2. Multicultural Paradigms 

In this section we will examine from a theoretical point of view the diverse 
paradigms6 that exist today about the multicultural factor. In order to orga-
ni�e such examination, we will use the now classic article by Gibson (1984) 
where different approaches are analy�ed of the multicultural factor starting 
from the reality of the �nited States in the seventies and eighties, and which 
represents an effort for increasing the conceptual clarity and make explicit a 
series of assumptions that are underlie each conceptuali�ation. In addition to 
this, our bibliographic sources were amplified over time, as well as, the docu-
mentary evidence consulted (ERIC 7 , FRANCIS 8 ). The purpose is to brie��y 
re��ect the different theoretical frames –methods– that will help us to analy�e 
the multicultural reality from a scientific point of view. 

2.2.1. Assimilation Paradigm: The Assimilation of the Culture 

The purpose of this first method is to equali�e the opportunities for people 
that come from different cultural identities. Such position emerged from the 
continuous failure to integrate people belonging to minority groups and also 
as a rejection to the genetic and cultural deficiency hypothesis about these 
groups. The key suppositions underlying this first method are: 

1) People who are culturally different from the majority experience  
adaptation disadvantages in communities subjected to domi-
nant values. 

2) To remedy this situation, created by the multicultural integration 
programs, the family / society compatibility should be increased.

6. Paradigms are scientific reali�ations, universally recogni�ed, that for a certain time provide models of problems 
and solutions to a scientific community (Kuhn, 1971).
7. ERIC (Education Resources Information Center).
8. FRANCIS (Database of the Institut de l’Information Scientifiqué et Tecniqué). 
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3) The programs promoted by this approach increase the level of inte-
gration of the people. The multicultural education, that from this 
perspective avoids the suppositions of the compensatory integration 
programs which deny the cultural differences, assumes a cultural 
atmosphere pathology and tries to change the people, their language 
and even the norms of their behavior. 

The design of programs to deal with the exceptional or culturally diffe-
rent, as designed by Sleeter and Grant (1988), is based on the human capital 
theory, which states that education is a form of investment where the indi-
vidual acquires skills and knowledge that may become an incomein the 
economic sense- when they are used to seek employment. In the measure 
individuals can develop their human capital, through the assimilation of the 
dominating culture, they will be able to find better life conditions and the 
economy and society in general will be better off. Therefore, in a theoretical 
level, poverty and discrimination arise, largely, from the fact that marginali�ed 
groups do not have, in general, the same opportunities to acquire knowled-
ge and the necessary skills. After rejecting the theories that stated that these 
groups had physiological, mental and language deficiencies, other emerged 
which, replaced the term “deficiency” for “difference” based on the idea that 
there is a multiplicity of methods for psychological development, learning 
and or communication styles. Since these methods are immeasurable and are 
only understood under the light of the cultural context they depend on, the 
objective of the community will be to reach compatibility between their own 
cultural dynamic and the original cultural dynamic of the groups of “diffe-
rent” individuals from the culturally dominant/majority group, that serves as 
a reference. 

Definitely, the purpose is to design compensation systems through which 
the “different” may be able to access, with certain quickness, the competition 
in the dominating culture, being education the means by excellence which 
facilitates the “transit” from one culture to the other. 

In this first approach, as we have stated before, are enclosed part of what 
the Sleeter and Grant work group call “teaching the culturally different,” as 
well as, the “assimilation” paradigms and the “culturally deprived” identified 
by Banks, all of these supported by the theory of the cultural deficit. 
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2.2.2. Cultural Understanding: The Knowledge of the Difference 

In this second approach the emphasis is in the need to know about the 
cultural differences and not a treatment of what is commonly known as 
culturally different. The purpose is to teach everyone to value the cultural 
differences. Starting from this criteria, it is then thought, that the community 
should orient itself towards the cultural enrichment of all its citi�ens. Multi-
culturality would be formative content. All citi�ens –be they from minorities 
or from the dominant culture- need to learn about the cultural differences, 
towards which the State should show a greater sensibility, in order to re��ect in 
a more precise way its interests and peculiarities. The citi�ens must be prepa-
red to live in harmony in a multiethnic society, and for this the differences 
and similarities of the groups have to be faced, with the purpose that the 
citi�ens understand such plurality (Seifer, 1973; Wynn, 1974; García, 1978; 
Solomon, 1988). 

The theoretical foundation for this approach, according to Sleeter and Grant 
(1988), is found in good measure in social psychology theories about preju-
dice, self-concept or the reference group. Some theoretics have centered on 
the development of prejudice and of the stereotype at the individual level and 
others at the group level, while others have focused on the generation processes 
for self-concept. Regarding prejudice, it is believed that citi�ens tend to over-
categori�e and stereotype many things from reality. Their categories would 
have included many descriptive attributes that apply to all of that -object or 
human- that seems to fit the category, although these slanted categories and 
stereotypes do convey in themselves the rejection of other groups. Sleeter an 
Grant explain that to respond to this last point, the theoretics have used the 
psychodynamic theory, according to which the mind has innate impulses and 
capacities such as, aggression, the affiliation to others, the fear of strangers, or 
the need of a positive self image, which are manifested in feelings and needs, 
with only a few of these being conscious. The hatred or rejection of others, for 
example, may be due to an inability of the person to control the frustration 
produced by not being able to satisfy some of his basic needs. 

2.2.3. Cultural Pluralism: Preserving and Extending Pluralism 

This third approach or means of understanding the multicultural factor 
emerges from the lack of acceptance on behalf of the ethnical minorities of the 
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acculturating and assimilatory practices to which they are subjected to in their 
contact with the majority cultures. For these minorities neither the cultural 
assimilation nor cultural fusions are acceptable as ultimate social objectives. 
Therefore, diversity has to be maintained, and for this, the school should 
maintain the diversity and extend cultural pluralism. For cultural pluralism 
to grow, four conditions are necessary: 

1) Existence of cultural diversity within the society; 
2) Inter and Intra group interaction; 
3) The coexisting groups must share approximately the same political, 

economic and educational opportunities, and 
4) Society has to value cultural diversity (Stickel, 1987).

It is supposed to be, according to some, an antidote against racism (Seda 
Bonilla, 1973) which rejects assimilation and separatism and which expresses 
that cultural pluralism means not to judge the way other people live using the 
criteria of one’s own culture. For Sleeter and Grant, cultural pluralism is based 
on sociological, anthropological and social learning theories. The anthropo-
logical theories involved in this approach are those that deal with the cultural 
transmission processes, developed by the anthropology of education. 

2.2.4. The Bicultural Factor: Competition in Two Cultures 

For this fourth approach of the multicultural factor the formation of people 
competent in two different cultures should be guaranteed. Such position is the 
consequence of the rejection, by minority groups, of the assimilation ideas. 
For these groups the native culture should be maintained and preserved and 
the dominant culture should be acquired as an alternative or second culture. 
Bicultural education should lead, at the end, to the complete participation 
of the citi�ens of the majority or of the minority groups, in the socioecono-
mic opportunities offered by the State, and all this, without the members 
of a minority group having to lose their cultural identity nor their language 
(Morrill, 1987), outfitting them of a sense of identity and preparing them at 
the same time to fully participate in the dominant society (Burger, 1969). 

From among the important aspects specified in this approach, we would 
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distinguish the language in the development of cultural competences, since it 
is understood as a decisive element in the role of “bridge” between two cultu-
res (Brennan y Donoghue, 1974). 

This fourth approach would be similar to the paradigm identified by Banks 
as “language”, and much of Sleeter and Grant’s writings identify as “studies 
about specific groups.” 

2.2.5. Multiculturality as Social Transformation and Reconstruction 

In this fifth approach we will include: 

1) Some references that Gibson conferred to the pluralist model, 
2) The “multicultural factor that is social Reconstructionist”, as Sleeter 

and Grant call it, and, 
3) And the “radical” paradigm as quoted by Banks. 

From these positions the multicultural factor is conceived as a process direc-
ted to achieve a development of the conscience levels of the minority citi�ens, 
of their parents and of the community in general regarding their socioecono-
mic conditions, with the purpose of training them to perform social actions 
based on a critical understanding of reality. 

In this approach we can also enclose the production that Delgado-Gaitán 
(1992) categori�es as belonging to the Empowerment Model. 

According to Sleeter and Grant (1988), three types of theories converge at 
the base of this approach. Firstly, sociological theories, like the Con��ict Theory 
and the Resistance Theory. The social behavior is organi�ed starting from a 
group base more than from an individual base, and the groups struggle for 
the control of resources, like power, wealth and prestige that exist in society. 
The scarcer these resources are, the more intense the struggle is and the more 
important it becomes to belong to the group. In order to solidify, extend and 
legitimi�e the control exerted by the dominant groups, they structure social 
institutions which operate to maintain or to increase such control, and it is 
this structuring that conveys racism, sexism, and institutional classes. At first 
sight a social change seems impossible but the development of the Resistance 
Theory makes manifest that oppressed groups do not passively accommodate 
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to the situation, but fight and oppose it, the forms of struggle and opposition 
may be very different. 

Secondly, theories related to the cognitive development, where the construc-
tivist character of learning is defended (Piaget, �ygotsky), and the importance 
of personal experience of the individual in the construction. It is not enough 
to say to the new generations that there are other groups and talk about them, 
but these new generations must interact with those groups, since it will be the 
direct experience the one that will contribute to generate knowledge about 
these groups. 

Thirdly, culture theories, where the culture is visuali�ed as an adaptation to 
certain vital circumstances largely by the competition between groups for the 
possession of the resources. The emphasis in aspects related to the formation 
of ideas in the culture, such as knowledge, values and beliefs is rejected, as well 
as, the static conception present in the theories about its transmission, stres-
sing by the contrary, the material aspects and those relative to the political 
structure of the societies, as well as the “improvised” character of the creation 
of culture starting from the base of the day to day, a process always on course, 
similar to the one followed by the individual construction of knowledge. 

2.2.6. Anti-racist Multiculturality 

Even though, the multicultural reality and antiracism are logically connec-
ted and the combination of both is more effective than their separation 
(Grinter, 1992), a review of the development of both, offers the image of a 
debate and certain opposition between them. Although, in a certain sense 
we join Leicester (1992) in the opinion that this dichotomy is false, we shall 
begin by pointing out some of the points this author considers in its compa-
rative description of one and the other “paradigms.” This will be the sixth 
approach we shall make reference to. 

We shall compare the ideological and axiological aspects of one and the 
other, and not their respective theoretical-scientific foundationality. Thus, 
when facing liberalism which emphasi�es the freedom of thought and action 
of every individual, who possesses a multicultural reality that seeks an unders-
tanding between cultures and the progressive change of society through 
training, we would find, in the case of the antiracist conception, a radical 
ideology based on a Marxist inspired class analysis, placed at the service of a 
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social transformation based on the liberation of the oppresses groups and the 
elimination of institutionali�ed discriminations, conceiving the State as an 
agency for the promotion of political action. 

One of the most important differences between a multicultural non-racist 
education and an openly antiracist education is found in how each option 
explains the conversion of differences in inequalities, conversion that occurs 
during the cognitive construction of the categories of human beings. The 
antiracist factor represents a change because it goes from “a preoccupation for 
the cultural differences to an emphasis in the form in which such differen-
ces are used to harbor inequality” (Moodley, 1986:64). According to Banks 
(1986), among his essential assumptions is the idea that racism is the main 
reason for the problems encountered by minority ethnic groups (non white), 
and that the State can and should play a crucial role in eliminating personal 
and institutional racism. 

2.2.7. About the Meanings of Culture in the “Multicultural” Expression 

The underlying idea of culture in several models obstructs the defense of 
equality among individuals that in theory is sought for everyone. Leaving at 
one side our doubt about if the present reality cam equali�e or compensate 
by itself, the cultural differences (in the broad sense of the term) that citi�ens 
manifest, we want to emphasi�e that, with that conception of cultures, the 
idea that besides being different they are unequal is implicitly supported. In 
the need to recogni�e and attend the minority cultures, it is affirmed in a non-
explicit manner-and sometimes maybe unintentionally-that all cultures are 
not valid for social performance, for this reason they need to be “substituted” 
by the majority cultures. An apparent initial relativism at recogni�ing the 
intercultural diversity encloses at the end a strong covert ethnocentrism. 

The hypothesis that there are deficient cultures and non-deficient cultu-
res, does not suppose to recogni�e the differences between cultures but the 
inequality. It is enough to think who establishes which are the deficits of one 
culture compared to another one to understand that it is not a practice of 
equality. The fact that some groups have not developed an adaptation to the 
new contexts in which they coexist, does not legitimi�e for us to speak of any 
deficit from that group or culture, but simply of not having, for the moment, 
put into practice adaptive strategies in such contexts. Cultures are differentia-
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ted, among other reasons, for their particular manner of adapting to contexts 
likewise different, and it precisely in that difference, which is not inequality, 
on which they should be compared and relate one to another. In this way 
recogni�ing the deficit of one minority culture compared to a supposedly 
majority culture by its dominion, is equivalent to not admitting the capacity 
of any culture to generate new adaptive strategies in new contexts. 

To maintain the existence of a dominating culture facing other minority 
cultures is establishing with relative clarity the borders in which ones and 
others move and stand face to face. Of course, we do not deny the existence 
of dominating relationships, but we doubt that the strength of the forces of 
those relationships can be so easily drawn. It is not “Cultures” themselves 
that battle for a space of power in society, but it is specific “groups”, that the 
majority of times, invoke in their speeches a supposedly culture that supports 
them and gives them legitimacy. 

We recogni�e that it is possible to imagine that idea of culture as something 
perfectly delimited, specially if we consider which concepts of culture have 
had longer validity (including anthropological conceptions), but the truth 
is that observations of everyday cultural practices show the difficulties –the 
virtual impossibility- of delimitating with clarity a culture. All this argument 
should propel a “new” re��ection of what it means to speak about the diffe-
rences between cultures, and what it means to really admit the intercultural 
diversity. 

We should not lose sight, as we have indicated previously, that even the 
well-intentioned respect for the differences of the “other” person may enclose 
certain assumption of inequality. Emphasi�ing the difference and clarifying is 
not the same thing as inequality, it is no easy job, neither is it something that 
follows logically. In the present western contexts, in which inequalities justi-
fied culturally are common, emphasi�ing the differences is running the risk 
of converting them into inequalities. This is due, once again, to the fact that 
the “borders” of the cultures are understood as something easily identifiable. 
These demarcations could have been useful, if they were really ever useful, 
when anthropology made one to one correspondence between geographical 
and cultural �ones. The “others”, the different, the primitive, the outcasts, 
were situated in “their original” places and given this relative distance, it could 
result useful to differentiate ones from the others under speeches of apparent 
respect for all. In other words, it seemed useful to design the relativistic prin-
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ciple for understanding the culture. But when the “other” is found among 
“us”, when the identification between a culture and a geopolitical unit is not 
useful anymore, the relativistic principle does not solve that many issues as 
such theoretical principle of anthropology (maybe as methodological stra-
tegy). That is to say, a recognition of the cultural differences between the 
groups that “coexist” in one same geographic space shall not forget, that in 
great measure, the differences have been constructed from a very static idea of 
what cultures are, and therefore, teaching the differences is a new way to reify 
cultures and to favor the accession of inequality from such stillness. 

Cultures that are in contact will interact and generate new cultures. Thus, 
teaching the differences between cultures narrows to teaching the history of 
such cultures. Considering what has been said until now, it is hard to accept 
that cultures link to geographical spaces more than they do to human groups 
(to accept the in��uence of the ecological surroundings in the construction of 
a culture is not affirming that they define it completely). 

These overtones about the meaning of the construction of the differences 
add a new complexity. That is, to clarify even more the reasons we have to 
believe that the creation of the differences encloses a practice that generates 
inequality. We all now this is not exclusive of the western cultures that its 
members consider themselves as different from those who do not belong to 
them. In general, it is accepted that every culture, by the fact of being one, 
establishes a distance with respect to other cultures, placing the distanced 
ones in an inferior position or with negative connotations (as is re��ected in 
the different languages). Such fabrication of the difference through maintai-
ning a distance opens the way for a system of inequality. And even if all the 
groups practice, as a way of affirmation and self-identification, the definition 
of clear differences with respect to the “other”, it is easy to observe that a 
dominating system by “us” over the “other” not all differences (those establis-
hed by “us” and those established by the “other”) have the same weight nor 
are all of them recogni�ed. Generally, the dominating groups are the ones 
that succeed in communicating and making everyone else understand that 
they are different from the rest, and they are the ones who express with more 
clarity and effectiveness, which are the differences that separate them from 
the others. This propaganda exercise only persuades the disadvantaged groups 
(minorities and outcasts) that the good path is the one that leads to a reduc-
tion of those differences. 
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In this manner, indicating the differences is another form of establishing 
hierarchies, since beforehand, not all cultures start from the same positions of 
acknowledgement of their differences with respect to others. Besides, a static 
and closed conception of the culture will continue to shelter only an apparent 
equality, in spite of promoting recognition of the differences.

Again we face the idea that it seems possible to express with clarity where 
each culture begins and where it ends, and with these, how a mosaic of cultu-
res can be represented. This is a new reductionism that clearly equates the 
concept of culture and the identity of a group. It cannot be denied that the 
members of a cultural group may have, and in fact have an identity, but we 
believe that for the significance and reality of a culture, it is an impoveris-
hing concept that the cultural aspect of a group is reduced to its identity. 
The identity represents, in many occasions, the points of encounter between 
the members of the group, the version and vision which better describes in 
a homogeni�ed fashion such group, but the analysis of the cultural practice 
show that such an identity is formed, maintained and transformed into an 
endless series of confrontations and tensions, and that is mainly built in front 
of another. The cultural analysis demonstrates that part of the culture is cons-
trued by the identifying mechanisms of the individuals in the group, but this 
is only one part of the culture, unless we are willing to admit that culture is 
exclusively a differentiating instrument in otherness. 

2.2.8. The Multicultural Factor as a Development of Cultural Criticism 

Culture is transmitted through different mechanisms and through diverse 
agents. Part of the culture is “self-transmitted” as a function of its own 
dynamic, while another part, in the western or westerni�ed societies, is trans-
mitted through privileged and speciali�ed institutions that emphasi�e the 
more formal or “academic” aspects of it, which in great measure are only 
useful for academics. 

Many reforming movements in education, and above all, of schooling, 
include among its maxims to bring the school closer to life and from there to 
the media in which the students coexist daily. We are not trying to say that the 
school does not transmit the culture, since we know that part of the culture 
is transmitted through the schools, but we must be aware that the part that 
is there transmitted is destined very specially for the same school, it is useful 
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to “move around” the school as a school culture and rarely does it make any 
reference to everyday life outside the school. 

It is in the sphere of social relations where the culture is produced, preserved, 
modified or changed. All cultures include as basic processes the conveyance 
and transformation of its cultural forms, so that continuity and cultural change 
are basic processes of cultures. When we talk about multicultural education 
we are not referring to a culture transmission process -since culture is spread 
through its own internal dynamic-, we are referring to the promotion of 
“critical” knowledge generated by it. The different human groups producers 
of culture and privileged transmitters of it, possess their own rationality over 
their specific culture forms, namely, they develop an implicit knowledge of 
their culture (a “know how”) and an explicit verbali�ed knowledge, (a “know 
what”) about it. In other words, they not only are users of their culture but 
they are capable of explaining and interpreting it. 

�owever, studies performed from sociology and anthropology about the 
different societies and human cultures demonstrate that the native speech 
about its own culture does not necessarily coincide with el elaborated speech 
from the social sciences. The reasons for this discrepancy are very diverse and 
have to do with the irregular selections of the relevant facts for interpretation, 
the different handlings of the empirical data and of methodological strategies 
proper to the social sciences, the existence of theories and of specific theoretical 
fields in these sciences, the use of interpretative models that are independent 
of the logic of the social actors, the existence of different cognitive processes 
that respond to different rationalities and, of course, the divergent social func-
tionality possessed by the cultural forms and the knowledge of them. 

All this induces us to present a new proposal regarding multicultural forma-
tion. The specific objective of it is to transmit, promote, facilitate the critical 
understanding of the culture, and of the cultures. Although we arrived at this 
re��ection when we confronted the native discourse and its rationality with 
the social scientific discourse and its rationality, we do not want to present 
this issue as a triumph for the latter one. There is no sense in speaking of such 
“triumph” since the rationality of the socioanthropological science has deve-
loped under the oversight of such rationality and in the careful observation of 
the behaviors that ��ow from it. We must clarify all this so that we do not fall 
into an epistemic ethnocentrism from which all rationality, even that one we 
had to spread to generate critical knowledge of the culture, would be subject 
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to science. 

The term “critical” in this context is polisemic. On the one hand it means 
scientific knowledge, in the sense that it deals with a systematic knowled-
ge that goes farther than the common or spontaneous knowledge that the 
social scientists, as well as, the native users or holders of the culture may have 
who do not subject themselves to the exhaustive experience of the scientific 
method and to the research techniques of the social sciences and, concrete-
ly, of anthropology. This type of knowledge is not produced exclusively in 
academia, although that should always be its aspiration. On the other hand, 
as a consequence of the previous meaning, the adjective “critical” means 
“relativi�ing” over the culture itself. In current societies a tendency can be 
observed to make the local, regional, and national cultures absolute with poli-
tical nationalistic and independistic objectives, or simply with the finality 
of strengthening the own identity, in a framework of political struggles and 
redistribution of power. At the same time, we can notice a contrary tenden-
cy manifested in process that try to homogeni�e and standardi�e the culture 
under the in��uence, directions and interests of the multinationals of infor-
mation and communication and of its transnational cultural industries. Both 
phenomena are presented as two characteristics, not the only ones, of today’s 
societies, maybe contradictory and maybe complementary. Both tendencies 
have without question exacerbated with the crisis of the Eastern countries, 
but its roots come from farther away and have to do with the internationali�a-
tion of capital and the international division of work, with the configuration 
of new States, the nationalistic struggles, the crisis of the traditional oligarchic 
powers and the emergence of new social groups in the distribution of political 
and economic power. 

A critic-relativistic knowledge of these characteristics is not a knowledge 
that exalts its own and despises what is foreign, but it defends what it can 
and what it should of what is its own and respect what is foreign in the same 
way. Inevitably comes to our mind the theme of the manifestation held in 
Barcelona against racism in February of 1992: «Igualtat per viure, diversitat 
per conviure» (“Equality to live, diversity to coexist”), which re��ects synthe-
tically the fundamental intuition underlying what we are saying. This second 
meaning of the term “critical”, as relativi�ing over the culture itself, starts 
from the evidence of cultural diversity and that each human group, in the 
different societies, decides and historically configures the characteristics it is 
given to its culture as a function of a great variety of ecological, demographic, 
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political, social and ideological conditions. 

But with these two meanings for the term “critical” we have not said 
anything about the function performed by knowledge over the culture, or, 
more concretely, about the meaning, direction and finality of knowledge. And 
this is because knowledge is not only the result of a cognositive, academic, 
internal mental operation to science, but it is also developed within social 
conditions and fulfills social purposes. In other words, knowledge in social 
sciences is a discourse about social relations wrapped in all the desired sophis-
ticated cellophane of methods and techniques, but it is still a social discourse 
and therefore a social practice. 

For all of the above, the term “critical” requires a third complementary 
meaning, which is of alternative knowledge. Multicultural education should 
be the furthering, from the school and other educational facilities, of a social 
re��ection (from where several discourses emerge), of the selfcomprehension 
of human groups and the self-criticism of the own cultural forms, traditional 
as well as moderns, with the objective of improving their own conditions in 
life and securing their own cultural identity while recogni�ing and accepting 
cultural diversity. 

At this point, we consider it sound to make use of the experience from the 
generating process of anthropological knowledge by means of observation and 
the constant questioning of the realities to be studied. We built the knowled-
ge by describing the observations completed, which are complemented from 
what we are told about them. What was said with what was done. But if we 
add the “critical” dimension in the same sense we have been doing here, we 
must say that we are generating the anthropological knowledge setting out 
from contrasting that data with other different or distanced realities. Saying 
it in another form, forma, we generate this critical knowledge by the compre-
hension process of our own compared to what is “theirs”. Thus, if what we 
want is to produce critical knowledge about the own culture, this knowledge 
must be generated in the constant contrasting with other cultural forms, with 
other cultures. The epistemological principle itself in anthropology relative 
to “distance” (which is not as some insist in considering a matter of physical 
distance), re��ects clearly this need for comparison, being in the comparison 
were it is best to construct respect and the recognition of the multicultural 
reality. 

Maybe we need this “distance” to reali�e that differentiating is not the same 
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as discriminating and that diversity is not equal to inequality. Educating from 
and towards multiculturality consists in promoting the reali�ation regarding 
these distinctions, which structure the perception of human beings and their 
presence in the world. Maybe we again need this “distance” to consider if 
the schools, any school that we know in the western sense, can really be the 
promoter of a cultural education in the meaning of development of cultural 
criticism. At the end a fair and practical distance may again place everything 
in its place, and in this manner, continue knowing what could be expected 
from the academic institution: a place for cultural production, which is not 
the same as a place for cultural criticism.

2.2.9. Personal Position 

Once we have dealt with the different forms of understanding the multicul-
tural factor, which have been and are defended from the theoretical point of 
view, we shall position ourselves, from now on, in two of the paradigms that 
were presented. 

On the one hand, we take refuge with the Cultural �nderstanding Paradigm 
since we consider that our method (MMPS) seeks mainly the understanding 
among cultures. In other words, we do not perceive the persuasion of multi-
cultural communities for a good coexistence, if previously there has not been 
an exercise for full understanding of all and each one of the groups who coexist 
in the same geographic space and historical time. 

From another side, referring to the practical application of our method, 
we place ourselves in the position of the Bicultural Factor Paradigm. Cultural 
understanding is condition sine qua non for there to be coexistence, but, that 
is not the end we are seeking. Without a doubt, our intention is to go beyond 
a mere understanding because although this is well received, this can be cold 
and calculating. Therefore, our purpose is for each cultural group, in our case 
the Chinese community and the Catalonian community are competent in 
their own culture and in the one that is not their own. For our method to be 
proven effective, it is necessary for the community of people that has arrived 
to Catalonian territory to be competent in the autochthonous culture and 
vice versa, the autochthonous population has to be competent in the culture 
with which it now coexists, in this case the Chinese. In these two paradigms, 
the cultural understanding and the bicultural factor, we center our method 
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and our empirical study. We believe that both paradigms, in spite of having 
their own peculiarities, are absolutely complementary. 

2.3. Some Confronting Opinions About Multiculturality 

While scientific literature, through scientific paradigms, with its methods 
will help us to analy�e multicultural reality, philosophers, reporters and 
“know-it-alls” in��uence the thought elements of citi�ens regarding the multi-
cultural factor. 

Even though, the multicultural issue is not new in Catalonia, its interest 
has increased in recent years; this is re��ected in numerous opinion articles and 
studies. In Catalonia all newspapers or communication media almost daily 
mention some news related to multiculturality or immigration, as we will see 
throughout this research. 

What researchers, experts and “know-it-alls” are saying about multicultura-
lity in the communication media? 

The researcher and professor, Ricard Zapata9 summari�es his opinions 
centered in multiculturalism, as the result of a real historical process (the 
multiculturality process). In fact we are before a polisemic term that has at 
least two uses. Multiculturalism, understood as a fact and as a value. Multicul-
turalism describes an evident fact: The coexistence within the same territorial 
state of different cultures (Zapata, 2004). 

Serge Gru�inski10 talks to us about miscegenation instead of using the term 
multiculturality and the book defends a world of people of mixed race, with 
all this implies, but does not contribute anything else. The title of the book is 
“The Mesti�o Mind”, from which we summari�e the content that is of interest 
to our research. According to him, the mixture of cultures hides unrelated 
phenomena and extremely diverse situations that may be ascribed to the stele 
of globali�ation as well as to margins that are not closely watched over. This 
process that evidently over��ows the cultural presents another blatant issue 
that we sometimes tend to not take into account. 

9. Ricard Zapata-Barrero, is head professor of political science at the �niversidad Pompeu Fabra and leads the resear-
ch group on immigration and political innovation. 
10. Serge Gru�niski, is research director at CNRS (Centre Nacional de la Recherche Scientifique) and studies director 
at EHESS (L’Ecole des Hautes Etudes en Sciences Sociales). 
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By what alchemy are cultures mixed, in what conditions, under what 
circumstances and modalities, at what rhythm? 

Oriana Fallaci11 the author of the best seller, The Force of Reason, contri-
butes her personal opinions, very negative, about multiculturality, that 
judging by the sales of her books has many radical detractors, as followers 
in Europe. We transcribe one paragraph that summari�es her controversial 
thought: “What to do about a Europe that is now Euro-Arabia, that receives 
her enemies with open hands, sustains him and even offers him the right to 
vote? What to do about a Europe that has sold and continues to sell herself to 
the enemy as a prostitute, that is Islami�ing her children and is dumbing them 
down and confusing them from the moment they go to the daycare center? It 
is definitely, a Europe that does not know how to reason?

The descent of intelligence is the descent of reason. And everything that is 
now happening in Europe, in Euro-Arabia, but above all in Italy is the descent 
of reason. Before being ethically incorrect, it is intellectually incorrect. It is 
against reason. To think gullibly that there is a good Islam and a bad Islam, 
that is to refuse to recogni�e that there is only one Islam, that all of Islam is 
one pond and that at this rate we will all end drowned in that pond, that goes 
against reason. Not defending our own territory, our own house, our own 
children, our dignity, our essence, goes against reason to passively accept the 
foolishness or cynical lies that are prescribed to us as arsenic in the soup, it 
goes against reason. To get used to it, to resign oneself, surrender because of 
cowardice or slothfulness is to go against reason. To die of thirst in the solitu-
de of the desert where the sun of Allah shines instead of the sun of the future 
id to go against reason. To go against reason is also to expect a fire to turn 
itself off or for a storm to come and do it or for the �irgin to do a miracle. 
Therefore, listen to me, please. Listen well, because as I have already said, I am 
not writing for fun or for money. I write because it is my duty; a duty that is 
costing me my life.

11. The journalist and writer Oriana Fallaci is dying off little by little, devoured by a cancer that has not yet given 
its last stab. From an antifascist vintage, she is furiously anticommunist [she lost her first job as a reporter in a news-
paper in Florence for refusing to write positively about Palmiro Togliatti, the communist leader in Italy], but also 
anti-Pinochet, anti-Arafat and anti everything that smelled like imposition, the lie disguised as true. But whoever 
considers her a liberal is deceiving himself. Traveling between Florence and New York, the 911 episodes lead her to 
write The Rage and The Pride in 2002. Again in 2004 with The Force of Reason, both were best sellers, and both with a 
passionate anti-Islamic content. Besides her many reports and coverage, she has written, Nothing and So Be It [1969]; 
A Man [1974], An Interview with History [1974], Letter to a Child Never Born [197�] e Inshallah [1990]. 
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And for duty’s sake I have thoroughly examined this tragedy. In the last 
two years I have done nothing else, for not taking care of anything else I have 
neglected taking care of myself. I would like to die thinking that so much 
sacrifice served for something good.” (Fallaci, 2004; 312). 

The author and professor Will Kymlicka12 propounds in his research a 
liberal theory of the rights of the minorities and explains how the rights of the 
minorities coexist with all human rights and also how the rights of the mino-
rities are limited by the principles of liberty, democracy and social justice. 
Will Kymlicka offers interesting conclusions from his research on multicultu-
rality in his book Multicultural Citizenship. 

“I have tried to demonstrate that liberals should recogni�e the importance 
for people to know that they belong to their own societal culture, because of 
the role it performs when the times comes to make significant individual deci-
sions and it supports their own identity. Although the members of a nation 
(liberali�ed) do not share moral values or traditional life styles, they continue 
having a deep connection with their own language and culture. As a matter of 
fact, it is now the fact that national identity does not rest in shared values –as 
stated by Tamir13, national identity resides “outside the normative sphere”14- 
which provides a solid foundation to the individual’s autonomy and identity. 

Belonging to a culture provides a context for intelligible decision-making 
and assures a feeling of national identity that does not require shared values. 
The author explains why national identities are the proper units for liberal 
theory; the groups with national identity offer a sphere of liberty and equality, 
as well as a means for recognition and mutual trust, that may accommodate 
the inevitable disagreements and dissensions about conceptions of good in 
the modern society. 

In the measure that this is the case, the differentiated rights, as a function 
of the group, protect the minority cultures and may be considered not only as 
consistent with the liberal values, but also as something that promotes them.

This does not mean that all measures that contribute to the stability of 
minority cultures are justified. In some cases, the measures to protect the 
cultural belonging may be unnecessary, or represent a very high price compa-
red to other liberal objectives.

12. Will Kymlicka, is Canada Research Chair in Political Philosophy at the Queen’s �niversity and author of several 
works.
13. TAMIR. Liberal Nationalism. Princenton: Princeton �niversity Press. 1993. 
14. GR�ZINSKI, Serge. The Mesti�o Mind Paidós. París. 1999.
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If the measures to protect the minority cultures were unnecessary or too 
expensive, a “well-intentioned omission” policy would be justified under 
certain circumstances. Nevertheless, as I discussed, to insist in the well-inten-
tioned omission in all circumstances, is not fair nor possible, therefore it must 
be concluded that the principles of liberal justice demand certain differentia-
ted rights as a function of the group.” (Kymlicka, 1996:99). 

Samuel P. �untington1�, one of the most famous current writers about 
multiculturality addresses a key question: “The Americans cannot avoid the 
question: Are we a western people or a re we something more? The future of 
the �nited States and of the West is depending on the �nited States affirming 
its attachment to western civili�ation. Within the country, this means rejec-
ting the diverse and subversive songs of the mermaids of multiculturalism.” 
(2003: 12�)16. 

All these negative or questioning opinions about the benefits of multicul-
turality should make us re��ect about their possible negative consequences, 
although, at the end, we may reject them. In any case these opinions are of 
interest for the formation of the citi�en in multiculturality and also for the 
political leaders of each one of the cities, based on the different interest each 
one has. We must think of Catalonia considering the future immigrant citi-
�ens as well as the present citi�ens. The many benefits that immigration can 
do for the country if there is investment in training in order to obtain a short 
and long-term change in multiculturality should be taken into account. 

But not all opinions are negative; there are also some positive ones.

Alfred L.Kroeber17 propounds, throughout his research summari�ed in his 
book Anthropology (1923,1948), a series of arguments where he shows that 
multiculturality is a need, and affirms that the result is that cultures should be 
able to mix without limits and that shall be the final result of humanity; for 
this we should learn to adapt and find the right formulas.

1�. �untington is professor of political sciences and director of the John M. Olin Institute for Estrategic Studies at 
�arvard �niversity. 
16. ��NTINGTON, Samuel P.: The Clash of Civilizations and the Remaking of World Order. Barcelona. Ed. Paidós,Barcelona. Ed. Paidós, 
2003. 
17. Professor at the �niversity of Berkeley, he was the second doctorate in social anthropology in the �nited States 
and a prolific writer, with close to fifty books and articles standing out Anthropology and Cultural Patterns and 
Processes. 
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Strategic Metropolitan Plan of Barcelona 200418 

Proposes a method based on social cohesion and coexistence among the 
citi�ens as guarantee for progress. Although, it also warns us that about forty-
four percent of the poor in Spain are less than twenty-five years old. With 
these characteristics, if clear steps are not taken for inclusion and well-being, 
the social fracture together with multiculturality may become a problem. This 
strategic plan is supporting multiculturality, and considering this new situa-
tion: A new shared identity must be faced strengthening the welcome system 
of immigrants from a supralocal and agreed on dimension, so that the propos-
als gain in efficiency and effectiveness. 

Ricard Zapata, whom we have referred to previously, deals with a lot of 
depth on the meanings of the multiculturality process. �e argues that every-
thing related to multiculturality is considered a complex subject, as an escape 
valve to come out of an unpleasant situation, to ��ee argumentation. For this 
reason the author himself states that he is handling interpretable subjects. 
This fact makes Zapata explain in his book Multiculturality and Immigration 
that common sense is needed and its application based on four criteria, to be 
able to have an adequate and successful multicultural policy: simplicity, expe-
diency, clarity and accessibility (2004). 

Claude Lévi-Strauss19 demonstrates that between two cultures, between to 
living species as close as you want to imagine there is always a differential 
distance and this distance with multiculturality or the fusion of cultures no 
matter how much we exert it cannot be overcome, unless it is from the origins, 
that is, in the training given in schools and with the support of the media. We 
are destined t to mutual understanding, but how to attain it? It will depend 
on the efforts of the political powers and of their goodwill.

Serge Gru�inski, of whom we have talked about before, even though he 
does not clearly stand against multiculturality, he shows in his research the 
difficulties that through the years the mixing of races has produced and, 
consequently, multiculturality.

18. The Strategic Metropolitan Plan for Barcelona 2004 has the purpose of managing the metropolitan reality of that 
city in a more effective and efficient manner to take steps forward in matters of administration, management and 
government. http://www.bcn2000.es/es/2_plan_estrategico/presentacion.aspx. 
19. French anthropologist and main defender of the structuralist approach in social anthropology. �e has been 
professor of anthropology at the university of São Paulo, visiting professor at the New School for Social Research of 
Nueva York and professor of social anthropology at the Collège de France. 
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In his research studies he analy�es, from the renaissance, the western expan-
sion that has provoked the mixing of races in the whole worlds and repulsion 
reactions, among those we can mention Japan’s closing of borders as one of 
the most emblematic examples. The first miscegenation of planetary propor-
tions are closely related to economic premises of globali�ation, which begins 
in the second half of the ��I Century, a century seen from Europe, America 
or Asia was by excellence the “Iberian Century”, just as the �� Century has 
been the “American Century”. This author openly manifests his doubts regar-
ding the easy metaphor of miscegenation and of multiculturality and about 
the way of going about it giving abundant historical examples that endorse 
his concerns (1999). 

Facing one another, and “by elevation” we would like to finish this collage 
of opinions, which helps us set the foundation for the correct solution to the 
problem. 

Joan Estruch20 expounds that “In the presence of the charades –dangerous, 
but charades after all- of those who speak about “clashes of civili�ations”, 
maybe we would have to be aware of the dramatic con��ict that could become 
the fact that the god of Arafat, the god of Bush, the god of Sharon and the god 
of A�nar be the same god. We would then only have the comfort of thinking 
that the god of Gandhi, the god of Martin Luther King, the god of so many 
lamas and of so many wise Jews and Muslims, and the god of John ��III, 
have also in the last instance been the same god.” (2004:62).

2.4. Conclusion From The World Congress On Immigration 

Because of its importance to our method and the systemati�ation it implies, 
we brie��y expound, on the most important conclusions from the World 
Congress on Immigration, that have an effect on the most beneficial aspects 
of multiculturality and that at the same time warn against the dangers of a 
bad approach to it. 

20. Professor of the Autonomous �niversity of Barcelona and sociologist at ISOR. – Sociological Research on 
Religions. 
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2.4.1. Migration 

Migration is a phenomenon that is growing. As we advance into the ��I 
Century we observe the globali�ation processes that contribute to the inten-
sification of the migratory movements. On the one hand, an increase in 
displacement of those who have a high level of education, after all the human 
capital is the conducting force of globali�ation. But on the other hand, we 
have an uprooting of the traditional ways of living, since the destabili�ing 
structural changes are an inevitable consequence of globali�ation. The conver-
gence of income that was expected due to the globali�ation process has not 
yet affected the standard of living of the less developed nations on the planet. 
As a matter off fact, during the last fifty years of the previous century, the 
difference dividing the rich countries from the poor countries has increased 
even more, inciting people to find new stimulus to abandon their homes and 
seek better perspectives. 

2.4.2. Demographic Complementarities 

Nevertheless, we are aware that in a not too distance future, we will see 
a significant demographic change in the world. Many regions are inexora-
bly directed to live an important demographic transition, which in the next 
decades will deeply change their societies and economies. The growth of the 
world’s population will start to decelerate rapidly and the relative weight of 
each continent in the population distribution will be significantly altered. 
Fortunately, there are enough differences between regions to allow for comple-
mentarities, since some population �ones whose population is in a growing 
process may benefit from others with a younger population.

2.4.3. Complex Causes 

The conditions and motivations that cause populations to migrate in mass 
are many and very complex. While some occur because of differences in 
economic opportunities, others are in response to injustice, persecution and 
violation of human rights, be this by violent con��icts or the deterioration of 
the environment. Millions of people are displacing due to the failure of the 
international community to deter the escalation of violence in the political 
con��icts. It is necessary to devote many more resources to the prevention of 
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con��icts that end up in chaos and force the massive displacement of refugees 
and to share in a more equitable manner the responsibilities caused 

2.4.4. Avoiding the Non Desired Effects 

Is the present form of handling migration helping us create the societies we 
want? Can we accept a situation where men and women run the risk of drow-
ning in oceans or becoming victims of traffickers of human beings to carry on 
the work our people do not want anymore? 

Can we consider ourselves satisfied with an increasing number of people in 
our communities who are forced to work at the shadows of irregularity due 
to the manner in which they entered our society? The present movements 
include an increase in the proportion of women who take advantage of the 
opportunities for informal work offered in the wealthy societies, this in spite 
of the existence of mafias that force young women to practice prostitution. 
The great majority suffers in the labor market the double disadvantage of 
being an immigrant and, at the same time a woman. Because women play a 
critical role in all societies in the raising of children, it is important to consider 
in what ways does migration weaken families, and eventually all society. 

It is absolutely necessary to find ways for human movements to be a positive 
experience for all. Certainly we should start by recogni�ing that life conditio-
ns should improve all over the world, in such a way that those who migrate do 
so freely and because it is their desire to resettle. Not because of need nor, as 
it is in many cases, because of desperation. The challenge of handling migra-
tions is nothing else than the challenge to expand development, therefrom the 
importance of our method. 

2.4.5. Rethinking Concepts 

If we want migration to contribute to economic progress, to social cohe-
sion, to justice, and to peace in the ��I Century, it is necessary that we 
reexamine our own convictions about it. The human societies have evolved 
from tribes to people groups, from states to the union of states. Should we 
continue to categori�e people only on the basis of their nationality or citi-
�enship, when increasingly, societies are creating individuals and groups with 
multiple cultural and national identities? Still how relevant is the manner in 
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which we regulate the movements in a world of global chain productions and 
multinational companies, where the industries of knowledge free from speci-
fic locations are becoming the main growth engines of the global economy? 

Likewise, we are entering into a Century that seems to recogni�e the human 
rights of individuals over those of the state. Together with the irrelevance of 
distance in modern communications, all of this suggests that new concepts 
are needed to understand the demands of modern economies and societies, to 
free the movements of people through national frontiers and to make ��exible 
the access of people to the social protection in the different countries. We are 
convinced that this will allow migration to have the important role it had 
in the past to invigorate societies and economies, and to promote a faster 
convergence of life standards between the regions. 

2.4.6. Common Enrichment 

Whatever may be the reasons that have provoked the movements of people, 
history teaches that migration enriches cultures and societies. A society is 
lifeless when there is no exchange of artists, scholars, merchants and workers 
even of adventurers and delinquents. These movements contribute new tastes 
and lifestyles, philosophies and ideas. Migrants are key actors to introduce 
changes in the traditional societies. It is a fact that migrants who have had 
the experience of living in a free society when they return to their countries 
of origin they are the main disclosers of the principles of democracy and 
freedom. Migrations and the existence of transnational families and commu-
nities create bridges, which accelerate the progressive social changes in the 
countries of origin. 

Migrants are also the economic supporters of many families and communi-
ties. The money sent by the workers to their families is already an enormous 
and stable source of financing. This money is destined to specifically fulfill 
the needs of the receivers. The increase in the ��ow of remittances, thanks to 
a strengthening of the financial structures, joined to a promotion of possi-
ble investments must, without a doubt, have a significant impact on global 
poverty and development. 

We are convinced that promoting trans-border movement of work will 
translate into significant benefits for all. For this reason, we encourage all 
initiatives that sponsor an expansion of regional job markets that permit 
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people to move from �ones where the development potential is low towards 
areas where they may be more productive. 

2.4.7. Social Integration and Cohesion 

The receptor societies have the challenge to promote social cohesion in an 
environment of growing diversity. This implies, on the one hand, respect for 
the values of the receptor society, and on the other hand, recogni�ing and 
valuing cultural and religious pluralism. It implies to obtain a greater equali-
ty, which will be difficult to procure without negotiating for social assistance 
for those with greater difficulties due to cultural and language differences, a 
poor health or lack of education. At present, it is necessary to build the social 
infrastructures and the political institutions that promote non-discrimination 
and allow minorities and immigrants participation in their own social integra-
tion. The benefits of investing in the social integration are very meaningful. 
Migrants and the migrant communities represent a substantial social capital. 
They possess many resources to create businesses and communities that can 
be selfsupporting using their own knowledge, relations and networks. 

2.4.8. Learning to Coexist 

Social integration and learning to coexist has become harder due to the 
negative images associated with human movements. To correct this vision a 
collective effort is necessary that includes all sectors, specially the communi-
cation mass media, that starts by education young people in the direction of 
promoting positive attitudes towards those of a different ethnic or cultural 
background. Such attitudes are developed at an early age and later are harder 
to change. An urban and family environment should be promoted where 
values of justice are emphasi�ed and dialog encouraged, where cities play an 
essential role since that is where the job opportunities are concentrated and 
there are publics for the citi�ens. The communities of immigrants also have a 
responsibility in the construction of public opinion. 

2.4.9. Negotiated policies 

The states must find the strategies and the instruments to promote the 
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migration forms that best serve their interests, to protect the basic rights of 
the immigrants and to contribute to the development of the their country of 
origin. There are no simple solutions; there are no perfect political paradig-
ms. The processes for political negotiations about migration should be more 
transparent, since there are several agents involved and diverse interests, many 
times contradictory. Migration policies are heading for failure if there is no 
coherence with other policies in the spheres of commerce, investments and 
social integration. There seems a to been clear inescapable need for social 
dialog on the construction of migration policies, since policies erected over 
fragile consensus tend to not have clear objectives and are susceptible to be 
manipulated for short term political gains. Policies cannot be insensible to 
the complexity of the human condition, and at the same time they must be 
capable of protecting the interests of the welcomed society. The policies will 
not be very efficient if they ignore the logics of the labor market and the limits 
of regulation. 

2.4.10. International Cooperation 

The management of migration requires not only creative thought, since 
it is constantly evolving, but also international cooperation. It is necessary 
to generate a coalition of interests, not only in the countries, but also in the 
states to establish more orderly forms of migration and to generate the poli-
tical will to share the responsibility of its management. �nfortunately, the 
security concerns due to 911 have conduced an excessive control of the migra-
tion currents. 

We believe that human mobility is a global public good, whose production 
and consumption requires of a multilateral system of rules and principles that 
will contribute to the construction of a world more just. The �nited Nations 
and other international and intergovernmental organi�ations have to play an 
essential role in the formulation and promotion of principles, acceptable by 
all that define a multilateral framework for handling migration. 

These ten points that summari�e the essence and conclusions about immi-
gration and multiculturality only reaffirm the need to implement the MMPS 
method, so necessary in any modern society composed of a diversity of races, 
religions, customs and cultures. 
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2.5. European-spanish Context 

In what context are we moving around? In this section we will contribute 
some brushstrokes about the European situation and its in��uence in Spain 
and vice versa. 

2.5.1. Legal or Regulated Migration in Europe and How This can affect 
the Multiculturality of the Country 

Globali�ation in the world, and consequently among people, groups and 
cultural communities, causes multiculturality to become stronger all the time. 
A sample of this is that in the almost two hundred countries that form today’s 
world, coexist five thousand ethnic groups, being less and less, according to 
statistics, the states that are constituted around a single exclusive identity. 
(Día� Sala�ar, 2003). Therefrom it can de concluded that multiculturality is 
a very extended social reality, but many countries of the so called first world 
act as if they have nothing to do with this, in spite of being fully immersed in 
multiculturality. 

In contrast, in third world countries exist authentic monocultural since they 
have no immigrants they remain intact in their culture, region and customs 
of origin, with small in��uences which are captured by diverse communica-
tion media and transmitted to the population, save some exceptions in some 
countries and cities were even television is prohibited as part of their culture, 
for example in Kabul21. 

In Spain live three and a half million foreigners. Forty three percent of 
these have an irregular situation (Tomas Barbulo. El País. February 13, 200�) 
therefore Spain has been forced to urgently apply a new regulari�ation policy 
for immigrants which has received innumerable criticism from other Euro-
pean countries with more experience in immigration, and who have seen in 
this regulari�ation an attempt to solve a problem without really solving the 
fundamental problem that is to stop immigrants from entering without any 
control. 

21. Another example is the city of Nairobi, Kenya (Africa), where ninety-five percent of the population are blacks 
and therefore monocultural, moreover, the National Museum in Nairobi encourages pride for the black race and 
presents the evil of the white race, such is this that if a white man walks the streets of the city it will not be long before 
he will be insulted by the black children that see him as a dangerous threat. In this case, the external in��uences of 
television and movies have debunked the hypothesis that every white man is wicked.

clash_cultures.indd   83 10/4/14   10:45:51



84

�OW TO A�OID T�E CLAS� OF C�LT�RES AND CI�ILIZATIONS

Proof of this has been �olland, who through her minister, Rita �erdonk, 
has manifested the supposed danger for the rest of the European �nion of 
this unprecedented openness towards the illegal immigrants. While �olland 
processes twentysix thousand expulsion files of immigrants –some of them 
residing in �olland for more than fifteen years-, in Spain with a work contract 
for a minimum period of six months, a certificate that proves that the person 
has been there for more than six months prior to February 7, 200�- if the 
person is registered in Spain and has a certificate of non-delinquency, he is 
automatically regulari�ed. 

The concern is that this extraordinary process of regulari�ation in Spain 
may produce a movement of irregular immigrants from �olland and other 
countries in the European �nion to Spain, seeking to regulari�e their situa-
tion, since in other countries of the European �nion more requirements are 
demanded and have annual quotas, but not in Spain (Isabel Ferrer, El País, 
February 13, 200�). 

To the criticisms made by Rita �erdonk have followed negative judgments 
made by other countries of the European �nion, such is the case, that in a 
ministerial meeting organi�ed in Luxembourg by the Presidency of the �nion, 
it was demanded that decisions of such magnitude be discussed in a plenary 
session of the European �nion (Radio Nacional de España. Friday February 
11, 200�). 

Ministers from several countries of the European �nion see a danger in the 
immigration policy of Spain, since they see it as a policy that is not planned 
and is only an inheritance from the PP, but continued by the PSOE. The 
greatest concern of the ministers is that the irregular immigrants come to the 
ministry offices in other countries and demand open policies like the Spanish 
one, arguing the existence of comparative grievances among countries of the 
European �nion. 

Spain, through the spokesperson on policies from the State Department 
on Immigration and Emigration, Consuelo Rumi, defends itself from the 
accusations through declarations published in several media. We distinguish 
one of this declarations (Tomas Barbulo, El País, February 13, 200�) were she 
said: “This is not a massive regulari�ation neither is there a European policy 
on immigration.” 

This is not a valid argumentation, since in Spain, as we have been poin-
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ting out, the immigration policies are contradictory, confusing and without 
common objectives, while in the rest of European �nion they are not contra-
dictory, nor do they function by political impulses based on the events that 
are happening. 

Nevertheless, on Thursday February 10, 200�, Margot Wallrtom, in her 
condition of First �ice-president of the European Commission gave her 
support to Spain stating: “There is no con��ict between Spain and the Euro-
pean �nion because of immigration, Spain is a leading, together with the 
European �nion, the development of a common policy and the criteria and 
instruments implemented by the Government are in agreement with the 
European �nion.” (Tomas Barbulo, El País, February 13, 200�). 

Regarding performance, the truth is that when the Socialist Party came to 
power taking over the government in March of 2004, it found itself with more 
than one million immigrants in an irregular situation and with almost half 
a million files (according to the Interior Ministry) to process, as the Gover-
nment informed El País, in the article, “Immigrants: A Solution a la Carte” 
published on Sunday, February 13, 200�. Today it is a reality: the files are up 
to date and regulations for foreigners have been approved with the support 
of the majority of the businessmen and political parties (except the Popular 
Party) and all the unions. 

This regulation gave businessmen a term of three months to regulari�e the 
immigrants registered in Spain before August 7, 2004, had no criminal back-
ground, and had a work contract for a period of at least six months with high 
social security. The objective was clear and precise: to bring to an end the 
underground economy and increase the tax collections. 

The greatest difficulty stands in that we work without an objective policy, 
therefore, what are these measures adopted by the Government good for, if 
the borders are not under surveillance and the irregular immigrants continue 
to pour in, through Jonquera, Romanians; through Tenerife, Sub-Saharans, 
through the Strait, Maghrebians, through our airports, Latinos, without any 
rigorous, serious, planned control based on the needs of the country? 

In Germany live about seven million immigrants, which amount to almost 
nine percent of the total population, number that has been maintained since 
1996. In Germany, contrasted with Spain, where the regulari�ation process is 
not as accessible, many more requirements are demand at the beginning. For 
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example, while in Spain an immigrant can get his citi�enship in four years, in 
Germany it took fifteen years until recently the Social-democrat Government 
reduced it to eight years, number that still double the Spanish number. In 
Germany, of the seven million legal foreigners, twenty-six percent are Turks, 
eight percent are Italians, but there is a group called “the tolerated ones” 
(Cecilia Fleta, El País, February 13, 200�), that is, immigrants that are not 
regulari�ed, but are registered and are allowed to live in the country without 
having legal residence, these are Afghans and Iraqis. 

France has more than three point two million foreigners and since 1997 
grants legal entry to one hundred and fifty thousand immigrants. The number 
of new illegal immigrants each year is close to two hundred thousand, of these 
according to Octavi Marti, El País, February 13, 200�, thirty thousand stay 
in France, which means that this total is now four hundred thousand. France 
does not accept extraordinary regulari�ation processes, like Spain, where since 
1997 of the one hundred and forty three requests presented it accepted seventy 
thousand. In France the paths to regulari�e a citi�en that does not belong to 
the European �nion are: marriage to a Frenchman or Frenchwoman, having 
a son in the country, or demonstrating that you have lived in France for more 
than ten years. France has regulari�ed more than seventy thousand files; most 
of them come from countries like ex Yugoslavia, Turkey, Morocco y Algeria. 
Nevertheless, the largest community is Algerian with five hundred and fifty 
thousand immigrants, followed by the Maghrebians with five hundred thou-
sand, Turks with two hundred thousand, Africans with one hundred thousand 
– mostly from Mali, Senegal and Cameroon – and those from the Far East 
and China with sixty thousand and forty thousand, respectively. 

In Italy something similar to Spain is happening regarding immigration, 
but is accused of all the evils: delinquency, robberies, prostitution, mafias, 
exploitation, human trafficking, etc. In the year 2002, Italy performed a mass 
regulari�ation that allowed seven hundred thousand immigrants to legali�e. 
The actual number (Enric Gon�ále�, El País, February 13, 200�) of immi-
grants regulari�ed totals four and one half of the total population of Italy. 
�owever, the Italian Interior Ministry accounts for more than two million 
immigrants, but does not include in its statistics sixty five thousand minors. 
Cáritas of Italy states that of the one million domestic workers, six hundred 
thousand are regulari�ed and some four hundred thousand are not, to these, 
another six hundred thousand should be added which work as irregulars in 
other sectors of the economy, which means that there are one million irre-
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gular immigrants. Nevertheless, the Italian immigration policies are hard on 
those foreigners that commit crimes since they are immediately expelled from 
the country based on the Bossi-Fini Law of 1998. In 2004, one thousand 
foreigners were expelled. As a counterpart, they accepted eighty thousand 
immigrants from outside the European community and another eighty thou-
sand from within countries recently integrated to the European �nion. 

In Sweden, there is a certain rejection by the society to immigrants –just 
like it occurs in different degrees in Italy and Spain- (Ricardo Moreno, El 
País, February 13, 200�), until it reached the extreme of forming a political 
party in the style of the Danish Popular party, whose objective is to expel all 
foreigners. This initiative did not prosper then, but everything indicates that 
if it were to be tried again it would be more successful, since there is now 
a Neo-Na�i party –that proposes the expulsion of all foreigners-, that has 
gained representation in several cities and has a significant popular support 
that continues to grow. 

It is estimated that twenty-five thousand immigrants have requested resi-
dence permits, many for the second or third time, but with negative answers 
from the Government in the majority of the cases, specifically ten thousand. 

The causes for this xenophobic phenomenon, reside in some common 
points that occur in the majority of the European countries, like Italy and 
Spain, and are according to Ricardo Moreno (El País, February 13, 200�) the 
following: 

- Constant and progressive increase of foreigners especially young 
people organi�ed for criminal activities. 

- �se of the existing benefits in the countries of residence. -Cultural 
clashes produced by multiculturality and the global village. 

- Religious con��icts, although part of the Spanish community is not 
religious, they see a danger in the practice of religions that are not 
from the country. 

- Social problems that are confused with ethnic problems. 

In Great Britain there is no amnesty for irregular immigrants nor any 
extraordinary plans to legali�e them, according to the �ome Office this would 
encourage human trafficking. The Interior Ministry states that they do not 
have information about how many foreigners from outside the community 
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are in the country, but it knows how many come every year. According to the 
journalist Walter Oppenheimer (El País, February 13, 200�)- in 2003, one 
hundred and sixty-two thousand established in the country and between 1999 
and 2003 seven hundred and thirty-five foreigners acquired legal residency. In 
Great Britain, the right for family regrouping in cascade22 has been abolished, 
it is still valid in Spain, and its application has completely disappeared. 

The British opinion regarding the Spanish migration policy was re��ected 
in the Financial Times23, where the Spanish regulari�ation process was critici-
�ed, other countries adding to this criticism were France, Germany, �olland, 
Great Britain, as was informed in the newspaper El Mundo on February 8, 
200�. 

Referring to Spain, as was informed by El Mundo of Catalonia (Tuesday, 
February 8, 200�) while the political parties pass the blame, the Popular Party 
predicts that the regulari�ation process in Spain will end up legali�ing four 
million immigrants, while the PSOE, from its Secretary of State, assures is 
repairing the barbarity of the prior Government. To these declarations from 
the parties that get more votes, are added the statements from parties from the 
Basque Country who want controls on immigration so the Basque identity is 
not diluted. 

In Catalonia, and concretely in Barcelona, there is so little planning regar-
ding multicultural policy, and what it involves, that according to El Mundo 
(Tuesday February 8, 200�), the justice branch will have to prepare four 
hundred and seventy new beds in the jails. Extreme solutions, for extreme 
situations consequence to the increase in thefts performed by foreigners: “The 
Catalonian Government is planning supply, due to the increase of inmates in 
the jails, new beds for the cells at the Brians and Ponent jails, for the prefabri-
cated modules at Brians and Quatre Camins, as well as seventy beds for the 
already crowded prisoners at the Modelo jail of Barcelona which already has 
more than two thousand inmates”24. 

22. Regrouping in cascade: This type of regrouping consists in that one immigrant can bring in his family, and if the 
children are married their spouses and their children, and so on. 
23. PEEL, Quentin. “�E arms embargo affair mishandled”. The Financial Times. February 7, 200�.
24. EFE Agency. El Mundo. February 8, 200�.
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In �olland they are requesting the establishment of a common policy for 
all of Europe regarding immigration, running away from making unilateral 
decisions. With sixteen million inhabitants according to Isabel Ferrer (El País, 
Sunday February 13,200�) there are two hundred and fifty thousand illegal 
immigrants, close to one hundred thousand have been regulari�ed and twenty 
six thousand expulsions are being processed. 

On February 7, 200�, Ana Romero, correspondent of El Mundo in London 
stated that Prime Minister Blair had to face the statistics that say three out of 
every four citi�ens are dissatisfied with the British migration policies. Prime 
Minister Tony Blair declared to the British media, “We do not want to be 
arbitrary, but we will only accept the people we need for our economy.” 
To this statement, the Interior Minister, Charles Clarke announced, under 
the same premises, the new quinquennial plan in matters of immigration 
and asylum. Next we summari�e the main points on immigration from the 
Laborist project in Great Britain that was presented on February 7, 200� to 
the �ouse of Commons, where a before and an after are clearly seen, since, 
probably in the future other countries will adopt a similar plan.  

a) Qualifications and Tests: Only qualified workers will be able to apply 
for a permanent residence permit and who have passed the British 
Citi�enship Test similar to the one that has to be taken by those 
seeking citi�enship. It will be a requirement to speak and write English 
correctly, as well as, to have basic knowledge of British history, culture, 
customs, traditions, festivities and religions. The time was extended 
for applying for residence from four to five years and is subject to 
passing an exam. 

b) Points System: Just like in other countries, like Canada and Australia, 
they have adopted a point system, where points are given based on the 
personal, professional, academic and cultural conditions. 

 Doctors, engineers, veterinarians and nurses will have priority; the 
highest score is for those working in technological and information 
systems areas. For this purpose, point charts will be created and based 
on the private interests of the country and of the moment, points will 
be assigned, for example. If the country needs ATS (nurses) the follo-
wing scale of points applies: 

 -Nurse Diploma: 1 point -Knowledge of English: 1 point -Work expe-
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rience in the nursing sector: 1 point And based on the sum of points, 
ones will have priority over others. 

c) Administrative Sanctions: Sanctions of three thousand Euros will be 
applied to companies who hire illegal immigrants and will record who 
the businessmen were to assure they do not re-offend in hiring illegal 
aliens. 

d) Financial Bonus: Immigrants from certain countries and conditio-
ns must deposit a bonus, which will be returned to them when they 
return to their country of origin. If they do not return in the specified 
time period, they will lose their bonus and will become illegal fugitives 
persecuted by the law. 

e) Asylum Requests: Will only be granted for five years and then the case 
will be revised. 

f) Security: Electronic control of fingerprints and photograph, as well 
as other personal data that will allow for an exhaustive follow-up of 
entries and departures of those immigrants requesting visas. 

According to the new British policy of Blair, lead by the Interior minis-
ter Charles Clarke, only immigrants with work qualifications will receive 
final authori�ation and residence permits, for example: professors, doctors, 
architects, carpenters, soldiers, among others, and who can prove it. Now, if 
within the group of qualified immigrants there is a group of professionals, for 
example architects, which are no longer needed by the government, because 
there is no longer a need for that type of professionals their residence permits 
will not be renewed. 

This new policy purport to attenuate older migration policies that were 
more lax that required a permanence of four years in Great Britain to grant 
residence and an automatic path to citi�enship. This type of policy that wants 
to regulate everything related to migration was produced after the Govern-
ment of Blair reali�ed the economic load this represents to society. On the 
other hand, political refugees will not be allowed to remain indefinitely in 
Britain if it is considered that their life is no longer under threat if they return 
to their own country. 

Regarding professional immigrants who contribute to the British economy, 
we highlight the declarations from British Minister Mr. Clarke to the BBC 
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(February 6, 200�): “We are going to establish a system that takes into account 
education, talent, and the abilities of the people that come to work, to assure 
that when they are here that have a job and contribute to the economy of the 
country.” 

According to the correspondent of the newspaper El Periódico in London, 
Begoña Arce (February 7, 200�): “In the pre-election campaign the Labor 
party respond in this manner to the proposal presented some days ago by the 
conservatives, promising to establish a system of quotas to stop immigration, if 
they return to power. The Tories accuse the government of Blair of not having 
known how to eradicate the abuses of those who enter the �nited Kingdom 
as false refugees and enjoy inappropriately of the generosity of British social 
assistance.” “The time has come in Great Britain to change things,” declared 
the conservative leader Michael �oward (February 200�). 

On the other hand, others say that the real issue is not in the number of 
those trying to live in the country. “The public is concerned with the idea 
that immigration and the right to asylum is out of control, but the real crime 
is the exploitation and enslavement of many people,” states Trevor Phillips2�, 
President of the Commission for Racial Equality, who insists that instead of 
restrictions the government should concentrate its efforts in terminating the 
networks of illegal aliens and work slaves. 

While in Catalonia, the voice of conscience reminds us that while we now 
judge our immigrants and decide what to do and legislate about them, at the 
Cultural Center “Can Barradas en la Rambla de Just Oliveres” at �ospitalet a 
very detailed exposition, exposes the role of Spain in Europe when Spain was 
a country of immigrants. The exhibit has the title “The exhibit has the title “D’inmigrants a ciutadans. 
La inmigració a Catalunya: del franquisme a la recuperació de la democràcia”. InIn 
this exhibit historical images previously unpublished from the period 1939 to 
197� are presented. The new generations may envision un-heard and surpris-
ing images for them. 

2�. ARCE, Begoña. “Blair will girdle the Immigration Law to qualified workers”. El Periódico. February 7, 200�. 
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2.5.2. Present Matters that have Repercussions in Multiculturality 

The attacks carried out on July 7 in the city of London make the researchers 
of multiculturality to consider new issues, based on the paradoxical of the case 
that the authors of the attack were British citi�ens, British against British�� The 
only difference with their fellow citi�ens is their religion, since according to 
police investigations the material authors were British Islamists. This causes 
that new challenges be faced in the research and studies on multicultural 
coexistence in the new democratic, and in theory, secular Europe. 

According to the Coordinator of Research of the Foundation for Interna-
tional Relations and Foreign Dialog –FRIDE- of Madrid, Mariano Aguirre, 
the problem is centered in “[…] young people from the second or third gene-
ration of immigrants that live in Great Britain, France, Germany, and they 
feel estranged from their countries of origin and at the same time feel their 
lives are going by in marginal spaces, in situations of economical disadvantage 
and in many cases without the protection of the State […]”. (La Vanguardia, 
July 19, 200�). 

Other analysts like Oliver Roy, experts in multiculturality, show us new 
sources of the problem. According to his research, everything seems to indica-
te that many of these young people feel despised and marginali�ed, although 
they have the right nationality, they are Europeans. This sensation, at times 
true, produces in them such contempt for the country in which they were 
born that are easily trapped the radical Islamists such as the Al-Qaeda organi-
�ation, that translate a vision of a world united against Islam. 

According to the Financial Times and also based on an article published 
the 7th of February of 200�, by one of their journalists, specialists in those 
themes, Quentin Peel, these British young people are taught and trained 
through a kind of global village they all belong to, independently of where 
they are born or live. Their meeting point is the Internet and their country 
and reason for being is Islam against the �.S.A. and its allies, who according 
to their reasoning’s support corrupt governments in pro of their interests, 
daring to support Israel and to invade Iraq without any kind of scruples, 
centered in their own economic and not humanitarian interests, and sowing 
destruction in its path. 

The main theme of concern in Europe is the attack against the Twin Towers 
in New York, the attack in Madrid and the recent attack in London, without 
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forgetting the threat of Al Qaeda against Italy and other cities in Europe, even 
against Arab countries. According to the La Vanguardia of July 19, 200�: 
“The multicultural problems and clashes of civili�ations remain latent, even if 
society in occasions lives and wants to continue living turning their back on 
these grave problems, as long as the attacks occur elsewhere and do not affect 
them personally.” 

�ow can we face the battle against Islamic terrorism? Our best defense 
is to set up police forces, and to enact a policy centered in persuading the 
Islamists that the multiculturality centered in respect for all is better for ever-
yone. We believe this is the best method instead of acts like selfimmolation26. 
Nonetheless, according to the journalist of the La Vanguardia, Lluis Foix in 
his article “Intellectual Bewilderment” (July 19, 200�): “What really should 
concern us is the extreme danger and strength with which these Islamists act 
who are willing to die in Palestine, Baghdad, London or Chechnya, in the 
name of a cause that has as its highest exponent a same Islamic interpretation 
of contempt and hate against a culture, and way of acting and thinking, such 
as the western culture, as if being western was a permanent state of sin, with 
the exception of those Muslims born in Europe but who belong to that Isla-
mist village, that is above being the European” and continues with reference 
to Iraq: “This gives us a gloomy balance of seven hundred dead per month, 
many of them in suicide missions, and it is good to get alarmed when these 
innovations occur in London or Gro�ny, we understand it is a direct attack 
against our liberty and our values, just as it is horrendous when a suicide 
bomber places his car next to a fuel truck loaded with fuel and kills almost 
one hundred people as it happened in Iraq. These acts are even more repug-
nant when it is do�ens of children who are killed by another Iraqi.”

We do not cease to be ama�ed by what Foix is saying, for his precise and 
hard re��ections and it seems that Europe is receiving the first warnings that the 
war has begun, but we do not want to recogni�e it even if the so called JI�AD 
(�oly War) has already landed in Europe and the first deaths in London and 
Madrid confirm this. The forces of the armies of the West and the JI�AD 
from the East are balanced when the Islamist sentiment is superior having 
been born in Europe and being European. 

26. Let us reali�e that self immolation whether for an ideology or religious cause is not a new phenomena and this 
force can cause an army of one hundred people from the East to overcome Europe with its hundreds of armies. 
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Now, how does this affect the European Economy? For starters and 
concentrating in London, the last city attacked by terrorists, according to 
CEBR-Center for Research on Economy and Business-the first evaluations 
seem to indicate that with the problems in public transportation, commerce 
and tourism, the economy will fall short cero point two percent from the 
expected growth for 200�. More impressing are the results of the surveys 
published by Pew Global27 Attitudes Project regarding the perception of the 
Islamic world with respect to the three aspects that Europe is now more inter-
ested in knowing about, with relation to the way of thinking and acting of 
Muslims and published in several mass media communication outlets, for 
example in La Vanguardia, July 19, 200�, in its international section about 
the new challenge of global terrorism: 

Chart 4: Perception of the Islamic28 World 

From this we can see that countries close to Europe like Morocco, in 2003, 
the year in which Catalonia and Spain received a large Maghrebian immi-
gration, forty-nine percent of the population trusted Bin Laden as a world 
leader. In 200� this popularity goes down or the people answering the survey 
are afraid to publicly manifest their support for him, since it went down to 
twenty-six percent that is still an important support. It is also of concern 
that in Turkey, a country where everything seems to indicate will join the 
European �nion in 2013, the people were giving Bin Laden a fifteen percent 
support as world leader.

27. Pew Global Attitudes ProjecT is a study done by the “El Real Instituto Elcano,” a private foundation, independent 
from public administration and from the businesses that support it. It was established by the �onorary President 
�.R.�., the Prince of Asturias, on December 27, 2001, with one fundamental task: to perform an exhaustive study 
of the interest of Spain and the Spaniards in the international society, to make it available for the service of the 
community. The Pew Global Attitudes Project analyses the attitudes of 17 countries regarding the �nited States, based 
on an ample survey performed among the citi�ens of those countries.
28. Fuentes: Pew Global Attitudes Project (survey applied to seventeen thousand seven hundred and seventy-six 
people in 17 countries, April-May 200�, error margin +/- 2% 4%) and KRT.
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 At the same time, Chatam House, the ancient Royal Institute of International 
Affairs (RIIA), pointed out in its last report summari�ed in the Business Gazette 
on Tuesday July 19, 200�, that the �nited Kingdom is more exposed to terro-
rists attacks for being the �nited States faithful ally. Among its conclusions 
Chatam House harshly critici�es the �nited Kingdom for not doing much 
about the Islamic danger until the late 1990’s. They also admit that regardless 
how efficient the security forces are it is very difficult to prevent Al Qaeda style 
suicide attacks. 

We Europeans have been victims of new threats on behalf of Al Qaeda who 
claimed the London attack. Specially those countries with armed forces in 
Iraq who were given a month to withdraw its forces or be subject to terrorist 
attacks like the one in London. According to the Business Ga�ette, in its inter-
national section on July 20, 200�, members of Al Qaeda sent the following 
message: “This is the last message we send to the European states, you have 
one month to withdraw your soldiers from Mesopotamia, Iraq then there will 
be no more warnings but acts in the heart of Europe. It will be a �oly war. 
We address this message to the Crusaders present in Iraq: Denmark, �olland, 
�nited Kingdom, Italy and other countries, whose soldiers continue to dese-
crate this land.” 

A response from the European �nion was not long due and can de summa-
ri�ed in three steps: 

a) Increase the cooperation between the police forces among the twenty 
five states. 

b) Modification of the SCHENGEN agreement. 
c) Greater security in materials used in making explosives and other 

elements used to manufacture bombs. 

Although, the British government denies a relationship between terrorist 
attacks and being present in the war in Iraq, the British newspaper The Guar-
dian informs that two-thirds of every one hundred adult people interviewed 
are sure the terrorist attacks are related to England’s presence in Iraq. 

This concern with the Muslim threats against the �nited Kingdom and 
the twelve countries that have troops in Iraq caused Prime Minister Blair 
to urgently meet with twenty-five Muslim leaders in England to discuss the 
threats from the Islamic extremists. In the �nited Kingdom there are one 
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million six hundred thousand Muslims that feel, according to the surveys 
quoted before, that they are Muslims before being British. 

While, in all the world, in the multicultural cities par excellence, like Paris, 
multiculturality suffers loses and detractors are born at the same time racism 
and xenophobia increase against Muslims, and religious leaders of these cities 
condemn extremism and terrorism. 

If to the regular problems due to coexistence we add the problems due to 
multiculturality, these problems may increase if the European economy slows 
down, since the immigrants that now are needed and are received with open 
arms, due to our own human selfishness would then be critici�ed for taking 
our jobs, like it happened in France, and if today this is not the case, the 
MMPS method considers such crisis situations. 

This situation is not so utopian since the Business Gazette on Friday the 
22nd of July, 200� woke us up with the following headline: “The risk of Relo-
cation is now very high in Spain.” According to experts, the textile industry 
will be the most affected. Each year we participate in courses at the Complu-
tense �niversity of Madrid as speaker and this year we were able participate 
in a study by Price-Waterhouse-Coopers presented on July 21 by Mr. José 
Luis Madiaraga. We were very concerned with this study, since our industry 
cannot compete with other locations where labor is cheaper, in spite of the 
new migration arriving day by day in Spain and that automatically enjoys the 
rights of any other Spanish worker that of course he would not have in his 
own country, that is, independently of the new labor, companies continue to 
relocate. The industries more likely to be affected by relocation are the textile, 
toys, electronic components and shoes. Combined with the fact that Spain 
is not receiving any more subsidies from the European �nion, causes the 
relocation, from what at one time where very good conditions, to now go to 
other countries. 
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The data is demolishing: 
Graph 5: Evaluation of Experts regarding Relocation 

All these migration phenomena contribute to the growth of racism and 
xenophobia in Europe and if it is not stopped in time it can result in very 
serious consequences from any unexpected event: economic crisis, terrorist 
attack, etc. In London, so as not to go too far, before the terrorist attack mass 
media like The Flame (2004) published anti Semitic ideas in its article, “A 
Conspiracy to destroy Great Britain,” from where we extract this paragraph, 
“The philosophy of the Jews is simple and effective: money is power and 
power gives control. A Jew would only buy a Jew but he would sell anybody 
else.” 

Regarding multiculturality, London that has been an example worth imita-
ting, since it is well known that it has been receiving immigration since the 
sixties, now there are numerous groups emerging and growing which are anti-
multiculturality. The closest example is the demonstration next to the mosque 
at Regent’s Park in London where hundreds of people protested and shouted, 
according to the special correspondent of the newspaper El Periódico, Marc 
Marginadas and published on Tuesday July 26, 200�: “Close the mosques”, 
“Muslim terrorists get out of Great Britain”. 

Another example is the political party National Party (NP), inspired in 
Na�ism, founded in 1967 as a political force that opposed the British multi-
cultural model. The party lost popularity in the time of Margaret Thatcher and 

clash_cultures.indd   97 10/4/14   10:45:54



98

�OW TO A�OID T�E CLAS� OF C�LT�RES AND CI�ILIZATIONS

the party split in half causing the emergence of British National Party (BNP). 
Today, both of these parties launch attacks against immigration, especially 
Muslim immigration. The BNP says the dice the NP is extremely xenophobic 
but the last message from the BNP is: “The non-European foreigners should 
be expelled. Potentially all Muslims may become terrorists” and a recent one 
from the NP demands: “The immediate expulsion of all non-Europeans.” 
These statements were made the 2�th of July of 200� in London and publis-
hed in Spain by El Periódico on Tuesday, July 26, 200�. 

We cannot stop believing in love in spite of the lover, on friendship in spite 
of the enemy, in dialog in spite of declarations of the prominent Muslim 
leaders that met with Tony Blair and afterwards when interviewed said, accor-
ding to Walter Laqueur in the article “Dialog about Terrorism” and printed 
in La Vanguardia: “We condemn these attacks against innocent people that 
have no relation to Islam and we will try to cooperate with the authorities, but 
these should know that unless they modify their foreign policies in relation to 
Iraq, Afghanistan, Israel, etc. our help will not be effective.” 

Based on these declarations, dialog should certainly be the basis for our 
work and it should extend to all of Europe and the rest of the world, but it 
shall be an arduous task because in the European society and in the West, 
there is already the existence of resentment and lack of information or fear of 
multiculturality because of the young radicals already implanted in every and 
all of the European cities. Will they listen and respond to arguments? They 
are also resentful against the West and they consider themselves first Muslims 
and secondly Europeans. 

But as the Muslim community voices its complaints, all of Europe unites 
as one, through its leaders, for its rights to be respected. One of the first 
ones to express his desire to unite against global Islamist terrorism has been 
Tony Blair, who wants to expel from the country any Muslim considered 
to be spreading radical messages or messages that incite to violence. These 
declarations make us ask the question: Is this the solution? From our point of 
view the answer is difficult and it has to center in education and the mutual 
understanding of citi�ens with different political ideologies, religious beliefs, 
and races. Paradoxically, if you live in a democracy you can express yourself 
freely, but if an individual is sending radical messages the law should apply 
to all. What are we going to find? With one same problem and two options 
where neither of them for the moment solve the problem. Option A: If you 
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are a second generation Muslim (many British citi�ens) and live in the �nited 
Kingdom, and give radical messages on the radio you cannot be expelled 
because you are in your own country even if you consider yourself first a 
Muslim then a British. Option B, if you are a first generation Muslim and 
do the same you can be expelled to your country of origin, and your British 
citi�enship would be revoked. It does not seem to be a solution. The problem 
would continue to be latent and hate would continue growing as would the 
radicalism against all Muslim citi�ens in the �nited Kingdom, whether they 
are indistinctly first or second generation British. It is because of all this that 
out method wants to contribute to avoid the multicultural clash and lack of 
mutual understanding. 

2.6. Spanish-catalonian context 

2.6.1. Data of the legal or regularized immigration in Spain and 
Catalonia 

Presently, Spain has more than one million seven hundred and seventysix 
thousand foreigners with valid residence permit29, according to data provided 
by the Interior Ministry as of June 2004, which represents more than four 
percent30 of the total population. Based on the number of immigrants and 
their origin and ideals we will sketch a type of culture or fusion of cultures 
more in��uenced by one country or another as a function of the country of 
origin, although the illegal immigrants may blur the official statistics.

To the number one million seven hundred and seventy-six thousand we 
would still have to add the thousands of immigrants, six hundred thousand 
according to Radio Nacional of Spain on December 19, 2004; eight hundred 
thousand according to a T� program in the Ser network on January 12, 
200�; eight hundred and fifty thousand according to a T� program in the 
Cope network on January 10, 200�; one million according to an article on 
immigration in the newspaper La Vanguardia on January 17, 200� that are in 
an irregular situation in the country. 

29. From now on we will call the foreigners with a valid residence permit: “legal immigrants.” 
30. According to the revision of the Municipal Census as of January 1, 2003 by the INE, published in the yearbook 
for 2004 http://www.ine.es/prodyser/pubweb/anuario04/anu04_2demografia.pdf, the population of Spain is forty 
two million, seven hundred and seventeen thousand, and sixty-four people. 
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After several meetings of the public, central and autonomous administratio-
ns, it was concluded that this body of irregulars represents a high percentage of 
which its impact in the Spanish society is not known.They are a social reality 
that the government, associations and institutions, both public and private, 
cannot turn their back on, since it affects directly, not only the economy of 
the country but the coexistence of the new citi�ens made up of different races, 
customs, and religions which may end in a multiculturality rather problema-
tic, if the integration process is not done properly, on time and following clear 
objectives, for the short and long terms. 

After preparing a ranking of the Spanish provinces with the largest number 
of legal immigrants, we find that the province of Barcelona, at the beginning 
of June, 2004, occupied the second place with a total of two hundred seventy 
one thousand and forty six immigrants. Madrid, leads the ranking with 
three hundred eighty two thousand six hundred and four legally registered 
immigrants, followed in third place by Alicante with one hundred thirteen 
thousand nine hundred and twenty-three immigrants. 

What is the distribution by Autonomous Community?31 We will take the 
data as of June 2004. 

Graph 6: Percent of illegal immigrants in the different 
Spanish Autonomous Communities. 

31. Source: Statistical information from the Ministry of Interior. 
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Within the Autonomous Community of Catalonia, Barcelona is the 
autonomy with the larger number of legal immigrants, followed by Girona, 
Tarragona and Lleida. 

The differences among these provinces with regard to the number of legal 
immigrants are significant with respect to the total number of inhabitants. 
Barcelona has almost ten times more than Lleida, six times more than Tarra-
gona and four times more than Girona, namely, in Barcelona live sixty eight 
percent of the legal immigrant population of Catalonia, which represent 
more than three hundred ninety nine thousand people, while in Lleida live 
fifteen percent, in Girona seven percent and in Tarragona ten percent of 
the legal immigrant population of Catalonia. 

We can consider that these almost four hundred thousand people are in the 
total immersion process, learning the language, the customs, rights, how to 
go about getting a job, and others. But, does the same thing happen with the 
illegal immigrants? Will the same things happen when they are one million? 
�ere is the challenge. 

From a survey that we did on a sample of five hundred legal32 immigrants 
for our research with the help of a sponsor (Llauder Consultants-, marketing 
research consultants) who had reciprocal interest in the results, we were able 
to discover that their objectives, in order of importance, before even of 
learning the culture of the country or the fusion of cultures, were the following: 
 

1º. Find a job that will allow him to have a steady income.
2º. Learn Spanish, if they not know it.
3º. Learn Catalonian, if they do not know it.
4º. Bring their loved ones or relatives (family regrouping).
�º. Purchase or rent a dwelling. In this last instance there is always an 

interest, a posteriori, for purchasing a dwelling to avoid the financial 
cost of renting33.

32. To have voice and vote: This survey was done in Barcelona in January 200�. On February 17, 200� El Periódico 
echoes this with the following headline: Immigrants claim right to vote. Representatives from all the immigrant 
associations of Catalonia summoned the rest of the Catalonian citi�ens to be considered as citi�ens with full rights 
and may be able to register to vote.
33. Presently there are many immigrants who have already purchased a dwelling (forty thousand apartments per year 
according to El País –Negocios, February 27, 200�) and many of them finance their apartment by renting rooms to 
another immigrant (the average is four hundred per month per room). 
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6º. Start their own business (they prefer businesses from the service 
sector like restoration, construction, transportation, geriatrics clinics, 
cleaning, etc.). 

7º. Associate and be represented as a lobby group.
8º. Associate politically and institutionally to have more political power.
9º. To have the right to be heard and be able to vote.
10º. To have their presence in the media.
11º. Be respected and to have the same rights as a Spanish citi�en. 

From the survey it can be concluded that those most interested in limiting 
the in��ow of immigrants are the immigrants themselves, who say, yes, to 
family regrouping and regulations, but demand more control on the illegal 
migration fearing that jobs may be in short supply for the group of legal 
immigrants (more expensive to hire) or that wages may come down, and 
consequently their incomes. It can also be concluded that they feel being 
discriminated against in spite of arguing that not all the citi�ens in Barcelonan 
are bad people, but some show solidarity. 

Figure 7: Foreigners with valid residence papers by province34

34. Source of map: http://dgei.mir.es/es/general/mapa_junio04.html. 
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As we can see on the chart, in 2001 and in 2003 we have an important 
increase in the number of legal immigrants in Spain, according to the Inte-
rior Ministry. The reason for this increase is not only a larger entry of legal 
immigrants to Spain but to the exceptional regulating processes, as the one 
produced in 2001 as a result of the Spanish society’s reaction and solidarity 
towards immigrants (after many of them had holed up in churches). Three 
hundred and fifty eight thousand requests were turned in for regulari�ation, 
according to the Interior Ministry. Or the one proposed in January 200� a 
clear policy from the government of the PSOE of openness “with papers” for 
all who can demonstrate a work contract for a periods of six months or more, 
a certificate of registry in a Spanish municipality with at least six months prior 
to February 7, 200�, without a criminal record in Spain as well as in any other 
country where he had lived in the last five years, for crimes typified in the 
Spanish law and that does not have the entrance to Spain prohibited3�. 

Chart 8: Increase of foreigners residing in Spain.

Year Resident Foreigners % Increase 

199� 499,773 8.20 

1996 �38,984 7.40 

1997 609,813 13.40 

1998 719,647 18.01 

1999 801,329 11.3� 

2000 89�,720 11.78 

2001 1,109,060 23.81 

2002 1,324,001 19.38 

2003 1,647,011 24.39 

2004 1,776,9�336 7.88 

3�. Data obtained from the Order Pre/140/200�, of February 2, part of the proceedings of the applicable process to 
the normali�ation process set down in the third temporary statute of the Royal Decree 2393/2004, of December 30, 
under which the Regulations of the Organic Law 4/2000 was approved, the 11th of January, regarding rights and 
liberties of foreigners in Spain and their social integration.

36. The data from 2004 belong to the June Statistics Bulletin of the Interior Ministry and therefore, the percent 
increase for this year is provisional. 
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Regarding the residence regime of the legal immigrants in Catalonia, it is 
worth mentioning that presently many more immigrants hold the general37 
regime but not the Community one, for there are two hundredand ninety-
eight thousand four hundred and ninety-four foreigners with general regime 
compared to one hundred thousand seven hundred and sixty-eight with 
community regime. Even though, the number of legal immigrants with 
general residence regime is much larger than those who have the community 
residence regime, if we take as reference the data provided by the Interior 
Ministry from December 31, 2003 to June 30, 2004, we can observe that the 
percent increase in the number of legal immigrants with community regime 
has doubled the percent of increment in the number of legal immigrants with 
general regime. In other words, while the concession of general regimes has 
grown in about three percent the community regimes have grown by six and 
a half percent. 

37. The application of the general or community regime is determined by the Organic Law, which regulates the 
rights and liberties of foreigners in Spain and their social integration and Royal Decree 178/2003. Generally, we 
can state that the community regime can only be obtained by those people lacking the Spanish citi�enship, without 
prejudgment of what is stated in special laws and in International Treaties where Spain is a party and that they have 
nationalities from member states of the European �nion (Germany, Austria, Belgium, Cyprus, Denmark, Spain, 
Finland, France, Greece, �olland, Ireland, Italy, Luxembourg, Malta, Portugal, �nited Kingdom and Sweden), from 
nationals of the rest of the States that are part of the Agreement of the European Economic Space (Norway, Iceland y 
Liechtenstein) and the nationals from the Swiss Confederation. Likewise, this type of regime can be applied whate-
ver the nationality to relatives of Spaniards, to the nationals from other member States of the European �nion, to the 
nationals of the rest of the States that are part of the Agreement of the European Economic Space and to the natio-
nals of the Swiss Confederation, which are listed next: To their spouse, if they are legally married; to his descendants 
and his spouse’s descendants, al long as they are not legally separated, under twenty-one or older if they support 
themselves; To his descendants and his spouse’s, if they are not legally separated, that support themselves, with the 
exception of the ascendants of students and their spouses; the nationals from member States of the European �nion 
and those to whom the community regime may apply shall be ruled by the legislation of the European �nion, and 
would be subject to the Organic Law 4/2000, of November 20, and its modifications, on rights and liberties of 
foreigners in Spain and theirs social integration, in those aspects which may be more favorable to them. 
The following are exempt from the application of said Law: 
a) Diplomatic agents and consular officials accredited in Spain, as well as the rest of the members of the permanent 

or special diplomatic missions and of the consular offices and their relatives who because of international norms 
are exempt from the regular obligations of registering as foreigners and obtaining a residence permit. 

b) Representatives and delegates, as well as the other members and their families, of the permanent missions or 
delegations before intergovernmental Organisms with located in Spain or in International Conferences held in 
Spain. 

c) The officials assigned to International or Intergovernmental Organi�ations located in Spain, as well as their 
family members, where Treaties in which Spain is a party exempt them from the obligations mentioned in 
paragraph a) above. 

d) The nationals from the member States of the European �nion and to those to whom the community regime 
applies will be subject to the European �nion’s legislation, with the norms applied being those most favorable to 
them. 

Source: Interior Ministry www.mir.es. 
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Chart 9: Foreigners with valid residence card or permit according to autonomous 
community and province by residence regime. 30-June-2004 / 31-December-200338 . 

This increment is very significant and it is consequence, among other 
things, of the signing of the Adherence39 Treaty by the C�ech Republic, 
Estonia, Cyprus, Latvia, Lithuania, �ungary, Malta, Poland, Slovenia and 
the Slovakia to the European �nion. 

While there is no data from the Interior Ministry that combine the varia-
bles: Residence regime-continent and nationality-provinces, we can observe 
in the following chart that an important increment in legal immigrants has 
occurred in Spain. These immigrants are coming from, among others, the 
countries mentioned above, and which are included in the category “Rest 
of Europe.” As an example, while the increase in legal immigrants from the 
European Economic Area is almost six percent, but from the rest of Europe 
(where the countries mentioned above are included as well as others) it is 
twenty-two percent. A large number of legal immigrants arrive in Spain from 
Latin America. It occupies the second place in the ranking of continents or 
countries that have registered a greater increase in the last year, with a growth 
of fourteen and a half percent. 

38. Source: Interior Ministry, www.mir.es 
39. http://dgei.mir.es/es/general/Tratado_adhesion_PECOs_espanol.pdf 
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Chart 10: Foreigners in Spain with valid residence card or permit according to 
continent and nationality by residence regime. 30-June-2004 / 31-December-2003. 

(Source: Interior Ministry).

If we analy�e the data provided by the Interior Ministry regarding foreigners 
in the Catalonian Community with valid residence card or permit according 
to the autonomous community and province by continent and nationality we 
can see the general picture that allows us to know the number of legal immi-
grants coming form the European Economic Area which reside in Spain and 
specifically in Catalonia. 

Chart 11: Immigration coming from the European Economic Area40. 

40. Source: Interior Ministry. 
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Of all the legal immigrants residing in Spain, the �nited Kingdom occu-
pies the first place with one hundred seventeen thousand three hundred and 
twenty-two immigrants followed by, Germany with sixty eight thousand eight 
hundred and twelve, Italy with sixty six thousand six hundred and ninety-four, 
France with forty nine thousand four hundred and forty-four and Portugal 
with forty eight thousand one hundred and thirty. This indicates that these 
five countries contribute with more than eighty percent of the immigration 
coming from the European Economic Area. 

Chart 12: Immigration according to European country of origin.

In Catalonia, the first position in the ranking is occupied by Italy with 
sixteen thousand six hundred and thirty, followed by France with twelve 
thousand eight hundred and sixty-five, Germany with eleven thousand and 
sixty-five and the �nited Kingdom with eight thousand four hundred and 
seventy-eight. Like in the case of Spain, these four countries account for more 
than seventy six percent of the total of legal immigrants coming from the 
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European Economic Area-EEA41. 

Regarding the immigration coming from the many countries in the EEA, 
we observe that a an opposite situation occurs in the cities of Lleida and 
Barcelona, even though Lleida has a low index of legal immigration coming 
from the EEA, only two percent. Barcelona is the main destination within 
Catalonia for these legal immigrants, almost seventy percent. 

Chart 13: Immigration coming from other countries in Europe42. 

As in the case of the legal immigrants from the EEA, in the space conside-
red as “Rest of Europe”, four countries contribute seventy seven percent of 
all the legal immigrants coming to Spain from this area. These four countries 
are: Romania with sixty seven thousand and eighty-one, Bulgaria with twenty 
eight thousand three hundred and nineteen, �kraine with twenty five thou-
sand seven hundred and sixty-three and Poland with seventeen thousand one 
hundred and ninety-two. In Catalonia we have the case where one country 
–Romania-represents almost thirty-four percent of the legal immigration 
coming from area identified as “Rest of Europe.” Another aspect to consider 
is that regarding the legal immigration coming from the EEA, Lleida only 
receives two percent but in the case of the legal immigrants coming from the 
Rest of Europe it shelters more than twenty-two percent of the immigrants. 

41. From now on the European Economic Area will be referred as EEA 
42. Source: Interior Ministry.
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Chart 14: Immigration coming from Africa43. 

The legal immigration coming from Africa and residing in Catalonia and 
Spain is represented in Chart 14. The first facts that come to our attention is 
that seventy seven percent of all legal immigrants residing in Spain that came 
from Africa come from only one country: Morocco. In the case of the legal 
immigrants residing in Catalonia44, Morocco occupies eighty percent of the 
legal immigration from Africa. 

Regarding the legal immigration residing in Catalonia, the African coun-
tries that contribute the most are Gambia with ten thousand and eight legal 
immigrants, Senegal with five thousand six hundred and fifty-three and 
Algeria with four thousand five hundred and seventy-eight. It is important 
to emphasi�e that the Gambian citi�ens are people very much committed 
to their work and are very reliable, at the same time they have a very strong 
ingrained family relationship and the Girona businessmen are very pleased 
with them and help them to get the necessary papers because the loyalty and 
commitment is reciprocated.

43. Source: Interior Ministry 
44. In Catalonia reside thirty four percent of the legal immigrants that come to Spain from Morocco. 
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Chart 15: Immigration coming from Latin America45

Chart 1� shows the distribution of the legal immigrants that come from 
Latin America, Canada and the �nited States to reside in Spain and in Cata-
lonia. This community has had an important increment46 in immigration. 
Regarding the legal immigrants from Latin America residing in Catalonia, 
Ecuador stands out as a country that contributes almost twentyfive percent of 
the immigrants. Another variable to consider is the type of residence authori-
�ation given to the legal immigrants with general regime. In the most recent 
information published by the Interior Ministry, we observe that permanent 
residency is the most common type of authori�ation in Catalonia since more 
than thirty-five of the legal immigrants possess it. Secondly, thirty percent of 
the legal immigrants have received a first renovation of their initial authori�a-
tion, followed by nineteen percent who have the initial authori�ation, thirteen 
percent who posses the second renovation and almost a two percent of legal 
immigrants who have some other type of authori�ation. 

4�. Source: Interior Ministry. 
46. See Chart 10. 
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We observe that Lleida is one of the provinces with a higher percentage 
of legal immigrants with the authori�ation for initial residence, thirty-three 
percent. On the other hand, Lleida has one of the lowest percentages of 
foreigners with residence authori�ation of first renovation47 and permanent48, 
if compared to other Catalonian provinces. 

Chart 16: Foreigners included in the general regime with valid residence 
authorization according to autonomous community and province by type of residence 

authorization. 30-June-200449

If we compare the types of residence permits between Catalonia and Spain, 
we may observe that while in the “initial”, “second renovation”, and “others” 
categories there is no noticeable difference, there are differences in the “first 
renovation” and “permanent” categories, where a difference of almost eight 
percent in favor of Spain and six and a half percent in favor of Catalonia 
respectively. 

Graph 17: Spain-Catalonia comparison by residence authorization50

47. The percent of foreigners with residence authori�ation of first renovation in Lleida is almost twenty-five percent 
against an average of thirty percent for Catalonia. 
48. The percentage of foreigners with authori�ation for permanent residence in Lleida is twenty six and a half percent 
compared with almost thirty five and a half percent of the average of Catalonia. 
49. Source: Interior Ministry.Source: Interior Ministry. 
�0. Ibid. 
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We must take into account, when analy�ing the migration ��ows in Catalo-
nia, the age and sex of the legal immigrants residing in Catalonia. From the 
data provided by the Interior Ministry, we can observe that the average age 
of the legal immigrants established in Catalonia is thirty-two years, while the 
average age of the legal immigrants established in all of Spain is thirty-four 
years, therefore the average age in Catalonia is lower, this fact can be observed 
in each one of the four provinces that form the Autonomous Community of 
Catalonia, with values between thirty and thirty-two years. 

Chart 18: Foreigners with valid residence authorization or card according to the 
autonomous community and province by residence regime, sex, group and average age. 

30-June-200451. 

The largest age group of legal immigrants in Catalonia is between sixteen 
and sixty-four years –economically active population-, followed by �ero to 
fifteen years –which are those born here or as a result of family regrouping 
– and finally, the group of more than sixty-four years, also a result of regrou-
ping. 

Graph 19: Immigrants in Catalonia according to age52.

�1. Ibid.
�2. Ibid. 
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Another aspect to consider is the percentage of resident legal immigrants 
according to sex. At the national level, we can observe that almost fortysix 
percent of the foreigners are women; while in the case of Catalonia the average 
is lower at forty-three percent. 

A deeper analysis of the provinces shows that Lleida has the lower percen-
tage of women who are legal immigrants of the four provinces that form the 
Autonomous Community of Catalonia with thirty four and a half percent, 
while Barcelona has the largest percentage of women who are legal immi-
grants in Catalonia with forty four and a half percent. Tarragona and Girona 
have similar percentages, since the foreign female population varies between 
forty-two percent and forty-three percent, respectively. 

2.6.2. By way of Summary 

The statistical data that we have analy�ed sketch a Catalonia as a multicul-
tural city with Latin American and African in��uence based on legal immigrants 
living there. Now, this data may change since the illegal immigrants living in 
the country have not been taken into account. There could be, for example, a 
strong in��uence of immigrants coming from China. 

If recent data is compared with the records of registered immigrants as of 
the 1st of January of 2004 –some three million and fifth thousand, accord-
ing to the National Institute of Statistics-, the difference is a little over one 
million. From this comparison the government produces the figure of eight 
hundred thousand people who could opt for regulari�ation, because from 
this process the minors, the retired, and the housewives are excluded. Never-
theless, we would still need to account for those registered up to the 7th of 
August, deadline to participate in the process. 

The 2003�3 yearbook exhibits the social reality with impartiality, with 
realism. We are aware that the solution to many of the problems of the 
country has to do with the increase of the population. To eradicate violence 
and racism against immigrants -which are the result of a new social reality and 
human geography-and to avoid a growth in this problem and obtain, on theproblem and obtain, on the 
contrary, a reduction it is necessary to fathom the possibility of making the 

�3. AJA, Eliseo y NADAL, Mónica. “La inmigració a Catalunya avui. Anuari 2���Anuari 2���”. Ed. Mediterrània. Barcelona, 
2004. 
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personal interests of the politicians coincide with the personal interests of the 
general public, in such a way that respect and esteem are maximi�ed, even if 
both of these sound utopian for a person, group or city. We have to invest in 
a future that is already among us. 

2.7. Catalonian Context 

2.7.1. Perception and Concept of Multiculturality in the Catalonian 
Society 

At the beginning of 200� the communication media carried on their headli-
nes news that re��ected a multicultural social reality. As a sample, the headline 
in the maga�ine La Vanguardia (January 9, 200�) was: “The new Spaniards, 
who have arrived in the last few years are three million, stop the demographic 
fall and prop up social security.” From the long article by the journalist José 
Bejarano we extract the following points: 

a) According to immigration experts, granting rights to the immigrant is 
the basis for integration. 

b) These new Spaniards are here to stay and to prosper. 
c) The distrust generated by the attack of March 11 does not contribute 

to coexistence. 
d) The children of the immigrants will be more Spaniards. 
e) Currently they take the worst jobs, but silently they are working hard 

and in a few years they, or their children, will occupy better jobs, will 
start businesses and will be “first class citi�ens.” 

f ) Officially, in Spain live one million eight hundred and fifty-four thou-
sand two hundred and eighteen foreigners with residence permits and 
another eight hundred thousand illegally, but it is expected that they 
will participate in the new regulari�ation process. 

g) They cry, laugh, love and suffer (…) but they are different (…) the 
same was said of the Andalusians, Galicians, Extremadurans, Murcians, 
(…) immigrants in the sixties and seventies. 

h) The article finishes with an interesting observation: “We wanted 
manpower and we got people”, phrase from the Swiss writer Max 
Frisch». 
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We complete the prior panorama with information from the Foreign Rela-
tions Department of the Red Cross, which made available to us documents, 
statistics and interviews. We will mention an interview done by journalist 
Marta Ricart, health editor of the newspaper La Vanguardia, to Joan Badía 
-President of the Red Cross- where she addresses our concerns as she explains 
changes happening in Catalonia and Spain related to social changes they have 
detected through new service demands made to the Red Cross, and that point 
to the aging of the population and new kinds of poverty centered in immigra-
tion. We will mention two: 

a) The Catalonian population is aging at a fast pace. The largest program 
the Red Cross has is providing care for senior citi�ens. The program 
services close to forty-one thousand people, which the help and 
support of two thousand eight hundred volunteers committed to this 
cause. These volunteers care for senior citi�ens who live alone or have 
problems to perform daily chores. One program worth mentioning is 
tele-assistance that reaches more than fifteen thousand people, who 
besides have health problems. 

b) The new poor�4 in Catalonia. 
 In 2003 help was provided for fifteen thousand six hundred and 

seventy-two immigrants, but in the rest of Spain the Red Cross is 
helping close to two hundred thousand immigrants, from the time 
they arrive in boats or other means of transportation, to their incorpo-
ration to the labor force and all that this implies. 

 From this we can catch a sight of a new social panorama in Catalonia, 
which can be summari�ed in three selected quotations from the Presi-
dent of the Red Cross in Spain, Joan Badia: 
1ª-“The help given to an immigrant is a dialog of cultures.” 
2ª-“To facilitate the encounter of young people from different Medi-

terranean countries is a guarantee of future coexistence.” 
3ª-“Our organi�ation has great social acceptance and our neutrality 

grants us a privileged position for action.”
��

�4. According to Cásares, we understand a poor person to be someone: “Who lacks the basic needs for living or 
that has it very scarcely.” Ideological Dictionary of the Spanish Language of the Spanish Royal Academy, page 662.  
According to the VOX Dictionary a poor person is someone “Who does not have or has very scarcely, the necessary 
things for living.” Adj. Person who fulfills the requirements of the law to be granted the benefits of a free defense in 
a criminal or civil court. Scarce, that is in want of something for his entire complement. �umble, of little value or 
importance. �nhappy, miserable, sad, beggar. Illustrated General Dictionary of the Spanish Language, page 1246. 
��. Interview performed in January 200� by Maite Ricart, �ealth Editor of La Vanguardia to Joan Badia, Presi-
dent of the Red Cross. 
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Multiculturality is an unprecedented social phenomenon in Spain. In the 
last few years it has acquired new forms that are reshaping the country. An 
important dimension that affects all citi�ens and organi�ations, which voted 
for some leaders to lead the country, is to ask them and the society as a 
whole, to raise again, jointly, new challenges in the citi�en and institutional 
sphere. This requires an urgent adaptation process to the new times, that 
needs to be studied, planned and applied in the treatment of immigration, 
with the aim of assimilating the existing immigration ��ow, legal and illegal, 
that is taking us to a multiculturality –that today we could better classify as 
“multicustomism�6-without returning according to some, to a more exacting 
and radical country and demanding the fulfillment of its own identity and 
culture according to others, which provokes contradictions regarding its own 
evaluation. 

Obtaining a job, and consequently acquiring the necessary papers that 
allow them to be citi�ens with rights and obligations, is the unshackling factor 
for insertion in a new society that grants the new citi�en access to the social 
structures and services offered by the city. The great majority of immigrants 
perform professional activities of different degrees in sectors such as: agricul-
ture, fishing, domestic service, construction, geriatrics, or restoration. These 
jobs in the Catalonian social reality are not wanted nor taken by the Catalo-
nian citi�ens. The same occurs in the rest of Spain, where there are jobs that 
some of the Spaniards refuse to do, even in the case of strikes (according to 
statistics published by La �anguardia on December 30, 2004). 

Although a considerable amount of immigrants are working in the under-
ground economy, their integration generates problems in the different social 
structures, since they are not able to access medical services, loans, housing 
nor many other services, and at the same time they are not paying taxes to 
the State. This irregular situation of the immigrants makes it very hard to 
know and work with reliable data regarding their number and situation. This 
hinders an efficient and good design of strategies and plans to favor their 
integration. It is not the same situation if there are sixty thousand Chinese in 
Barcelona according to the Census to regulari�e than if there really are twenty 
thousand more. The policies to be researched and implemented may vary 
according to the real data. 

�6. Multicustomism: Concept that tries to emphasi�e the fusion of customs and manners but whose sum effect 
cannot yet be considered multiculturality. 
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Therefore we understand that the regulation processes and the speeding up 
of the residence papers are of vital importance for a peaceful transition towards 
a new cultural reality of fusion of cultures that we call multiculturality.

But we must consider that starting from respecting ones own identity, what 
we must not try to do is to terminate with the culture from another country, 
but knowing and understanding the culture and identity of the country in 
which one is living, other foreign cultures can be made known but at the same 
time respecting the culture of the native inhabitants, in this manner safeguar-
ding its identity as a city, if not we would be destroying the culture of the 
receiving country, city or people, starting a culture clash where the strongest 
would dominate. 

The fact of building a city, country or nation around only one race, reli-
gion, customs and manners, namely, around only one cultural base must 
today be considered as something extinguished and nonviable. Today’s world 
is a mixture of races, cultures and miscegenation, mainly in the western 
world. Moreover, even in Catalonia, specifically in Barcelona, this multi-
cultural process has already begun and we can define it as a city where two 
cities coexist parallel to one another within itself, endowed with two types of 
citi�ens: the native population and the recent arrivals. Namely, a Barcelona 
inhabited mainly by a mostly white race, a predominant Catholic religion 
and Catalonian customs, with a respect for the customs and cultures of other 
cities in the Spanish state, and another multicultural Barcelona that started to 
emerge in the nineties with thousands of organi�ed immigrants, with customs 
and cultures previously unknown to us that today not only coexist but are 
amalgamating. Therefore we have two visions for the city that tend more and 
more to unite and consolidate more, becoming only one Barcelona, the one 
with the new religions, races, customs and manners, cultures and new festi-
vities.
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Barcelona, once again ahead of the times, tried to inform and make the citi-
�ens aware of this social reality with a Forum�7 of Cultures lead by the Mayor 
himself, Joan Clos, who announced this social reality. But everything seems 
to indicate, according to various sources�8, that the message was not able to 
establish itself among the citi�ens in spite of the desperate efforts shown in the 
continuous publicity and propaganda of the Mayor, who saw in the Forum the 
answer to the problems that presented in this book on multicultural research. 
The Forum of the Cultures was critici�ed by many people who never visited 
the Forum in spite of the unprecedented mega-campaign of propaganda that 
did not result in what was expected: a political success, a success for the city 
of Barcelona and its citi�ens. The idea and purposes were correct (a city that 
respects others cultures) but what good is it to have a good idea if the citi�ens 
do not know about it and we are not capable of informing them on time and 
at the right moment? Therefrom the importance of creating a public relations 
(P.R.) method that is capable of persuading people of the idea, philosophy 
and objectives of the political group leading that responsibility and generating 
trust and credibility on a solid foundation. 

The majority of the European cities are already multi-custom or multi-
cultural. They have perfectly organi�ed immigrant or established minorities 
lobby groups, and opinion leaders that represent cultural identities different 
from the majority�9 of the people. 

�7. The Universal Forum on Cultures is a joint initiative from the Mayor’s Office in Barcelona, the Generalitat of 
Catalonia and the General Administration of the State that counted with the support of �NESCO as main partner, 
with the unanimous support of the one hundred and six member states of that organi�ation. 
The �NESCO, in its General Conference in November 1997, gave their approval to the three themes that would be 
presented at the Barcelona Forum 2004: cultural diversity, sustainable development and conditions for peace. That 
is how the general framework that would encompass the event was settled but there was still a need to determine the 
starting point of the activities to be held during the event. For this purpose, the three organi�ing institutions (the 
Municipality of Barcelona, the Generalitat of Catalonia and the General Administration of the State) unanimously 
approved on the 24th of November of 1999, an Agenda of Principles and �alues that was to be the ethics code that 
would govern the activities of the Forum. 
The Agenda is based on the �niversal Declaration of �uman Rights and in the programmatic principles of the 
�nited Nations, the only values that have worldwide acceptance, and re��ect the will of the Forum of spreading the 
ideas of that organi�ation through all of the proposals: Democratic �alues, Individual Rights and Liberties, Respect 
for all ethnic groups; Respect for the cultural identities; Promotion of Inter-religious Dialog; Recognition of the 
diversity of languages; Promotion of creativity; Defense of the biodiversity, Social responsibility and Sustainable 
development. 
�8. G�ILLEM, Santiago. “What the Forum does not have”. El País. June 9, 2004. CORRERO, Rosario. “August“August 
is also not encouraging the Forum”. El País. August 14, 2004. E�ROPA PRESS. “About 300 people burst into the 
Forum to announce its failure”. El País. July 18, 2004.El País. July 18, 2004.
�9. FERNANDEZ, Alfred. “Multiculturalism or Laity”. La Vanguardia. March �, 2004. 
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This fact recently had some repercussions Catalonian press. A few examples 
will suffice: 

a) ARMANG�É, Bernat. “Twenty-eight associations of Latin immi-
grants join together”. El Periódico. October 19, 2004, page 44. 

b) PLAYÀ MASES, Josep. “The Catalonian Latins �nite”. El Periódico. 
October 19, 2004, page 30. 

c) SANZ, Rosa Mari. “Barcelona will have a ten apartments for tempo-
rary lodging of marginali�ed immigrants”. El Periódico. October 22, 
2004, page 46. 

d) CABELLO, Manuel. “A Dialog is Going on Regarding the Con��ict 
about the Mosque in Santa Coloma”. El Periódico. October 22, 2004, 
page 48.

e) �ILASERO, Manuel. “Spain will need to bring 2�0,000 immigrants 
per year says Minister Caldera”. El Periódico. November �, 2004, page 
40.

f ) �ILASERO, Manuel “The Gypsy community is thrusting a campaign 
to improve their image”. El Periódico. November 17, 2004, page 64. 

Within the multiculturality existing in Spain, there is a community that 
also needs to be taken into account: the Gypsies. When we analy�e the census 
of the different races: Chinese, Ecuadorian, Maghrebian, etc., we cannot 
forget that the Gypsy community has a population of almost eight hundred 
thousand people. In the city of Sabadell, with a population of one hundred 
and ninety-four people, seven thousand of these are Gypsies. Why we should 
not forget them? Well, if we are speaking of the fusion of cultures, and the 
Gypsies have their own culture, then it should be considered within just like 
the rest and taken into account in this fusion of cultures, new and emerging 
to which all politicians seem to praise. 

A research study done by the consultants SAL�ETTI & LLOMBART60 

demonstrates that Gypsies are the most rejected social group in Spain. This 
study emphasi�es the ignorance of citi�ens regarding the Gypsy reality. The 
Gypsies are aware of this problem that is why years ago they organi�ed and 
created a foundation to combat stereotyping. 

60. Multicultural Study about the Gypsy Ethnic Group. Salvetti & Llombart Consultants, published in El Periódico. 
January 200�. 
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Their Coordinator Carme Ménde� of the GGSF61 of Sabadell, informed 
that between 2001 and 200� they have been operating the ACCEDER62 
program, which promotes jobs for Gypsies. In five years they have been able 
to register eight hundred and thirty four people between eighteen and forty 
years of age (three hundred and ninety one women and four hundred and 
forty three men). They have been able to obtain eight hundred and nine work 
contracts. It is a model to be followed by groups of immigrants who have 
problems getting jobs.

Another survey63 on Diversity of Cultures and �enophobia, done on a 
sample of eight hundred people from Catalonian origin residing in Barcelo-
na, responded that the social group they reject the most are the Maghrebians 
and the group they reject the least are the Chinese, although they fear them 
business-wise. 

On occasions immigrants feel powerless when they work hard while earning 
low salaries, helping a country that does not have laborers continue growing, 
and on top of that they have limitations placed on them like when they want 
to open their mosques. Others because through the press they are reminded 
day by day of their origins and how difficult it was for them to find their first 
job, dwelling, getting their papers, experiencing rejection by the people of the 
city promoting with this racism and class differences. 

In other occasions, however, citi�ens with acquired rights and predeter-
mined ideals based on the history of their city and of their families do not 
see favorably that immigrants lock themselves up in churches claiming their 
rights64, or what they think are their rights, nor the power they acquire when 
they associate. In these acts we start to see difference of opinions and we either 
do something to avoid them because by themselves they will hardly lead us 
towards an integrated multiculturality. 

61. The Gypsy General Secretariat Foundation is a non-profit entity that has activities in the whole country, as well 
as, projects in collaboration with other European countries to help promote and develop the Gypsy community and 
their social recognition. 
62. The ACCEDER program is a program for accessing jobs and training, which promotes action directed to the 
Gypsy population. ACCEDER is an operating program managed by the Gypsy General Secretariat Foundation. 
63. Survey performed by the Research Department of the Superior Council of Authori�ed Schools in Spain directed 
by Antonio �idal. May 200�.May 200�. 
64. The group of illegals without papers announces for the 20th a shut in the Church of Pí in Barcelona and a mani-
festation on the 22nd. La �anguardia, January 13, 200�.La �anguardia, January 13, 200�. 
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 Numerous organi�ations are warning about the dangers of turning our 
back on the immigration problem re��ected on the Catalonian society and 
that is noticeable in the Catalonian customs, in their streets and population. 
The Federation of Neighborhood Associations of Barcelona, SOS Racisme 
Catalunya, Justicia i Pau, Research and Acting Group with cultural minori-
ties and foreign workers (GRAMC), Assembly of Intellectuals of Catalonia, 
Workers Catholic Action, have decided to critici�e and manifest against the 
policy of the Government of the PSOE arguing among other concerns: “We 
cannot expect miracles from a regulation that has as its base an unjust law 
and unconstitutional in its resources; it is a deceitful to the Public Opinion” 
(Europa Press. January 12, 2006).

�owever, there are also many Catalonian citi�ens who live with their back 
towards this social reality and do not see multiculturality as a problem, they 
simply ignore it and even despise it. They have heard about it, yet they are 
not aware of the numbers, they are ignorant of immigration data and live in a 
world more preoccupied with the political interests of the country. 

The new Catalonian Estatut incorporates the duty of knowing the Catalan 
language, according to the agreement in principle reached at the Parliament 
by all the parties (except the Popular Party). The citi�ens then would be taken 
care off in the language they choose and the products distributed in Cata-
lonia would have to be labeled in Catalan. But this raises the question, has 
anyone stopped to think or has studied in the new Catalonian society reality, 
what happens to the immigrants who are living only temporarily in Catalonia 
and the ones who want to permanently reside in Catalonia? According to a 
survey6� applied to several groups of immigrants who had been living in Cata-
lonia for a minimum of three years and who were from a Chinese, Romanian, 
Maghrebian, Sub-Saharan and Latin American background, it showed that: 

a) Of the fifty Romanian citi�ens surveyed not a single one spoke Catalan, 
but all of them speak Spanish. 

b) Of the Chinese group, the numbers are even more troubling, since 
only twelve of the fifty people surveyed spoke Spanish, and thirty-
seven did not speak Spanish nor Catalan and one spoke Catalan. 

6�. Survey conducted by José Daniel Barquero, with the collaboration of Llauder Consultants, experts in customer 
marketing and market research.
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c) Of the fifty Maghrebian citi�ens surveyed twenty-four spoke a defi-
cient Spanish, twenty-six did not speak it, but none of them had even 
notions of Catalan. 

d) Of the Sub-Saharan group thirteen spoke Spanish, and the rest had 
little knowledge of Spanish and none of Catalan. 

e) Lastly, in the Latin American group everyone spoke Spanish and two 
had notions of Catalan. 

The Autonomous government as well as the Central government have to 
begin to see the new social reality and new customs of the great European 
cities and of Catalonia itself, as well as, study multiculturality in a deeper way 
and get involved more to avoid con��icts and have a peaceful and harmonious 
Catalonia, which is changing so fast that we cannot digest it. 

2.7.2. Analysis and Importance of the Actions and Politicalmulticultural 
Decisions in Today’s Catalonia.  

On November 4, 2004 the representatives of the member countries of the 
European �nion assembled in Brussels to deal with subjects like the war on 
terrorism, international security, illegal immigration, the study of the border 
behavior policies and the regulari�ation of immigrants, as well as, judicial, 
police and ministries cooperation. After such summit, the multiannual plan 
called The �ague Programme on Freedom, Security and Justice was appro-
ved. 

All these acts, as well as, the development of the European67 Constitution 
that are being done in the European �nion, are possible, in part, to one of 

66. Source: Interviews obtained by JosŽ Daniel Barquero in November 2004 in Barcelona.
67. The European Constitution is an important stage –crucial- to the European “construction.” It has been written 
to respond to the challenges of the Europe of tomorrow: a Europe of twenty-five member States and four hundred 
and fifty thousand inhabitants; a Europe that is democratic, transparent, efficient, and at the service of Europeans 
and the world, we would say. The European Constitution substitutes with one single text the main existing European 
treaties. The European Constitution defines the framework in which the European �nion can act. The European 
Constitution is divided in four parts. In the first part, the values, objectives, competence, procedures for decision-
making and institutions of the European �nion are defined.  It also covers the symbols, citi�enship, democratic life, 
and the finances of the �nion. In the second part is framed the “Charter of Fundamental Rights.” In the third, the 
policies and internal and external actions are described, as well as, the functioning of the European �nion. In the 
fourth part, the final arrangements are stipulated, among them the adoption and revision procedures for the Cons-
titution. http://www.constitucioneuropea.es 
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its Presidents Pat Cox68 , who was one of the impellers and whom we were 
able to interview at the Rit� �otel in Madrid to collect information for our 
research project. During his stay in Spain he explained among other things, 
the strength the European �nion was acquiring as a true union in all aspects: 
social, economic, political, judicial, etc. 

The final objective of The �ague Programme is to create before the year 
2007 a European Fund to repatriate all the illegal immigrants whose country 
of origin can be determined, because if this is not done, as we will explain 
further ahead, these illegal immigrants would continue to remain illegally in 
Spain, and in the rest of the member states of the European �nion. The ability 
of being able to repatriate them favors the fact of them wandering without 
papers, and consequently, without work, living quarters, medical assistance 
and without human rights and basic needs cared for. �ow do they make a 
living? Where can they work? This is an unknown that the Interior Ministry, 
and specifically Francisco Orden �igara69, whom we were able to interview in 
the Interior Ministry, answered saying that his Ministry office does nothing 
else but apply the law. Likewise, they recogni�e from that office, that some 
four hundred Sub-Saharans are sent daily from the Canary Islands to Madrid, 
where once they arrive are placed on the streets after registering them just as 
the newspaper El País echoed on January 10, 200�. 

Therefore the importance of The �ague Programme, since it proposes a 
greater control at the borders and an increase in security in the identity papers 
to avoid the forging of documents, according to a report on El Periódico, on 
November 4, 2004, by Eliseo Oliveras. 

An important contribution to the migration policies and to the multicul-
tural census consequence of immigration will be the sociological studies that 
will be done, as well as the exchange these results and of police information 
between the states of the European �nion, which will begin after the 1st of

68. Pat Cox is Doctor �onoris Causa in Jurisdiction by the National �niversity of Ireland. President of the Euro-
pean Parliament from 2002 to 2004. �e was an advocate of the Stability and Growth Pact (SGP), and under his 
presidency, the Parliament approved numerous directives as a co-decision with the Council, among them the one 
regulating the movement in the Single Interior Market and the labeling of the genetically modified organisms 
(GMO) in food for humans and animals (July 2003), the one that established the patentability of computer software 
(September 2003), or the one regarding the promotion of power stations of cogeneration based on the demand of 
useful heat, with the purpose of saving energy and in its struggle against climatic change (February 2004), as well as 
the approval of the Constitution Treaty by the European Council in Brussels. 
69. Francisco Orden �igara es jefe del Área de Asuntos Generales y Régimen Interior del Ministerio de Justicia y 
Presidente de la Federación Internacional Deportiva de la Enseñan�a Católica. 
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January of 2008 through the Europol70. There will also be a recognition of the 
judicial decisions in all the countries, which will permit the establishment of 
order in the Europe that is constantly evolving. 

All these reasoned concerns of the Europeans make them feel worried, they 
all want a Europe of plenty and economically strong but in reality this Europe 
needs four million workers to cover its minimal service needs, according to 
Father Isidoro Macias71 in an interview done Friday October 29, 2004 in El 
Periódico. Nonetheless, reality is very different, according to our research at 
the Interior Ministry through the �igara Order, this number is more than 
double, because the statements of Father Pateras did not consider the present 
demographical drop, according to his declarations to El Periódico. 

In Catalonia the arrival of foreigners is what made it possible for the demo-
graphical decline to recover, and consequently, that business sectors could 
prosper, such as, construction and services. This situation is repeating itself in 
many European cities. 

The year with the least births in Catalonia was 1996, fifty-four thousand72. 
It was the lowest birthrate in the European �nion. This fact was a reference 
point in the political debates for the consequences this would have if these 
low birthrates were repeated all over Spain or the rest of the European �nion. 
�owever, in 2003 a significant increase was observed in the birthrate since 
seventy-two thousand nine hundred children were born that year. The Cata-
lonian birthrate of eleven for every thousand has become the highest in Spain 
and in the European �nion. These unplanned good results are a consequence 
of immigration, which may solve a future economic and social crisis of lack of 
manpower but adding on the other hand possible problems with the health 
infrastructure, education, and others, in some cities. According to some statis-
tics published in El Periódico about the new Catalonian citi�ens, we know that 
twelve and a half percent have parents that are both foreigners, in almost six 
percent of the cases one of the two parents is a foreigner, that is, one out of 
every five births has this characteristic. 

70. Europol: Europol es la Organi�ación Europea de Justicia, los objetivos de la cual son promover y difundir 
la cooperación entre las autoridades competentes de los Estados Miembros en la lucha contra el terrorismo, el 
tráfico de drogas ilegal, así como otras formas de crimen organi�ado internacional. http://www.europol.eu.int/index.
asp?page=home&language= 
71. Father Isidro is better known as Father Pateras, an expert in immigration who shelters women and children who 
cross illegally the Strait ( El Periódico, February 200�). 
72. According to statistics from the Interior Ministry (www.mir.es). 
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Immigration, and only immigration, will allow Catalonia to recover its lost 
demographical balance, and consequently, aspire to having a stable economy 
that will make us prosper. But this social reality is not merely statistical data, 
but it has consequences in real daily life in our country. Consequences in 
public actions and in the new immigration policies, as well as in the minds 
of the Catalonian citi�ens that will have to change, and Catalonians have to 
be convinced that this change is positive, if not, we will have multicultural 
clashes that will interfere with coexistence and a real integration. Therefrom 
our interest in this research and in finding a method: the MMPS- Multicultu-
rality Method Persuasion System-to be applied by the public administrations in 
favor of a change of mentality in the Catalonian citi�ens. 

This human demographic contribution of immigration is the main basis 
of the non-planned strategy of the Catalonian government for the future of 
Catalonia, since it is the only option of recovering a population where already 
twenty percent of the newborns are from an immigrant background. 

Is the Catalonian society going to respect the customs and religions of the 
immigrants or is it is going to divide as a society creating ghettos and being 
racist? This will depend on the people themselves, if they make everything 
available to the immigrants, health services, education, business opportuni-
ties, even social life and access to the media, without any impediments in any 
sphere. 

Well now, what would happen in Barcelona and in Madrid if they had 
no immigrants? Probably, both cities would crumble; they would practically 
collapse or would have serious problems in the construction, services and 
public works areas. This makes immigrant reali�e that union gives strength; 
that is why they are active making associations. The great majority of immi-
grants live and work in the city and many are not regulari�ed. Independently 
of their legal situation they are all working and have their hopes in obtaining 
the necessary papers through the ordinary and extraordinary regulari�ation 
efforts done periodically in the country. Their role in the city is very impor-
tant, as was written in the newspaper El País on Sunday February 6, 200�, 
journalist Antonio Jiméne� demonstrating that if immigrants ceased to work 
we would have a chaotic situation in cities like Barcelona and Madrid. We 
make reference, as an example and as summary, to some of the situations 
mentioned in the article to visuali�e the impact of the migrant population in 
our society: 
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1) Difficulties in the merchandising of fruits, vegetables and other types 
of foods since at MercaMadrid, as well as, in MercaBarna half of the 
carriers are immigrants. 

2) It would be impossible to collect the trash since in some neighbor-
hoods; one hundred percent of the employees of the trash collecting 
company are immigrants. 

 In the Madrid community thirty eight thousand immigrant workers 
work in trash collecting companies and in Barcelona more than twenty 
thousand. 

3) The post office and messenger services would also be paraly�ed, as well 
as the care of children, elderly people and the sick, as well as, other 
sectors. 

4) Regarding the construction sector in Madrid there are more than one 
hundred thousand workers and in Barcelona more than forty thou-
sand including the irregular immigrants. Barcelona and Madrid would 
be completely stopped, this includes the construction of subways, 
highways, and other private and public works. 

In one city as well as in the other one, according to the article publis-
hed in El País, the 6th of February of 200�, the economy would be greatly 
affected since half of the immigrants residing in Barcelona and Madrid do 
not pay social security, which promotes an underground non-contributing 
economy but does receive public services. This problem of the underground 
economy caused the urgent approval, on February7, 200�, the new regulatio-
ns for foreigners with the support of a wide social, political and institutional 
consensus. Said regulations are unprecedented in the history of Spain or of 
the European �nion, moreover, the latter has manifested some opposition to 
such hasty openness and in such proportions to the regulari�ation of immi-
grants, in a general way, that may cause new avalanches of immigrants risking 
their lives in the attempt. 

The objective of such regulation is to regulate all immigrants living in 
Spain. The Government has applied it with great pragmatism in order to 
collect more taxes, avoid the underground economy and the exploitation of 
laborers, as well as, managing better the citi�en’s money. In this manner, as 
soon as the immigrants register with the social security, pay their dues and 
taxes, their legal situation would be resolved. This regulari�ation has been 
critici�ed by the European �nion who sees behind this action party interests, 
but with some of this interests hidden, which could be: 
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1) The Government will get five million votes if it regulari�es five million 
immigrants. 

2) To lower the income per capita of all Spaniards, which today is very 
high. With the incorporation of five million immigrants the income 
per capita will be immediately reduced, so we can request for a longer 
period of time social cohesion funds. 

Besides these suppositions, in La Vanguardia, February 6, 200� in the 
Opinion section, it was stated that thanks to the regulari�ation: 

1) Immigrants will be able to live a dignified life, without stress, since 
they would not need to be hiding anymore. 

2) They would contribute to pay for health, social attention and public 
services, which they have been consuming since they arrived, that is 
presently a high expense for the State. 

3) The unfair competition caused by underground economies would be 
eliminated. 

All this causes the society to get organi�ed. As an example the ESC73 presen-
ted a report in which it was proposing to the Governments of the European 
�nion the creation of a service to provide specific jobs for immigrants which 
would be coordinated with the countries of the Euro-Mediterranean fringe 
which are the ones generating more immigration. The objective was clear: we 
want them to come work in an orderly fashion, qualified people, selected by 
their countries of origin and without a police record, to keep our economy 
going. Therefrom the initiative by the Generalitat of Catalonia, that has 
started a pilot plan to try to lure back Catalonian citi�ens that emigrated years 
ago and are now considering returning to their country of origin. This law 
approved in November 2002, has some inconveniences since it offers benefits 
only to those having a low income, among others mentioned below74: 

73. ESC –Economic and Social Council, created in 1991, as an advisory organi�ation of the Government through 
which economic and social agents are considered when making decisions regarding economic and social-labor poli-
cies. One of the functions of the ESC is to issue a perceptive Resolution regarding the Preliminary Law Projects 
of the State, Projects of Royal Legislative Decrees, which regulate socio-economic and occupational measures and 
Projects of Royal Legislative Decrees considered by the government to have special transcendence. It also does a very 
important work in the promotion of dialog to reach common ground, in spheres of opinion where these are more 
varied among organi�ations that rightfully defend diverse interests. Its current President is Jaime Montalvo Correa. 
Source: www.ces.es.
74. Texts taken from the official web page of the Generalitat of Catalonia: http://www.gencat.net/benestar/societat/
convivencia/immigracio/pla/retorn/index.htm
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1) Being registered or having requested registration in any of Catalonia’s 
municipalities. 

2) �aving lived in a foreign country for a minimum of three consecutive 
years or five non-consecutive years, and of these, the two last years 
have to be immediately before requesting the benefits offered. 

3) �ave more than eighteen years. 4) Not have sufficient economic 
resources to provide for the basic necessities. Likewise, the diffusion of 
this law has been scant and insufficient, since according to the decla-
rations of the Consellera de Benestar i Familia Anna Simó to the La 
Vanguardia on January 9, 200�, it is being done through the distribu-
tion of brochures and posters through the Catalonian Casals that are 
found in foreign countries. 

It is difficult for this pilot plan to succeed since for an emigrated Catalonian 
to return, several coincidences have to occur: 

1) Live in a city that has a Catalonian Casal, not all of them have one. 
2) If there is one in the city, the person would have to visit it often to find 

out about the plan. 
3) Not have economic resources. 
4) Be willing to live in a shared apartment and adapt to the new life. 
With these conditions the failure of the plan is being announced, since it is 

limited to offering the rent of a shared apartment. This is social politics, just 
looking for votes and not for tangible and efficient results for the country. It 
gives a good image and may gather some votes as the plan to return Catalo-
nians to their homeland is announced, but the background is very different, 
and the conditions are totally nonviable. 

There may be families that have a middle class income that would like 
to return to Catalonia, qualified workers, willing to return if some minimal 
guarantees were offered since they surely do not want to lose what they have 
gained. This would be an interesting immigration for Catalonia since these 
are professional that would easily adapt, would have a job since they are well 
prepared and have succeeded in a foreign country. 

Otherwise, we would find people that do not have the resources, and invi-
ting hem back may be an irresponsible act. If they fail, what would we do? 
These people without resources do they have a profession in their country of 
origin? Can they be trained in some profession or trade? Are they interested 
in being trained? It is not enough to repatriate Catalonians that emigrated in 
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the past and give them an inexpensive apartment to rent and share with other 
families, they have to be trained and the real economic situation of Catalo-
nia/Spain explained to them as well as possibilities and wages based on their 
work, dedication and commitment, because if they later complain we could 
not complain. As we can see in the majority of the cases disjointed measures 
are taken, that are not part of a structured plan for multicultural integration. 
This is a grave mistake. 

2.7.3. How the Regularization Process on Immigration will affect the 
Catalonian Multiculturality 

The last regulari�ation process we have talked about can affect Catalonia 
greatly. First we must have an idea of what this means and we will explain it 
through a graph. 

Figure 22: Regularization Process
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The destinations were most of the immigrants go to are Madrid, Catalonia 
and �alencia, which concentrate sixty-three percent of all the filed request in 
Spain. The applicants, by order of importance, are: Ecuadorians, Colombians, 
Moroccans, Romanians. But it shall not be the last one as the Government 
has insinuated, since immigrants continue to enter the country. The �nited 
Nations state that in 20�0 Europe will have one hundred and two million 
less inhabitants and there will be needed between forty seven and a half and 
seventy eight million immigrants or children of immigrants to maintain the 
current labor structure. Therefore, it seems that this regulari�ation will affect 
the Catalonian multiculturality in four aspects: 

1) It will depend on the foreign accent spoken in each community and 
the affinity with each community. In the case of Catalonia it will 
depend on the customs, traditions, culture and own tongue. 

2) All the immigrants become part of this new Catalonia. Twenty percent 
of all newborns in Catalonia have immigrant parents. 

3) The parents of these children recogni�e that their children are Catalo-
nians but at the same time do not want them to lose their customs. Let 
see an example: The Chinese children in Catalonia are Catalonians, 
speak Catalan and are of Chinese race, but to keep them from aban-
doning their identity their parents have established a school through 
the E�F –ESERP �niversity Foundation- where Chinese is taught to 
Catalonian children from Chinese parents. This school in Barcelona 
already has more than three hundred children and it just opened its 
door in December 2004. As a result, Catalonians of Chinese lineage 
will introduce many Chinese customs in Catalonia. 

4) The fusion of cultures will be based on the origin of the immigrants 
in Catalonia, mainly from Latin America and Africa. The same thing 
that happen in London will probably occur: division in neighborho-
ods, an unstoppable the fusion of cultures or multiculturalities. 

2.8. Positioning Of The New Multicultural Catalonian Reality 

Throughout the chapter we have tried to sketch a theoretical-practical 
panorama of the European, Spanish and Catalonian multiculturality, as well 
as, the theoretical framework that can help us analy�e it. It is fair, at the end 
of the chapter to position ourselves with respect to main elements, which 
configure this multicultural reality. We shall put forward some elements that 
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configure the future in this sphere. 

2.8.1. Immigration 

a) We support planned and regulated immigration, based on a reaso-
nable policy, this understood as any person that enters the country 
to work should have a profession, health certificate, residence papers, 
work or studies in order. In this point we agree with the policies of the 
British Prime Minister, Tony Blair. 

b) We consider that migration ��ows should be controlled using strict 
socioeconomic studies to determine the real needs of the country. In 
Spain it should be done by Autonomous Communities, considering 
demographic and labor aspects such as, the demand for professio-
nal workers in a specific sector, otherwise, irregular immigration will 
generate all kinds of problems, among them: underground economy, 
tax evasion, delinquency, xenophobia, class structuring, new poverty, 
exploitation, decadence of the country, etc. 

c) The immigrants have to accept rights and duties, just as the citi�ens of 
the receiving country do. 

d) Governments, political and institutional leaders, who are leading the 
future of the country have to work in the creation of a persuasion 
“method” that can inform based on its the interests and those of the 
government as well as those of the country and its citi�ens, the impor-
tance of immigration, and the benefits it brings to the country in the 
present and in the future. 

e) Immigration does not necessarily produce multiculturality but 
“multicustomism”, that at the same time may lead or not into multi-
culturality. Multiculturality is not a generic phenomenon, that is to 
say, the multiculturality of Barcelona does not have to be nor is the 
same as the one in Girona, Tarragona or Lleida, since it will depend on 
variables such as nationality of the immigrants, their customs, as well 
as those of the community receiving the immigrants and the different 
policies that are implemented, at the cultural, political, economic and 
institutional level. The multiculturality of every city is always diffe-
rent, therefrom our interest in creating an exportable “method” that 
may allow every city, based on its interests, act in a responsible manner 
socially as well as in business matters and make these viable. 
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2.8.2. Work 

a) In the labor sector the predominating tendency will be speciali�ation 
regarding products and services, to satisfy an ever more demanding 
consumer. 

b) The lack of labor force, caused by the demographic decline in adult 
population and the increase in the elderly population, could result in 
an increase in the working hours and a postponement of the retiring 
age. 

c) The changes in the population and the new work opportunities will 
allow the worker to change more frequently of professional activity. 

d) The immigrant willing to work and to better himself in the country 
that is giving him that opportunity, probably will commit himself 
to work more than an ordinary Spanish citi�en since he appreciates 
having a job and opportunities as he remembers the difficult situations 
he went through in the past. 

e) The new labor policies will penali�e those businessmen who fail to 
register their workers in the social security and to legali�e the immi-
grants working for them since underground economies destabili�es 
countries, and is a fraud against all those who do pay their taxes. 

2.8.3. Leisure 

a) New leisure forms will be adapted as a product of multiculturality, by 
the resident citi�ens as well as by those incorporated. 

b) Leisure products will be offered destined to citi�ens of other countries, 
who will be targeted by hundreds of companies trying to do business 
with them. 

c) New virtual leisure forms will emerge based on the interest of the 
immigrants and their countries of origin. 

d) More leisure time will be invested in caring for ones own image and 
health. 

2.8.4. Nutrition 

a) Speciali�ed centers will reemerge to service the nutrition needs of 
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foreign citi�ens who, for example, do not eat pork. There are already 
in existence several stores who cater to Jews, Muslims, etc. 

b) New types of foods and cuisines will appear as an alternative to Cata-
lonian or Mediterranean cuisine and, as time goes by, they will be 
getting more and more sophisticated and accepted by the local citi�ens 
receivers of the immigration. 

c) Even though the people will be worshiping their bodies more, at 
the same time the demand for fast foods will increase, as well as, for 
carbonated drinks. Consequently, obesity will be a problem. On the 
other hand, the new citi�ens will consume more light food, greens 
or ecological products, promoting the proliferation of establishments 
that offer such products. 

d) The price of food will be an increasingly determining factor in the 
food basket as well as the brand of the products. 

2.8.5. Home 

a) The obsession, in Spain, for purchasing a dwelling7� causes the immi-
grant to want to have his own abode instead of living in a rented 
one. In cities like London with more multicultural experience for the 
volume of immigrants residing there as for the years they have been 
receiving immigrants, in their housing policy renting predominates, 
allowing the immigrant, as well as, the British citi�ens to adapt and 
change their dwelling according to their particular development and 
professional, social, economic and family needs at the time. 

b) The effort exerted by the Catalonian citi�ens for the purchase of a 
dwelling place represents more than fifty-eight percent of the family76 

income. Based on these information, we deduct that the Catalonian 
spending will be slowed down considerably since many families of 
immigrants as well as autochthonous, will be heavily indebted with 
banks and other lending institutions to whom they have to pay the 
mortgage. 

7�. Eighty percent of the citi�ens own their own dwelling, according to Telediario of TVE on Wednesday, February 
9, 200�. 
76. This percentage has increased more than seven points compared to the year 2003 and it continues to be way 
above the national average which is forty-six and a half percent and close to the one in Madrid which is fifty-seven 
percent, according to the authors of the report: The Cetelem Observer 200� reali�ed by the Cetelem Bank, which 
belongs to the BNP Group , Paribas. 
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c) The high price for housing will provoke a transformation in the cons-
truction of apartments that will go from the large apartments of old 
of more than two hundred square meters, to smaller apartments of 
about eighty square meters or less. More people inhabit the apart-
ments, since more than one generation live in the same dwelling, in 
spite of the smallness of it. 

2.8.6. Health 

a) The appearance of new diseases, fruit of immigration, and the return of 
diseases that had formerly been eradicated in Catalonia and in Spain, 
but that are endogamic in other countries, like tuberculosis, which 
will be transmitted to the Catalonian citi�ens by the immigrants. 

b) The globali�ation of the markets and the transportation of merchan-
di�e all over the planet introduces new biological species, that at times 
are not only devastating to local fauna but also affect our health, for 
example, the Asian Tiger mosquito, the Florida turtle or the American 
crab. 

c) The existence of stereotypes and certain beauty dogmas accepted by 
different cultures cause an increase in aesthetic surgery services. 

d) Respect for maternity, the Spanish women have their children at 
a mature age usually between thirty and forty years of age and the 
immigrants at an earlier age usually between twenty and thirty years 
of age, increasing the family income since each child will contribute 
economically to the family by working in the family business or as an 
employee in some company in the country. 

2.8.7. Family and Social Classes 77 

a) New family forms will appear. 
b) Families will have among their members people from other races, fruit 

of adoption, marriage, etc. 
c) Increase of marriages and couples living together as a result of second, 

third and fourth marriages. 

77. �nderstood mainly as the difference in social classes due to difference in culture and economic position, among 
others. 
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d) Increase in the number of divorces as a result of culture clashes in 
marriages between spouses from different races and customs. 

e) Based on religion, callings will be made for the union of the family, 
but it will not be the same “family” concept for the Catholic, as for the 
Islamic as for the layperson. 

f ) Reduction in racism and xenophobia since an unstoppable miscegena-
tion will occur that society will have to accept. Racism and xenophobia 
will be replaced by social class difference, which is just another form of 
racism. 

2.8.8. Digitalization of Society 

a) The written press will be substituted for free of charge press and for the 
digital press. 

b) The languages used in digital devices (videos, D�D players, compu-
ters, T� sets, radios, etc.) will have the tendency to favor English, 
Spanish and Chinese, instead of other languages like French. 

c) Appearance of television channels, radio stations, and other sources of 
information that respond to the information and leisure needs of the 
foreigners residing in our country and in many occasions even in their 
own tongue. Namely, the immigrants would want to know what is 
happening in Catalonia and in their countries of origin and they want 
to hear it in their own language. This will slow down multiculturality 
promoting power groups or lobbies based on races. 

2.8.9. Economy versus immigration 

a) Services for citi�ens in Catalonia have been adapting based on the 
needs of the population. As the population had been decreasing some 
services have also decreased or were reoriented, but with the massive 
entrance of immigrants in a short period of time, certainly the tax 
collection will increase to help alleviate the deficit due to the increase 
in services. 

b) The increase in the elderly population and the decrease in younger 
population will cause a situation where the economic fund of the 
country will be unable to pay the future pensions. This would create 
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serious problems for a society that is presently paying taxes but would 
not be able to receive compensations in the future, or at least in the 
expected amounts. 

c) Speciali�ation in businesses will be a social and multicultural reality 
since companies will have to offer an ad hoc service, namely, a service 
tailored to the needs of the customer and always taking into account 
his race, customs, religion, social class, purchasing power, etc. We can 
see a clear example in the creation of Chinese supermarkets, Maghre-
bian butcher shops and businesses speciali�ed in Latin American 
products. 

d) A very aggressive and competitive society with regards to products, 
brands and ideals, causing changes in companies and in the service 
sector such as extending the business and office hours. 

2.8.10. Conservationism and Sustainability versus Selfishness 

a) The new multicultural society will be centered; it already is, in its 
interest in conservationism. 

b) The ecological principles of sustainability and solidarity will increase. 
c) We live in an era of economic and consumerism values. Where it is 

more convenient to throw a product away and buy a new one, instead 
of repairing it. 

d) These changes in the values of the society affect the way people vote, 
but not the way people buy or consumerism78. 

2.8.11. Paradoxes

Meanwhile, and independently of more or less correct policies, and due 
to the concern of Government and public opinion regarding uncontrolled 
immigration, in Catalonia there is sensation or feeling among the experts 
in multiculturality, that there is no planned work that things are done by 
impulse. We will explain this paradoxical sensation in six points: 

78. A clear example: a consumer is before two boxes of strawberries, one was packaged by a company in �olland 
where all the workers are legal laborers, and the other one is from a company from the south of Spain where the 
workers are Sub-Saharans who entered illegally through the Canary Islands and work as irregular workers, in the face 
of this situation eighty percent of the population will prefer not to know anything about the legal or illegal labor 
situation of the crop pickers in �olland or in Spain and will simply purchase the Spanish strawberries because they 
are cheaper. 
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a) Regulari�ation On the one hand, all immigrants are regulari�ed under 
a new policy of full openness, while just a year ago in 2004 this would 
have been unthinkable. We find ourselves before a first contradiction: 
before it was, no; but now it is, yes. These causes criticism from the 
European �nion, which is not in agreement with the Spanish massive 
regulari�ation. 

b) Illegal’s Sub-Saharans and immigrants from other countries continue 
to pour into Spain without any control. Why does the Government 
continue to allow the entrance of illegal immigrants? Why are there no 
control measures applied? From Morocco twenty-five thousand Sub-
Saharans have entered the country while Morocco has only accepted 
onehundred and six repatriations. Why is this not stopped? 

c) Multiculturality The immigrants making use of their rights and moral 
obligation to their religions and customs implant their festivities, 
customs and religions in Catalonia and make public manifestatio-
ns claiming their rights and celebrating their festivities without any 
kind of control by the authorities who although they cannot forbid 
it, they could perform census with multicultural information. This 
uncontrolled multiculturality may cause some problems and clashes 
of civili�ations. 

d) Lobbying The first results of the power exerted by these lobby groups 
from the Latin American, Arab and Berber associations can be seen. 
Among others and with the support of the public administration itself, 
as was informed in El Periódico the 2�th of January of 200� on the 
article: “The Catalonian Culture Office is issuing Mosaics, a newspaper 
for immigrants.” Television time is offered to them from Monday to 
Friday in Channel 33 in their own tongue. This program speaks about 
the new social reality being born in Catalonia as a result of multicul-
turality and is transmitted in the three languages spoken the most 
by the immigrants: Spanish, Arabic and Berber. The program is ten 
minutes long. It covers news and interviews relate to education, health, 
relocation, job offers, and cultural and sports events.  
If a year ago we would have asked the Administration for their support 
and permission to air a T� program for immigrants we would have 
received a negative answer. Why a no then and a yes now? What is 
happening? There are many contradictions and aimless policies by the 
Government. 

e) New Immigration Policy If it is clear that everything indicates that the 
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doors are opened yet when immigrants are interviewed they indicate 
their dissatisfaction, they continue to have problems, including with 
the present regulari�ation. In an interview by El Periódico in January 
21, 200� with the President of Justicia i Pau, Arcadi Oliveras –main 
responsible for the agreement between the administration and three 
hundred and forty immigrants that were locked in at the Church of 
Pi for forty seven days –he declared: “During this time we have deter-
mined that there are close to one million illegal immigrants who want 
to regulari�e their situation and the reforms to the regulations consi-
ders that many will not be allowed because the businessmen want 
them to remain as illegal.” Why first, no, to three hundred and forty 
immigrants and now, yes, to a million? And in spite of making things 
easy, only about one hundred and fifty thousand will proceed to get 
regulari�ed. 

f ) Delinquency About the new delinquency as a result of immigration, 
we must highlight the gangs of Latin Americans called “Latin kings 
– ñetas - vatos locos-Maras -Salvatruchas-” which represent a danger to 
the population. The Mayor of Barcelona recogni�ed in El Periódico on 
Wednesday, January 26, 200� that “�iolence has increased seventy-
four percent and crimes and other felonies are down two percent.” 

In Barcelona three hundred thirty-one robberies are denounced daily. This 
statistic could be multiplied by three since not all robberies are denounced, 
since part of the population see them as normal, as something you expect to 
happen if you live in a big city. 

This delinquency is a reality that is damaging the image of the city, causes 
irritation to the citi�ens and sometimes causes irreparable damages. It is an 
institutional and political reality that many illegal immigrants living in a preca-
rious situation join the common criminals of the country. This has caused the 
need for better coordination between the police and the Mossos d’Escuadra, 
as well as, with the �rban Guards, joined by quick trials and the cooperation 
of the Prosecutor’s office, which only in 2004 requested preventive prison 
for seventy percent of those arrested for robbery or assaults to homes. All 
this has helped improve the results, in spite of lacking three thousand more 
policemen according to the Official College of Jewelers of Catalonia in this 
Community. But, is that enough? Will things improve or is it only a mirage? 
Time will tell�� 
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Once the multicultural concept of our concern has been examined, it is 
worth to consider some basic points regarding Public Relations (P.R.), since 
it is important to know in what frame of doctrine and model we place our 
method. We shall now consider the basic elements of P.R. relevant to our 
study. 

3.1. Background And Historical Development Of The Theory And 
Practice Of Public Relations 

We are going to analy�e, succinctly, some great models and schools of 

P.R. that will help us posit the science that supports our method and later 
application to the field study. 

3.1.1. The European Doctrine 

3.1.1.1. Anthropological Foundation of the European  
Doctrine of Public Relations

The school of Paris states that the “organi�ation” lives and develops in the 
bosom of groups of publics, from which it receives the necessary contributions 
for its subsistence: ideas, work, capital and not least important, authori�ations 
to be able to carry on its objectives. �ifra (2003) states that, although the 
company cannot exist without these contributions, the groups of individuals 
that contribute ideas, work, capital and authori�ations are not the company. 
They may vary while the organi�ation continues, but it is evident that the 
latter depends on its various publics. Consequently, we find a systemic depen-
dency of the company concerning its publics in order to be able to obtain 
the objectives previously set. This dependency demands communication and 
therefore adequate management of P.R. according to the basic scheme80 of 
P.R. 

In today’s society, we find three types of men. The producer man characte-
ri�ed for offering a quantity and quality of work, whose objective is to make 
the individual produce more, faster and with more quality. 

80. The scheme we are referring to is that which affirms that organi�ations depend on their publics –internal as well 
as external-, but that these are not the organi�ation itself. In other words, the organi�ation needs the contributions 
from its publics (economic as well as ideological contributions), but these publics are not the company. 
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The consumer man is the one who purchases and consumes in large quan-
tities and sometimes with qualities, with the objective of satisfying his needs 
and, frequently, his whims. Finally, the social man to whom P.R pay special 
attention. 

The social man 

For his sense of purpose, anthropological and social foundation the social 
man is characteri�ed as forming and fitting his opinions, his judgments and 
relationships, with the purpose of creating an environment and obtaining a 
behavior favorable to the development of organi�ations in society and their 
environment (Matrat, 197�; Ferrer, 1993). �e is also characteri�ed by the 
nature of his multiple relationships (being a father, son, student, professor, 
voter, chosen, subordinate, boss, etc.), that identify him with regards to the 
rest of the group or society. �e is also known by the quality of his relationships 
(he can lead or boycott, create trust or distrust, be affective or negative, etc.), 
which cause him to in��uence individual and/or collective behavior. This man 
must satisfy certain elemental wants in order to survive –mainly biological 
needs- and, ever since societies exist, he also knows important non-biological 
wants that are no less urgent and demanding than the elemental wants. It is 
a point where the European doctrine distinguishes between must needs (must 
feed himself, must dress himself, must have an abode, etc.) to be needs (to be 
informed, to be considerate, to be respected, to be compared, etc.). 

Based on what has been advanced, this anthropological and humanistic 
vision recogni�es, according to needs, three characters in the social man: the 
person, the collaborator, and the opinion maker. Each one with his own need: 
the person distinguishes herself by her want of dignity; the collaborator for 
his need for a solidary and responsible participation and the opinion maker; 
is identified for his need for information and his want for assimilable commu-
nication.

The importance of the European doctrine is precisely in its consideration of 
the person from the P.R. point of view, in the sense that satisfying the dignity 
of the person is not a the task of a specific technique, but of a basic moral, in 
the sense that treating the other one as a person is treating him as our equal in 
the same level of dignity and to forbid ourselves, with regards to others, any 
word or act that we consider susceptible to offend our own dignity. This point 
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is the main pillar of the European theory for P.R. forged into the Code of 
Athens81. The considerations in the Preface of this deontological code -whose 
author is Matrat82 - so testifies, besides stating a compendium of a substantial 
part of the ideas of the school of Paris: 

 “CONSIDERING that all Member countries of the �nited Nations 
Organi�ation have agreed to abide by its Charter which reaffirms “its 
faith in fundamental human rights, in the dignity and worth of the 
human person” and that, having regard to the very nature of their 
profession, Public Relations practitioners in these countries should 
undertake to ascertain and observe the principles set in this Charter; 

 CONSIDERING that, apart from “rights”, human beings have not 
only physical or material needs but also intellectual, moral and social 
needs, and that their rights are of real benefit to them only insofar as 
these needs are essentially met, 

 CONSIDERING that, in the course of their professional duties and 
depending on how these duties are performed, Public Relations prac-
titioners can substantially help to meet these intellectual, moral and 
social needs, 

 And lastly, CONSIDERING that the use of techniques enabling 
them to come simultaneously into contact with millions of people 
gives Public Relations practitioners a power that has to be restrained 
by the observance of a strict moral code. 

 On all these grounds, the undersigned Public Relations Associations 
hereby declare that they accept as their moral charter the principles 
of the following Code of Ethics, and that if, in the light of evidence 
submitted to the Council, a member of these associations should be 
found to have infringed this Code in the course of his professional 
duties, he will be deemed to be guilty of serious misconduct calling for 
an appropriate penalty.” (196�). 

81. MATRAT, Lucien: International Code of Ethics of Public Relations Practitioners. Centre europŽen des relations 
publiques, Athens, 196�. The text was printed in several languages and distributed internationally through all the 
P.R. Associations in the world. 
82. Lucien Matrat was member emeritus of the IAPR –International Association of Public Relations- of France; 
Founding President of the CERP, and creator of the Ethical Code of Athens for public relations professionals. 
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Regarding the social man considered as a collaborator, Matrat (1971, 197�) 
believes that business P.R. should contribute to assemble the conditions that 
make each collaborator feel: 

1) involved in the “game” of the company, because he knows how to find 
his position or participation in this game; 

2) responsible of the “cards” he plays, because he has the initiative that 
obliges him weigh the pros and cons of his decisions; 

3) show solidarity towards the other collaborators, because he has the 
feeling of belonging to a team and perceives the links of interdepen-
dence  that exist between him and that team, and 

4) considered by the other collaborators, because he knows that his efforts 
are appreciated and feels around him the necessary trust to be fully 
himself. 

The role of communication and the science of information in satisfying 
these four objectives shall be fundamental and will constitute the second 
relevant element of the European doctrine: the full consideration of P.R. 
as a communication science. According to Matrat (1971), P.R. are a social 
discipline based on the respect of a rigorous ethic, and at the same time a 
communication science that allows access to the problems of the business 
under a new light more in line with the socio-economic realities of the country 
in which they are practiced. 

Lastly, the social man does not just exchange work for money, as is the case 
with the producer man, nor money for products as the consumer man does, 
rather he interchanges opinions, judgments and ideas. �e will only exercise, 
with a minimal of objectivity the function of “opinion maker”, if he receives 
the necessary information that may allow him to know, understand, judge, 
express and communicate (Matrat, 197�). The above touches on a key point, 
which has not been, studied much: the social dialogue as a sociological basis 
for P.R. The historical evolution of our discipline developed in a series of 
phases that linked with the recognition of a series of fundamental rights of 
society, the first of which is the right to information; society -the “public”- 
has the right to be informed of those activities that affect or may affect it, 
according to the professor of the Complutense �niversity of Madrid, Luis 
Solano i Fleta (199�). Another relevant matter, when studying P.R., is that 
of social responsibility, as �geux declares, “a concern of P.R., and it is a cons-
tant concern, is a type of answer from those socially responsible to the needs 
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of participation of the environment, because in its first stage, this need is 
manifested as an interrogation, in the form of social curiosity, and ends in 
judgments, which even though succinct, are serious” (�geux, 1973: 28)83. 

The Business and Organizational Dimension of Public Relations

The European doctrine, regarding its anthropological and humanistic foun-
dation, to the image and likeness of the P.R. theories, does not escape from 
granting them a major business function. Matrat’s main work, where all the 
doctrine is based, is called: Relations publiques et management (1971) where 
it is very clear that the P.R. are part of the strategies used by management 
to respond to the expectations and act upon the motivations of the publics, 
whose behavior, judgments, and opinions may in��uenced the progress and 
development of the company. Idea with which we identify with and that is 
developed in our book, Communications and Public Relations. On the other 
hands, the members of the school of Paris do not consider the application of 
P.R. to any kind of management of the organi�ations. On the contrary, they 
consider that its application is only possible in participative management by 
objectives, the most complete management system. Nurtured by contribu-
tions of social psychology, this management system expects the personnel in 
the organi�ation to set by themselves the objectives to attain, to increase their 
motivation and, in this manner, better respond to the needs of the company. 
Participative management by objectives bestows upon each one great auto-
nomy in the setting of objectives, granting the project of the company an 
essential role in management and raising it to a fundamental tool of P.R. 
(Boiry, 1989). 

We believe the European doctrine assumes a methodological link between 
the American concept of P.R. in the middle of the �� Century and the 
results from research developed in the �nited States, starting from the 1980’s 
decade, even though some researchers ignore this factor. Garc’a Nieto (1997) 
studies the P.R. concept and states that starting from the abovementioned 
decade, the most advanced theoreticians of P.R. solve the matter of unifi-
cation of criteria at the time of identifying the nature of the discipline as

83. The first study done in Spain regarding social balance was published by Mario Barquero in the “Public Relations 
Business Manual” (Gestión 2000, 199�). 
84. MATRAT, Lucien: Relations publiques et management. G. Ruaud, �anves, 1971.MATRAT, Lucien: Relations publiques et management. G. Ruaud, �anves, 1971.G. Ruaud, �anves, 1971. 
8�. BARQ�ERO, José Daniel: Communications and Public Relations. Mc Graw �ill, Madrid, 2002. 
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a philosophy, policy or managerial function; aspect, this latter one, that we 
thought had been diluted in the prior decade. This statement rejects the ideas 
of the European authors, who precisely in the decade prior to the 1980’s, 
conceptuali�ed P.R. as a policy of the management of the company (Lougo-
voy and Linon, 1969; Matrat, 1971; �geux, 1973; Boiry, 1989; �ifra, 1993, 
Barquero 199�, 2003, 2004, 200�). 

3.1.1.2. The School of Paris and the Anthropological Persepective of 
Public Relations 

The European doctrine of P.R. is formed by an extremely uniform and 
homogeneous intellectual body, which, make it the first doctrinal school in the 
history of the discipline in Europe. In effect, a theoretical or doctrinal school 
is a group of researchers and theoretical thinkers who feel grouped by a disci-
pline and who share some common definitions of the phenomenon, of the 
problems to be solved and of the techniques, methods and strategies adequate 
to solve them, and a common institutional place within this framework. It is 
also called a “paradigm”. Professor Attallah (1991), referring to the schools of 
communication, explains that the necessary condition to be able to speak of 
a school is to have a common definition of the object of study, nevertheless, 
other aspects are the ontological differences between schools produced by the 
context of the research or by the nature of the theoreticians. 

The issues derived from P.R. research proceed from common research inter-
ests formulated in comparable terms by the members of a School. From one 
same definition different problems may be inferred, that is, different lines of 
investigation or theoretical natures. In mass communication, for example, all 
schools would quote the term social communication in its definition, but the 
problems derived are different according to the typology of the schools being 
considered. 

The members of one same theoretical School have to have an identical 
concept of the media, that is, the techniques, the methods, and pertinent 
strategies to be adopted to solve the previously defined problems. Therefore, 
it is of little importance that the strategies confirm the definition: they have 
to be pertinent, ordered on time, on the contrary, they will not be from the 
same School because they would not share the same thoughts. 

The School may be real or imaginary. For example, the members of the 
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Frankfurt school did their research from New York, Los Angeles, Paris or 
Frankfurt. The Palo Alto School, without going any further, is very much 
linked to its institutional research location, the Mental Research Institute of 
Palo Alto (California), nevertheless, it was formed from a common intellec-
tual project since its founders psychologists Paul Wat�lawick and Don D. 
Jackson, before starting it only knew each other through their common inter-
est in cybernetics, and that was more than enough. 

Of the two P.R. schools existing to date, the School of Paris was started first. 
The second one is the school of Maryland in the �nited States, because of the 
work of researcher James Grunig, some of his colleagues and disciples. The 
School of Paris is based on the principles of its founder, Frenchman Lucien 
Matrat, which have been followed by his adherents almost to the letter. These 
principles drink from the ideas and principles of American authors such as, 
Bernays, Cutlip, Center, Canfield, Moore and Lesly. 

The School of Paris was born from the European doctrine of P.R., which 
constitutes a normative theory, which is not based on any empirical research. 
This European doctrine is characteri�ed by two fundamental aspects: one of a 
temporal nature and the other of a spatial nature. The temporal alludes to the 
idea that it is a doctrine very much concentrated in time (the first half of the 
1970’s decade), which was born and based on a specific text: the conference 
given by the founder and president of the CERP86, Lucien Matrat, at the 
Institut de Sociologie of the �niversity of Brussels on April 8, 1970, which was 
later developed by other members of the CERP working in education, speci-
fically �geux (1973), �uisman et al. (1981), Lougovoy (1981) and Boiry 
(1989), today considered as great theoreticians of the profession. 

Regarding the spatial characteristic, derived from the previous one, is due 
to its location in French-speaking countries, particularly France, with a weak 
expansion outside of France except for works of personalities related to the 
CERP, like the Spaniard August Ferrer, now deceased, �onorary President 
of said association or the Belgian Jean-Marie �an Bol, also an active member 
and former president, this latter one was much more active not only in theo-
retical contributions but also in practical ones. 

86. CERP -Confédération Européenne des Relations Publiques-. 
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 The root of the European doctrine of P.R. is found in the establishment 
of the profession in France. P.R. took root in Europe, first by the hand of 
the Bernays, as we have previously mentioned, and secondly, with the arrival 
of the American troops during the Second World War, who had officers in 
charge of handling the press and others responsible of dealing with the civi-
lian population, called “P.R. officials.” The implementation of the Marshall 
Plan was what energi�ed the development of this activity, since a group of 
French businessmen went to the �.S. in what was called “productivity missio-
ns” and there they discovered P.R. as a profession. Later, Jean Choppin de 
Janvry, after returning from one of these missions, created in 1946 the first 
P.R. department in the Esso Standard Company. This was soon followed by 
other companies in the oil industry, such as Shell and Caltex. In that same 
year, the first agencies were created in �olland, country where they were to 
acquire great strength with the passing of time. 

Among those responsible for the P.R. in the oil companies was, Matrat, 
with Caltex. On May 8, 19�9, in Orleans, the father of the European doctri-
ne established with other colleagues the CERP, which in 196� approved the 
International Ethics Code for P.R., known as the Code of Athens because it was 
adopted during an annual assembly held in the Greek Capital. Matrat was 
the author of the text and it contains the spirit of the European theory: the 
eminently ethical dimension of the P.R. profession. 

There are three main bases on which the European doctrine of P.R. is 
founded: the anthropological fundamentals of P.R., the business dimension 
of P.R., and the concept of trust as the central element of the method. 

3.1.1.3. Credibility and Trust as important and Integrating Elements of 
the European doctrine

The P.R. researchers have used certain axioms to define them. The most 
recogni�ed one is “do it well and make it known” (Revilla, 1970; MacKen-
�ie, 2002; Alba, 200�). For Matrat (1971), adopting a P.R. policy is, firstly, 
accepting to reconcile the interest of the company and the interest of those 
on which the advancement of the company depends. Practicing a P.R. policy 
is, subsequently -and only subsequently- initiating a communication policy 
capable of establishing and maintaining relationships of trust with the diffe-
rent groups of publics of the company. For us, this is the key that separates 
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P.R. from publicity and propaganda. Since publicity is the strategy of desire 
that motivates demand for a product or service, and propaganda the strategy 
of conditioning that substitutes reasoned actions by re��ex acts, therefore P.R. 
is the strategy of trust that grants communication its authenticity (Matrat, 
1971; Boiry, 1989; Ferrer, 1993). The mind of the individual rises from our 
message, we have already persuaded him, without him knowing it, through 
characters that have transmitted to him messages of credibility and trust 
(Barquero, 1999). 

The terms credibility and trust in��uence the psychological and social 
dimension of P.R. For man, Matrat (1971) comments, his relationships are 
the roots through which he integrates into a group. If they are good, that is, 
if he enjoys credibility and trust, then he will integrate well and produce the 
necessary affectivity to satisfy the relationship. For a company, the quality of 
the relationships established determines its cohesion and, consequently, its 
effectiveness. On the other hand, the quality of the relationships between 
the company and its ecosystem will determine its proper development. An 
organi�ation cannot live and prosper without the trust of those who surround 
it, of its public. Therefore, P.R. may not be considered a more or less homoge-
neous set of communication techniques insufficient to achieve the adherence 
and participation of the publics. Their essential objective forces them to be, 
firstly, a social discipline, a way of being, behaving, of acting, a rule of the 
social game that preserves the integrity and dignity of each one, but at the 
same time they have to protect both the public and the organi�ation. 

The essential objective, the teleological87 element of the P.R., for the school 
of Paris, is to contribute to create an environment of trust and to attain the 
conditions for effective and affective participation derived from the collabora-
tor predisposition of the social man. What is attained then is the formation of 
an honest institutional image, more than the end itself of the P.R., as Matrat 
and his followers defend. Regarding this experience, we want to enhance the 
fact that the European authors we have mentioned can be considered, in spite 
of the limited analytical depth presented, pioneers of P.R. from the relational 
perspective. 

87. �nderstood in a psychological sense as: Telos, result, end or objective. Study of the orientation towards an objec-
tive and the determination for one objective of all human acts and happenings, historic and natural. Dictionary of 
Psychology, Friedrich Dorsch, p. 947-948. 
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They intentionally withdrew from a criteria or methodological study of 
mass communication and centered in the creation and maintenance of rela-
tions between social structures. We have a sample that could be described as 
an official definition of the European doctrine, considered by some as very 
sound because of its thoroughness and its quality of integrating the plura-
lity of elements that structure it. “P.R. is, at the thought and action level, 
a managerial policy of the company or of any social structure that has as 
an objective to create an environment of trust and closeness with all of its 
surrounding groups; including a constant vigilance of the different opinions 
of these groups. This environment is created through direct communication 
or through the media, of honest and complete information regarding the 
relationship between the purposes and procedures of the companies and the 
common good” �geux, 1973: 32-33). In these lines, the identity signs of 
the intellectual community of our concern are clearly expressed. With the 
purpose of clarifying its integrating scope and structural-communication, it is 
opportune to enumerate its components that according to �ifra (2000) are: 

a) A person (individual or company) named issuer of the P.R. who acts 
directly or through the channel of an organi�ation of experts to whom 
they entrust their P.R. problem. 

b) The acceptance by that issuer, of the permanent or systematic need 
of a new dimension to his managerial responsibilities, which will 
never allow him to be disinterested in the opinion of the people in his 
surroundings regarding his situation or problem. 

c) Some diverse publics, called receptors of the P.R., stressing that 
although their opinions’ may not agree with those of the issuer, all 
of them -and at all times- are important for his survival or prosperity 
with respect to the decisions that can be made. 

d) A conception of the general good that is common to the diverse publics 
and to the issuer. Trust can only be born from reference to higher 
values result than the immediate interest of the issuer and receptor. 
The concept of common good is not far from today’s concept of social 
responsibility. 

e) A typology in the relations between the issuer and his publics that, 
on the one hand, would facilitate the professional activities of the 
issuer, and maybe of the receptor and on the other hand, it may place 
their economic, social and political relations in a level of understan-
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ding and respect, and in the best of situations, of mutual sympathy. 
The sympathy concept should be considered as synonym of mutual 
understanding. 

f ) The observation and follow-up of the opinion phenomena is indispen-
sable for the definition of the management and relations policy. 

g) The reference to the use, as a tool, of social communication techniques 
in the broad sense of the term. 

The School of Paris started to die off as its members, foreign to the academia, 
stopped writing their thoughts, and today it is only updated in the subse-
quent editions of the book of Chaumely and �uisman (1997), a monograph 
about the discipline of the prestigious French collection Que sais-je? Today the 
fears of Matrat (1987) seem to be confirmed, when there are warnings that 
the P.R. professionals -the French, by its context- reduce them to merely a 
communication technique or dilute them in a “global communication” made 
up of “scattered pieces” of disciplines with different objectives; which results 
in the “total confusion” of said objectives. An unanswerable symptom: the 
scientific production regarding our discipline, besides the mentioned reprint, 
is nil. A different matter is the French-speaking production, that has arrived 
from Canada, also not plentiful, but more regular, whose authors are linked 
to the European doctrine because they are distinguished professionals more 
than illustrious academicians. Although they are somewhat in��uenced by an 
American vision of P.R. (Dagenais, 1999 and Maisonneuve et al., 2000). 

P.R. as any other science should not be the teaching of only one person. 
The European doctrine, in spite of the great in��uence of Matrat, is not the 
Matrat doctrine. �geux, in France, �an Bol, in Belgium, or �ifra in Spain, 
have proved this. In the �nited States, starting in the 1980’s, the contribu-
tions of James Grunig excelled above all and without comparison. Bernays is 
considered the Father of P.R. and world pioneer known for his contribution 
“of art”. Grunig is the contributor of the science of P.R. Therefore, we are 
interested in examining carefully his contributions, since around him rotate 
the majority of the current research work that is being done in this discipline, 
in the �nited States and the rest of the world. We can consider College Park 
-the location of the �niversity of Maryland where Grunig is a professor and 
where many doctoral thesis in P.R. in the �nited States are presented, as the 
second theoretical school of P.R., and for now, the last one. 
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3.1.2. The Theoretical Schools of Public Relations in the U.S.A.

3.1.2.1. The American School 

The evolution of the perspective, technique, policy and direction of the 
analysis of P.R. by American researchers is presented in one of the most impor-
tant books on the subject, the manual “Effective Public Relations.”88 

It was published in 19�2 by the professors Scott M. Cutlip, of the �niver-
sity of Georgia, and Allen �. Center, of San Diego State �niversity. They 
were joined, starting in the 198� edition, by Professor Glen M. Bloom, of 
the �niversity of California, responsible for the important change in the 
theoretical and practical orientation of the book. Cutlip is considered, in the 
academic world, as one of the most important researchers of P.R. �is theore-
tical work goes beyond this book intended for university students, centered in 
the history of the discipline where Bernays has an important role89 and in the 
theory of fund-raising, as well as in other techniques used in P.R. 

In the first editions of the manual, Cutlip and Center -in��uenced by 
Bernays- understand P.R. as the strategically planned effort to in��uence 
public opinion (persuasion) through an acceptable performance, a responsi-
ble communication and a planned feedback (19�2), that is, with a feedback 
between the issuer and his publics or audiences. Thirty-three years later, in 
its sixth edition and with the first participation of Professor Bloom, they 
are redefined as the “management function that establishes and maintains 
mutually beneficial relationships between an organi�ation and the publics on 
which its success or failure depends” (198�). It is now not only a matter of 
in��uencing the public opinion, but of seeking and achieving through this 
in��uence, a mutual benefit for the organi�ation and its publics. Therefore, 
the term public opinion offers its leadership to the term public. These authors 
justify the amplification of the components over the receptor of the persua-
ding message and the finality or object of the process of the P.R. based on the 
empirical observation of the practical evolution of the profession. It was after 
World War II, but especially after the decades of the 1960’s and 1970’s, that 
the profession took off due to the intense competition between brands and 
similar products and political and religious ideals. 

88. C�TLIP, Scott M.: Effective Public Relations. Prentice-�all, New York, 19�2. 
89. Bernays is considered as the creator of the scientific discipline, since he not only encouraged research in the field 
of public relations using an objective methodology, but he also gave it a theoretical body. 
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As of 1960, there is a constant growth in P.R. along with demand, since 
it is related to the economic deceleration. The increase in strikes, a political 
administration that defrauded the citi�ens and the rapid development of the 
communication media that started to have an important persuasion role due 
to the growth of skepticism among the public. There was then a need for busi-
nesses and other organi�ations to apply techniques that were later considered 
distinctive of P.R. to face this economic crisis climate. It has its origin in the 
public been able to detect this crisis and that the American businesses started 
to recogni�e it. 

To face this critical situation experts in P.R. developed new instruments 
to appease the state of opinion. From this situation, new concepts were 
born such as: issues management90, management by objectives91 , advo-
cacy advertising92, issues-oriented advertising93, publicity, controversy

90. Alfonso Gon�ale�, P.R. Director, IBM Spain, defines the discipline of Issues Management, that appeared three 
decades ago in the �nited States, as the management of potentially con��icting issues. According to a lecture given 
at the First International Congress for P.R. Researchers, published in http://www.us.es/congresorrpp/Presentacion.
htm. 
91. According to authors Rafael Alhama Belamaric, Francisco Alonso Arrastra and Rafael Cuevas Cañi�ares, Manage-
ment by Objectives is a management system whose basic purpose is to attain an adequate coordination of personnel, 
resources and mechanisms within an organi�ation to achieve relevant results based on an effective and wide partici-
pation. It is, above all, a positive philosophy about man and that which motivates him to work. Therefore, it is much 
more than a work technique or method, as many have interpreted it to be during the past fifty years. “Business 
Perfection: Realities and Challenges”, p. �7. http://www.eumed.net/cursecon/libreria/2004/rab-pe/6.htm. 
92. Advocacy advertising is a tool used to communicate the position of an organi�ation or company regarding issues 
that affect the business of the company, to promote the philosophy of the organi�ation or to make a political or social 
statement. Organi�ations can use advocacy advertising for different reasons. It is sometimes used to counter public 
hostility towards the activities of the company due to bad information or as a response to deceitful information 
disseminated by critics of the organi�ation. Advocacy advertising can be used to show the benefits of nuclear energy 
or for a group of activists defending animal rights who are trying to get some legislation passed to stop experiments 
using animals. In summary, we understand advocacy advertising as the fact of presenting an image of the organi�a-
tion or company in an indirect manner by adopting a particular position in a specific controversial subject, more 
than a mere promotion of the company or organi�ation itself. Fit�gerald, Su�anne Sparks (2001): “Tips for �sing 
Advertising in Public Relations”. Public Relations Quarterly; Fall, �ol. 46 Issue 3, pp.43-4�.
Other authors such as Sethi (1979), use the term advocacy advertising to refer to publicity based on controversy 
and usually aggressive. �e makes reference to the propagation of ideas and matters that are controversial and of 
importance to the public. It is used to support the position or to defend the interests of the sponsor while expressly 
or implicitly degrading the sponsor’s opponents and denying the precision of their acts. Sethi, S. Prakash (1979): 
“Institutional/Image Advertising and Idea/issue Advertising as marketing Tools: Some Public Policy Issues” Journal of 
Marketing, n¼ 43 (Jan) pp. 68-78. 
93. Issues-oriented advertising does not refer only to a communication activity but it deals with a management 
activity with a communication option. And it makes reference to the necessary tactics and values to help the organi-
�ation, particularly business organi�ations, to adjust to the in��uence of a public policy. Issues Management, refers 
to the management of potential con��icts. Therefore, issues are equivalent to potential con��ict. A potential con��ict 
may be: 
A theme or matter that worries the inhabitants, A theme or matter in which the government should 
act, A political proposition where the inhabitants have to make a decision (in favor or against abor-
tion). A public scandal (i.e. Watergate) Reasons to determine a division and political confrontation. 
To face these con��icts one may act according to communication in risk or crisis situation: Issues-oriented adverti-
sing; or through the use of Issues Management to avoid potentialcon��icts. �eath, Robert L. (1990): 
“Corporate Issues Management; Theoretical Underpinnings and Research Foundations” Public Relations Research Annual, 
�ol. 2 Sethi (1979) divides corporate publicity in institutional and issue advertising, this last one is a synonym of 
advocacy advertising. Sethi, S. Prakash (1979): “Institutional/Image Advertising and Idea/issue Advertising as marketing 
Tools Some Public Policy Issues” Journal of Marketing, n¼ 43 (Jan) pp. 68-78. 
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advertising94, and others related to the social responsibility of organi�ations9�. 
In this manner, the phenomenon of corporate social responsibility became 
part of the axis of most of the theoretical and practical approaches in P.R. It 
was the socially responsible behavior of businesspersons with the inclusion of 
the surveillance, control and research of the surroundings of the organi�ation, 
which caused the application of the methods and techniques for sociological 
research to the methodology of P.R. 

The introduction of a research stage prior to the definition of objectives in 
the P.R. programs (as Bernays proposed) supposes an essential innovation, 
by its systemic perspective, of the managerial model that Cutlip, Center and 
Broom offer as of their 198� edition of their book. 

The executive model of P.R. constitutes a cyclic process for problem reso-
lution and is divided into four stages, perfectly valid today, which are the 
following: 

a) First Stage: Define the problems of the organization, company or leader 
regarding its relations with its publics. It consists of an analysis of 
the situation and includes the exploration and control of information, 
opinions attitudes, and behaviors of those involved and affected by the 
actions and policies of the organi�ation. It provides the basis for the 
next steps by answering the question: What is happening? 

b) Second Stage: Planning and Programming. The information gathe-
red in the first stage is used to make decisions regarding the affected 
publics and the public opinion they generate, the objectives, actions 
and strategies, the techniques and the communication goals. 

 The idea is to design an operative, effective and on time strategy, that 
is, “what can we say and do? And why?” 

c) Third Stage: Act and Communicate. Represents the implementation 
of the strategic program, which is, “When and when do we say it or 
do it” and the “why?” 

94. Advertisements follow certain conventionalisms, to which consumers get familiari�ed with and are the ones 
they expect to find as the demonstration product, slice-of-life, the problem-solution, resources for the image and 
testimonial. This type is recogni�ed and familiar to the public and responds to the expectations of the audience. 
When an advertisement deviates from the conventional and expected type, its development may break the expec-
tations of certain viewers. For example, through the years, many of the publicity advertisements of Benetton have 
created controversy because they break with conventionalisms. For example, in one Benetton commercial a priest is 
kissing a nun which is not compatible with common religious beliefs of certain audiences. This type of publicity is 
called controversy advertising. Bush, Alan J., Bush, �ictoria Davies (1994): “The Narrative Paradigm as a Perspective 
for Improving Ethical Evaluations of Advertisements” Journal of Advertising, Sep, �ol. 23, Issue 3.
9�. C�TLIP, S.M.; Center, A.�.; Broom, G.M.; Effective Public Relations Englewood Clifs: Prentice-�all, 198�. 
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d) Fourth Stage: Evaluating the Program. The final step of the program 
involves evaluating the preparation, implementation and results of the 
P.R. program, according to the feedback obtained from the evaluation 
of the program itself. The programs continue or end after finding out, 
“how do we do it? Or, how have we done it?” 

While, Bernays has already offered a sequential method that included a 
stage for probing the opinion of the publics, the novelty of these authors, is 
not therefore the structural dimension, but the systemic one to P.R. Where 
each phase of the process is conditioned by the prior one and is interrelated to 
the others, at the same time, it comprises a dynamic and open system where 
the response and feedback of the public opinion is important. 

Cutlip, Center and Broom, updated in a timely manner their doctrine with 
the current started years before which demanded the incorporation of the 
general theory of systems as an emerging paradigm in P.R. Yet, since the first 
edition of “Effective Public Relations” (19�2), Cutlip and Center spoke about 
the ecology of P.R., to stress that social segmentation in endless groups and 
structures had originated multiple specialties in P.R. In this manner turning 
communications into the essential element to harmoni�e and adjust personal 
and group relations, in the bosom of each one of the publics. 

This is not the only contribution from the authors, as Grunig (1991) 
notes, all the elements, which constitute the theory of excellence in P.R. were 
mentioned by Cutlip and Center in their first edition in 19�2 of the above-
mentioned book. 

The current theoretical tendencies, European and American, agree that the 
relations concept has to be taken very much into account, since these are an 
indispensable factor in the effectiveness of organi�ations through building 
relations with their publics, which allow the corporation to fulfill its corporate 
mission. Cutlip and Center (19�2) defined the expression “P.R.” as describing 
the principles and practices of communication intended to create “good rela-
tions” with the publics, since organi�ations depend on them and all of them 
generate opinion in the face of any action by the organi�ation. 

When Grunig and �unt (1984) defined P.R. as the management of commu-
nication between an organi�ation and its publics, they wanted to highlight 
the role that the professionals in the organi�ation itself can and should parti-
cipate in the management and establishment of corporate policies. Thirty 
years earlier, Cutlip and Center move forward towards that definition when 
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they stated, among other things that the function of P.R. and of those who 
practice it, is to assist and advice management about communication with the 
publics and communication from the publics, internal and external, with the 
business, political or institutional organi�ation. 

The most ingrained policies and tendencies in the American research on 
P.R. have revolved around the functions of professionals in the sector. In their 
description of publicity, Cutlip and Center dealt with the role of the communi-
cation technician in P.R., mentioning the existing confusion between publicity 
and public relations. The authors defended, against a popular opinion among 
professionals in the field of social communication, that publicity was one 
more of the P.R. programs and not its only content. For many years, due 
to their lobby action the large agencies were able to differentiate their client 
from the rest of the public and generate more credibility around him. They 
would create more news and these were published periodically in the press. 
The consequence was that the client was more satisfied because of his constant 
appearance in the press in articles that were clearly propagandistic. 

The P.R. profession in the �nited States at the end of the Twentieth Century 
was interested in searching for formal models, which identified and described 
the professional practice of P.R. Nevertheless, in the first edition of Effecti-
ve Public Relations (19�2), Cutlip and Center explained the following roads 
towards mutual approval translated into axioms, two of these are considered 
as deceptive deviations, one as “terrifying” and only the last one as legitimate. 
Namely: 

a) “The fallacy of publicity is the first deceptive deviation practiced by 
those who think that the words and the images can cover up the ugli-
ness of situations or institutions with which we disagree since the 
image is the sum of thousands of actions and one again it would be 
publicity. 

b) “�irtue is our reward”, is the second deviation and communicates the 
idea that a work well done and good motives should be made known 
without any active or aimed communication. From here comes the 
phrase: “Do it well and make it known or else it is useless.” 

c) The next axiom is a work system, nor very common nowadays, which 
can be resumed in one phrase: “To hell with the public��” Is the cry of 
those who practice the “terrifying” model and who are only looking 
for their private interest in everything possible. 
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d) “A good performance appreciated by the public,” is the affirmation 
that re��ects the emerging method in the 19�0’s. Those professionals 
who recogni�ed that close relationships with the publics are based and 
strengthened through good words and a responsible practice in P.R. 
practiced it, where the private interest of the organi�ation and that 
of the public are of vital importance. Cutlip and Center prophesi�ed 
that this would be the road followed in the future by the majority of 
professionals, and it has been. Grunig and �unt are considering this 
in their research. 

The models of Cutlip and Center cause the existing differences to sprout 
between the positivist theory and normative theory (Grunig, 1991), a matter 
highly debated by the subsequent doctrine. The positivist models describe the 
praxis of P.R., while the normative (“A good performance appreciated by the 
public”) tells us how it should be exercised. From here we can infer that the 
theoretical objective of the professionals in P.R. is to “build a favorable image 
of an institution through a work well done and a fair and careful bi-direc-
tional communication that generates mutual understanding of the common 
interests” (Cutlip and Center, 19�2: �). 

Independently from the allusion to the image as the end of the perfor-
mance, since it is controversial and only a few authors support it, in fact, as 
we have mentioned, Cutlip (1991), doubtlessly assailed by the terminolo-
gical fashion, rectified, the interest in this affirmation is threefold. Firstly, it 
introduces the concept of mutual understanding, taken later by Grunig and 
�unt (1984) and later used extensively by the Anglo-Saxon writers. Secondly, 
it was definitely an in��uence in the construction of the European doctrine 
that underlined the common interest concept as the ultimate goal of P.R.  
Thirdly, Cutlip and Center re��ect upon the fact that serving common inter-
ests is the only solution to fulfill the main aspect of the P.R. exercise: solve the 
con��icts between public interest and private interest. Not a simple purpose 
considering that each part has a view according to their particular and public 
interests. Cutlip and Center were the first to provide a solution to the essential 
function of P.R.: manage con��ict of interests as experts in relations with the 
different publics. 

Professors Grunig and Repper (1992) determined that the inclusion of  P.R. 
among the strategic management functions of organi�ations was one of the 
central components of the excellence theory in public relations. Cutlip and 
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Center (19�2), once more, anticipated the proposal when they considered 
P.R. as an instrument to establish long-term policies and strategies. Although, 
we respect this affirmation by the organi�ations, we do not identify with it, 
since we consider them short term. One of the main 

P.R. functions, among many others, is public segmentation, namely, to 
identify those social groups closely linked to the advancement of the orga-
ni�ation towards the attainment of its private objectives. Such identification 
requires a segmentation theory of the population, as Grunig has demonstra-
ted in what has been one of his main research fields: situational theory of the 
publics. These publics are formed when the actions of an organi�ation have 
consequences on people and this provokes a reaction from them. 

Cutlip and Center (19�2) compare the public to a group of individuals 
joined by common links or affected by the same situation, which has public 
consequences. In this sense, both cases have to be interpreted as having 
common interests more than for the fact of being physically joined. The 
communication efforts, which in��uence people, have to focus in the indivi-
dual terms as well as in the personal interests of each person. It is essential to 
understand clearly that the individual members of these publics continually 
change their attitudes and that each person is besides a member of other 
publics that may affect our client. 

When organi�ations fail to communicate with the active publics, the 
members of these groups usually draw upon pressure groups to help change 
the standpoint of the organi�ation (�ifra, 1998). The American doctrine consi-
ders activist groups as the public more strategically vital to the environment of 
the organi�ations. This concept was not foreign to Cutlip and Center (19�2) 
when they, at the beginning of the 19�0’s, observed that citi�ens would find 
refuge in pressure groups, or lobbies, unions or corporate groups to protect 
and promote their interests and private beliefs. These groups were for indivi-
duals or institutions with common interests a means to counter and balance 
the power they were facing from businesses or organi�ations. 

Presently, P.R. professionals (Black, 2000) begin to properly evaluate resear-
ch, which did not happen in 19�2, when Cutlip and Center were comparing 
P.R. to an iceberg whose visible fourth, publicity, was seen by the public as 
well as by the experts as if it was a whole. On the other hand, the other 
three-fourths underwater and invisible, consisting of research, counsel, and 
planning, are vital in the P.R. programs. 
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Methodological and systematic research is the foundation for effective 
public relations. It was not until the second edition (19�7) of the manual 
that Cutlip and Center detach strategic research from continuous evaluation 
where they had been pioneer researchers on the subject. They had been the 
first to describe certain evaluation methods and techniques applied to the 
discipline, such as: impact analysis, experimental studies, audience analysis, 
reading tests, in-depth interviews, among others. 

There have been many American researchers in P.R. who started their line 
of research welcoming as an object of their study the profession and reaching 
the identical results Cutlip and Center had obtained two decades earlier. Their 
contributions to the standard of the profession in P.R. are not only current 
but necessary: 

1) an extensive and intense preparation for the performance of a highly 
speciali�ed service; 

2) some principles and a specific and well established philosophy; 
3) the intrinsic abilities and capacities necessary for the exercise of an 

art; 
4) a solid motivation to serve the public; 
�) the establishment and maintenance of research, continuous education, 

interpersonal relations and practice; 
6) an objective evaluation of the results and of the progress of the progra-

ms, and 
7) the exchange of experiences 0062y affiliating to professional associa-

tions and speciali�ed communication media. 
With regard to theoretical knowledge, considered by Ehling (1992) as 

essential along with formation, the authors establish the following cognitive 
elements that the good P.R. person should have: 

1) a personality and character that inspires respect and generates confi-
dentiality, 

2) communicative abilities, specially in the field of written expression,
3) knowledge of the sector in which he is counselor, 
4) creativity, and, 
�) common sense. 
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The practice of P.R. varies in the �nited States according to the structure 
and culture of the organi�ation. Cutlip and Center (19�2) foretold this idea 
when they stated that the function performed and the field of action may vary 
according to the client and the type of organi�ation, in such a way that P.R. 
can be considered as an operating  philosophy of the organi�ation. For P.R. 
to be efficient the professionals have to be present in meetings with the domi-
nating coalition of the organi�ation, that is to say, the organi�ation’s power 
center, where the big decisions are made. The “organi�ational”96 neologism 
already has a particular tradition in the terminological theory of organi�atio-
ns. With it, we highlight that we are referring to the organi�ation as a whole 
(or to organi�ations in general) rather than to their singular parts. With this 
sense, we use it herein. 

Grunig and �unt (1984) state that the professional should be physically 
present at the place where decisions are made in the organi�ation to give 
counsel and not waiting behind the door to act after decisions have been 
made without his counsel. En 19�2, Cutlip and Center stressed a very nega-
tive factor for the effectiveness of public relations. It was that the majority of 
professionals, incorporated or independent, where not participating in the 
elaboration of the corporate policies and were only called, like a firefighter 
after the fire had started, once the decisions had been made. That is where 
the danger was, especially when solutions were needed for problems derived 
from a crisis. 

Grunig and �unt also foretold one of the most highlighted phenomena in 
the practice of modern public relations. We refer to professional intrusion by 
those responsible for marketing and human resources. They are saying that 
the function of P.R. disappears when they lack direct contact with the upper 
management of the organi�ation, namely, when they are located in the sales, 
marketing, publicity, or personnel departments. Public relations are then frus-
trated, spoiled, wasted and tend to failure. 

Presently, Scott Cutlip and Allen Center are considered as the builders of 
the theoretical and methodological framework in which the scientific commu-
nity in P.R. has been moving and is moving. Its enormous entity, nevertheless, 
has not been temporal, but geographic since it in��uenced considerably the 
authors in the Paris School, the nucleus of the European doctrine on P.R. 
starting from the opening of the first office by Bernays. 

96. Translated as “organi�ativo” in Spanish www.rae.es. 
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3.1.2.2. The Science of Public Relations and the Four Methods of James 
E. Grunig

Professor James E. Grunig represents the first, and still the only, great 
in��exion point in the theoretical construction of P.R., in the North American 
sphere, as well as, in the international one. As of today, his contribution has 
not been surpassed. Thanks to Grunig, research in P.R., according to Cifra, 
has reached the necessary maturity to be considered a scientific discipline. 
�is work, “Managing Public Relations” (2000), constitutes his theory. It was 
coauthored in 1984 with Todd �unt, who actually handled the technical part 
of the text. Surprisingly, and in contrast with many other general manuals on 
the subject with much less epistemological content, has not been revised in 
spite of the advances in some research topics outlined in that textbook. 

The elaboration of the four P.R. methods together with the situational 
theory of the publics constitutes the spearhead of Grunig’s theory. En 197�, 
Grunig started a research program to explain the behavior of organi�ations in 
terms of public relations. �is idea was to isolate variables that could descri-
be the different types of P.R. in practice. In order to reduce the universe of 
his professional exercise to minimum typology of behaviors, which could be 
measured and explained. Later he centered his research in other variables or 
factors in order to explain why organi�ations were carrying out P.R. in the way 
they were performing them. 

As a result of his first studies done in 1976, Grunig interviewed twohundred 
and sixteen professionals from the Washington-Baltimore area in the �nited 
States with the purpose of finding out up to what degree were companies 
using sixteen common P.R. techniques, such as: preparing press releases, 
formal and informal research, open door working days, etc. From Thayer 
(1968), he applied synchronic communication concepts, whose purpose is 
to adapt public behavior in benefit of the company and diachronic concepts, 
whose purpose is to negotiate the circumstances to the benefit of both parties, 
in order to group these processes in two P.R. behavior groups. �e linked 
them to a diversity of structural variables according to �ull and �age’s 
(1982) typology of organi�ations: traditional, mechanical, organic and mixed 
- mechanic/organic. From this interrelation emerged the relative results of 
how organi�ations practiced public relations. Nevertheless, the synchronic/
diachronic conceptuali�ation was not enough to produce a deep, solid theo-
retical framework. It was necessary to overcome Thayer’s hori�on of proposals 
and analy�e the phenomenon from the historical perspective of P.R. 

clash_cultures.indd   161 10/4/14   10:46:12



162

�OW TO A�OID T�E CLAS� OF C�LT�RES AND CI�ILIZATIONS

3.1.2.2.1. Behavioral Methods for Public Relations 

Based on the above, Grunig introduced four behavioral models for P.R. 
founded on the analysis of the historical development of his professional prac-
tice. These formal models constitute representations of the values, goals and 
behaviors considered or employed by the organi�ations when they exercised 
public relations. They are the result of the combination of two dichotomic 
dimensions: direction (unidirectional vs. bidirectional) and equilibrium of 
the effects pursued (asymmetric vs. symmetric). These models are:  

a) The press agent model (or press/publicity agent model, or simply 
publicity), 

b) The public information model (or information for the public), 
c) The bidirectional asymmetric model, and 
d) The symmetric bidirectional model (Grunig and �unt, 1984). 

a) In the Press Agent Model, P.R. is used to perform a misinformation, 
propagandistic and persuasion function. Professionals of P.R. issue 
information, frequently incomplete and deformed, of its clients. This 
is a unidirectional communication model, from the organi�ation 
to the publics, where feedback is not analy�ed. This propagandistic 
dimension is articulated by applying the principles of scientific propa-
ganda from the late �I� Century and beginnings of the �� Century 
and the use of publicity as propagandistic information. 

 �istorically, the press agent model appeared in the period between 
18�0 and 1900. Nevertheless, this model and the remaining ones, 
maintain their operability. Moreover, today P.R. are perceived mainly 
by public opinion from the perspective of the press agent. Even 
Sumpter and Tankard (1994) propose the possibility of a model based 
in the phenomenon of the “spin doctor.” Where spin has the conno-
tation of turning things around to change the meaning, that is, to 
manipulate (although the more precise root is found in the sport term: 
to spin a ball, like in tennis or baseball), where if done correctly it 
becomes a business strategy. 

 This clarifies its proper application to communications and highlights 
its manipulative aspect. The image creators and the publicists have 
known how to give the necessary effect to their stories. The “spin 
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doctor” concept is then, a debasement of the press agent of the late �I� 
Century, as demonstrated by the fact: 1) that its objectives are reactive; 
2) that the “spin doctors”97 use and abuse the new technologies, such 
as: e-mail, mobile telephones, etc., as a means of communication; 3) 
that their clients are mainly politicians, those in high governmental 
positions, public personages involved in judicial processes; as it occu-
rred with the pioneer press agents whose main clients were people from 
the entertainment world or from sports; 4) that they contact reporters 
directly, instead of using direct P.R. techniques, as press releases, press 
conferences or corporate publicity; �) that tend to act without any 
ethical scruples, and 6) that they avoid notoriety and refuse to be refe-
rred to as spin doctors (Sumpter y Tankard, 1994).

 We are before a behavior model (not a budget) peculiar to the begin-
ning of P.R., asymmetric centered exclusively in the relations with the 
information media and whose main promoter is the political class and 
the entertainment world. Their purpose is to make their client noto-
rious, the image for the image’s sake, and never try to seek a mutual 
understanding between the client and public opinion. It has been 
thus described, more than “demonstrated”, since some of their resear-
ch has been refuted empirically from the academic ambit by Curtin 
and Rhodenbaugh (2001). Stauber and Rampton (199�) presented a 
demolishing study related to the image of the profession, based on an 
anthology of historical and current examples. This can give the impres-
sion that the professional of P.R. in the �nited States is a manipulator 
of public opinion and a fuming update of the press agent model. 

 Continuing with the model described by Grunig and �unt, the 
purposes of the professionals practicing it can be summari�ed in the 
following attitudes: 1) convince the press to publish the information 
provided about their client; 2) broadcast the name of the client in the 
communication media; 3) avoid negative treatment in the media, and 
4) offer as many news as possible over any event, independently of its 
newsworthy value and of its background. 

 

97. A “spin doctor” is a type of spokesperson who tries to make publicity, generally positive, for a politician, or 
political party. Article by Terry Lay, Boston Glove, 199�. 
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 In the press agent model, methodology is nil, and if there happens to 
be any, it would be centered in an evaluation based on newspaper clip-
pings or head counting in an event previously advertised in the social 
media and organi�ed by the P.R. director. 

b) The Public Information Method. The Public Information model 
followed the Press Agent model. It emerged at the beginning of the 
�� Century and is still current, especially in P.R. of the public powers 
and in non-profit organi�ations. �ere the finality in P.R. is to dissemi-
nate information, not necessarily with the intent of persuading. The 
professional acts, or should act, as if he were a reporter imbedded in the 
organi�ation, namely, applying the principles of current information, 
with the function of transmitting to the public, internal and external, 
information about the organi�ation. In this model communication is 
also unidirectional but with the difference that here the information 
transmitted is much more ample. 

 In the private sector, a large number of internal communication stra-
tegies such as, P.R., internal, financial and relations with the Press 
respond to the profile of this public information model. 

 The public information specialists do not perform research, as such, 
only at the moment of strategically planning their performance 
programs. Grunig and �unt (1984) quote techniques like the reading 
test to determine the proper degree of legibility for the target public 
or audience. From the evaluation point of view, the analysis of the 
publics can be used, although in practice it is seldom used. 

 Public relations exercised in accordance with the public information 
model have as objectives: 1) learn the value of current information, 2) 
prepare information for the communication media, 3) provide objec-
tive information about the issuer, and 4) work in accordance with the 
ethical principles of the information science. 

c) Bidirectional Asymmetric Method. �as as its main purpose to 
scientifically persuade the publics. The professionals who practice 
bidirectional asymmetric P.R. use, the methods and techniques of the 
social sciences to study the behavior and attitudes of the publics, with 
the objective of persuading them to accept the organi�ations point of 
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view and to encourage them to behave in a manner that supports their 
decisions. Communication is, obviously, bidirectional: it ��ows to the 
public and from the public (feedback). Asymmetry is inferred from 
the fact that the effects of P.R. are unbalanced in favor of the organi-
�ation. Consequently, the organi�ation will not modify its behavior as 
a result of P.R. but it will try to modify the attitudes and behavior of 
the public. 

 Research has an essential role in the bidirectional models. Grunig and 
�unt (1984), state that it is the real reason for being bidirectional. 
But it differentiates from the symmetric model in that in the asym-
metric model formative research (that which helps plan an action and 
to choose some objectives) is used to detect what is it that the public 
would accept and tolerate and afterwards identify the policies and 
procedures of the organi�ation that will adjust to the public interest. 
Regarding evaluative research (that which determines if the objectives 
have been reached), attitudes and behaviors are measured by feedback, 
before and after a campaign, in order to observe what are the effects in 
public opinion and in the publics. 

 Concerning the characteristic elements of this model we can mention 
the following: 1) the general objective is to persuade the publics 
to behave in a manner that pleases the issuer, 2) before starting an 
asymmetric P.R. program it is convenient to investigate what are the 
attitudes of the publics towards the issuer and how these can be modi-
fied, 3) also before the program begins, it is necessary to do some 
research to determine if the issuer’s projected policy is the one that will 
have the greatest possibilities of being accepted by the publics, and 
4) once the program has been implemented, an evaluation should be 
made to determine its effectiveness in relation to the change in public 
attitudes and in public opinion. 

d) We can assert that, although the Bidirectional Symmetric Method 
is not the most adequate from a quantitative point of view, it is a 
unifying factor in the contemporary theory of public relations. It 
constitutes the ideal in P.R., the normative model par excellence, the 
one that systematically has generated the most criticism, revisions, and 
adaptations since its inception in 1984. Grunig himself, as we shall 
see, has been adjusting it according to the P.R. needs. 
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 Consultants and businesspersons in P.R. who practice it act as media-
tors between the organi�ation and the publics in its environment. The 
goal is the mutual understanding between the parties. The theory and 
methods employed are more the communication ones than the persua-
sion ones. The bidirectional symmetric communication, in words of 
Grunig and �unt (1984), is centered in a dialog that should lead 
the organi�ation and the public to modify their attitudes and beha-
vior after the P.R. program has been implemented; this is the ideal 
result. The authors express that it is a good effect when there is mutual 
understanding between the parties. If the organi�ation and the public 
communicate enough as to understand each other’s position, mutual 
respect arises, and consequently mutual understanding. 

The bidirectional symmetric model started to be practiced in the seventies, 
but consolidated until the end of the nineties. In the �nited States it was 
used, mainly by public companies or those strongly regulated by the gover-
nment. The accountability need of the public administration to account for 
their sociably responsible performance grants the symmetric nature to the 
P.R. practiced by these institutions. �owever, we consider this to mean, that 
in reality, public companies are interested not only in disclosing to the gover-
nment, but also to public opinion what they are capable of doing and this is 
nicely done with the asymmetric model.  

Formative research is used to determine how the issuer is perceived by 
the public and the consequences of this perception. From this advise can be 
given to the organi�ation about the public reaction and opinion regarding the 
company’s corporate policies and about how to adjust them in order to better 
serve public interest. Likewise, the level of understanding between the parties 
can de determined. This is fundamental to choose the specific communication 
objectives. Evaluation can measure the results of the P.R. efforts, namely, if 
understanding has improved between the organi�ation and its diverse publics 
and opinions. 
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Table 24: Characteristics of the Four Grunig Methods 
(adapted from Grunig and Hunt, 1984). 

Grunig and his symmetry concept, as well as, its evolution until the begin-
ning of the ��I Century, required an in-depth study that we are unable to 
review in this book. But we will brie��y refer to the functions of these models. 
Grunig researched the function of the models in the organi�ations. Compa-
nies use them in two main directions. In the first one, the models are used for 
situational strategies to which the companies turn up for different publics and 
different P.R. problems. Therefore, they do not constitute a generic framework 
for any P.R. action. In the second direction, the budgets of the models are part 
of the ideology of the organi�ation, of its corporate culture. These results 
caused the author to analy�e these budgets or assumptions as essential factors 
for the theoretical development of the discipline, distinguishing between the 
asymmetric and symmetric budgets (Grunig, 1989; �ifra 2003). 
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Grunig proposes the following list of assumptions that professionals accept 
as they assume that P.R. are for in��uencing the publics so as to benefit the 
organi�ation they represent, and not the publics: a) internal orientation: the 
members of the organi�ation are concerned about observing the environment, 
but not in how the organi�ation is perceived by that environment; b) closed 
system: the information ��ows to the outside but not towards the inside of 
the organi�ation; c) efficiency: efficiency and cost control are more important 
than innovation; d) elitism: the business executives consider themselves more 
knowledgeable than the publics; e) conservatism: change is not desired; f ) 
traditionalism: tradition provides stability and helps maintain the organi�atio-
nal culture, and g) centralization: the power of the organi�ation is centrali�ed, 
namely, that the authority is in the hands of a few individuals who leave little 
decision power in the hands of the employees. 

The symmetric models, those that P.R. consider as the main finality of their 
activity the mutual understanding, proceed from the symmetric communi-
cation theories and from the systemic theory. From the first one, what is 
transcendental is that: 

1) communication leads to mutual understanding: The main purpose of 
communication, in contrast with the persuasion theories, is to faci-
litate the understanding among the citi�ens and between these and 
other systems like organi�ations, publics or groups and their opinion. 
On the one hand, the systemic theory contributes the symmetric 
assumptions: 

2) equality: individuals are to be treated as equals and respected as human 
beings; 

3) autonomy: people are more innovative, constructive and are more 
satisfied when they enjoy autonomy to in��uence their own behavior 
instead of being controlled by third parties, which increases work 
satisfaction within the organi�ation and cooperation in the external 
aspect; 

4) innovation: new ideas and ��exible thinking is to be encouraged, more 
than traditionalism and efficiency; 

�) decentralization: the management of the organi�ation has to be collec-
tive, managers are to be coordinators more givers of orders, this will 
increase autonomy, work satisfaction and innovation; 

6) responsibility: organi�ations and their publics have to be aware of the 
consequences of their behavior and avoid negative effects; 

clash_cultures.indd   168 10/4/14   10:46:14



169

P�BLIC RELATIONS

7) conflict resolution: con��icts are to be resolved through negotiation, 
communication and compromise, instead of with the use of force, 
manipulation and violence, and 

8) the liberalism98 of the interest groups: unlike the classical liberalism, the 
political system is contemplated by neoliberalism99 as a competition 
mechanism between interest groups. The liberalism of the interest 
groups considers that citi�ens come together in groups to defend the 
interest of the civil society against corporate organi�ations and irres-
ponsible government. Such liberalism grows and affects mainly private 
interests who contend against political actions. 

3.1.2.2.2. The doctrinal characteristics of bidirectional symmetry 

We proceed to describe the most relevant aspects of bidirectional symmetry 
for the doctrinal importance it has as the technical basis for our model.

The idealism placed in the bidirectional symmetric model has caused a 
permanent debate about this doctrine, even today it is the theoretical matter 
most discussed in the academic literature of P.R. (Sallot et al., 2003). For this 
reason, it is worth looking deeper into its content. 

The objective of the P.R. is to in��uence the attitude and conduct of the 
issuer and of the publics, modifying them, in order to help achieve mutual 
understanding between them. The professionals who act from the symme-
tric approach can do so as mediators, in the sense of helping both parties to 
negotiate dormant of current con��icts, and, before initiating a symmetric P.R. 
program, a sociological research should be performed, especially the qualita-
tive, to determine the degree of understanding between the parties. 

98. �nderstood as the doctrine that affirms the primacy of individual liberty and the guarantee of its exercise in the 
political organi�ation of the State. In our context, we understand it as economical liberalism, namely, a thought ��ow 
based on liberty concept (this is very individualistic) that is accompanied by the defense of certain number of values: 
right to property, free competition, an effective role of the State. Liberalism appeared progressively staring in the 
��II Century in England (Natural Rights, by J. Locke) and is organi�ed in the form of a doctrine with the classical 
theory of in the ��III Century. 
Initially, this individualistic liberalism was based in the “invisible hand”, that maintained the great balances (A. 
Smith). The contemporary liberalism has evolved, it has become (at the same time or progressively) humanist, 
social, democratic reformist. Considering the increasing importance of the State, the neoliberals have the purpose of 
“making it regress” (G. Sorman) without denying its social and regulating role.   
99. Movement based in liberalism, which grants the State a limited intervention in the juridical and autonomic 
matters. 
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Grunig considered it as the ideal of P.R., the only one that considers an 
ethical use of the discipline. Nevertheless, reality is something else, as was 
evidenced in the conclusions of the research conducted by Deatherage and 
�a�leton in 1998, where it was evident that the American professionals and 
organi�ations that consider P.R. from a symmetric perspective do not exclude 
the use of strategies from the asymmetric models. These researchers, faced 
with the results, concluded that the press agent and the persuasion models are 
not inherently asymmetric. Publicity can be used in a legitimate ethical sense 
to consciously inform the publics since we must not lose sight that the objec-
tive of the relations with the press may be to satisfy the right for information 
of the destination publics. This is the main juridical foundation of public 
relations. Consequently, the press agent/publicity model can be symmetric or 
asymmetric according to the motives (the budgets) of the professionals using 
them. 

The ethical and socially responsible use of P.R. is indispensable for exce-
llence in public relations. Grunig introduced the subject of excellence after 
doing some extensive research for the Research Foundation of the Internatio-
nal Association of Business Communicators. These conclusions are included 
in the texts of Grunig (1992), Do�ier et al. (199�) and Grunig et al. (2002), 
in what is probably the greatest scientific contribution in the history of the 
discipline. The search for excellence in business management was a current 
topic in the eighties and the Research Foundation wanted to find the answer 
to two questions to offer a profile for excellence in the public relations. The 
questions were, how are P.R. to contribute to effectiveness of organi�ations? 
and what is the value of this contribution? 

The results obtained reveal to us that the bidirectional symmetric model as 
well as the symmetric and asymmetric budgets of P.R. constitute effectiveness 
factors. Such theoretical solutions support the fact that the excellence theory 
of P.R. or rather of the bidirectional symmetry is a normative theory, that 
is to say, it does not describe nor predict what professionals really do, but 
it does describe what they should do. That is what the author of the theory 
has said in several occasions (Grunig, 1989, 2001; J. Grunig y L. Grunig, 
1992; L. Grunig et al., 2002), which remains contradictory to the absolutely 
normative origin of the models: the observation of the historical and business 
evolution of the professional practice of public relations. 

The normative layout of bidirectional symmetry was also argued by Mallin-
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son (1990) who states that the bidirectional symmetric model works better 
in the European cultural frame that enjoys a greater degree of egalitarianism, 
than the American one. In effect, as Rakow (1989) indicates, in the �nited 
States, organi�ations have more power than the publics, what complicates 
the attainment of symmetric relationships between the organi�ations and the 
publics in their environment. �an der Meiden (1993) expressed that the term 
“symmetric” denotes objectivity and neutrality, giving the impression that an 
organi�ation can allow itself to detach its communication activities from its 
immediate interests. 

The most extreme and negative reactions were proposed by Magda Piec�ka 
and Jacquie L’Etang, professors at the Scottish �niversity of Stirling, for 
whom the symmetric model is a mere utopia. Piec�ka100 (1996) critici�es 
the double use of the model, as normative theory that describes how P.R. 
ought to be exercised and as a descriptive theory that makes explicit how they 
are practiced. L’Etang affirms “that which we should consider as Symmetric 
pax is in itself based on the imposition and acceptance of a particular world 
vision for common sense and is therefore, intrinsically hegemonic, in the 
sense that a global framework could be applied and the potential for discre-
pancies reduced” (1996: 34). �eath101 (1992) sees the value of P.R. for their 
ability to contribute to the shared collective reality that carries harmony, a 
shared perspective that takes individuals to similar compatible conclusions.compatible conclusions. 
Which induces L’Etang to consider that being so little content in the symme-
try concept, it seems the term has become an euphemism of “good”, she adds, 
“The symmetry seems to offer simultaneously liberation and free expression, 
but it is also a thought potentially totalitarian” (L’Etang, 1996: 34). 

We agree with Grunig when he states that what Piec�ka and L’Etang ignore 
is the large amount of results, fruit of the academic research, which validate 
the greater theoretical and practical effectiveness of the symmetric model, 
while at the same time do not propose any intellectual alternative. Likewise, 
he defends from the debunking of symmetric P.R. arguing that in its concep-
tualism, these are not convened in an ideal situation, where the competing 
interest are brought together with good will to solve the differences, because 
they share a purpose of equilibrium and social harmony. 

100. PIECZKA, Magda and Etang, Jacquie: Critical perspectives in public relations. International Thomson Busi-
ness Press, London, 1996. 
101. �EAT�, R.L. (1992). The wrangle in the marketplace: A rhetorical perspective of public relations. Toth &Toth & 
R.L. �eath, �illsdale, 1992. 
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On the contrary, there are situations where the groups pretend to «protect 
and strengthen their particular interests, through arguing, debating and persua-
ding. “But the acts of conversing, listening, understanding and establishing 
relationships also occur because these are more effective solving con��icts than 
the unidirectional intentions to seek obedience” (Grunig, 2001:18). That is to 
say, the symmetric model does not suppose a mere adaptation to the public’s 
interest at the cost of the interests of the organi�ation. “The adaptation to the 
interests of the public is just as asymmetric as using P.R. to only promote the 
interests of the organi�ations. A truly symmetric model recogni�es that the 
public is not always right, just as it recogni�es that the organi�ation is not 
always right” (Grunig, 2000:24). 

The P.R. professionals who apply the symmetric approximation may 
facilitate collaboration processes, since they are experts in the dialogic commu-
nication and in the establishment of relationships. Their success will depend 
in their ability to convince and persuade their clients and their publics that 
the symmetric approach improves and strengthens their particular interests as 
well as their reputations as organi�ations and publics of having a social and 
ethical responsibility. This reasoning is contradicted by other researchers who 
express that the power balance between the organi�ations and the publics is 
offset always in favor of the companies, who can only optimi�e their own 
interests dominating the publics by means of asymmetric communication 
(Kersten, 1994; Do�ier y Lau�en, 2000). L’Etang (1996), points out that the 
theory of symmetric P.R. is not able to research political and social contexts 
that grant particular interests a solid position where they can better choose the 
nature and type of communication acts that they will perform. 

Grunig102 (2002), is of the opinion that these authors seem to ignore the 
counter-power of publics when they get organi�ed as activist groups and 
start P.R. campaigns that use lobbying strategies and publicity techniques to 
achieve their goals. �owever, it was Karlberg (2004) who presented an impor-
tant matter that is not sufficiently covered by Grunig’s doctrine, which is the 
possibility of applying it to all the organi�ation’s environment or only to the 
specific publics considered activists. This researcher, after defending that the 
activists groups make use of the symmetric model to defend and strengthen

102. GR�NIG, James, GR�NIG, Larissa and DOZIER, David: Excellent Public Relations and Effective Organizatio-
ns: A Study of Communication Management in Three Countries. Lawrence Erlbaum, Mahwah, 2002. 
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their interests, declares that symmetry “assumes that all segments of the 
population have the instruments and means to be represented in the public 
discourse” (Kalberg, 1996: 273), and maintains, based on Grunig’s situational 
theory and interpreting  “oppositely” one of his affirmations, that while the 
activists groups are initiators of relations programs because they are usually 
better informed and concerned about what the organi�ations are doing, the 
non-activists groups of citi�ens do not communicate with the organi�ations 
and try to manage the con��ict. These last organi�ations can limit the capacity 
of citi�ens to create those communities in which they would like to live in. 
With this statement the purpose is to underline the misfortune of resear-
ch regarding bidirectional symmetry, whose object of study was placed in 
commercial grounds or for American governmental agencies (Grunig, 1984, 
1997; McMillan, 1987; Childers, 1989; Guadino et al., 1989; Do�ier et al., 
199�; Grunig and Jaatinen, 1999; L. Grunig et al., 2002), among many 
other doctoral thesis presented at the �niversity of Maryland, College Park 
in the 1980’s. Even those studies centered in activism have not approached 
the phenomenon from the perspective of the activist publics, but on how 
the organi�ations respond to activism. The criticisms that Grunig received 
from Karlberg affected him and together with his wife Larissa, prepared a 
new theory for P.R. applicable to activist groups as well as to corporations and 
government. It combines symmetric and asymmetric strategies (J. Grunig y L. 
Grunig, 1997). While, it does not respond to the issue of how activist groups 
should practice P.R., it does offer an answer to Karlberg question about how 
“members excluded from the population” should practice public relations. 
The Grunigs outline five stages, namely:

1) �se the logic of the situational theory of the publics to identify 
potential publics who share problems. Organi�e those publics using 
interpersonal communication, since the members of publics without 
power seldom pay attention to the mass communication media. If 
the recognition of restrictions limits the probability that those publics 
organi�e themselves, the collective action potential should be empha-
si�ed to reduce the restrictions about individual behavior. 

2) If the organi�ed public lacks power, it should be necessary to use 
strategic planning and the creation of coalitions to identify other 
complementary activists and, in this manner, expand and strengthen 
the original activist group. 
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3) Once the coalition or public is organi�ed, it should attempt symme-
tric communication with the organi�ation that is causing the problem 
or has the potential to solve it. If the organi�ation responds symme-
trically, then the con��ict resolution principles should be applied to 
negotiate with the organi�ation. This symmetric initiative converts in 
more ethical the following asymmetric techniques. 

4) If the organi�ation does not respond to the symmetric initiative, then 
asymmetric techniques should be used like publicity to force the orga-
ni�ation to consider as theirs the public’s problem. Such techniques 
shall be ethical if the activist groups reveals at all times their persuasive 
intentions. 

�) Once it has been attained that the organi�ation considers the public’s 
problem as theirs, symmetric communication will be retaken as well 
as the con��ict resolution techniques to seek a solution that will benefit 
both parties and will build a long-term relationship between the orga-
ni�ation and the public. 

These five stages represent the normative theory of P.R. for activist orga-
ni�ations, but its theoretical development has already found empirical 
reinforcements in some pre-doctoral research done at the �niversity of 
Maryland, College Park103, in Spanish universities, like the Complutense 
�niversity of Madrid104 or the Autonomous �niversity of Barcelona10�.

Grunig’s contributions to the history of the discipline have been impor-
tant. The core of these is summari�ed in his prologue to the Spanish edition 
of “Managing Public Relations” (2000), where he defines the bidirectional 
symmetric model as a collaboration and con��ict resolution model, which 
continues to pursue, as in its initial formulation, the mutual understanding 
between the organi�ation and its publics. And adds, “Recently, I have used 
the term collaborative advocacy, defined by Christopher Spicer in his book 

103. �AGAN, Linda Marie: Public relations, relationships and reputation: a case study of a safety recall in the U.S. 
automotive industry. 2���. Location: UMCP-HB�-Maryland-Room2���. Location: UMCP-HB�-Maryland-Room( 1/ 0). 
BENGFORT, Randall R.: Congruence between public relations and strategic management: emerging principles and the 
implications for public relations practice. 2000. Location: LD3231.M70m 2000 Bengfort, R.R. 
104. BASC�WITZ, Ana: Las relaciones pœblicas integrales como concepto aglutinador de las herramientas en una 
concepción moderna de la comunicación social. �niversidad Complutense, Servicio de Publicaciones, Madrid, 2003. 
10�. PALENCIA-LEFLER, Manuel: El fundraising com a técnica de RR.PP. en el control de les fundacions. Publicacions 
de la Universitat Autónoma de Barcelona. Bellaterra, 2000. 
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Organizational Public Relations: A Political Perspective106, to describe in a more 
precise manner the symmetric model. “Collaborative Advocacy” means that a 
symmetric approach of P.R. combines the defense of the interests of an orga-
ni�ation with the collaboration with the publics. When organi�ations practice 
symmetric P.R. they continue to argue to protect their interests but they lift 
themselves above the discussion to listen to the publics and collaborate with 
them” (1997: 2�). 

Finally, we should recogni�e Grunig’s role as a great theoretician and resear-
cher of the P.R. profession and of its models. �is model is used by private 
companies, today, and not as much in the public companies, although we 
consider that public companies also use the model even though they may 
not want to recogni�e it. It is very difficult to evaluate the results as to who 
gets the greater benefit the organi�ation or the publics. The MMPS method 
is based on the Bernays’ model of convergence of the public and the private 
interest or as Grunig defined it, the Bidirectional asymmetric model. 

Neither Bernays, nor Grunig or �unt shared what today is called professio-
nal secrets, such as: how, when, where, why? Our purpose as we explain the 
MMPS method applied to multiculturality is to place it in the hands of the 
political powers to benefit society and avoid the multicultural clash. 

3.2. The Management of Public Relations 

After analy�ing the antecedents of P.R. by studying the leading schools, we 
should ask ourselves, What are the P.R. sciences and what are they for? �ow 
are P.R. related to information to persuade public opinion? We shall brie��y 
try to explain this.

3.2.1. Public Relations 

The science of P.R. is joined, from its origins, to the activity of knowing the 
different publics and, consequently, persuading them. It is centered in maxi-
mi�ing, maintaining, creating or recovering the trust and credibility of each 
and all the different publics that affect an organi�ation’s pursue of success. 

106. SPICER, Christopher, Organi�ational Public Relations: A Political Perspective. Erlbaum, Mahwah, 1997. 
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By success, we refer not only to the profit of the business but also to the 
public image and reputation. Today, it is not enough to do things well, you 
have to let others know you are doing things well or else it is useless. 

We use the term science as it is used by Sam Black in his book, “The ABC 
of Public Relations” (200�), Jordi �ifra in his book, “Theory and Practice 
of Public Relations” (2004), and Román Pére� Senac in his book “Public 
Relations” (2003). We talk of the “sciences” of P.R., because they wisely use 
combinations of Economic Science, Social Science, Business Science, Political 
Science, Information Science, Anthropological Science, among other scien-
ces, with the purpose of applying scientific knowledge to a timely, planned, 
persuasive strategy based in a conjunction of private and public interests. 

Based on the above and on the nine phases of our MMPS method that we 
will later explain we will have to use techniques that will express in reality, that 
scientific knowledge and will allow us to carry on our action. 

These techniques based in scientific knowledge are, among others, paid 
publicity107, propaganda108, free publicity109, promotions110, , sales, marke-
ting111, communications and Networking112. 

The application of the P.R. sciences includes personal action to transmit, 
propagate, and inform strategically, on time and at the precise moment, about 
people, markets, situations, companies or organi�ations based on the image 
we are radiating in the �one of our in��uence where we exercise our activi-
ty. With the purpose of gaining respect and being differentiated from our 
competitors by the quality and content of our products, services, ideology, 
organi�ation or others, doing it well and making known our well-done job to 
the diverse publics. 

107. According to the �O� dictionary, Publicity means “Quality or state of public; group of media used to spread 
or broadcast news about things of facts, the disclosing of commercial news or advertisements to attract possible 
purchasers, spectators, users, etc.” General Illustrated Dictionary of the Spanish Language, p.129�General Illustrated Dictionary of the Spanish Language, p.129� 
108. According to the �O� dictionary, Propaganda means “Association with the purpose of propagating doctrines, 
opinions, commercial products.” General Illustrated Dictionary of the Spanish Language, p.1286General Illustrated Dictionary of the Spanish Language, p.1286 
109. Free Publicity: Information that is propagated as news in any communication media with propaganda or 
promotion purposes without the prior payment of a fee. 
110. Promotion: Marketing strategy that supposes a non-personal effort, designed to have immediate impact on 
sales. Is oriented to increase market demand or to make a product readily available for a limited period of time. Some 
examples are: coupons, discounts on the product, contests, etc. The promotions may be destined for the consumer, 
the company’s employees, or members of the distribution channel (retailers).www.wikipedia.com. 
111. Group of techniques and strategies to be applied to obtain the satisfaction of the needs and requirements of 
clients and consumers. It is a tool peculiar to market economies and is an inherent part of the business strategy of a 
company. www.wikipedia.com. 
112. Extreme care of personal relations, keeping in touch, whether the person is needed or not, keeping the person 
informed on time of the company’s activities, Carlos Llauder, Daniel Barquero, Mario Barquero, Client Marketing, 
McGraw-�ill, 2004, 291. 
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As professionals in P.R. we will always defend the private interests of whoever 
hires us (just as all other professionals do with their clients: attorneys at law, 
medical doctors, etc.), but making those interests coincide with the public 
interests. This convergence of interests is difficult since we have to persuade 
those that purchase our customer’s product or vote for our client, and at the 
same time, the indirect public, which has an opinion but may not purchase 
from our customer nor vote for our client, but has a favorable or unfavorable 
public opinion that may generate a ��ow of credibility and trust. We identify 
with the Bidirectional Asymmetric Model previously described, namely, the 
one that persuades the publics but always defending the organi�ation that 
hired us. 

Consultants made up the expression Public Relations Consultant in the 
19�0’s, but a better term would have been “Relations with the Publics” 
Consultant. This would have avoided the confusions that appeared when it 
was implemented in the business world in the decade 1970-1980. As well as 
in the transition and acceptation stage by public opinion in the decade 1980-
1990, when the profession became a tool for �pper Management. Today, it 
has been accepted, is required and disclosed by companies, universities, and 
official institutions. It is being used by all type of organi�ations and by coun-
tries with all types of political ideologies, not only in capitalistic countries, as 
was in others periods. 

The Spaniard professionals adopted the scientific, theoretical and practical 
contents of the P.R. since the 19�0’s. This was due to the good example of 
the Americans who were not only the promoters, but also “number one” in 
that profession now understood as a need in every business enterprise and 
modern institution. Given the present competitiveness in products and ideas, 
each company, more and more, needs to inform and take care of its different 
publics needed to assure the success of any company that values itself. 

Professor Dr. Edward L. Bernays, in 1923 in New York City, defined the 
foundation on which the P.R. profession is built in his first book on the subject 
entitled, “Crystalli�ing Public Opinion.” It was the first book written about 
P.R. in the world, making it a science, which helped Bernays become the first 
professor of this subject in the �nited States. All the authors on P.R. refer to 
these points that also defined our work, and they are: 
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a) Information offered to the general public and to specific target 
publics. 

b) Persuasion strategies aimed at our specific target publics to try to 
change their attitudes, ideas, and actions based in converging the 
public and the private interests. 

c) Concentrate efforts to make the social interest of the public converge 
with the private interest of the corporation in such a way that both 
benefit. 

Our profession is not an exact science, like physics, which is based on mathe-
matical calculations. Any science based on persuasion cannot be exact because 
the minds of individuals who constitute public opinion and the customs of 
the public, joined with multiculturality and globali�ation, evolve minute by 
minute. Yet the means and sum of actions and techniques developed to attain 
the desired persuasion, to the satisfaction of our client, are scientific. The 
P.R. specialists, as experts on publics, are the ones who can make the balance 
tilt one way or the other regarding the decisions and support obtained from 
the general public. They are the ones who must commit to actions that will 
benefit their client, in particular, but also society in general. The science of 
P.R. has available enough knowledge to know how, when and in what appro-
priate moment it can persuade publics with adequate and timely information, 
disclosing it strategically through the proper media to the individuals, society 
and public opinion makers in particular in an ample and sufficient way to 
benefit their client. The P.R. specialist will help his client to adjust and adapt 
to the public, informing him through solid marketing research studies and by 
applying P.R. techniques and policies of what these publics expect to obtain 
or gain. Then based on this information he will propose a planned operating 
strategy. P.R. are a powerful instrument for obtaining trust and credibility, 
as well as for the understanding between a company and its diverse publics. 
�erein lays the importance of applying these techniques to the new multi-
cultural society. These techniques are foreign to the general public but well 
known to the P.R.  experts in publics. 

Nowadays, more people are aware that the P.R. profession is a recogni�ed 
college degree and that there is an extensive and highly speciali�ed biblio-
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graphy113, as well as professional associations114 legally established in most 
countries in the world. �owever, people are not aware of what a P.R. profes-
sional can do for them, as they are aware of what a doctor or lawyer can do 
for them or the king of help they can provide. 

This profession has been bapti�ed as “The Persuasion Industry.” Therefore, 
the information that is obtained a posteriori of our market research work is of 
great interest and indispensable since it will study each and everyone of the 
publics. These publics are important for our multicultural interest since P.R. 
specialists are experts on the different kinds of publics whether residents or 
immigrants. We should not forget that all these publics that will be studied 
keep watch for the future and viability of our own interests. If we fail, just one 
of them, we will lose face, that image that is the result of personal work well 
done, of the organi�ation we represent and of the sum of our actions towards 
them. 

Our profession can only be exercised under the converging premises left to 
us by three great pioneers in P.R.: Bernays, Black and �ifra, and these premi-
ses are. professionalism, ethics11�, and being socially responsible. Our work 
directly affects society and public opinion. We can even change the customs 
of society as Bernays did in the case of bacon and watches. 

We must be aware that in our profession we do not obtain exact results, or 
unanimous answers, like in the physical sciences. It is not a one-way road, but 
a two-way road since we counsel our clients regarding how they should act 
before the publics, considering their attitudes, policies, techniques, direction 
to follow with the objective of procuring the goodwill of the publics but at 
the same time we expect answers and based on those answers, we act again.answers, we act again. 
In this manner we are able to implement the multicultural, social and other 
objectives in an effective way.

113. The P.R. science has its illustrious colleges of B.A. in P.R., approved by the corresponding Parliaments or Public 
Administrations in different countries, as well as Official Registries which depend on their particular governments, 
for example: the Illustrious College of Practitioners of Publicity and P.R. of Catalonia (of which we are founder colle-
giate with No. 13, presently there are two thousand collegiates) or the Official Registry of P.R. of the Department 
for Commerce, Consumption, and Tourism of the Generalitat of Catalonia, or the Official Registry of Technicians, 
and Graduates of the Ministry of Relations with the Courts of Madrid to register and be able to legally practice the 
profession in Spain. 
114. To see the increment in bibliography on this subject, simply approach any bookstore of the Spanish and 
Iberian-American Geography that deals with current issues to find a score of books highly speciali�ed on this subject 
on sale by publishers like Mc Graw �ill and Planeta-Gestión 2000, which are the leading publishers in the sector 
and in the market. The bestseller in Spain on public relations is the Public Relations Manual for Businesses and 
Institutions that this year has reached its fourth revision and 10th printing due to its tenth anniversary in Spanish 
bookstores.  
11�. We understand by Ethics the “Philosophical discipline that has as its objective value judgments when applied to 
the distinction between right and wrong.” �O� General Illustrated Dictionary of the Spanish Language, p. 698.�O� General Illustrated Dictionary of the Spanish Language, p. 698. 
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In other words, the P.R. department has an important role in the direc-
tion and management of the company, its function is to maintain adequate 
relations with the different publics in��uencing an organi�ation, company, 
holding or group, in order to make the previously determined objectives of 
the company viable and attainable. For this, it is indispensable to use busi-
ness techniques, marketing, publicity, communication, social balance116 and 
paid Publicity, among others, wisely combined with the P.R. strategies of the 
company that are in agreement with the interests of the company. 

The practice of P.R. in business has as its objective to analy�e tendencies, 
predict their consequences, and advice management, as well as, to establish 
action programs that are beneficial for the company and the publics, share-
holders, financial institutions, personnel, clients, suppliers, official organisms 
and others. 

The profession we are describing is not a profession where the leader manip-
ulates but instead persuades through his P.R. team based on a convergence of 
private and public interests. This must be done well supporting society and 
making it known to that new multicultural society. We should not forget that 
P.R. specialist, as he depends on his profession and on the public’s opinion, also 
has some obligations to the public, as the public’s special defender and has to 
adhere to a professional deontological code recently published (2004) by the 
Official College of Professionals in Publicity and Public Relations. Although 
we personally identify more with the IPRA Code signed in Athens. 

In our research, a conjunction will be necessary with the politicians in charge 
of the economic viability of the organi�ation, also the creation of newsworthy 
circumstances, for example: good results regarding work quotas attained by 
immigrant workers or the important number of immigrants who already have 
working papers (in the last regulari�ation six hundred thousand117). These 
news would be directed to the general public, and to the citi�ens in particular 
to generate sources of credibility for our direct and indirect objective or target 
publics building interests that will have good repercussions in our political 
organi�ation. 

116. According to the “Publicity, Communication and Public Relations Manual” Ed. Gestión 2000, 2003, p. 662., 
Social balance is what the organi�ation does for the society, employees, and is shown in a social balance generating 
sensibility and trust to its publics.. 
117. La Vanguardia, domingo 8 de mayo de 200�. 
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The public need to be informed of the value of our organi�ation through 
news. These will allow them to be more receptive to our messages, no matter 
how short they may be, since they would have their interests placed in them. 
We must be aware that one of the P.R. techniques is to have a third party 
say that we are good and that we are concerned about the immigration and 
multiculturality of the country, instead of us saying that about ourselves. For 
example, if some NGO’s say that the government’s immigration policy is the 
correct one. 

The businessmen politicians and high executives of today know that 

P.R. are a very important part of business excellence, since for a political 
or business organi�ation to survive it must continually be in the mind of the 
public through constant impacts. With the support of the public, nothing can 
go wrong, and to obtain this support we shall use 

P.R. strategies. Today, with the new technologies, information is propa-
gated almost as soon as it occurs, so the company and its clients, have to 
assimilate that change and have prepared contingency plans for crisis situa-
tions. Already in 1970 in North America, “Fortune” maga�ine was defining 
P.R. in the following manner: “P.R. are the label used to designate at the same 
time the techniques, objectives, conduct of a company based on its quality 
as organi�ation, of people united by a common effort and earning a living 
by generating profits from investments, being these the name the company 
gives to the fact of recogni�ing itself as a political entity.” Today, thirty years 
later, in the recogni�ed American maga�ine “Life”118, when they quote the 
twenty most important companies, people and products of this century they 
mention the P.R. profession, and explain how they, from the hand of Bernays, 
known as the “King of Persuasion”, were able to change the direction of the 
world and detail some of its campaigns. The importance of our profession 
is such that based on the members included in the prestigious book: Reed’s 
Directory of Public Relations Organizations of 2,00� there are two hundred and 
fifty-eight 

118. Month of December 1999/January 2000. 
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P.R. associations all over the world, with three hundred and thirty-seven thou-
sand members affiliated to them.119. 

According to a survey performed by the CERP (200�) the European 
Confederation of Public Relations, in Europe there are close to two hundred 
organi�ations where P.R. studies offered: bachelors, masters and doctorate 
degrees as well as continued education programs120. 

What must a P.R. person do? Thanks to a survey121 performed by the Busi-
ness Spanish Association in P.R., ADECEC, in 1996, important conclusions 
were obtained. Fifty percent believe that the main requirement for a P.R. 
person, is “to do it well”, thirty-nine percent consider P.R. as part of the 
strategies of upper management, and twenty-four percent consider P.R. to be 
effective and profitable within the organi�ation. Nowadays the same survey 
with the same parameters, has been performed by the IIMPR, International 
Institute of Management and Public Relations122, and it states that in 2003 
from a sample of almost three thousand companies from different sectors, 
sixty-three percent declare that they comply with a main requirement of P.R. 
that is, to do it well and to make it known, sixty-four percent considers P.R. 
as an important part of the management strategy, and ninety-two percent 
consider P.R. to be effective and profitable within the organi�ation. 

The P.R. Department according to these surveys has an important role in 
the management of the company. With its main function being the mainte-
nance of adequate relations of the organi�ation, company, holding or group, 
with its different publics, for the viability and attainment of the previously 
determined objectives, with the indispensable combined use of propaganda, 
publicity, marketing, and paid publicity techniques. 

119. Nevertheless, this directory is an approximation since there are many more in the rest of the world, for example, 
it does not contemplate the existence in Spain of the IIPRMB -International Institute of Public Relations, Management 
and Business- with more than three thousand members or the Illustrious College of Advertisers and P.R. of Catalonia,R. of Catalonia, 
one of the first in the world with some one thousand eight hundred members, or the ADECEC, -Association of 
Consulting Companies in P.R., member of the  International Institute Committee of Public Relations Consultances 
Associations ICO that groups more than five hundred consulting agencies in P.R. and Communications in Europe, 
with its respective executives, or the Census of Professionals in P.R. from the Departament de Comer , Consum i , Consum i, Consum i 
Turisme of the Generalitat of Catalonia with some two thousand in the census or the Official Registry of the Ministry 
of Relations with the Courts with some three thousand  or the International Association of P.R. of China, which 
declares that in China there are two hundred and thirty thousand professionals in P.R. and eight hundred thousand 
students in the universities. 
120. Professor Bernays published almost forty years ago in the P.R.Q Public Relations Quarterly, an article entitled 
“The Future of P.R.”, where he highlighted that P.R. have educational means to provide formation in three hundred 
universities giving courses in P.R. in the �nited States, today there are more than five hundred institutions granting 
degrees in P.R.. 
121. Survey performed on our sample of two thousand seven hundred companies in multi-sector industries. 
122. Approved by the law 191/64 of December 24, in Spain. 
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In our case, the practice of multicultural P.R. will have as its objective 
the analysis of tendencies, prediction of its consequences and advising the 
management of the political powers, as well as the establishment of action 
programs that will serve the interests of the company or political institu-
tion, as well as the publics, voters, shareholders, financial entities, personnel, 
clients, suppliers, official organisms and others. In this manner quick contra-
diction will be avoided and the appearance of rumors, intercepting them if 
necessary. 

To generate a favorable public opinion towards an organi�ation, first we 
must do it well and secondly, we must make it known. Once these objectives 
have been reached we will inform the different internal publics the role they 
play in the machinery of the company, and that the company would not be 
the same without their efforts. With them we intend to create new minds 
that feel important and transmit that feeling to the outside world through 
their families and circle of friends. In this manner, we will reach al the strata 
of society that form an opinion with a credibility image since the employee 
himself will transmit his pride of belonging to that company to his circle of 
friends and acquaintances. Among other internal publics to consider within 
an organi�ation for their strategic position are the management teams, the 
department heads and middle management. Although we cannot forget the 
administrators, office and factory employees, sales personnel, representatives, 
shipping, maintenance, cleaning, safety, security and others, who will see 
our convincing multicultural messages and will later transmit them to third 
parties by the indirect method123. 

The sequence has to be the following: inform about our strategies, objectives 
and intentions of how good we are and of the good results we are expecting to 
obtain. First, we inform the Catalonian society that forms public opinion then 
we will proceed to inform all types of multicultural associations, communica-
tion media in general and the speciali�ed media in particular, companies and 
private powers, other related associations, sporadic customers, regular clients, 
suppliers, insurance companies, executives, universities, public administrators 
from the central and autonomous authorities. 

On occasion the P.R. specialist, should even perform a lobbying role, 
namely, acquire opportunely information, in a legitimate manner, from the 

123. The indirect method: Do it well, make it into news and have third parties talk about it instead of us. 
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economic, political or financial spheres, and other spheres. Due to the charac-
teristics of his activities, he may acquire hard to get information that may 
be impossible to get for other professions, which can be used to effectively 
in��uence decisions of public institutions. This will allow him to anticipate 
and evaluate, based in the complete information available, possible econo-
mic changes with their repercussions, and in benefit of the several entities 
in which he is collaborating. �e must keep in the most absolute secret the 
information in accordance to a strict ethical and legal code. �e will also be 
in a position to create news, although for this he must not use in the most 
minimal the privileged information, since his activity is rigorously controlled. 
Some ways of creating news, among others are, link our client to impor-
tant news or discoveries, associate with important communication groups, 
perform surveys with newsworthy results, perform innovative research, give 
an award in homage to a famous personage, summon a contest with important 
pri�es, make known to the public administration our work, political debates 
on T� or radio, be received by important personalities and create news based 
on these events, defend a NGO or determined ideals, create positive  news 
around our product, etc. 

3.2.2. Information, Public Relations and Persuading Public Opinion 

Information science is a fundamental tool of the P.R. profession, since 
without the transmission of specific messages with quality, content and rigor, 
the chain breaks in its most important link: the connection with the citi�ens 
and, consequently, bad public opinion is generated due to bad communi-
cation. All of this can result in a multicultural crisis, in our case, of lack of 
understanding for not continuing with the same messages regarding foreig-
ners and other policies, informing equally the different media, or that it is 
perceived as such. 

In general, these information currents, without order or planning, genera-
lly change our attitude or conduct, particularly in a globali�ed, changing and 
multicultural different society with in��uences, in the case of Catalonia, from 
the Sub-Sahara, Latin America or the Maghreb. 

We understand communication as the transmission of messages from the 
P.R. department of the political powers that play a persuasive role through 
adequate, contrasted and up-to-date information where the possible impact of 
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the messages has been studied before the messages are sent out to the public. 

The success of the multicultural information is dependant in that the trans-
mitted messages have to be received and retained by the public and can be 
repeated later, in such a way that every time the organi�ation acts, it is seen 
as being for the well-being of society and public interest. The objective is that 
the messages be credible, since the sum of all actions will result in the desired 
sensation of trust. 

For the P.R. person working in the organi�ation, the media and particularly 
those speciali�ed in a sector that can affect us, have to be properly conside-
red due to importance they have for us when the time comes of having to 
persuade the public in favor of our cause. In our case, it has even more impor-
tance because the multicultural society is more sensitive to rumors than to 
contrasted news. This is because many do not understand our language and 
the messages are relayed from one to another based on the particular interest 
of each person transmitting and modifying the message. This requires that all 
media, associations and lobby groups be equally and timely informed of all 
news occurring in the organi�ation and in the sector that we think may be of 
interest to the public. 

In P.R., Bernays124 (194�) and Black12� (2000) state that it is really impor-
tant to gain the sympathy and the trust of reporters, facilitating to them 
reliable data of the different situations in the sector, in the case of the multi-
cultural sector. Even though, in some situations our organi�ation may not 
be directly involved. This is a way of showing, on the one hand, that we 
are well informed and, on the other hand that we are trying to collaborate 
with the media without seeking any personal benefit. In this manner we gain 
their friendship and trust, and not only when we do need them. Press relea-
ses have to comply with some norms such as to be precise, be well written, 
and be newsworthy and of general interest to the public. Never send them 
without a specific purpose. Preferably, these or any other type of information, 
for example, articles, should be turned in with enough time, to facilitate the 
reporter’s work and give him time to analy�e, do some research and verify the 
veracity of the information and our sources of information. The news should 
be stated objectively and without any kind of exaggeration using arguments 
that are readily provable. 

124. BERNAYS, Edgard. Plain Talk to Liberals. New York. 194�. p.12New York. 194�. p.12 
12�. BLACK, Sam. The ABC of Public Relations, Gestión 2000. 3rd edition. 20003rd edition. 2000 
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Opinions will be stated only when they are an integral part of the article, 
since forming an opinion is the reporter’s job and we do not want to upsetwant to upset 
them. In spite of the refusal of many company presidents to make declarations 
to the press, reporters are free and it is hard to protect the upper management 
from reporters. Therefore, it is better if the executive wants to make declara-
tions to the press, to prepare a note to be read in a press conference, with the 
added advantage that we would have thought of the questions he would be 
asked and can have the answers prepared beforehand.

We are going to illustrate in a graphic form the route followed by a piece of 
news according to the different organisms involved.

Figure 25: Significance of news to the organization.

 

Figure 26: Significance of news to the reporters or the media. 

clash_cultures.indd   186 10/4/14   10:46:18



187

P�BLIC RELATIONS

Figure 27: Significance of the news to the P.R. person in an organization. 

Figure 28: Success in the communication of news so they appear 
in the communication media. 

The P.R. Department has to be available at all times to assist public opinion 
and under no circumstances reproach the reporter when an article or infor-
mation is not published. It can be counter productive if the reporter is not 
treated properly and we have to remember that what the company considers 
newsworthy, the reporter may not. 

The information sent to the media must be addressed to the proper person 
and confirm that it was received. 

When informing the social communication media about some relevant 
multicultural event a process should be followed, a methodology, to organi�e 
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the public exposition of the information. This action is performed by the 
time the documentation is delivered. We shall establish a date for the public 
exposition to the target audience. The top person in the organi�ation should 
participate, with some other members of the management team or executives 
and answer all questions asked by the audience, without losing control, clarity 
or calmness. 

Also news conferences will be planned with a news character, to inform 
not only the speciali�ed press but also other general media, facilitating to 
them the proper dossiers, whose basic content and conclusions should have 
been prepared by with the collaboration of all the organi�ation and the P.R. 
consulting team. 

The venue where the news conference is to be held has to be in consonan-
ce with the image of the company and meet the expectations, including the 
materials handed out. In this type of participations, when future expectations 
are shared and in particular, the progression of results, the company or orga-
ni�ation should never commit itself to quantitative future results that can 
condition a strategy; for example, in our case, a commitment to guarantee 
residence and working papers to all immigrants. 

It would be extremely negative, in the case of a company, to have assured 
some impossible result and then not achieve it. It would affect any issuance of 
shares or certificates of debt and would not look good in the next shareholders 
meeting. In the case of immigration to say that, this would be the last oppor-
tunity to be regulari�ed and then months later issue another regulari�ation 
period. 

In this stage, difficult moments should be considered in order to properly 
maintain the image of the company before the shareholders, and the citi�ens 
and to keep them motivated. For this, they should be kept well informed, so 
they may understand, firstly our analysis of the information, based on our 
expectations of the future, and the measures taken to benefit the company 
and the investors. 

Philip Lesly, in his book “�andbook of Public Relations”126, defines the 
groups the P.R. Department should address with the proper information. 

126. LESLY, Philip. �andbook of Public Relations. Ed. Esade. 198�.Ed. Esade. 198�. 
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The groups to consider are: 

1- Members of investment societies or holding agencies, directors, 
analysts, proxies and representatives 

2- Members of independent investment societies or stock analysts 
3- Financial Intermediaries 
4- Investment banks 
�- Commercial banks: departments of certificates of deposit 
6- Registered services for investment consulting 
7- Insurance companies and pension funds that purchase stock 
8- Mutualities and investment funds 
9- Investment Consultants 
10- Financial societies and patrimony management 
11- Financial and statistics organi�ations 
12- Investment publications and maga�ines

We consider that with the close relation between political ideals and parties, 
these ultimately, compete for impacts in the media hoping to get votes127, 
therefore we would also have to address the following groups: 

1- Members of Multicultural Associations 
2- Associations of Sub-Saharans, Latin Americans, Chinese, etc. 
3- Companies that send money to other countries 
4- Financial entities 
�- NGOs 
6- Insurance companies 
7- Private and public companies 
8- Speciali�ed Press and maga�ines 
9- Businesses that mainly hire immigrants 
10- Foreign businesses 

127. BARQ�ERO, José Daniel. Strategic Communication, McGraw-�ill. 200�.200�. 
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The non-profit organi�ation named Conference Board, dedicated to finan-
cial research conducted and prepared a study of the investment programs and 
image of the one hundred and nineteen larger companies in the �nited States. 
Among the different issues covered was to enumerate their objectives in rela-
tion to the importance of the information and the P.R. as a work model. 

The conclusions from the companies can be summari�ed, in three concu-
rring interests: 

a) Our first objective is providing adequate information at the right 
time. 

b) Second, facilitate information in a pertinent and constant manner. 
c) Third, provide plausible information and of practical use. 

In fact, all the companies surveyed answered highlighting the importance 
of working hand in hand with the P.R. people, since it is a way of investing 
in the image of the organi�ation and to increase the value of the company. 
They also mentioned the need to establish good working relations, based in 
credibility and image, with the professional investment organi�ations. 

Because of their experience of many years, such organi�ations recogni�e the 
refusal of surprises by the analysts. Analysts work to have a clear communica-
tion channel and P.R. play an important role when it is time to have a better 
understanding and information with all the publics. 

In crisis situations, it is important to argue about aspects and concepts, in 
order to take into account all the circumstances that will affect our multicul-
tural, business, financial, etc. messages and their expectations. Only in this 
manner will we be able to counteract better. 

The exactness of the images is a very important expression. It means that 
before we act, we must consider that the public has a fixed image that will 
be difficult to change. This means that if there is a crisis situation we would 
have to provide answers in accordance with our image and not try to present 
a different image. It would be counter productive and would indicate that we 
are trying to hide something important or a serious circumstance. Besides, the 
public would be confused or at least disoriented. 

Let us look at the two main information models: the conventional and the 
bidirectional symmetric. 
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Figure 29: Conventional Information Model applied to an 
organization with stockholders. 

Figure 30: Conventional Information Model applied by the 
public powers to multiculturality. 
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Figure 31: Bidirectional Symmetric Information Model for companies 
and political powers. 

We, encourage the use of the Bidirectional Symmetric Model because it is 
the only one that sends a message that has been previously studied and analy-
�ed and then debated and expects a response from the public and based on 
that response issues or not a new message. 
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3.2.2.1. How Public Relations specialists work and the Importance of 
Lobbying. The Case of the Russian Federation 

We want to present a real work case on P.R. to illustrate what was said in 
the above paragraph. 

By lobbies, we refer to the in��uence of arguments that have quality, weight 
and content that affect the decisions being made by Public Institutions. The 
lobbies are a specialty of the relations with the different publics. Every profes-
sional P.R. Department in a company handles this figure and is usually joined 
to the General Director or Company President, although there are also Auto-
nomous P.R. people who practice lobbying128. 

The lobbies function can also be practiced by other professionals such as 
lawyers, economists, or ex-politicians who know “the ropes” of the profession. 
The lobby offers a series of in��uencing services, handled by legal or fiscal 
consultants as well as speciali�ed reporters and experts in diplomacy all wisely 
coordinated by P.R.  

The P.R. person speciali�ed in lobbies will have to consider the following 
technical aspects when practicing. �e should have an in-depth knowledge of 
how the political system works in the country where he is practicing. �e needs 
knowledge of the Political Sciences and their propagandistic techniques to be 
able to express and faithfully transmit with top precision, without altering a 
single comma, the message, avoiding any political or religious connotation 
thanks to an upright sense of political responsibility. 

�e will need to know how to keep himself informed promptly and on time 
and deeply understand the organi�ation he will be defending and its interests 
to be able to apply the P.R. principle of converging the public interest with 
the private interest to be able to have a successful campaign. �e will have 
to display credibility, trust, economic solvency and precision, being a good 
counselor to the group working to legislate a law, seeking to know more than 
the sector itself being affected by the law, also plan and do the follow-up. 
�e shall be kind and honest. Lobbies do not buy, sell or do commerce, they 
in��uence in favor of the affected group helping the politician or organi�ation 
see different and more advantageous alternatives.

128. In Europe and specifically in the cities of Brussels and Strasburg operate hundreds of P.R. offices with more than 
ten thousand professionals. In the �nited States, in the city of Washington, it is estimated that there are more than 
twenty thousand professionals. �IFRA, Jordi. Lobby. Gestión 2000. Barcelona 2003. 
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For this reason, the lobbyist P.R. person shall maintain a ��uid relationship 
with the administration. 

The lobbyist does not always win. �e should not be susceptible and should 
promote alliances through dialog. Since any source of information that we 
contribute with during a process must be completely reliable. Credibility is 
lost with one lie and then it is very difficult to recover. 

In order to have a prestigious lobby and to do its work well it must endea-
vor to keep itself very well informed during the time of the process and as 
long as it lasts. From the simplest to the most complex information, for this 
he needs to maximi�e his contacts, seek support from other P.R. agencies and 
work with a prestigious network of professionals. 

The P.R. person frequently does lobbying. For this he needs to procure 
relevant information and knowledge, obtained by totally legitimate means 
from the economic, political or financial spheres. Due to the characteristics 
of its activity, frequently he may have access to hard to get information that 
is practically impossible to access from other professions. �e should know 
how to counsel on how to use that information and understand its value to 
effectively in��uence the decision made by Public Institutions. This will allow 
him anticipate and evaluate possible economic changes, based on the totality 
of the antecedents at hand, and determine possible repercussions and benefits 
to the different entities he works for, maintaining in the most absolute secret 
the information in accordance with a strict legal and ethics code. Likewise, 
he has to be in a position to create news, without using any of the privileged 
information at his disposal, which in this activity is strictly controlled. 

For his experience in the sciences of business and in communication tech-
niques, such as: publicity, market research, sales promotion, corporate image, 
sponsoring129, etc., he will participate with the executive team and finan-
cial analysts of the company after previously having intensely studied the 
company’s reality through historical records and financial statements.

�e shall implement a ample P.R. audit to determine all the circumstances 
that relate to the image of the company at the internal and external level.

129. According to the Business and Economics Dictionary, we understand Sponsor as the “Person or company that 
donates money to pay for an event with the purpose of strengthening their image as a result of said event”. PIERRE, 
Jean; SANTANDRE�, Eliseo. Business and Economics Dictionary, 1994, Barcelona, Gestión 2000, 139. 
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To favor his company he is capable of organi�ing pressure groups with 
businesses in the same sector to better defend their mutual interests and to 
generate more easily news of general interest, which will allow for an imme-
diate identification. 

To better understand what we have just explained, we will look at an expli-
cit real case. It has to do with the diffusion of P.R. in Russia. 

a) Preliminary Situation 
 The main objective was to make known the P.R. profession in Russian 

Federation (1997). This country was going through an important 
reconversion: from a nationali�ed government under a communist 
dictatorship to a country with an incipient democracy. 

 The private interest, in this case, was to introduce ourselves into Russia 
as P.R. consultants for multinational companies, since there was a 
market niche and potential clients. 

 The public interest was for us to find to make it converge with the 
private interest and be successful in our business strategy. Let us see 
how this was done through Public Relations. 

b) Objectives 
 b1) Establish ourselves as P.R. counselors in the Russian Federation 

and to attract clients mainly, foreign businessmen already established 
in the Russian federation. 

 b2) promote the knowledge of P.R. in society in general and among 
businesses in particular, through college publications about P.R. and 
by creating printable news for the communication media about what 
P.R. can do for society and its organi�ations. 

 b3) Persuade the local leaders of the importance of P.R. to overcome 
the Russian crisis, by doing it well and making it known. 

 b4) Create news about the importance of the science of P.R. filtering 
to the press the many things these have done for organi�ations in the 
�nited States and in the rest of the world. 

 b�) Involve the government of the Russian Federation to help them 
see what P.R. have done for businesses in the world and their organi-
�ations. 
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 b6) That the Russian government could see the importance of develo-
ping a job well and making it known, but not like the propaganda of 
which the Russian government was a master. P. R- are more effective 
since they use the indirect effect and, in this manner, the people can 
evaluate what politicians have done without these having to directly 
say so and, therefore, it is the people themselves who find out through 
their own means. 

c) Previous Research 
 Although the P.R. term was known in the Russian Federation it was 

not identified with subjects related to the upper management of a 
business or organi�ation. 

 A series of research work was done in the area of marketing centered 
on businesspersons, politicians, opinion leaders in several sectors to 
know their points of view. The results showed that P.R. were an Ameri-
can invention, that worked in other countries and that maybe could 
also work in Russia. But everyone argued about the lack of professio-
nals in that sector, since P.R. had been forbidden for being a science 
that had to do with the business of persuasion and this latter one was 
the exclusive control of the government who uses it together with the 
propaganda. 

 Based on this study the government of the Russian Federation was 
approached, since privati�ation themes, as well as present and future 
competition between companies and products where hidden subjects 
because they thought that the future of the Russian Federation depen-
ded on it. 

 The Russian government showed a lot of interest in P.R. since they saw 
in this science the possibility to attract tourism and a source of foreign 
currency as well as potential clients for the different industries and it 
would not only help improve the image of the country and its busines-
ses but also the market quota. They decided to invest in the education 
of its officers. 

 For several years we were entrusted with the formation of high execu-
tives and political representatives through the Public Administration 
School of the Russian Federation in Moscow, adjunct to the gover-
nment of the Russian Federation. During that time the officials and 
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governors traveled to Spain to participate in a complete and intensive 
program where they were taught the processes of the Spanish transition 
from dictatorship to democracy, the importance of the private coope-
ratives, marketing, publicity and that new invention of the “Science of 
Public Relations.” 

d) Implementation 
 During those years, which were the launching pad, we informed about 

the importance of the profession to the political and business leaders, 
spreading the knowledge about the profession in giant step, because 
when you persuade the political leaders they will do the diffusion work 
for you… and they did. Some even assured they were practicing the 
profession without knowing that what they were doing is called P.R., 
and obviously without precise and specific techniques. 

 Through the National �niversity of Moscow, ruled by the government 
of the Russian Federation, we published articles in maga�ines and this 
contributed to awake the interest that culminated in the publication 
of a book published in the Russian Federation130. 

 When the Russian Federation understood the importance of P.R. it 
authori�ed in 1992 the practice of P.R. and the right to associate in 
this discipline since it was considered as a need for the country. 

e) Comments on the case 
 This is a clear example on how to persuade the leading public opinion 

of the Russian Federation, about the importance of the profession 
using the lobbying strategy. It is also an example of the use of the 
formula that guarantees success in P.R., making the convergence of 
the public interest with the private interest. 

 Public Interest: Advice companies that want to establish themselves in 
Russia in the subject of P.R. to obtain clients and social prestige. 

 Private Interest: Spread the knowledge about P.R. and what they can 
do to help the country come through and its businesses, businessper-
sons and citi�ens. 

130. BARQ�ERO, JosŽ Daniel. Financial and Public Relations and the Stock Market. Dielo, 1999. To date three 
editions have been published in the Russian Federation. It was later published in Spain in 2001 by the �niversity of 
Barcelona, my co-author was P.R. and economist Fernando �uertas. 
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 That the Russian Federation may prosper and generate credibili-
ty and trust through its businesses in the national and international 
level. Result: Assured success by obtaining satisfactory results for the 
parties. 

3.3. The Importance of Public Relations applied to Multiculturality 

One of the objectives of the P.R. profession is to minimi�e the margins of 
error in a campaign. For this reason, the campaign is tested before it is laun-
ched which will permit for a ninety percent success rate in its application. In 
the case of our multicultural campaign it would hit the target regarding the 
objective public or desired audience and the type of campaign, avoiding in 
this manner problems in the organi�ation of the campaign. 

�ow and where are these campaigns tested in order to assure their effec-
tiveness? This is done in labs where we experiment with the reactions of 
individuals and public, with the collaboration of experts in multiculturali-
ty, sociologists, politicians, anthropologists, psychologists and P.R. people in 
order to determine the interest of the public and of the political leaders them-
selves who indicate their private interest so that both interests are benefited 
and both win. 

Presently, communication companies, according to the International 
Institute of Management and Public Relations (IIMPR), directly apply the 
campaign to the public in seventy eight percent of the cases when they have 
previously performed some marketing studies. But without having first run 
some experiments on a sample of the population as we suggest. That is to say, 
they measure the results of a consummated fact and by doing this they are 
trusting fifty percent on the luck factor, since there can be crisis reactions or 
negative aspects not considered. That is why we believe the present actions are 
not enough and this laboratory to test the campaign is an important contri-
bution to the model. 

The science of P.R. ever since it was founded by Dr. Bernays, is joined to 
the activities of upper management of the organi�ation and is responsible for 
maintaining, maximi�ing, creating or recovering the credibility and trust of 
each one and of all the publics, on which the organi�ation depends for its 
survival and assured success. This applies to a multicultural campaign, also. 
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Moreover, according to �arvard �niversity131, an average of sixteen thou-
sand persuasive messages are sent daily to the American public132, directed 
by experts in P.R.  with the purpose, among others, of selling, persuading,with the purpose, among others, of selling, persuading, 
changing maintaining a consumption or behavior, on behalf of several orga-
ni�ations about a brand133, religious or political ideal, or product. Of all these, 
only about twelve are processed in a day and not necessarily in a positive 
manner. Therein is the importance for the Public Administration, to benefit 
from de those impacts «with the MMPS, and avoid the loss of time, image 
and money with other less efficient techniques and models or some do not 
even follow a model. 

The consultants and the experts in business, politics, economy and markets, 
those speciali�ed in multicultural subjects, need to make sure that the results 
are positive.  The MMPS can save time and money, and persuade the publics. 
The model in all of its phases can respond to questions, such as: 

- �ow can we persuade based on our multicultural interests? 
- What are the keys to convince a person to change their behavior or 

attitude in the face of the multicultural message we want to transmit? 

131. �arvard �niversity is the oldest institution of secondary and university education in the �nited States. Several 
Presidents of the �. S .A were graduates from this prestigious university, as well as more than forty Nobel Pri�e 
winners. http://www.harvard.edu/ 
132. The P.R. and publicist Mario Barquero explains in his book,“The Golden Book of P.R..”, Gestión 2000, 1996: 
372, that any person is exposed to some three hundred and fifty thousand advertisements from the day they are born 
to their eighteenth birthday.
133. According to Santesmases, we understand Brand by “a name, term, symbol or design or a combination of these, 
that tries to identify the goods or services of a seller or group of sellers and differentiate them from those of the 
competition. The brand is the main manner of identifying a product and formally differentiating it from others. The 
brand is defined by the American Marketing Association (AMA) as “a name, term, symbol, design or combination of 
these, that tries to identify the goods or services provided by a seller or group of sellers and differentiate it from those 
of the competitors” (AMA, 1960). In a similar manner , the Spanish Brand Law (Law 32/1988, of November 10, 
1988) defines it as “every sign or means that distinguishes or serves to distinguish products or services in the market 
from one person, products or services identical or similar to that of other people.” 
In a brand there may be a name and a logo. The name is the part of the brand that is pronounced. The logo is the 
graphic design used to distinguish the brand. The logo may include: symbols, designs, letters, and different colors 
including the brand name. 
The brand is not only something to identify a product it is also an instrument for legal protection. The brand can be 
registered to avoid competitors from using the name with which a company is identified and its products and obtain 
the benefit of the prestige it may have. 
The brand indicates to the buyer the source of the product protecting the purchaser and the manufacturer from its 
competitors (Aaker, 1991). But the brand has an important marketing meaning, it is an instrument to support the 
commercial strategy. A same product may be perceived differently depending on the brand name, these can be detec-
ted using “positioning” techniques. 
If the brand has a favorable image due to the prestige of the company or due to other differentiating characteristics 
of the products sold. Those products having that brand will have an initial competitive advantage that will facilitate 
its merchandi�ing. 
But also the same name used to identify the product may contribute positively or negatively to the acceptance and 
purchase of the product by the public.” Dictionary of Marketing Terms, Data base, �2�. 
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- What moves a person to spend their money in this product instead of 
on that other one, what makes him vote for this politician instead of 
for that other one and to believe in this multicultural ideology instead 
of on another one? 

- What makes an individual be more reluctant to multiculturality, or on 
the contrary, more in favor of multiculturality? 

The theoretical research in this model is done independently of the object 
and use that can be made with the persuasion. The mechanisms are the same 
whether the objective to attain is simple, for example, to convince young 
people not to close themselves up and to open up and accept multiculturality 
with convincing examples and therefore being persuaded, or more complex 
objectives, like persuading those affected by the 11M not to promote racism, 
hate and revenge towards Muslims every year on the anniversary of the 
tragedy. 

The key to success is in the manner in which people form their opinion. 
They process the persuasive information that the P.R. specialists prepare and 
deliver to them with our method. It is possible that the multicultural message 
and the arguments are important and solid, but if the receiver is disconnec-
ted or is not convinced, because they do not generate credibility and trust to 
him, then he is not processing the information as we want him to and he will 
not modify his behavior in the face of the multicultural message. �ow do we 
measure multicultural conviction? Conviction will be measured by quantity 
and quality, as well as by the direction of the thoughts the receiver generates 
with the multicultural information we sent to him. That is to say, the more 
ideas with content and argument that he has on the subject, and the more 
positive these are, he will be more convinced by what he is being told and, 
therefore, he will modify his behavior by himself. From the quantity, quality 
and direction we give to his thoughts will depend that his change of attitude 
de strong and stable in favor of multiculturality which we work for. 

While a pleasant issuer generates a larger amount of positive thoughts than 
one who is no so pleasant and theoretically, an expert in a subject should be 
more credible than an amateur, even so the issuing source is not always deci-
sive. Why? Because the subject can be so weak, trivial or contradictory to the 
beliefs of the receiver that no matter how many pleasant explanations a Nobel 
Pri�e winner gives him, full of reasonable multicultural arguments, the fellow 
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will be uninterested and indifferent. What is the persuasion key in multi-
culturality? According to the multicultural experts quoted on the chapter 
on immigration and multiculturality together with our own experience, we 
shall point, on one side to the importance of the content of the message and 
on the other side to the thoughts of the receiver. Therein the importance of 
converging the private interest of the entity hiring us with the public interest 
of the different multicultural publics, on which depends the city council, 
Generalitat or Government of the State that hires us, in such a way that both 
are benefited. As Bernays said, “With the backing of public opinion nothing 
can fail.” 

As we have said before, it is very important to do it well and to make it 
known before the public, among others, by the indirect method, that is to 
sat, that third parties say in our behalf that the multicultural messages are 
good and not us saying that our messages are good. Publicity can openly 
tell us, “believe in multiculturality”, “multiculturality is the future, it brings 
economic stability”, etc., and the P.R. will help us gain credibility and trust in 
our multicultural messages, which strategically interest the political powers, 
but without directly telling the public, but will come out of the psyche of the 
individual because he will be persuaded. 

As specialists in P.R. and based in our deontological code, approved by the 
Official College of Advertisers and P.R. of Catalonia, we will always defend 
the interests of the entity that hires us, in this case the political powers, but 
as a first action, making coincide or converge those interests with those of the 
direct public that believes in multiculturality. But we will not forget those of 
the indirect public, which is the one that expresses its opinion and does not 
believe in multiculturality nor on our client, but may someday believe and 
even if he does not he may still generate a favorable or unfavorable opinion 
about it and his ideas. 

The MMPS method purports, in its different phases, to obtain good results 
from persuasion in a multicultural society. But since we are working with 
a science that is not exact, inasmuch as the minds of the people who make 
public opinion are different and also depend on the multiculturality of each 
one and their customs, which change and progress rapidly with time and 
events, therefore with this method we purport to increase the certainty at the 
time of persuading the publics. 

In the MMPS method we shall see how the science of P.R. knows how, 
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when and at what opportune moment it will be able to persuade with its 
private interests the publics with timely and proper information, spreading 
it strategically with the proper media to individuals, society and the target 
public in particular, with an ample and sufficient manner in favor of the 
client. 

Convincing is not imposing or deceiving, persuasion in P.R. is measured 
by the degree of convincing or conviction that we attain with our client. It is 
completely and totally different from manipulation134, imposition, submis-
sion or lying. Therefore, it is very difficult for P.R., that citi�ens get excited 
with one specific multicultural idea and decide to “make it their own”, since 
as time goes by ideas seem similar to each other. �ence, our work is no other 
than to differentiate them, with the MMPS, in favor of the citi�ens and our 
client. But people need relationships they can trust. Citi�ens do not believe 
in multiculturality unless they are persuaded. First of all, because they are 
afraid of whatever is new and unknown. Second, how can trust be offered to 
someone, through a campaign, who does not know about multiculturality, 
and may already have prejudices based on the terrorist attacks in the world? 
�ow to offer trust to a society that can watch thirty seconds of a television 
spot or from a barrier looking through absentmindedly? For P.R. that challen-
ge is attained by what is called “brand creation” applied to an ideal that is 
multicultural, political, product, company, etc. 

The frontier where the new tendencies are currently walking on, from the 
studies performed with the MMPS in this book, consists in outfit the consu-
mer goods or messages to be transmitted of some kind of immaterial soul, 
of its own personality, that is decided in the laboratories of the experts as a 
strategy to persuade the consumer, as we will explain in this model. 

There are many cases of successes in this field as well as some failures. We 
all have in mind some P.R. actions through some publicity techniques of spots 
we have watched and considered very attractive yet we cannot remember the 
brand they were advertising but we do remember the personage. Besides, 
notoriety, namely, that it catches the attention of the viewer, a multicultural 
advertisement should achieve attribution because if you make a good ad and 

134. Manipulation is an indirect in��uence on the human being, which promotes consumption actions, with the 
purpose of obtaining poor and predictable human behaviors, with decisions of very low quality, from a very low level 
of re��ection and a strong emotional load. 
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everyone says, “what a great ad, that one about the personage involved in 
multiculturality, but it omits the multicultural message”, then, frankly, we 
have failed. In fact, the good P.R. people, do not lose sight that their objec-
tives are private, more than artistic and prefer to “place their multicultural 
message”, in this case of their client, in the mind of the consumer. 

People are harder to convince than they look and each one has his own 
opinion about multiculturality, and after the terrorist attack of 11M, maybe 
their positions are more radical. 

The effectiveness of the multicultural campaign will depend also on the 
quality and content of the message, as well as on the rest of the satellite messa-
ges and their convincing power, and of the importance to start from a true 
premise and to make it known in time and in the opportune moment. 

To persuade the publics it is indispensable to use the different sciences, 
such as: economics, business, politics, psychology, anthropology, and others, 
as well as lobbying, marketing, communication, publicity, social balance and 
propaganda techniques that we have tried to combine in the Multicultural 
Method Persuasion System. 

We all like to feel free and when someone restricts our possibility to choose 
we immediately rebel. That is why it has to be the public itself who embraces 
multiculturality, in case that is the prefixed interest and not that we are impo-
sing it on the public, because we can get the opposite result with the public 
being at the defensive, and not accepting immigration and, even more incases 
of crisis like what happened in France at the end of 200� when immigrants 
were accused of taking jobs away from the French and of not adapting to the 
French way of life. 

Our work affects society in a direct way. We must be aware that our profes-
sion as it does not produce exact results, is a path with multiple directions. 
We advice our client regarding the way he should act in the face of the public, 
about his attitudes, direction, strategies, techniques, policies, and path to 
follow with the purpose of gaining the good will of the publics. But, at the 
same time, we expect responses and, based on this answers we act again, and 
again, and in this manner we try to attain the business and social objective 
in an effective manner. We trust that with the MMPS, results will be more 
accurate than with other campaign models in P.R., more centered in the trial 
and error, mainly, because of its methodology, more complex, and complete; 
in one word more scientific. 
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With our MMPS method we shall analy�e tendencies, predict their conse-
quences, advice upper management in the organi�ation, help establish action 
programs that will serve the interest of the company or institution, as well as, 
those of its publics, employees, shareholders, financial institutions, person-
nel, clients, suppliers, official organisms, etc. In this manner we will avoid 
contradictions and the emergence of rumors and we will intercept them when 
necessary. 
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4.1. Bernays and public relations

My relationship with Dr. Edward L. Bernays started in Barcelona after my 
graduation from the university in 198�, when Dr. Jorge �ifra �eras, who was 
a pioneer university professor of P. R. in Spain, and General Director of the 
first �igher School of P. R. of the �niversity of Barcelona, where I studied 
and his son Dr. Jordi �ifra i Triadœ, lawyer and P. R., Director of the �igher 
School of P. R. of the �niversity of Girona, asked me, since I was planning 
on traveling to Boston in the �. S. to continue my postgraduate studies, if I 
could get in touch with Bernays to ask him to write the prologue to the book 
Radiography of the Public Relations (19561986)1�5 inasmuch the �niversity of 
Barcelona had acquired the publishing rights. 

This book published in English and translated into Spanish was comme-
morating the original relationship between Dr. Edward L. Bernays and the 
Public Relations Quarterly –PRQ, an American maga�ine highly speciali�ed 
in the subject or P. R., and leader in that sector. Part of that work included 
his articles as special columnist of PRQ, under the regular title of “Point of 
�iew”. The column was first published in 1976. 

My first encounter with Bernays will always be in my memory. �e gave 
me an appointment for eight thirty in the morning at his luxurious mansion 
in Cambridge, in number 7 Lowell Street, next to the Charles River and to 
the �niversity of �arvard, where Bernays was invited every year to give some 
lectures on P. R. 

Before going to the meeting with Bernays I asked some of my friends and 
colleagues in Boston for some of his most characteristics traits. They told me 
that many famous people visited his mansion, sometimes seeking advice and 
other times to attend his important parties, where the more important busi-
nessmen, intellectuals, actors, reporters and P. R. people in Boston, and in 
the �nited States, usually attended, his parties resulted in a debate forum and 
encounter point from where important businesses were made. 

In my first appointment and in my effort not to be late since I lived in 
Boston and did not know Cambridge, I actually ended arriving very early. 
The moment I was walking into his luxurious mansion, the doors of the eleva-
tor opened and out came Bernays walking down the hall, and said, “Since 

13�. Communication and P. R. Collection. Ediciones PP�, Barcelona, 1990, 1st edition. 
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you have arrived early, Mr. Barquero, how about if you join me for breakfast��” 
Who was to tell me then that I would end up working for him and meeting 
some of the most in��uential people with whom I would converse habitually, 
from President Reagan to President George Bush and the Kennedy family, as 
well as hundreds of businessmen and actors. 

We sat around a luxurious and long wooden table, surrounded by hundreds 
of books and works of art. �is faithful Chinese waiters served us some fantas-
tic fried eggs with bacon, while he explained, to my ama�ement, how he 
had succeeded in getting people to eat what we were eating in a large part of 
the world, thanks to a magnificent P. R. campaign, with scientific persuasion 
techniques that he had designed, while at the same time he was trying to save 
from ruin the American Association of Bacon Companies136, “I was able to 
change the eating habits of people all over the world”, he would write in his 
memories137. 

This campaign and its development was later referred to by many authors 
of P. R. books, since it sets some basic precedents on how to persuade public 
opinion; valid today and applied in our multicultural model. Later he would 
explain this same campaign in front of five million T� spectators in a twenty 
minute interview on the “Ángel Casas Show” on Spanish television, on occa-
sion of the tribute offered to him at the Pedralbes Palace, where a biography 
on the life and contribution of Bernays to the science he defined and imple-
mented, was presented with the title “Public Relations”138.

After breakfast we went up to his study, and on the way he showed me 
some works of art by Spanish painters like oil paintings from Picasso, Dal’ 
and other well recogni�ed artists, that he bought in Paris when they were 
barely staring to be known in Europe but were not known in the rest of the 
world. When we arrived at his study, the reporter Maria Shriver Kennedy, 
daughter of him who was president of the �. S. She interviewed him during 
half an hour for an important T� program called Dateline on NBC139, where 
his work and contribution to the �. S and the White �ouse were highlig-
hted. Later I was received into his study and he accepted and proceeded to 
write the prologue for the book that was to be published by the �niversity 

136. Association of companies that manufacture bacon. 
137. Biography of an Idea: Memoirs of Public Relations. Counsel, Edward L. Bernays, Simon and Schuster. New York, 
199�. 
138. Editorial Blume. Barcelona, 1990. 
139. Two weeks later this interview was showed on television. �e appeared with some colleagues in his home while 
we were taking an appeti�er.  
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of Barcelona, which I later mailed to The Director of the �niversity who 
at that time was Dr. �ifra, who kept the manuscript as a valuable historical 
document. 

Since had shown great interest in the profession he had defined, he procee-
ded to show me his personal library, today it is part of the Library of Congress 
in Washington, including all his documents and personal correspondence 
with Freud, Einstein, Ford, Eisenhower and many other illustrious persona-
ges from politics and business. In this great library were all the books of the 
great P. R. authors of the world, some of them out of print, among them were 
the historical scientific contributions to P. R., from 1940, by Professor Gras 
of the �niversity of �arvard, titled “Shifts in Public Relations” (Special issue 
of the Bulletin of the Business �istorical Society. �ol 19, 194�:148) or Works 
like those of Professor Eric Goldman (1948), who wrote the classic “Two Way 
Street, the Emergence of Public Relations Counsel” (1948)140 from the �niversity 
of Princeton. The truth is that I could not hold back and asked him if I could 
use it since I was working in a post graduate degree on P. R. in Boston, and it 
would be very helpful. �e did not think twice about it�� �e opened the invi-
tation to as many classmates as I wanted to invite. 

Because of this invitation I began to visit regularly the Bernays residence, 
with some friends and classmates from the university. We found in his study 
a privileged place to study with all types of comforts and services. 

�is service personnel offered us fantastic breakfasts, lunches and dinners, 
and on some rare occasions, he would share some of his time with us while we 
were working in our long papers and recommend some P. R. books from his 
own library which had more than ten thousand volumes. 

On one occasion, in 198�, he came down from his spacious study to the 
library and asked us point blank, how would you persuade a sector of the 
�ispanic population in Miami and New York to vote for George Bush? I 
answered, “We have to give them something that interests them and that they 
cannot refuse.” �e looked at me firmly and asked, “Can you prove it?” Surely 
due to the audacity of youth I did not doubt and quickly answered, “Yes.” 
From that moment on I began to work with him in innumerable campaigns, 
even in matters as important as the first elections of George Bush (father of 
the current President of the �. S.). 

140. Bellman Publishing Company Inc. Boston Massachusetts (30 pgs.) 
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Through Bernays office, that had a beautiful scene of leafy trees in his garden, 
passed the most important leaders of the cultural, political and economic life 
of the country asking for advice. �e charged high fees for his counseling 
services that only the elite could afford to pay, six thousand dollars per hour 
backing in 1988. But he would not doubt to counsel in an altruistic manner 
non-profit otrgani�ations that requested his aide if Bernays considered that 
they had a high social interest. 

�e assigned one day a month to receive students from all over the world 
who later would be P. R. professionals. These students planned their senior 
year trip to meet the founder of their profession. I saw university students 
from Japan, Canada, �nited Kingdom, France, Australia and from every 
corner of the �. S. and Latin America, whom Bernays entertained with lavish 
parties, which were organi�ed by one of his trusted secretaries back then, Joan 
�ondra. 

Bernays felt great affection and admiration for his wife, Doris E. Fleisch-
man, with whom he shared �0 years of his life, and with whom he had two 
daughters. She was his faithful collaborator on his work that they shared as 
partners. Practically all his books were dedicated to his wife. �is wife was an 
impeller of feminist movements and considered herself an activist feminist. As 
an example, we can mention that after her marriage she would still register in 
the hotels as Mrs. Fleischman and not as Mrs. Bernays. This was soon on the 
newspapers but the truth is that the Bernays were always generators of news, 
and knowing the public, they new how to create them.  

It happened that during my first time of work with him, he had his 97th 
birthday. Throughout the day he received innumerable congratulations. I was 
able to count up to fifty eight boxes of chocolates, one from President Ronald 
Reagan and his wife, another one from Einstein’s grandchild, who with his 
own handwriting wished him long life and a happy birthday, and a long etce-
tera. 

�e had the American custom of walking barefoot through the great 
mansion, but he would run upstairs, with an unbelievable agility, for his shoes 
if there was a reporter waiting for him in the vestibule to interview him. 
Sometimes jokingly at his ninety-seven years he would challenge me to see 
who could run up the stairs the fastest. Sometimes he would sit at the piano 
and play from memory some pieces he had learned from his wife, in spite of 
not being able to read music. 
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German was his mother tongue, but he also spoke French and, of course, 
English. �e enjoyed learning Spanish and continually would ask me questio-
ns about our language. Soon he learned a few words, and could put together 
some phrases, demonstrating a great memory. Never would I have to repeat 
a word two times. 

�e enjoyed a good cuisine, which he always accompanied with good wines, 
sometimes Spanish wines, and Cocoa. All over the house he had cups with 
candies that he enjoyed and shared with his guests. 

�e has a special attraction to botany, which he probably acquired in his 
youth since he graduated from agricultural engineering. We would take long 
walks along the Charles River, after a long day of work, which started at seven 
thirty in the morning and ended at eight o’clock in the evening. �sually our 
conversations were about work. On this walks, two meters behind us walked, 
Alexander, an arrogant cat almost six kilos in weight, brownish white in color, 
who accepted all the caressing of the professor. 

4.1.1. Biography of Professor Dr. Bernays

Professor Edward L. Bernays (1891-199�) was one of five children of 
Ely Bernays, an important and prosperous exporter of agricultural products 
who lived with abundant luxury in New York with his wife Anna Freud. Dr. 
Bernays, having four sisters and being the only boy had been pampered by 
his mother. 

When he was old enough to go to college his father sent him to Cornell 
�niversity in New York State to study agriculture. This was perhaps the most 
unhappy period of his life, he was not interested in agriculture and he had 
little in common with his classmate who came from farming families. 

This occurred between 1908 and 1912. All this is explained in his remarka-
ble autobiography published in 196�, “Biography of One Idea”, (in English 
and German), which he wrote after he decided to retire after a life of conti-
nuous successes and honors at the highest level as a P. R. consultant in New 
York. 

“Consultant in P. R.”, that is the title Doctor Bernays adopted when he 
opened his office in New York in 1920. �e had used that title before, in 
1916, to describe his activities when he was called as a witness in a trial of his 
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client, the famous tenor Enrico Carusso. The press picked up on this, specially 
the New York Times, which said, “not a lawyer, not an economist but a new 
profession bursts into the trial of Carusso: Consultant on Public Relations.” 
Bernays always took advantage of any situation he knew how to turn bad 
news into good news. 

The �nited States declared their entrance into the First World War on April 
6, 1917 and Doctor Bernays was named member of the important American 
Committee for Public Information, from 1917 until 1922 and, as such, he 
participated in the Paris Peace Conference officially representing the �nited 
States. �is contributions to this committee in P. R. matters were outstanding 
soon his persuasion abilities were seen before the enemy. 

Bernays married on September 16, 1922, with journalist Doris E. Fleisch-
man who lived fifty eight years and was a fundamental in��uence in his life. 
Doris had worked with him in his office and had become the inseparable 
companion of the happy professional association which lasted until Doris 
died in 1980. 

Doris, besides was a brilliant journalist and a hard worker, with clear persua-
sion abilities towards the publics and the first woman to identify herself as a P. 
R. person, as well as one of the first feminists in the �nited States, as we had 
already mentioned. 

Years later, when I was visiting his home in Cambridge, Massachusetts, 
with Professor Dr. Sam Black from London, European pioneer of P. R., Doris 
remembered how, after twenty-five years of marriage, one day during breakfast 
she decided she had made things clear, and from now on she would use the 
name Doris Fleischman Bernays. She was an outstanding writer of books and 
articles, devoted mother and wife and a vital element in the association of 
Bernays office, which helped in his meteoric rise and ability to stay on top. 

In his biography, Dr. Bernays writes that the years that go from 1923 to 
1929 were of “reali�ation”, that is when the foundations were established 
of what his great organi�ation would be. The only one who could chose its 
clients. �is list of clients included President Coolidge, the industrial giant 
Procter & Gamble and a respectable but small publisher Boni & Liveright. 
This last association made it possible for Dr. Bernays to publish, in 1923, his 
first book on the subject of P. R., “Crystalli�ing Public Opinion”. We later 
published his book in Spanish and in 200� we started to prepare the second 
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edition to be included in the collection: Library of Classics of P. R. 

Professor Bernays was the pioneer in defining P. R. since he named them 
and gave them content. This fact, united to his professionalism and good 
work were reasons to be honored by the most prestigious universities in the 
world with the title Doctor �onoris Causa, among others, the �niversity 
of Oklahoma and the New York �niversity, for his academic, scientific and 
business contributions to the science of P. R. 

Bernays was personal consultant in P. R. matters for several presidents 
of the �nited States, from Calvin Coolidge until George Bush, passing by 
Dwight D. Eisenhower, Ronald Reagan, as well as for the White �ouse itself 
and different departments of the Government of the �nited States. Also 
included among his clients were outstanding personalities of public life of 
the �� Century, such as: Rockefeller, Sigmund Freud, �enry Ford, Al Smith, 
Thomas Edison, Alfred P. Sloan, David Sarnoff, Enrico Carusso, Nijinsky, 
Diaghilev and many other leaders in their respective sectors like business, 
social, political, financial and entertainment. 

Through his life he published more than twenty books on P. R. Among 
them is the first one about the profession: Crystallizing Public Opinion. �e 
contributed with his input and experience in sixty eight books about P. R. �e 
was news in the New York Times in one hundred and seventy eight occasions, 
he wrote hundreds of articles, of which two hundred and eighty were related to 
P. R. �e has been mentioned in more than one thousand five hundred books 
as world’s pioneer of P. R., according to the biography written by �arvard 
Professor Keith A. Larson141. 

Regarding his origins and the progression of the most representative chro-
nological data we must go back to 1891, when Bernays was born in the city 
of �ienna, on November 22. �is parents decided to immigrate to the �nited 
States and he had his first birthday on board the ship that was taking them to 
New York City. 

Later from 1912 to 1916, he studies at Cornell �niversity in Ithaca where 
under the in��uence of his parents he studies agricultural engineering and 
graduates at the age of twenty one years. 

141. F.W. Faxon Company, INC/ Westwood. Massachusetts, 1978 -771 pages. 
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�is vocation, independent of his agricultural formation, soon begins to 
appears, he �ill head towards the world of Information Science, where he 
begins as a newspaper reporter speciali�ed in agriculture, working among 
others with the National Nurseryman, in Danville, New York, that allowed 
him to discover the worlds of journalism. 

�e abandons the familiar work and decides to travel to Europe, to the city 
of Paris, where he Works for Louis Dreyfus and Company, a multinational 
company dedicated to the importation and exportation of cereals, where he 
is in charge of the area related to information sciences speciali�ing in publici-
ty142. In his trip to Europe to know his origins and native country, he visits his 
uncle, the reputed scientist Sigmund Freud, to know him better since he is his 
mother’s brother, Ana Freud, and spends quite some time speaking with him. 
Bernays remembered143 his walks through the dense Austrian forest of Tirol. 
Once they walked to a good restaurant that had its own hatchery and you 
could fish the fish out of the aquarium that you wanted to eat. Bernays was 
surprised by the large aquarium. �e remembered that his uncle Sigmund said 
to him: “�ere the fish may continue to swim in more or less a relative liberty 
because they are so expensive to buy” (1902). Bernays laughed at  the joke, 
and a while after sitting down a ��y landed on his plate, Bernays tried to kill 
it. In that moment, Freud stopped his hand and said: “Do not kill the ��y and 
let her participate of the great plate of life” (1902). Later Bernays shared the 
correspondence between his mother and Freud and it was published under 
the title: Letters of Sigmund Freud144 . In his visit to Barcelona in November 
1990, sponsored by the Generalitat de Catalunya, Bernays, would declare to 
the “La �anguardia” maga�ine, published on December 16, to the journalist 
Marius Carol: “if I had been conscious of the importance of my uncle, I 
would have spent more time with him, and I would have written more letters 
asking for his advice”. Freud also loved his nephew Bernays, of whom he said 
publicly: “Thanks to my nephew Bernays I was able to live for a year, since 
he published and promoted, with the American invention that he himself 
invented. P. R., some conferences that I gave him after the First World War 
in the �. S.” (1938). 

142. Free information with news characteristics, which appears in a communication media, without paying to have 
it published, making use of a special talent that favored and maximi�ed substantially the organi�ation. 
143. Taken from the more than thirty tapes and one hundred and fifty letters of which we have a copy and which 
contain the comments and opinions of his close relationship with his uncle Sigmund Freud.  
144. 1st edition, 1960, 2nd edition 1961. Selected and Edited by Ernst L. Freud. New York.. 
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Let us retake Bernays chronology. Through his good friend, Fred Robin-
son, he received the opportunity to work for two dietetic monthly maga�ines: 
Dietetic and Hygienic Gazette and the Medical Review of Reviews, where he 
perfected and speciali�ed in the creation of news and diffusion of the maga-
�ines, becoming a good press agent and promoter. Soon other businessmen 
were hiring him and that is when he begins to become the first P. R. person, 
area in which he speciali�ed more and more14�. 

In 1913 he decides to promote a play titled “Damaged Goods”, that openly 
talked about syphilis (we must remember that at that time it was nor consider 
appropriate to talk about a venereal disease). The play was a success and it was 
presented in seventy occasions in New York. Since all this was a public scandal 
that threatened to close the theater, he used the indirect method designed by 
himself: he would promote the play to produce profits for the businessman 
and at the same time it would be a social good, by warning people about 
the dangers of that sickness and how to avoid the infection. Combining the 
support of the public and the social good, the authorities did not dare to 
cancel the play since it was warning the citi�ens about the disease while at the 
same time it provided good profits to the impresario. 

This would be the basis for his future work: becoming a specialist in the 
development of new methods, models and persuasion strategies and P. R. 
diffusion. 

During all these years (191�), he speciali�ed in the promotion of artists 
with world renown and prestige, among others, the Italian tenor Enrico 
Carusso, who attained an unprecedented economic and artistic success. The 
fact of being the press agent and P. R. of Carusso, gave Bernays great presti-
ge in the �. S. so that later by the hand of William Fox, he would promote 
the movie “Cleopatra” (1917), and its actress Theda Bara, he also promoted 
several famous actors at that time. 

In the same year 1917, The �. S. entered the First World War and Bernays 
decide to enlist, in an act of patriotism, as a volunteer in the army, but he was 
rejected because of his bad eyesight which caused him great sense of frustra-
tion. �e then decides to use the resources of the family to help the country 
from a prism in which he is an expert and knowledgeable. 

14�. KEIT� A. Larson. Public Relations, the Edward L. Bernays and the American Scene a Bibliography. F.W. 
Faxon Company. Inc. Massachusetts, 1978: 774, 2nd Edition. 
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�e would perform different propagandistic activities, such as concerts, 
social activities, articles promoting the support of the morale of the Ameri-
can troops and undermine that of the enemies. �e publishes articles in the 
New York Times, Evening Post, Sun Times, Tribune, Boston Transcript and the 
Wilmarth Publishing Company, as well as, several manuscripts and books like 
The Broadway Antolog146 , where he develops an unprecedented propagandis-
tic work. 

In 1918, Bernays is hired by the �. S. Government to organi�e the propa-
ganda and international image of the country in what was known as the U.S. 
Committee of Public Information. This large public propaganda information 
office distributed hundreds of thousands of news and was also known as the 
Creel Commission, for the name of its General Director, the well known jour-
nalist George Creel147, with whom Bernays would end up establishing the 
basis for P. R. 

The Creel Committee established the precedents of what is now called the 
modern psychological war. It was during this time that Bernays came up with 
the science of P. R. to be applied in the industry to persuade the masses. This 
team continually generated an enormous amount of propaganda in favor of 
the government, which caused the rest of the neutral countries to support the 
American cause. Bernays was made responsible, as the man of Creel’s trust, 
among other jobs, of persuading all the European and Latin American coun-
tries. Bernays ideas within the committee were very innovative. �e rapidly 
gained the support, credibility and sympathy of the members, since he was 
the only one with tested experience as a successful press agent. �is advice 
when implemented in practice produced positive results in pro of his country. 
The activity within the committee was at times so frenetic  that every week 
thousands of articles and photographs were sent to different communication 
media al over the world and in their own language, so that they could beover the world and in their own language, so that they could be 
aware of how well things were running in the economic, political and social 
areas in the �nited States. An image was worth more than a thousand words, 
demonstrating to the whole world with documentaries and articles that the 
war was not affecting the �. S. in the least, giving the sensation of normality 
in the economical, political and institutional spheres. 

146. Written by Bernays, Samuel �offenstein; Walter J. Ingsley; Mundoch Pemberton. Published in 1917 byPublished in  1917 by 
Duffield & Company (60 pages.) 
147. George Creel was born December 1, 1876 in Laffayette and died on October 2, 19�3 in San Francisco, he was a 
personal friend and adviser to President Woodrow Wilson, as well as, businessman and journalist, with his own news-
paper, the Kansas City Independent, also author of fifteen books. Later, after the war was over, he continued to work 
to stop the anti-German hysteria that Bernays had so notably contributed to, against the will of Creel and Wilson. 
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In 1919 Bernays returned to Europe to participate as a high level American 
official and expert in crisis situations in the Paris Peace Conference. It is there 
were he makes the decision of applying what he has learned to help the diverse 
organi�ations, politicians and businesspersons relate to their different publics. 
�e decides to place his ample experience and social prestige to the service of 
the civil organi�ations. 

At the Paris Peace Conference, Bernays found out that the American dele-
gate would travel to Austria. That at that time was an enemy country, and it 
was not easy to enter, so he asked him if he would take a box of splendid cigars 
to his uncle Sigmund Freud, which he enjoyed so much, with a personal note 
from his nephew Edward Bernays. In exchange, Freud, delivered to Bernays 
the manuscripts of some conferences and asked him to try to publish them in 
the �. S. �e was able to publish them with an outstanding success due to the 
well done work of Bernays that with a propagandistic and P. R. vision was able 
to publish the manuscripts in the form of a book148 that became a bestseller 
that contributed to increase the fame of his uncle in the �nited States. 

�e maintains an important correspondence with his uncle Freud, that he 
published part of it, as an exclusive, in his autobiography. Later his mother, 
Ana Freud, published the book Erlebtes149 at the request of Bernays, in which 
she explains her relationships, memories and experiences that she had with 
her brother Sigmund during their childhood. Later, in some letters sent to 
Professor Bernays, his uncle thanks him for the many things he has done for 
him and his family, making his work known and psychoanalysis in the �nited 
States. 

�e begins to give advice as Counselor with the purpose of gaining public 
notoriety for his clients. During the years 1919 and 1920, he has as clientDuring the years 1919 and 1920, he has as clientclient 
the War Department of the �. S. where he works in a campaign to promote 
the hiring of ex-servicemen. An important commission since we are talking 
of more than four million ex-servicemen. This campaign was a great success 
and the Government and the American society were very grateful to him as a 
person, patriot, and great professional for the work he had done. 

148. Freud’s Gift Bobs �p. �ol. 62 n.2 (winter, 1940). 
149. FRE�D, Ana: Erlebtes. Wien, �eller, 19�0.FRE�D, Ana: Erlebtes. Wien, �eller, 19�0. 
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By the year 1920, and based on the accumulated successes, he decides to 
open his office in the City of New York under the title of “Counsel in Public 
Relations”. From that day on he worked the best and most important compa-
nies in the �nited States, as well as for the most renowned personalities, as we 
have stated before. 

Among the campaigns he did that year we can distinguish the defense of 
the interests of the black people, through associations that defend the progre-
ss made, with this he gained the sympathy of the groups of blacks and of an 
important part of the American society. 

In the year 1921, the consulting firm of Bernays grows three times in 
number of clients, and decide to move to the heart of Manhattan, on Fifth 
Avenue, where he is unable to handle the large number of requests from busi-
nesses and organi�ations, so he decides to choose his clients, at this point he 
was critici�ed by some businessmen and communication media, who able to 
pay Bernays’ high fees are still rejected, according to them: “because they lack 
self-propagandistic interest for Bernays” (Marvin, 1984: 62). 

In 1922 he works for important clients and develops new persuasion tech-
niques and strategies to convince from the private interests position of his 
clients public opinion, being able to create his own formulas and attaining 
splendid results. �e marries one of her collaborators, Doris Fleischman, 
renowned journalist and author of a book she would publish years later A 
wife is many woman15� . 

In 1923 the first book on P. R. is printed with a history of the profession 
from the hand of Bernays: Crystallizing Public Opinion, published by Bori 
and Liveright, Inc151. where he defines the theory, practice and processes of 
the profession of P. R.1�2. Bernays teaches the first college level courses in P. R. 

1�0. Doris Fleischman Bernays, Crown Publishers, Inc. New York, 19��. 
1�1. The 1st edition had 219 pages. New York. (2nd editon published in New York, 19�1), (3rd edition published 
in New York, 1961), (4th edition published in Barcelona by BMP in 1990), and (�th edition in Spain by Gestión 
2000 in 1998).
1�2. In December 16, 1990 when Bernays was asked in Barcelona, by the journalist of the newspaper La �anguardia, 
Marius Carol regarding the progression of the profession, he was asked: 
M.C.: You practically invented a profession. In what moment did you feel that what you were doing was a skill 
different from others? 
E. L. B.: Fortunately today in the �nited States it is a differentiated university career. In other countries any wicked, 
cra�y or undocumented man dares call himself a P. R. consultant, which is not true. 
That does not happen with medical doctors, lawyers, and architects. I reali�ed I was going to live from that, during 
the First World War P. R. were used as a weapon of war. I was member of the American Committee on Information 
and had a privileged position to study that phenomenon. �ictor �ugo wrote: “It is useless to send armies against 
ideas, because these come out stronger.” Ideas can be used during a war and during peace. We looked for a name to 
define the new profession and we thought that just as there were consultants in law, there could be Consultants in 
Publics, (wrongly translated in Spain as Consultant in P. R.).
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in North America in 1923 at the New York �niversity. By 1929, classes were 
given in more than three hundred universities in the country since there was 
more demand than professionals. In 1924 he counsels the White �ouse1�3, 
also Procter and Gamble, making the convergence of public and private inter-
ests, and at the same time studying the impacts and actions of P. R. from a 
psychosociological prism. 

In 192� Bernays is hired by the French Government in what would be 
the first P. R. campaign oriented to give a new meaning to the popular spirit 
of Paris in the �nited States. �e is the first one to open a consulting firm in 
Europe. �e opened it in Paris from where he handled many European clients. 
Other businessmen copy his initiative, not only in France but also in the 
�nited Kingdom and other places in Europe. 

In 1926 he works for the velvet manufacturers in the �nited States, which 
had the problem of the cloth being replaced by new substitute products. �e 
was able through different P. R. techniques and processes make velvet the 
fashion, with the corresponding surge in the companies of the sector, using in 
this case his formula for the indirect method, that is, to in��uence the leader 
so he does the work for you and the masses will follow him. 

When the damage of tobacco on humans was still unknown, Professor 
Bernays succeeded in persuading women to change their social customs 
and become cigarette consumers. �e attained this with only one action at 
a precise time. �e sent a letter to the feminist organi�ations in the �nited 
States advising them to smoke in an organi�ed demonstration where they 
were to demand their rights of being equal to men. �e convinced the women 
to smoke to attain equality of rights with men and gained a large diffusion 
among the feminist public to the delight of the tobacco companies.

In 1927 another of his books was published titled, an outline of Careers. A 
practical Guide to Achievement by Thirty- Eight Eminent Americans154, a guide 
of careers and studies where Bernays talks about the importance of each one 
of the careers that can be studied, highlighting P. R. which he defines and 
attains that in the �nited States hundreds of young people to get interested in 
this profession as well as for other professions. 

1�3. The first time was in 1917, during the First World War. Radiography of P.R. Edward L. Bernays, 1990:17. 
1�4. Edited by Bernays.  George �. Doran Company, New York, (431 pages.) �.S.A., 1927.�.S.A., 1927. 
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In 1928, when the profession was a recogni�ed college career he writes the 
book Propaganda155, where he explains the power of persuasion. It becomes 
the most used book of that time, used by politicians of numerous countries. 
Later this book would cause him image problems when it became known that 
in Europe �itler’s Minister of Propaganda, Goebbels, declared that it was his 
favorite book. In this year he discovers the importance of radio as a means 
of communication. �e works for the Victory Seis Company. The program 
that would make this company famous, was one where people could hear 
for the first time the voice of their favorite silent movie actors, like Charles 
Chaplin. With this technique he created, at the same time, news and expec-
tation among the public. 

In 1932, Bernays published the results of his research in several articles in 
the most important media in the country, defending the importance of the 
profession, while at the same time he continued to counsel clients, as we can 
follow on his biography by K. Larson. 

In 1937 he publishes with the collaboration of his wife, Doris Fleischman, 
a book that list all the universities in the �. S. where the career he defined 
as P. R. can be studied,P. R. can be studied, Universities Pathfinders in Public Opinion1�6. In the 
introductory commentaries are invitations to study P. R. from professors at 
the universities of �arvard, Dr. Pendleton; Cornell Professor Louis Booch-
ever, Princeton Professor �arwood L. Childs; Warthon, Professor James T. 
Young, Smith College, Professor Marjorie Nicholson; Minnesota �niversi-
ty, Professor Roland S. �aile, and Chicago �niversity, Professor �arold D. 
Laswell. With this he obtained the recommendation for studying P. R. from 
the academic elite of the best universities in the country. Later in 1939, heLater in 1939, he 
would publish, with the purpose of giving diffusion and in favor of the future 
generations of students in the �. S., the different careers that can be studied 
the book, Careers for men: a practical guide to opportunity in business. Written 
by Thirty-eight Successful Americans1�7, where studying P. R. is now an option 
next to Law, Medicine, Engineering and other older and prestigious studies. 

1��. BERNAYS, Edward L: Propaganda, the public mind in the making.. New York. �orace Liveright Publishing 
Corp, 1928. (five editions were published).  
1�6. A Survey by Bernays in Collaboration with Doris E. Fleischman,1, Wall Street, 420 Lexington Ave. New 
York. 
1�7. Edited by Bernays. New York: Garden city publishing Co. Inc. 1939 (431 pages). 
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In 1940 he publishes an ample treaty where he defends democracy and 
which gave him great notoriety and the sympathy of the leaders and the 
American people titled, Speak up for Democracy1�8, where he explains what 
each one can do to collaborate with this cause. 

While he spreads the profession he continues to accumulate numerous 
companies. In 194� he writes very politically for the P. R. literature where he 
publishes three books; Take your place at the Peace Table1�9 where he discloses 
how pacifists can implement strategies and tactics that can favor that Ameri-
can citi�ens work in favor of peace. Plain talk to liberals160, that deals with a 
real and intelligent cooperation in favor of the public interest among liberal 
businessmen and the intellectuals of that time. Public Relations161, where he 
gives advice as to how to start a public relations firm, get established, counsel 
and prosper. 

Besides the books he wrote in the 1940’s, he became a consummate and 
prolific columnist of articles for the speciali�ed P. R. press. �e also gave several 
interviews on the radio about the profession. 

In 19�2 his book, Public Relations162 is published. In 19��, he writes, The 
Engineering of Consent163 and it is translated into Arabic. That same year 
several universities use this book as a textbook. In 19�8, a treaty written by 
Bernays and Doris Fleischman is published, with the purpose of improving 
the British-American relations, the title was, What the British Think of U.S. 
A study of British Hostility to America and Americans and its Motivation with 
Recommendations for improving Anglo-American relations164. In 1961, he publis-
hed the book, Your Future Public Relations165, where he exalts the profession 
and clarifies doubts about the future that is expecting those who work on 
this field, at the same time he continued to counsel politicians, businessmen 
and governments from different countries. In 1964 his interest and almost

1�8. Speak up for Democracy”: What you can do, a practical Plan of Action for every American citi�en. New York:New York: 
the �iking Press, 1940, (128 pages). 
1�9. Take your place at the peace table. New York: International Press, 194�.New York: International Press, 194�.   
160. New York: E.L. Bernays, 194�. 
161. �ocational and Professional Monographs, �8. Boston. Bellman Publishing Co.Inc. 194� (23 pages.).�ocational and Professional Monographs, �8. Boston. Bellman Publishing Co.Inc. 194� (23 pages.). 
162. Norman, Oklahoma: �niversity of Oklahoma Press, 19�2. 
163. Edited by Edward L. Bernays, Norman Oklahoma, 19�3.  
164. New York, English Speak �nion, 19�8.  
16�.  Richards Rosen Press, Inc. 13 Gast, 22nd Street N.Y. 10 New York by Edward L. Bernays –Editions in Large 
Type- Careers in depth (3 editions)-, 1961. 
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obsession to help the blind, he gets his book, Your Future in Public Relations166 
translated into Braille. In 196�, he edits his memoirs, the first published by P. 
R. professional, Biography of an Idea167. 

In 1966, he publishes for the first time for all Spanish speakers in the world 
his master work, Public Relations168, in Buenos Aires, Argentina making it 
possible for the professional P. R. speakers his contributions and work. It 
became a best-seller and is a sought after book by everyone in P. R. 

In 1967, his work Biographie Einer Idee Die Hohe Schule der P.R. Lebenserin 
nerungen von Edward L. Bernays169 is published in Germany. In 1970, Bernays 
and Burnet publish, The Case for Reappraisal of U.S. Overseas Information Poli-
cies and Programs: Incorporating Congressman Fascell«s Report170 where they 
deal with the present and future of diplomacy and public foreign relations of 
the �nited States. 

Later in 1976, he publishes again in Germany, Wos die Gesellschaft von der 
Wirtschaft Erwartet171 (International Essays on P. R.), which deal with social 
responsibility of P. R. in business. 

In 198� at the New York �niversity the sixty second anniversary of the 
teaching of Public Relations in the world was celebrated, its President John 
Brodemos granted Bernays, in an emotional ceremony, with the title of 
Doctor �onoris Causa in that specialty, since New York �niversity had been 
the first to teach a college level course on P. R. taught by Bernays in the 
�nited States. 

In 1989, is published “Public Relations. Biographical Essay on Public Relatio-
ns.172”. A biographical essay by Dr. Bernays about his life and contributions 
to the P. R. world, in which Bernays writes the introduction and presents it in 
Spain at the Congress Palace of Barcelona, before his Spanish colleagues. In 
1990 a new book by Bernays is published in Spanish: The Last Years. Radio-
graphy of Public Relations. (1956-1986)173”. 

166. Cincinnati, Ohio, Clovernook Printing, �ouse for the blind, 1964. Braille edition for the Library ofBraille edition for the Library of 
Congress. 
167. Nueva York: Richards Rosen Pres, Inc 1961.  
168. Relaciones Pœblicas. Buenos Aires, Argentina. Ediciones Troquel, 1966. 484. 
169. Düsseldorf:Econ-�erlog, 1967.�40 
170. Edited by Edward L. Bernays and Barnet �ershey. New York: Praeger Publishers, 1970.316.New York: Praeger Publishers, 1970.316. 
171. Düsseldorf: Econverlag, 1976. 
172. Ed. Blume, Collection, Means of Communication: From communication techniques to the application of 
social sciences in the administration processes for P. R.” 
173. Communication Collection and P. R., Promotions �niversitarias, 1990 (194 pages). 
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Life174 Maga�ine, considers Bernays as one of the one hundred most 
important men of the �� Century. The maga�ine, “Magazine” of the La 
Vanguardia17� newspaper interviewed Bernays during his visit to Spain and 
dedicated eight pages to him in his Sunday special, with the title: “�e refused 
to work for Franco, �itler and Somo�a.” In 1998, Larry Tie, journalist of 
the Boston Globe, published, The Father of Spin176, the father of persuasion 
about the life of Bernays. In 1999 Federico Rey Lennon wrote, Edward L. 
Bernays. The Man Who Invented Public Relations177. The maga�ine Business 
Life published the article They Made a Difference, in January 2000, where it 
classifies Bernays as one of the most important men in the industry of Public 
Relations, next to some important creators of brands and products. 

In April 22, 199� La Vanguardia published with large headlines, “The 
Father of P. R. Dies in the �. S.”, written by their correspondent in Washing-
ton, Joaquín Luna. A year later I traveled with his friend and colleague, the 
European pioneer in P. R. Professor Black to the city of Boston to participate 
in the tribute in his honor at the Club of �arvard �niversity, where Profes-
sor Blackspoke in behalf of his European colleagues. Present at the ceremony 
were important personalities of the business world and of the politics of the 
�nited States. Several people spoke mentioning the good work of the Professor 
and mentioning that although he charged well, a minimum of six thousand 
dollars per hour to the big companies he would counsel without charge NGO 
and non-profit organi�ations. Also mentioned was all he did for his country 
as a counselor to presidents, and his strong beliefs in democracy and freedom 
of expression. It was also mentioned his refusal to accept as clients peopleIt was also mentioned his refusal to accept as clients peoplepeople 
like Francisco Franco, Adolf �itler or Anastasio Somo�a “Tacho”, in spite of 

174. Life, special Issue 1990 – Fall – Editor Mary Jonatt.Life, special Issue 1990 – Fall – Editor Mary Jonatt. 
17�. Maga�ine La �anguardia December 16, 1990.Maga�ine La �anguardia December 16, 1990. 
176. TIE, Larry. The Father of Spin. New York: Crown Publishers 1998.New York: Crown Publishers 1998. 
177. Published by Imagen –Buenos Aires., Argentina 1999.  
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their repeated insistence178. 

Federico Rey in his book Edward L. Bernays179 mentions some information 
that coincides with some statements that Bernays made in a conference at 
Boston University, in the �. S., which we summari�e due to their importance: 
Regarding the request for counsel on behalf of the Spanish government, it is 
very possible that would have occurred when journalist and diplomat Manuel 
A�nar (1893-197�) was in the �. S. Between 1944-1947 A�nar did P. R. 
work and lobbied at a time when the Spanish image in the �. S. was very 
much discredited and the �nited Nations were about to approve an isolation 
policy against the regime of Francisco Franco. 

When Bernays had his one hundredth birthdays a committee of impor-
tant personalities and friends organi�ed a special event in the �. S. where 
more than six hundred people were in attendance to honor him180. At the 
event two extensive and important letters were read, one from the President of 
the �nited States, Ronald Reagan, and the other one from the British Prime 
Minister, John Major, where the figure of Bernays was exalted, arguing that 
if he had not walked through this century the �. S. and the world would 
not have been what they were now. Then he gave a half hour speech without 
reading anything, nor sitting down, with a firm voice and many anecdotes 
that re��ected his rightful place next to the great men of the century. At the 
time of the toast, jokingly he said he was writing a new book, which was to be 
titled, “My first one hundred years in P. R.” 

178. In relation to this matter of counseling dictators, which many authors refer to, it is important to highlight his 
declarations in his visit to Spain to present his P. R. book in 1990. During that trip the Barcelonan journalist Marius 
Carol from La �anguardia  did an eight page interview of Bernays published in the Maga�ine, among other things, 
he said: 
ÇM.C.- Is it true that �itler tried to hire you? 
E.L.B. Almost sixty years ago, I was sitting in my office when I received a call from a high executive who identified 
himself as President of the German National Railroad Company, but that man who said was talking on behalf of his 
company was really talking on behalf of �itler. 
�e wanted to hire a P. R. person who would advice them on how to win the favor of the Americans. Fortunately, 
I learned early in life not to do anything that would go against my principles. So I frankly rejected working for 
them. 
M.C. I understand that even Francisco Franco tried to hire your services? 
E.L.B. That’s right, he wanted us to communicate a positive image of his regime in the �nited States and the rest of 
the worlds, but I refused to his diplomats and lobbying groups for the same reasons.  
179. Buenos Aires, 1st edition, Sept. 1999. Argentina (239).  
180. In that tribute done on his one hundredth birthday all the attendants received in book form a rŽsumŽ of the 
professor, as well as some brochures and posters with photos of his most famous clients and his contributions to 
modern society. 
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At a later date another homage ceremony was held in Spain, in the city 
of Barcelona at the Pedralbes Palace. We were more than one thousand five 
hundred people present from the world of P.R.  Several telegrams were read, 
one from �.M. the King, and other high European officials. Present were 
the President of the Generalitat de Catalunya, Molt Hble. Sr. Jordi Pujol and 
the Illustrious Mayor Pascual Maragall, as well as, representatives from the 
business and cultural society of the country. For the occasion an edition in 
facsimile of his book, Crystallizing Public Opinion181 was printed for distribu-
tion to all the participants.

Several years have gone by since the death of Bernays at the age of one 
hundred and three in the �. S., leaving behind two sons, six grandchildren 
and four great grandchildren, as well as, hundreds of friends and loved ones. 
I will always remember him with respect and affection, practically all I know 
about the profession I learned it from him and from Sam Black, whom I 
also met through Bernays at the International Public relations Association 
Congress in Bruges, Belgium. From that congress on we started to work toge-
ther until his death. 

4.1.2. Academic, Scientific and Doctrinal Contribution of Edward L. 
Bernays and an Analysis of his Bibliography 

In this section we will try to outline some of Bernays contributions to P.R. 
based on two sources: his books and our correspondence. Public relations 
became a profession due to the demand from business to persuade the publics 
that they businessmen, politicians, and organi�ations depended on for success 
and to obtain the necessary credibility and trust. It was Bernays who transfor-
med it from a profession to a science with his writings, research, and practical 
applications. In this section we will extract some of the important points 
from some of his main books to get a thorough idea of the legacy of his work. 
Why this emphasis in the professional activity, works and legacy of Bernays? 
Because I was fortunate enough to work with him for a few years and we 
have published a few books about his contributions. Besides we maintained a 
fruitful correspondence, more than one hundred and fifty letters that are filed, 
with all the correspondence Bernays had with his clients, friends and famous 

181. One thousand copies were printed by Barcelona Meeting Point. 
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personalities, in the Library of Congress in Washington, D.C. We were fortu-
nate to collect, during those years working by his side, numerous unpublished 
materials to date in the history of P. R. In this chapter we will contribute 
elements that will help us understand his work better.  Without question, this 
acquired knowledge will help us today to develop the first persuasive method 
to be used by governments and political leaders to face successfully the new 
multiculturality of our day. 

Independently that as a person he was a great man, very humane, as a 
professional his work will continue to in��uence the practice of P. R. in the 
entire world. 

Many of the theories and practices of P. R. accepted today by the most 
important universities in the world and by leading companies in the diffe-
rent sectors, were set forth for the first time by Bernays. As an example: the 
importance of persuading in favor of our client the group leaders because they 
will then haul the public that imitates and follows them; the importance of 
converging private and public interests to persuade the publics and everyone 
be benefited, if both parties get benefits than nothing can go wrong. The 
principle of different groups yet superimposed in our society is to be consider 
when persuading; the importance of feedback and its analysis; the importance 
of leadership in government as well as in business, and in institutions. 

Another important contribution was to define the dynamic and basis for 
research in the field of acting and application, a scientific activity directed to 
the study of P. R. It also defines the profession, its needs and its social func-
tion. For Bernays, the P. R. professional counsels, leads, and supervises the 
activities of his clients as they affect, directly or indirectly, the daily life of the 
public, and prepare crisis plans for situations that may arise. 

Bernays, also researched other areas: social, marketing, etc, as substantial 
factors to start a P. R. action successfully. 

The P. R. person according to Bernays has to analy�e the client’s problem 
and establish the objectives to pursue then he should analy�e the target public 
to persuade. �e shall also develop the action plan to be applied by his client 
and determine the methods and the pertinent communication media to use 
to reach the objective public. Lastly, he must make an evaluation of how and 
in what measure the client’s case has in��uenced the people’s mind. 

Bernays establishes in this manner the foundations for P. R. as a persua-
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sion strategy formed by diverse models that re��ect the different components: 
research, planning, execution and evaluation. Bernays tuned this contribution 
in 19�� in the text of his collective work, The engineering of consent182 amply 
studied in all the universities of the world, where he explains, among others 
things, that the P. R. person executes with the precision and calculation of an 
engineer, his work of consensus between the client and the public so they may 
both converge. 

Now that the P. R. are accepted in all the world as a discipline used for the 
Direction and management of businesses, and at the same time are synony-
mous of success and effectiveness of any strategic planning in the public or 
private organi�ation. Bernays’ contribution will always be taken into account 
by future generations of professionals in P. R. for several reasons that we have 
condensed in twelve points: 

1) �e set the foundations of P. R. as a profession based on a theoretical 
body that he himself defined and established, joined to some scien-
tific knowledge that he implemented, namely, he converted it into a 
science. Later other authors have recogni�ed it in this manner183. 

 �e was a pioneer not only in the practice but in the theory and science 
of P. R., and work with earnest and dedication to cause his principles, 
methods and professional ethics to be respected and implemented, 
through conferences, books, articles and other means. 

2) �e integrated the practice of P. R. to the modern company and orga-
ni�ations. For this he used theories, methods, and applications from 
the social sciences, anthropology, economy, politics, information and 
studies about the behavior of the individual and society in the face 
of certain impacts, seeking always to benefit the company and its 
publics. 

3)  �e had the vision that P. R. comprised a social mechanism that could 
be used to improve our society and our organi�ations. 4) �e conside-
red ethics and professional deontology as an integral part of P. R., with 
the pursuit of social responsibility as its main purpose, obtaining that 
his client acted correctly, and that at the same time the public would 
know this. 

182. BERNAYS, Edward; et al: The Engineering of Consent. Oklahoma Press, Oklahoma, 19��. 
183. Dr. �ifra in Spain in his book, Theory and Practice of P. R., published by McGraw-�ill, 2003 and ourselves in 
the book The Golden Book of P. R., published by Gestión 2000- 2003 and in Strategic Communication, McGraw 
�ill, 200�.
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�) �e was one of the first ones to understand the important contribution 
women could bring to P. R. at the time of the first feminist movements 
were gestating and not everyone dared to encourage the women, as a 
matter of fact, there were bitter detractors of these ideas. 

6) �is ample bibliographical contribution, with his more than twenty 
books on the subject of P. R. and his seventy eight contributions in 
that number of other books, according to references from Professor 
Keith A. Larson in his book Public Relations, the Edward L. Bernays 
and the American Scene a Bibliography184 . 

7) �e was news in the New York Times in one hundred and seventy eight 
occasions, and in many other communication media al over the world, 
which has contributed to enhance the image and importance of P. R. 
internationally (Keit A. Larson). 

8) With the creation of this profession, hundreds of universities in all the 
world have disseminated his scientific contributions, evening coun-
tries like the Russian Federation and China18�, which strengthens the 
research that P.R. are not only for capitalist countries. 

9) Presently the P. R. profession can be considered a large industry, since 
it moves thousands of millions of euros in the entire world and gene-
rates millions of jobs and wealth in the entire world, thanks in part to 
those first contributions of Bernays. 

10) Given the international intermediation of the profession of P.R. that 
Bernays created, the peace has been signed in numerous belligerent 
con��icts between countries, for example: The Peace Conference in 
Paris, which was followed by the signing of the Peace Treaty of World 
War I, where Bernays himself participated. 

11) �e published the first book in the world on P. R., Crystallizing Public 
Opinion186. 

184. F. W. Faxon Company. Inc 1978: 774, 2nd Edition. 
18�. One of the most translated authors, who besides was a faithful disseminator of Bernays’ doctrine and disse-
minated P. R. amply. 
186. By Edward L. Bernays, Counsel on Public Relations, published in 1923 by Bori and Liveright, Inc. 1st edition 
was 219 pages New York. (2nd edition published in New York, 19�1), (3rd edition published in New York, 1961), 
(4th edition published in Barcelona by BMP 1990), and (�th edition published in Spain by Gestión 2000 in 
1998).becoming a classic for any specialist. 
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Recently, based on the points we have mentioned of Bernays, he has also 
been considered by Larry Tie, one of the most outstanding journalists of the 
Boston Globe in the �. S. in his book, Father of Spin Edward L. Bernays and 
the Birth of Public Relations187, where he writes exclusively on the life and 
contribution of Bernays, defending him as the Father of the Persuasion Indus-
try and of Public Relations. 

4.1.2.1. Analysis of His Main Bibliography. Crystallizing Public 
Opinion188. 

It is an innovative study in the science of P. R., published in 1923 in New 
York City for the �. S. and all English speaking countries. It is the masterpie-
ce that every P. R. person should have in his personal library. It should be read 
and learned in depth. It is the study that makes the profession of P. R. become 
a science with a structured theoretical body. 

In this book Bernays describes the work he was doing in those years. In 
the prologue he gives the purpose of the book: “As I wrote this book I have 
tried to write down the ample principles that regulate the new profession of 
specialist in P. R.  These principles, on the one hand, have been substantiated, 
with the recommendations of psychologists, sociologists, and journalists like 
Ray Stannard Baker, W. G. Bleyer, Richard Washburn Child, Elmer Davis, 
John L. Givern, Will Irwin, Francies E. Leupp, Walter Lippmann, William 
MacDougall, Everett Dean Martin, �. L. Mencken, Rollo Ogden, Charles J. 
Rosebault, William Trotter, Oswald Garrison �illard and others to whom I 
am indebted for their clear analysis of the mind and habits of the public. 

On the other hand, I have explained them using a few specific examples. 
Most of the illustrations, are part of my personal experiences. I have preferred 
to quote events that are known to the general public in order to better explain 
graphically a profession that has few precedents and whose few formulated 
norms have a variety of limitless applications. 

In a few years, this profession has developed from a category of “publicity 
strategy” to what today it obviously represents an important behavior in all 
matters of the world. 

187. Larry Tie; Crown Publishers, Inc. New York, 1st edition, published in 1998 in the �.S.A. (New York). 
188. Crystalli�ing Public Opinion New York: Bori and Liveright, Inc. 1923. 218 pages. Recently published as Cris-
tali�ando la opinión pœblica, Barcelona: Gestión 2000. 1998. 170 pages. As part of the Classical Collection on P.R. 
in Spanish, edited by Jordi �ifra and José Daniel Barquero. A reprint of the first edition of 1923 with a new prologue 
by Bernays who describes the unstoppable growth in P. R. from ancient times to date. 
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When doing a study in this field, I will encourage a scientific attitude 
towards the study of P. R. and I will have the impression that has I write this 
book will have reached my objective189.” 

On March 9, 1998 a tribute was offered to Bernays on the third anniversary 
of his death where the translation of his first book Cristali�ando la Opinión 
Pœblica was printed for the event. 

In the Part I: Scope and Functions, he defines the profession, its need and its 
function in society. 

Bernays quotes examples presenting the P. R. Counselor as “someone who 
directs and supervises the public and private activities of his clients to generate 
continuous waves of credibility and trust”, before public opinion and adds, 
“the growing demand for P. R. services is the result of the growing power of 
the people.”190 

“The public feels the right to participate in the behavior of the activities of 
commerce as the modern sales methods increase competition in favor of the 
public. “ The P. R. person should  “counsel a client and litigate his causes.”191 

The performance of P. R. is analy�ed in part II, The Group and the Herd. 

“The P. R. Counselor must consider a priori the judgment of all the publics 
with which he deals. Next he should determine the interaction between the 
objective public and the media that affect public opinion.”192 

“A fundamental study of group psychology and of the individual is necessary 
to determine up to what point individuals or groups will agree to modify their 
point of view.” Describing the characteristics of “herd psychology,” Bernays 
defines propaganda as: “A useful and directed effort to overcome group mind 
censorship and the reaction of the herd.”193 

Part III, Technique and Method, examines the different communication 
and persuasion methods and techniques that are received and have an impact 
on the public, the structures that will help the P. R. Counselor to act in this 

189. Original work multi-copied unpublished edited by el Dr. JosŽ Maria Balcells. Differential Aspects of  Dr. 
Edward L. Bernays not sufficiently introduced in the P. R. in Spain. 1988, p.1�6.
190. Ibidem, p. 201. 
191. Ibidem, p. 2�6. 
192. Ibidem, p. 311. 
193. Ibidem, p. 362. 

clash_cultures.indd   230 10/4/14   10:46:29



231

EDWARD L. BERNAYS FRE�D & P�BLIC RELATIONS

manner and the communication methods that the public receives, the struc-
tures that will help the P. R. Counselor act in this manner and the useful 
methods for modifying the opinion of the group. Bernays presents his formula 
to deal with any problem through P. R.: 

“First, the P. R. Counselor has to analy�e the client’s problem and do it 
objectively. Next he has to analy�e the public he is trying to reach, plot a 
strategic and operative action plan that the client must follow thoroughly and 
in this manner the P. R. Counselor has to determine the methods and means 
available to reach this public.” “Finally, he has to try to evaluate or determine“Finally, he has to try to evaluate or determinedetermine 
up to what point the situation of his client will affect the public mind.”194 

“It is precisely his capacity to crystalli�e the obscure tendencies of the public 
mind before arriving to a definite expression what makes the 

P. R. Counselor so important.”19� Part I�, Ethical Relations, talks about 
the relations between the P. R. Counselor and the communication media, 
specially the press and between the Counselor and the general Public. We 
shall mention some key ideas. “This is because he acts as the provider of the 
precise and authentic news to the press, so the P. R. Counselor, conscious and 
prudent with 

success, is well considered by the journalist.”196 “What may be news for one 
newspaper may be of no interest to another newspaper.”197 “The P.R. Counse-
lor not only knows the value of news, but he is in the position to make news 
happen. �e is the creator of events, happenings and news.” 

The P.R. Counselor in his position of supplier and creator of news for the 
press, as well as, for other media for the propagation of ideas, has to have a 
clear job, he will not be successful without the use of the requirements of most 
perfect technique and of the highest moral for those he is working with. 

Moral values, according to Bernays, of the P. R. Counselor are his own 
values and he will not accept a client who has different values. �e has to judge 
the results his work will obtain from a moral point of view, today there are 

194. Ibidem, p. 402 
19�. Ibidem, p. 410 
196. Ibidem, p. 631 
197. Ibidem, p. 892. 
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deontological codes in existence. The P. R. Counselor must maintain an 
intensive examination of his actions avoiding the propaganda of movements 
or ideas which mat result antisocial or harmful. The social value of the P. 
R. Counselor dwells in the fact that he brings to the public facts and ideas 
with social purpose which would not have a readily acceptance in some other 
way. 

The book ends by saying: “The P. R. Counselor is destined to create a public 
conscience, and to serve the society in which he lives with maximum useful-
ness.”(1923). In the prologue to the 1934 edition, Dr. Bernays adds:In the prologue to the 1934 edition, Dr. Bernays adds: 

“In the ten years that have gone by since this book was written, many of the 
exposed principles have been put to the test and they have been proven good. 
For example, ten years ago the book insisted in the fact that Public Opinion 
must be taken into account in the handling of matters. 

In the last decade we have seen cases where the public has intervened publi-
cly supervising industries that refused to admit that truth. The field of the P. 
R. Counselor has greatly developed in this time. But the basic principles just 
as they were initially presented are still as valid today as they were then, when 
the profession was completely new. It seems appropriate, says Bernays, that 
this new edition appears at a time in which the new association of govern-
ment, work and industry has highlighted P. R. as a possible solution to their 
problems. 

In the future every industry will have to act with a growing understanding 
in its relationship with the government, other industries, in their work field, 
with stock brokers and with the public. 

Each industry must be conscious of the new conditions and modify its 
conduct accordingly if it wants to maintain the good relations on which it 
depends for a living. 

This principle is not applicable to the industry, it is applicable to any type 
of organi�ation or institution that asks for something special, it does not 
matter if it is a benefit or for some other cause. The new economic and social 
structure in which we live today demands this new approach to the public. P. 
R. play an important role in our lives. It is my desire that this book will assist 
in a better understanding and application of the firm principles of P. R.”198 

198. Ibidem, p. 96� 
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An Outline of Careers199 . 

An Outline of Careers, is a book that contributed general ideas about careers 
that could be studied in the �nited States. For its making the opinions of 
thirty eight eminent Americans from all sectors were considered. 

It had the special help of Doris Fleischman, in ten pages, where she writes 
apology on feminism where she invites women to study, work and fight to 
eliminate the differences between men and women.

In its introduction Bernays sets the objective of the book: “This volume 
is the work of men and women who understand the importance of placing 
in the hands of young people of this country this information that covers all 
facets of the professional and industrial life, so as to help these young people 
choose a career with ample and detailed understanding of what each field of 
activity may contain.” 

Among the thirty eight contributors are Reeve Schley, �ice-president of 
Chase National, financial matters; Ray Long, Editor-in-chief of the Internatio-
nal Magazine Corporation, about how to be an Editor; John �ays �ammond, 
about energy; J. Butler Wright, assistant to the State Ministry in Foreign 
relations; Roy W. �oward, President of the Board of Scripps-Howard Newspa-
per, about journalism; Dr. William Allen Pusey, expresident of the American 
Medical Association, about medicine; Dwight F. Davis, Minister of Defense, 
about the Army; Jesse L. Lasky, �ice-President of Famous Players-Lasky Corp. 
about movies; �enry Sloane Coffin, President of the Union Theological 
Seminary, about Christian Ministry; Joseph P. Day, about real estate; David 
Belasco, about theater. 

In the chapter entitled “Public Relations,” written by himself, he states that 
the growth and importance of this new profession is due to the increase in 
complexity of modern life and the consequential necessity of making unders-
tandable certain actions from one sector of the public to another sector. 

The development of the sciences of sociology and psychology have made 
possible the work of a new kind of specialist in public opinion whose function 
is to evaluate and to deal intelligently with the mind of the individual and of 
the group and in their relation to society. 

199. Edited by Bernays, Nueva York: George �. Doran, 1927, 431 pages. The chapter An Outline of Careers is also 
published and amplified separately under the title Public Relations as a Career . 
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�e expands on some methods that the P. R. Counselor uses to do his work, 
such as, analy�ing the public prior to determining its relations to the client; 
analy�e the client; formulate programs that will direct the general customs, 
the procedures and habits of the client in those aspects that are related with 
any public, interpret for the public the client, his products or services. 

Bernays also mentions the lack of professional competence in the filed of P. 
R. and in the objectives and ethics of the profession and enumerates mental 
characteristics required for its proper exercise. 

After discussing the relation between the P. R. Counselor and the commu-
nication and propaganda media, Bernays mentions monetary adjudications 
and fees. �e states that the specialist has to work hard but with ability and 
enthusiasm. 

Propaganda 200. 

This book caused Bernays some serious problems after �itler’s Minister of 
Propaganda, Goebbels, assured that among others this was his favorite book 
to design his strategies. This forced Bernays to declare publicly in the �nited 
States that he was opposed to dictatorships and was in favor of democracy, as 
we have mentioned before. 

In Chapter 1 Organizing chaos, he states that: “We are governed, our minds 
have been molded, our likings settled, our ideas have been suggested in most 
cases by men we have not even heard of. This is the logical result of the way 
our democratic society is formed. They govern us through their qualities of 
natural leaders, of their ability to provide the necessary ideas through their 
key position in the social structure.” (1928). 

In Chapter 2 The New Propaganda, he talks about the common meaning of 
the word “Propaganda” which he defines as: “A permanent effort of creating 
or molding events which in��uence the relations of the public with a company, 
idea or group.” (1928: 2�). 

�e demonstrates how “news” are really propaganda. �e speaks of the omni-
presence of propaganda and states that the “new propaganda” uses the new 

200. New York: Liveright Publishing Corp., 1928, 1�9 pages. The book was reprinted in 1972 by Kennikat Press of 
Port Washington, Nueva York. 
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technique of taking into account “not only the individual, not even only the 
mind of the masses, but also, and specially, the anatomy of society with its 
interwoven groups.” (1928). 

In Chapter 3 The New Propagandists, he talks about the invisible rulers who 
control the destiny of millions of people. “Announcing a scale that is to reach 
�0 million people is expensive” (1928: 3�). Arrive and persuade the group 
leaders who dictate the thoughts and actions of the public is equally expensi-
ve. For this reason, there is a greater tendency to concentrate the propaganda 
functions in the hands of the propaganda specialist. The propagandist to the 
public, just as in the interpretation of the public towards the promulgator of 
new enterprises or ideas, has become known by the name of “P. R. Counse-
lor.” 

�e also talks about the functions of the P.R. Consultant, as a profession 
and the ethics of it.

In Chapter 4 The Psychology of Public Relations he asks: “If we understand 
the mechanism and the motives of the mind of a group, would it be possible 
to control and govern the masses in accordance with our will, without them 
knowing? The recent propaganda practice has proven that this is impossible, 
ay least to a certain point and within certain limits.” Bernays points out that 
“the old propagandist based his work in the psychology of the mechanical 
reaction, in fashion back then, in our school”, but the new propagandist uses 
the Freudian psychology. 

Chapters � to 10201, show how propaganda works in specific departments 
of the group activity. 

The last chapter talks about the “Mechanisms of Propaganda” and finis-
hes saying that “intelligent men must reali�e that propaganda is the modern 
instrument through which they can fight for a productive ending and help 
put chaos in order.” 

201. Business and the Public; Propaganda and Political Leadership; Women’s Activities and Propaganda; Propaganda 
for Education; Propaganda in Social Service; and Art and Science. 
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Universities of Public Relations202. 

It is the results of a comparative study done by Bernays and Doris Fleis-
chman within the universities in the �nited States to find out the academic 
attention given to the P. R. subjects and about the handling of opinion. It 
includes comments by �arold D. Lasswell of the �niversity of Chicago, 
Marjorie Nicholson of the Smith College, �arwood L. Childs from Princeton 
among others. It finishes with a list of courses on P. R., Public Opinion and 
other related courses offered by American universities. 

Careers for Men203 . 

A practical guide for succeeding in business, written by thirty eight Ameri-
cans. In the section on P. R., their importance in the worlds of organi�ations 
is emphasi�ed. 

Speak up for democracy204 . 

Responds to the question: What can you do to strengthen democracy? It 
includes a practical plan for each American citi�en. In the prologue, Bernays 
states the objective of the book: “The American men and women want to 
contribute somehow in the struggle for democracy. And you can.And you can.

This book provides methods to promote the acceptance and support for 
democracy by you. Wherever you are, and whoever you are, you can effective-
ly partake in the fight for democracy using ideas as weapons.” (1940). 

The book explains what democracy is and projects a practical program on P. 
R. and common activities about how to speak in favor of democracy (1940). 

The section, Education for Democracy makes reference to bibliography 
about a variety of relevant courses offered in universities. Other sections deal 
with the conducts of communication, associations and societies and special 
occasions, places and symbols. There is also a glossary of democratic terms. 

202. Pathfinders in Public Relations, Nueva York, Edward L. Bernays, 1937, 38 pages. 
203. A Practical Guide to Opportunity in Business Written by Thirty-eight Successful Americans. Edited by Bernays, 
Nueva York: Garden City Publishing Co., Inc., 1939, 431 pages. 
204. Nueva York, The �iking Press, 1940, 128 pages. 
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The appendix has the Declaration of Independence, Jefferson’s Inaugural 
Speech, and Lincoln Gettysburg Address, as well as, a series of declarations 
about the American Flag, the American Creed, Why I am an American, A Call 
to America20�, and a Declaration of Steadfastness206, as well as a Declaration of 
morals207, performed in New York on September 17, 1940 by “distinguished 
educators and publicists” under the Presidency of Dr. Bernays. 

Public Relations208 . 

This is a group of vocational and professional monographs. It is a history 
and analysis of the growing profession of Public Relations. 

It talks about the personal qualifications and aptitudes required, necessary 
education, job opportunities, possibilities for women, professional compe-
tence, progress, ethics of the profession and fees. The book begins with a 
biographical outline of Bernays. 

Plain talk to liberals209. 

Bernays makes a call to intelligent and realistic collaboration for the inter-
est of the public among liberal businessmen and liberal intellectuals.

In Democracy in Education, of March, Bernays declares the need to raise the 
economic level of Professors –this article was reprinted in The Triad of Acacia 
Fraternity in May 1944. 

In National Welfare Organization and Social Changes, of April, Bernays 
states the problems that these organi�ations have and the way of solving them 
through public relations. 

In New Craftsmen in the Home, of May, Bernays talks about the “problem 
of servitude” and suggests some answers. 

In Social Science Findings and our Economic Life, of June, Bernays suggests 
several paths so the liberals can “overcome the differences between the social 
sciences and the American life.” 

20�. Published by Citi�enship Educational Service. 
206. Published by Common Council for American �nity. 
207. Published by a “Conference about National Morals” 
208. Boston: Bellmann Publish Co. Inc. 194�, 23. 
209. Nueva York, Edward L. Bernays, 194�, 12. A reprint of the full page articles of Bernays in The Nation and in 
The New York Republic of February -December1944. 
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In Reader Response of July Bernays summari�es the answer to his advertise-
ment of February, and in the article of August he summari�es his answer to 
the suggestion in Democracy in Education. 

In Tomorrow’s Public Relations, of September, he publishes some selections 
from the brochure he wrote with the same title. 

In The News and its Meaning, in October, Bernays suggests that the ability 
to appreciate news and their importance can be improved by varied reading 
and contacts. 

In Psychological Warfare for Peace, in November, Bernays names the advan-
tages of psychological warfare to attain a lasting peace. 

In A thoughtful Population, in December, Bernays states that “the great wave 
of thoughts and hopes” in all sectors of the population means it is a powerful 
force and that every sincere liberal should “welcome the fact of working acti-
vely for his social philosophy.” 

Take Your Place at the Peace Table210. 

This book enhances the P. R. techniques through which the American citi-
�ens, if they apply them correctly, can help “obtain peace” molding “Public 
Opinion in favor of a world organi�ation on security.” For the sake of infor-
mation we will enumerate the different chapters of his work: 

 Chapter I: �ow you can work for peace –the individual is all power-
ful, common man speaks, economy and peace, what the citi�en can 
do, strategies and planning are needed. 

 Chapter II: Dumbarton Oaks The first step, What are the proposals of 
the Dumbarton Oaks? Yatal and San Francisco, unified activities are 
needed. 

 Chapter III: �ow to make your plans –objectives, active and passive, 
strategy, summons, organi�ation, timing. 

 Chapter I�: �ow to use your tools, publications, radio, movies, news, 
hoe to prepare the material, research material, interviews, writing 
techniques, mechanical presentation, photographs and other graphic 
presentations, distribution of the material, radio, movies. 

210. Nueva York: International Press, 194�, 60 pages. 
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  Chapter �: �ow to use your tools, speak well, mail, events, conver-
sation, a psychological tool, reading and study courses, parliamentary 
procedures, public meetings, build an audience, participate in audien-
ces, speeches, telephone, telegrams, announcements, billboards, card 
for automobiles, and posters, buttons, adhesives, slides, direct mailing, 
mail list, brochures y pamphlets, information sheets, bulletins, planned 
events, ambition perfection, collaboration with the press, expositio-
ns. 

 Chapter �I: Organi�e your community for peace –form an initiatives 
committee, plan, establish a permanent committee, files, announce 
meals, additional suggestions, planned events, summary. 

 Chapter �II: Speak about peace, content of the appendix, history 
forum, books and pamphlets, guides, show movies, newspapers, books 
and manuals of possible interest, press, reading offices, speakers, library 
services, committee for foreign matters, committee for relations with 
foreigners of the Senate, world organi�ations, write to public officers. 

Public Relations211. 

This book is a highly speciali�ed work in the field of modern P. R. In it 
Bernays explains to us that P. R. have not come out of someone brain as a 
finished idea: they have their own story, they come from ancient times born 
from the need of men to have leadership and integration. Next he presents 
several cases of P. R. The purpose of each case is to make the reader form an 
idea of closeness and re��ection when he participated in the analysis of the 
program and the conclusions obtained. 

The book does not try to describe the mechanics of P. R., rather it tries to 
amplify the aspects in that field. When a P. R. problem is solved the methods 
used are analy�ed. The reader receives the basic principles and is invited to 
develop its application in specific problems. 

First Part, “The Growth of P. R.”, has the following chapters: P. R. Today; 
Why knowledge and P. R. are vital today; Origins of P. R.; From distant times 
to the modern world; American P. R. from 1600 until 1800; Extension P.R., 

211, Norman, Oklahoma: �niversidad de Oklahoma Press, 19�2, 374. In 1966 a translation was published in 
Spanish, “P. R.” by Emilio M. Sierra, Ediciones Troquel of Buenos Aires, Argentina. 
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1800-186�; The damned public; The informed public 1900-1919; The ascent 
of the new profession 1919-1941; The Age of Integration, 1941-19�1; The 
Ideal Man of P. R.; The scope of P. R. today. 

Second Part, “P.R.”, consists of twenty chapters and an introduction. 
Each chapter consists of the history of a case. The scope is varied and inclu-
des education, care for the sick, home maga�ines, the world theater, direct 
mailing, advertisements, ballots, international collaboration, regulating labor 
management, and the American company in relation to the public. There is a 
list of recommended  readings about P. R. and an index.  

The Engineering of Consent212. 

Bernays is the editor of this book and he contributes by writing the first 
chapter, The Theory and Practice of Public Relations: A resume. The basic idea 
for the book was designed by Bernays, although there are several coauthors. 

A reviewer from the London Economist states that the book shows that 
professional P. R. activities are planned and executed by trained executives 
based on scientific principles found in the social sciences. Its approach and 
dispassionate methods could be compared with those of the engineering 
professions that proceed from the physical sciences. 

Other contributors were �oward W. Cutler from the organi�ation of Dr. 
Bernays; Sherwood Dodge, vice-president in charge of marketing for Foote, 
Cone and Belding –Publicity Agency-; Benjamin Fine, education editor for The 
New York Times; Doris Fleischman, partner and wife of Dr. Bernays; Brigadier 
General A. Robert Ginsburgh, �SAF; John Price counselor and treasurer of 
the organi�ation for finding funds with the same name, Nicholas Samstag, 
promotion director for Time. 

In his chapter, Bernays speaks about the eight foundations for the adequate 
management of P. R.: “Define your objectives, research your public, modify 
your objectives so you may reach the goals research show are attainable, decide 
your strategy, establish your themes, symbols and callings, project an effective 
organi�ation to attain activity, design graphs of your plans, of time as well as 
tactics, implement the tactics.” 

212. Published by Bernays, Norman Oklahoma: �niversity of Oklahoma Press, 19��, 246. An Arabic translation by 
Dr. Mohamed Khalifa and Wadei Philistin was published in 19�9 by Dar el Maaref from Cairo, Egypt and Franklin 
Publications, Inc. New York. 
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What The British Think of Us213. 

A study about British hostility towards America and the Americans, and 
their motives; with recommendations to improve British-American relations. 

This study by Bernays and Doris Fleischman is based on an examination 
done in 19�8 after a visit to England. It includes what the British think of 
the �nited States, the reasons for the immediate and underlying hostility, 
the interpretation of this facts and recommendations. Includes advice to de 
heeded by Americans and British. 

Your Future in Public Relations214. 

Is a study about P. R. as a career, written for future professionals. Bernays 
speaks of the meaning of the term, of the bridge between thinkers and doers, 
of the scope of P. R. in his time, of the ethical standards and their fulfillment, 
personal qualifications needed for the vocation, education and 

P. R. and what the P. R. practitioner does. Besides, it deals with job opportu-
nities, remuneration and the disadvantages of the profession, of the necessity 
to find a place in P. R., from the beginning and fending for yourself. All this 
is followed by an appendix with a list of colleges and universities that offer 
courses in P. R. and a list of readings on this subject. 

Biography of Einer Idee215. 

In the First Part of this autobiography, Beginnings, 1981-1916, Bernays 
explains his childhood, studies and the activities as editor and press agent in 
Broadway, where he worked for the most important entertainers of that time, 
for example, the Russian ballet of Diaghileff and tenor Enrico Carusso, as well 
as for the Musical Bureau. 

213. Reprinted in The Congressional Record of February 19, 19�8. Nueva York: English-Speaking �nion, 19�8, 40 
pages. There is also a large type edition of this work.
214. Nueva York: Richards Rosen Pres, Inc 1961, 1�8 pages.Nueva York: Richards Rosen Pres, Inc 1961, 1�8 pages. 
21�. Biographie Einer Idee: Die �ohe Schule der RP. Lebenserinnerugen von Edwrard L. Bernays. Düsseldorf:Lebenserinnerugen von Edwrard L. Bernays. Düsseldorf:Düsseldorf: 
Econ-�erlag, 1967. Die �ohe Schule del PR –La Escuela Superior de las RR.PP.-, Lebenserinne-�erlag (editorial), 
1967, �40 p‡gs. This translation into German of “Biography of an Idea” of Bernays was done by �lf Pacher andThis translation into German of “Biography of an Idea” of Bernays was done by �lf Pacher and 
edited by Carld �undhausen,it states the need for an official college by the government for specialist in P. R. (today 
a reality in several European cities.) 
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In the Second Part, Adjustment-Regulation, 1917-1922, he talks about the 
activities of Dr. Bernays for the �S Committee on Public Information, of 
Lithuania, of the NAAP, of the �otel Association of New York, of the �earst 
maga�ines, of editors Boni and Liveright and of the development of P. R. 
as a known profession, as well as of his marriage to the journalist and P. R. 
person, Doris E. Fleishman, committed to defend the role of the woman in 
the society of her time. 

In the Third Part, Fulfillment, 192�-1929, he describes his activities for the 
Cheny Brothers (silk industry), Jacques American Tobacco Co, Vacuum Oil Co., 
Dodge brothers (cars), the Ward Baking Corp., CBS and NBC, E. A. Filene, 
Light’s Golden Jubilee and other clients. 

In the Fourth Part, Depression, New Deal and Challenges to Democracy 1930-
1941: he talks about his activities for the Hoover’s Emergency Committee for 
Employment, the Committee on the Cost of Medical Care, editors, the American 
Aviation Corp., the City Stores Co., the Great Northern Railroad, construction 
companies, the Ladies �ome Journal, credit expansion, General Motors, Allied 
Chemical and Dye Corp., Philco, Nash-�elvinator, pearl merchants, the United 
Breers Foundation, Speak up for Democracy, the Pullman Co., Bank of America, 
World’s Faire of 1939, for the fire insurance industry, among other clients. 

In the Fifth Part, World War II and the Postwar World (1942 to the present). 
�e talks about his activities for the American Journal of Nursing, the Ameri-
can Optometric Association, Mc Call’s and the New Republic, Mack Trucks and 
the Columbian Rope Co., India, Theater League of New York, Art gallery of 
Georges Wildensteint, United Fruit Co., and other clients that used the his 
services, as well as the acceptance of P. R. by the public and the personal life 
of Bernays and an index. 

Biography of an Idea216. 

That Edward L. Bernays were the first P. R. professional to publish his 
detailed memoirs was expected. �is life was united to the history of the 
�nited States and to a new profession. On the one hand, we are used to 
seeing lawyers, doctors, singers, famous writers, write their memoirs, placing 

 

216. Biography of an Idea: Memoirs of Public Relations counsel Edward L. Bernays. New York: Simon and Schuster, 
196�. 
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themselves in the mind of the public as interesting people in essential profes-
sions and of which people want to know about the how, where, when and 
why. Bernays career allowed him to meet many famous personalities, he was 
involved in matters of great social, economic, and political repercussions, 
which supplied the basic material that makes this book much more than a 
description of P. R. techniques. 

Besides he showed the world how P. R. work in favor of social causes, the 
arts, health, and well-being, at the same time they serve businesses and the 
world economy. 

When an editor really believes that the history of the life of a P.R. profes-
sional is worth being published, that is a signal that P. R. have reached full age 
and have culminated together with Bernays one process to make room for a 
new one. 

Bernays himself has been sometimes controversial. Being a loner who never 
joined any professional P. R. group, Bernays won the antipathy and even the 
enmity of his colleagues who insisted but were not able to get work for free. 

This book shows how much is known about the history of P.R. and its 
applications. 

�nless the P.R. person has some kink of historical perspective, he will 
find himself totally disoriented by the description of the techniques used by 
Bernays in his first campaigns. Although presently those techniques are part 
of habitual practice, and therefore, professionals are familiari�ed with them, 
they were largely unknown and not experimented with in the first period 
in which Bernays practiced his doctrine united to the name with which he 
bapti�ed the profession. 

Bernays is a unique case recogni�ed by all professional the world over, he 
studied agriculture�� But, from his part, he did not care to plead for that curri-
culum. �e hurried to pass his courses and finish his career. �e graduated 
as an Agricultural Engineer and observed that his years at the Agriculture 
College in Cornell �niversity provided little stimulus and less instruction, 
but also thanks to that profession he was able to move on to another one. 

Even if Bernays did not know at that time what he wanted to do, he soon 
found out what he really wanted when the occasion came. In one of his first 
jobs, he worked for a medical newspaper. A more prosaic mind would have 
been satisfied with doing the work at hand. But, Bernays happened to stum-
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bled into a play called Damaged Goods that dealt with syphilis, something 
unheard of on the stages of 1913. Bernays organi�ed a committee of concer-
ned citi�ens and launched the play in Broadway, sent it to Washington for a 
presentation for President Wilson and his cabinet, and received an interna-
tional coverage, he learned to converge private interest, the promotion of the 
play, with the public interest, avoid the spread of syphilis among society and 
sitting the President himself to watch it. 

Bernays had an instinctive knowledge of self-promotion techniques and of 
their value. In the same manner as an ambitious politician joins every civic 
and political movements available, so Bernays accepted al tasks that would 
call people’s attention toward him exalting them. At the end of the 1920’s, his 
home in Greenwich �illage became a kind of celebrity gathering place and his 
own fame started to grow. Later his home in Cambridge, Boston was also full 
of parties and of constant parades by personalities in authority. 

This book of Bernays is much more than the history and doctrine of one 
man. It is an interesting history of life in the �nited States in the �� Century, 
with intimate portraits of many of its leaders from every social condition. The 
chapters about his uncle, Sigmund Freud, included many unpublished letters, 
and constituted a very well written narrative that excels by itself. 

It is absolutely clear that Bernays has always focused P. R. consulting as the 
product of one person, instead of an organi�ation with an impersonal name. 
That is why he used all possible techniques for personal promotion, inclu-
ding publications in the newspaper and committing himself with all kinds 
of movements where he could obtain a greater public exposure and in the 
media. 

Biography of an Idea, is required reading in the �nited States for all students 
and professionals in P. R. 

 The Case for Reappraisal of U.S. Overseas Information Policies and 
Programs217 . 

 This book includes writings by prominent experts in the field of educa-
tion, P.R., research on public opinion, diplomacy, government and 

217. Includes the article by Congressman Fascell. Edited by Bernays and Bunet �ershey, New York: Praeger Publis-
hers, 1970, 316 pages. 
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 foreign news correspondents which originated from a conference that 
took place in the Overseas Press Club in New York, under the spon-
sorship of the Emergency Committee for Reappraisal of U.S. Overseas 
Information Policies and Programs and the Overseas Press Club Founda-
tion. 

 These experts gathered to support the recommendations for a new 
political appreciation and the overseas information programs made 
by the House Foreign Affairs Subcommittee on International Movements 
and Organization, and the U.S. Advisory Commission on Information 
and the Emergency Committee for Reappraisal of U. S. Overseas Informa-
tion Policies and Programs. 

 Appendix B includes an article from the The Philadelphia Bulletin 
“Reforming the Image of the �nited States”. 

 In his chapter Dimensions of the Problem, Bernays talks about the back-
ground of the problem, about the article by Fascell and the revolution 
in communications. �e enumerates the names of the members of the 
Emergency Committee mentioned above and quotes fifteen “Matters 
about the New Appreciation.” 

4.1.2.2. Extracts from part of the extensive correspondence between 
Dr. Bernays and JosŽ Daniel Barquero about the scientific discipline of 
Public Relations during the years 1989 y 1992

Because of their important scientific value, we sometimes summari�e exten-
sively, some of the letters between the author of this book and Dr. Bernays, 
which will help clarify important concepts in the doctrine of Professor Bernays. 
The letters follow a chronological order. 

 Extract of the letter of May 17, 1989 about the importance of consen-
sus in Public Relations. 

 “José Daniel, about consensus in Public Relations, already in the book 
by Walter Lippmann, edited by the New York World in its volume on 
“Public Opinion”, in 1922, it is stated that Çthe most significant revo-
lution in modern times is not economic, nor social, nor industrial, but 
it is taking place in the art of creating consensus among those gover-
nedÈ, and he continues: Çin the life of the new generation that today 
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is in control, persuasion has become a rational art and in a normal 
organ of popular governmentÈ, referring to our profession of Public 
Relations, which I since 1919 have been practicing. None of us can 
understand the consequences, but it is adventurous to say that the 
knowledge of the media to create consensus can alter any political 
premise. 

 Naturally the better examples of the growing importance of public 
opinion for organi�ations are those organi�ations that until relatively 
a short time were not concerned about the existence of public opinion 
or the lack of it. It is these organi�ations that are the object of public 
interest, and are now the first ones to be concerned. 

 Some public companies have a Public Relations Department whose 
only function is to interpret the organi�ation to the public and to 
interpret the public to the organi�ation, which is the core of our 
profession. 

 Even a service which is not, by nature, competitive has to be constant-
ly sold to the public with messages of credibility and trust through the 
consensus of the publics on which we inexorably depend.” 

 Extract of the letter dated May 29, 1989 about the stimuli to which 
Public Opinion responds. 

 “The Public Relations Consultant cannot base his work only in the 
assumption of the principle that the public and the authorities inte-
ract. �e must look deeper and discover why public opinion exists 
independently of the church, school, press, conference room and the 
movies. �p to what point does this public opinion affect these institu-
tions and up to what point these institutions affect public opinion. �e 
must discover which are the stimuli to which public opinion responds 
to faster.” 

 Extract of the letter dated June 1, 1989, about what the profession 
means and its importance. 

 “José Daniel you tell in your last letter that everything seems to indi-
cate that a new profession has practically appeared in Spain – Public 
Relations Counselor- and, in spite of having worked next to me, you 
still want me to clarify what this means? And what is its importance, 
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since in Spain there is still some debate going on about it? 
 “Really only very few completely understand this expression and these 

do because they are very much involved with this new activity or they 
practice it or they need it. It is that simple�� Once you need it or live 
from it, you understand it. But, in spite of this, you know that the 
activities of the Public Relations Counselor affect the daily lives of 
the whole population, in one way or another, they are the need of any 
organi�ation that consider itself one and that wants to be different 
from its competitors because its publics like her and respect her.” 

 “There has been an extraordinary growth, at the international level, 
of the profession of Public Relations Counselor, that I founded and 
defined for the first time to the world in 1923. Although it was previo-
usly practiced, but there was lack of information available about it. Its 
objectives and functions are therefore, wrapped in a halo of mystery. 
It is a demanded profession but new where the professional is more 
occupied with counseling than with formation. This extreme is such 
that much of the current bibliography is not written by academicians 
but by professionals who need to prove that what they practice is a 
profession that has its own bibliography. It is the books, like yours 
and mine, that explain the miracles of the profession to obtain more 
clients. Although in your case your clients are mainly businessmen.” 

 “Probably, Daniel, there is no other profession in the world, including, 
Spain, that in the last ten years has extended its field of usefulness 
in a more notable manner and has touched intimate and important 
aspects of the daily life in a more significant way than the profession 
of Public Relations Counselor. Proof of this is that in spite of the lack 
of knowledge in Spain, the colleague and dear friend Dr. �ifra, who 
introduced us, inaugurated the first school of Public Relations fifteen 
years ago, where you studied at the �niversity of Barcelona.” 

 “On the other hand, and answering your questions, the responsibili-
ties of the Public Relations Counselor include, as I published in my 
book Crystallizing Public Opinion, directing and supervising the acti-
vities of his clients, in everything that has to do with the daily life of 
the client and its public.” 

 “The Public Relations Counselor interprets and analy�es for his client 
everything that has to do with the public, on which we depend for 
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our success. �e is capable of this but also he interprets the client to 
the public. �e offers his advise in every occasion his client is going to 
appear before the public, in a concrete, but also, in a conceptual form. 
Not only does he offer advise on actions to be taken but also on the 
media to use to re��ect its actions before the public he wants to reach, 
whether printed media, visual or radio, namely, publicity, conferen-
ces, pulpits, photographs, newspapers, mail, or any other means of 
communication.” 

 “The popular misunderstanding about the work of the Public Rela-
tions Counselor is easily understandable due to its brief period of 
development. Nevertheless, the fact that is has become in the last few 
years a very important figure in American life makes it desirable to end 
with this ignorance in the rest of the world. Therefore, soon in Europe 
there will be college degrees offered in Public Relations and there will 
be thousands of P. R. Consultants. I predict great competition so stir 
up and write and counsel, in this manner you will position yourself 
ahead of others and will become a reference point.” 

 “Likewise, the willingness to spend millions of dollars to obtain profes-
sional advice from Public Relations Counselors about the best manner 
to present their own opinions and product to the public are the most 
important weapon the American businessperson or organi�ation and 
since they are conscious about this they will hire us, because they want 
to persuade their cause.” 

 “Nevertheless, any aspect of the American life, whether political, 
business, social religious or scientific joined with the present constant 
pressure of judgment by the public has been felt in society, as well as, 
the growing disposition of the public to expect to be informed as a 
right of every citi�en and to be heard in matters of social and politi-
cal interest. We can understand the importance of opening more the 
role we play since we are getting requests for services in more  diverse 
publics.” 

 Extract of the letter dated December 10, 1989 about the importance 
of the profession. 

 “José Daniel, I was not behind the article by de Charles J. Rosebault, to 
promote the profession. Moreover, this journalist was also the author 
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of an article published some time back in the New York Times titled 
“The Men that Constitute the Center of Attention”; in it he stated, 
back then, what you tell me about this other article, that the compe-
tent Public Relations Counselor, generally has had the formation of a 
journalist and the value of this formation is re��ected in his acute sense 
for what the public likes and dislikes, namely, the common man and 
woman. Not even the needle in a compass is a sensitive to the direc-
tion, nor the mercury in a thermometer to changes in temperature as 
is this expert to the in��uences of a publicity to the psyche or emotio-
ns of the man of the street. That is why the growing interest among 
the public for its men and movements it is not surprising that it has 
caused the sudden appearance of a new profession that want to gain 
the sympathy of these publics to be more powerful.” 

 Extract of the letter dated March 7, 1990 about the human mind. 
 “The ease the human mind has to hang on to its beliefs is excellently 

re��ected in the volume of Mr. Trotter, which I mentioned in my first 
book about the profession. It is clear, says Mr. Trotter, that at the 
beginning these beliefs are invariably considered as rational and defen-
ded as such, while the position of someone holding opposing views is 
seen as obviously irrational, such is the case that the religious person 
accuses the atheist of being irrational and the atheist responds with a 
similar accusation.” 

 “The Public Relations Counselor, therefore, must consider the a priori 
judgments of any public he is dealing with, before advising on any 
step that can modify those matters on which the public already has a 
predetermined and established belief.” 

 “As I commented over the telephone, the insult is obvious and therefore 
rarely effective just as the strategy to try to discredit the beliefs them-
selves. The Public Relations Counselor after examining the sources of 
the established beliefs, he should either discredit the old authorities 
articulating a new current of opinion against the old belief or in favor 
of the new based on preestablished interests.” 

 

clash_cultures.indd   249 10/4/14   10:46:33



2�0

�OW TO A�OID T�E CLAS� OF C�LT�RES AND CI�ILIZATIONS

 Extract of the letter dated June 10, 1990 about the objectives and 
functions of Public Relations. 

 “It is clear, Daniel, that the popular impression regarding the objecti-
ves and functions of the Public Relations Counselor must be radically 
revised day by day if we want to present a realistic idea about the 
profession. The Public Relations Counselor is, with assurance, the 
lineal descendant of the journalist promoter or press agent. The 
economic and social conditions which have produced him and that 
have given the profession the importance it has today, have materially 
changed the character of its work which progresses rapidly with the 
modern society, in persuading public opinion, but at the same time 
taking care of it..” 

 “Presently, his main function is not anymore to make his clients the 
object of attention of the public nor to get them out of the trouble 
there are in, but to counsel its clients about how to get positive results 
in the field of relations to its publics and to keep him away from crisis 
situations. 

 “The Public Relations Counselor will also notice that the conditions 
under which his client is working, whether it is a government or an 
organi�ation, are constantly changing and he is to advise his client 
regarding changes in strategy according to the changes in points of 
view of his publics and of the society where the client he performs his 
activities.” 

 Extract of a letter dated June 15, 1990 about how the Public Relatio-
ns Counselor faces a problem. 

 “�ow does a Public Relations Counselor face a problem? Daniel, first 
he must analy�e the problem and the objectives of his client. Next, 
he must analy�e the public he has to deal with. �e must device an 
action plan that the client can follow and determine the methods and 
distribution channels available to address the public. Finally, he must 
estimate the interaction between the public he is addressing and his 
client. What impact will the case of his client have in the psyche of his 
public? And when we refer to the psyche of the public we are obvious-
ly referring to the section or sections of the public to which we must 
address to persuade them in favor of our client.
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 Extract of the letter dated July 30, 1990 about individual opinions. 
 The Public Relations Counselor works with public opinion of which 

he is a specialist with the publics. Public opinion is the result of the 
individual psyches. The individual psyches form the group psyche. 
The established order is maintained by the inertia of the group. There 
are three factors that make it possible for the Public Relations Coun-
selor to overcome this inertia. These are, firstly, the formation of 
social groups that superimpose. Secondly, the continuous change of 
the groups and thirdly, the changing physical conditions to which the 
groups respond. All of these factors respond to the natural and inhe-
rent ��exibility of the individual human nature. 

 ÈI inform you that society is not divided into two groups, even though 
many think so. Some people see modern society as divided in work 
and capital. The feminist sees the world divided in men and women. 
The hungry sees the world divided in rich and poor; the missionary 
in believers and pagans. If society were divided in two groups, and 
nothing more, then changes would only occur through violent convul-
sions.

 Extract of the letter dated September 7, 1990, about the expert on 
publics. 

 Daniel, I plainly identify with the function of a special defender of the 
relations with the different publics since public opinion has entered 
many spheres of our lives as a decisive factor for success or failure, 
depending on its support, there then is the growing importance of our 
profession. That is why the movements and people whose interests 
may be affected by the attitude of the people, are making sure they 
are represented before the court of public opinion by the most capable 
Public Relations Counselors they can hire. That is why the power that 
our profession exercises is unstoppable. 

 Likewise, the business of the Public Relations Counselor is in a certain 
way similar to the business of a Lawyer who counsels his client and 
defends his arguments but with the difference that the lawyer does so 
with laws, and we do so with persuasion strategies but always centered 
in a well done job. When I refer to persuasion strategies, I am not refe-
rring to communication; these latter ones are a part of the profession 
not a panacea. 
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 Likewise and continuing with the prior example, in the Law the lawyer 
is always assured of a formal audience with the judge and jury, not 
always has the same thing happened in the court of public opinion. 

 In this last case, mass psychology, the intolerance of society before 
dissident points of view, have made it difficult and sometimes dange-
rous for a person to defend an innovative or unpopular argument, but 
that is why we are here, the specialist in relations with the publics, that 
where our name comes from.

 Extract of the letter dated October 29, 1990 about the Public Rela-
tions Counselor and the loyalty to the client. 

 “The Public Relations Counselor is ideally a constructive force in the 
community. The results of his work are frequently of great interest and 
value for the country regarding the social, economic and political life 
of the community, but also, and of course, for his client. 

 The Public Relations Counselor is the defender of one point of view, 
that of his client before the public. With this capacity he acts. �e acts 
as a counselor at the time of interpreting the reactions of the public 
before his client as well as interpreting the position of his client before 
the public. 

 �e lends his help to mold actions as well as to mold public opinion. 
�is profession is in a state of evolution and his future must depend on 
the growing conscience of the public of the responsibility of the indi-
vidual, institutions and organi�ations, as well as his own conscience 
about the importance of his work and social responsibility. 

 Extract of the letter dated January 22, 1991 about the existing stereo-
types. 

 The Public Relations Counselor sometimes uses the existing stereoty-
pes and sometimes combats them and other times creates new cliches. 
Frequently, when he does use them, he presents before the public a 
well known stereotype and he adds ideas to it strengthening it and 
providing it with more communicative and persuasive power, I refer 
you to Bush’s campaign. 
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 Extract of the letter dated May 13, 1991 about get the yes. 
 The hard competition between companies in trying to obtain more 

sales and a better image to gain the favor of the public for their cause 
and get them to say “yes”, forces the seller to consider other things 
besides his product in order to induce a reaction in his favor by the 
public. 

 This results in him exalting the psyche of the public with respect to 
his product or he delegates by hiring the services of an expert who can 
help him do it. 

 The Public Relations Counselor shall advise him regarding all these 
aspects, as well as on the best way to present them to the public since 
the Counselor is an expert in publics. 

 In this state of things it is not surprising that the business, political, 
religious, and institutional leaders and others have to pay more atten-
tion to the relations with the publics in the more ample and practical 
sense of the term since their total success can only be achieved with 
the support of the public.È 

 Extract of the letter dated June 2, 1991 about the means that influen-
ce public opinion. 

 The truth is that although you may think that it is the press which 
forms public opinion over fundamental subjects notice that what 
usually happens is that it adapts to it. 

 It is the task, among others, of the Public Relations Counselor to 
determine the level of interaction between the public, the press and 
other media that in��uence public opinion. 

 It is as important to adapt to the standards of the media that dissemi-
nates ideas as to present such ideas in that media in such a way that 
they adapt to the fundamental appreciation and understanding of the 
public that they have to attract and finally persuade. There just as 
much truth in the premise that the public in��uences institutions as in 
that the institutions in��uence the public. 
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 Extract of the letter dated June 12, 1991 about Harvard University 
and the importance of Public Relations. 

  Daniel, good news, �arvard �niversity has informed me that valuing 
the power of public opinion over their own activities, it has recently 
appointed a Public Relations Counselor to make sure their objectives 
are clear to the public. 

 The more other organi�ations have departments experts in Public 
Relations the more our work and its importance will be recogni�ed in 
the world. This will also oblige the profession to be more professional 
and to speciali�e as it happens in other disciplines.

 Extract of the letter dated July 22, 1991, about the term Public Rela-
tions. 

 Daniel, many years ago, some sixty years ago, the The Fourth Estate, 
a newspaper for newspaper editors said: “the terms Public Relations 
Counselor and Public Relations Director are heard more every day. 
They have a familiar sound in a way but the truth is that the people 
that are appointed with those titles and the issues that move their 
activity can dissociate from the old idea of publicity agent. The fact 
that many of the larger corporations in the country are recogni�ing 
the need to maintain close relations with the public is sufficiently 
important in itself to guarantee affair audience to their departments of 
Public Relations. 

 That a person has the right to use the title “Public Relations Counse-
lor” as if he was simply designed “Communications Counselor” is a 
matter that depends entirely on the person and the company that hires 
him. I say this because in Europe, they use both titles, Public Relations 
Counselor and Communications Counselor but I insist it depends 
entirely on the person herself, but remember that a Public Relations 
person is not only an expert in Communication, so it is better not to 
limit the field of action. 

 The main problem in Spain is the bad translation of the term public 
relations is relations with the publics and not public relations, this 
causes much confusion, see if you can fix it.
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 Extract of the letter dated November 27, 1991 about persuasion of 
public opinion. 

 Daniel, when you ask me if public opinion can be persuaded, I agree 
that there are different criteria regarding if public opinion can or 
cannot be persuaded. 

 On the one hand, we have the rooted belief that human nature cannot 
be changed, on the other hand, we have been strongly assured that 
certain institutions have modified or altered public opinion, but today 
I do not plan to answer your question; I am tired and it is getting 
dark. Therefore, when you write your next article for the International 
Public Relations maga�ine, limit yourself to write what we did with 
Dukakis and Bush in order to persuade the democrat women. And 
stop using indirect persuasion methods with me, so the leader does the 
job for you, that I taught you. Write your own article and remember 
that I am your teacher and friend… 

 Extract of the letter dated January 30, 1992 about Public Opinion. 
 “When you ask, what constitutes public opinion? I am forced to 

answer that the Public Relations Counselor works with that vague 
and badly understood material called public opinion. 

 “To begin, public opinion is a term that describes a wrongly defined, 
variable and unstable group of individual judgments. Public opinion 
is the final aggregate of individual opinions, very uniform or very 
con��icting of the men and women who comprise a society or a social 
group around one or more aspects. 

 “To understand public opinion we shall examine the individual that 
forms part of the group that issues such public opinion and the orga-
ni�ation that causes it.. 

 “The Public Relations Counselor has to understand the social impli-
cation of the actions and thoughts of the individual. For example, is it 
merely accidental that one person belongs to a specific religion instead 
of another one? Is it by accident that the women from Boston say that 
brown shell eggs are better and the women from New York, on the 
contrary, prefer the white shell eggs? What are the factors that play a 
role in the change of a person from one political party to another, or 
from one type of food to another? 
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 “Daniel, the Public Relations Counselor must face the fact that people 
who have or do not have a limited knowledge about a subject, will 
almost invariably form a definite judgment on the subject, but for 
the peace of the person hiring us, the public may be persuaded with 
premeditated actions of convergence of interests, that you, Daniel, 
already know and apply in Madrid and Barcelona. 

 Extract of the letter dated December 10, 1992 about Public Relatio-
ns and Science. 

 The Public Relations Counselor is first a born researcher, since his 
field of study is the “psyche” of the public and this changes from day 
to day. È�is textbooks for research are the facts of life; the articles 
published in newspapers and maga�ines, the advertisements inserted 
in publications, the fences or barriers blocking the streets, the railroad 
tracks, the highways, the speeches read at Congress and the Senate, the 
sermons preached from the pulpits, the anecdotes shared in the coffee 
shop, the gossip in Wall Street, the world of theater and conversations 
with other people. Why? Well, because they create public opinion of 
which we are experts and also interpreters and we are to listen to the 
clear and obscure declarations and concerns of the public, with the 
responsibility that corresponds to a Public Relations specialist. 

 The Public Relations Counselor contributes with the talent of his 
intuitive understanding to interpret surveys and psychological tests 
with a scientific base. But he is not only a researcher. �e is a profes-
sional with a wide variety of instruments that he uses with a precise 
technique on time and in the opportune moment with the purpose of 
persuading. 

 
 Extract of the letter dated December 17, 1992, about circumstances 

and Public Relations. 
 Daniel, I will share with you an example I have used for years. In 

the anecdote of Napoleon when he says: “Circumstances? I make the 
circumstances.”È �e expressed something very appropriate to the 
spirit of the work of the Public Relations Counselor: 

 We are creators of circumstances that make converge the public inter-
est with the private interest, where before there was none. So this 
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new profession may fulfill the expectations that its name suggests, to 
persuade the publics, to carry constructive initiatives to a good end. 

 Maybe, jokes aside, our profession will help us forget that insidious 
although likeable fellow, Napoleon. 

 Extract of the letter dated November 8, 1994 about the social and 
ethical value of the Public Relations Counselor. 

 Every Public Relations Counselor has faced the need to refuse clients 
whose cases may be valid before a jury, but who could be questionable 
in the more demanding court of public opinion. 

 The social value of the Public Relations Counselor is in the fact that he 
places before the public facts and ideas of social usefulness that would 
not be accepted in any other way. Although, naturally, he may repre-
sent people that have already gained acceptance by the public, he may 
also represent new ideas of value that have not yet reached their more 
ample point of acceptation. This by itself makes it important.È 

 The Public Relations Counselor owes his client an efficient and 
thorough service. �e shall render to his client all the attentions that a 
professional assumes in relation to whom he works. 

 That is why I refused to work for �itler, Franco or Somo�a. Anyway, 
do you remember the problem I had when Goebbels, �itler’s Minister 
of Propaganda-declared that my book, Propaganda, was his bedside 
book? What would happen to you if you were told that Pinochet uses 
your books in his Military Schools for his persuasion industry? 

 Therein is the importance to work only for what your conscience 
considers correct, not for the world but for you. 
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4.1.2.3. Summary of Bernays’ Doctrine 218 . 

In this section we want to outline what has been the teaching and the 
most representative opinions of Dr. Edward L. Bernays. We have based our 
comments in the translations we have made of his books and writings, and 
in his bibliography entitled Public Relations The Edward L. Bernays and the 
American Scene a Bibliography the A. Larson219, but above all in the book, Crys-
tallizing Public Opinion. The life of an individual has rarely coincided with 
the rise of a new profession but this is undoubtedly what happened in the life 
of Edward L. Bernays. 

�eredity plays an important role in the formation of the character of 
a person and it is of no surprise that a young man who was a nephew of 
Sigmund Freud was destined to cause a positive impact in the world panora-
ma of communications and Public Relations. 

A famous psychologist from the �niversity of Yale, James Aloysius, descri-
bed the scientific method of Bernays, as the segmentation method, where the 
principal interest of the public in relation to a cause is identified and intensi-
fies its interest and is stimulate to act in favor of them (1960). This description 
recogni�es the basic concept of information between an organi�ation and 
public opinion of which the P. R. people are experts.

Doctor Bernays told me that he used the expression Public Opinion in his 
professional life because it was a concept that was beginning to be understo-
od in the �nited States at that time and in the preface of his book Bernays 
declared that he had: “Tried to establish the general lines that govern the 
new profession of Public Relations Counselor. The majority of the material 
comes from my personal experience, a few examples from my observation of 
events… This profession has passed in a few short years from a status of being 
barely known to what constitutes, obviously an important position within 
the advancement of world matters” (1923, p.63). On May 29, 1989 Bernays 
wrote about public opinion commenting up to what point that public opinion 
affects institutions y to what point institutions affect public opinion,  

218. This summary is based in a work that was paraly�ed with his death because Bernays liked to see the translation 
work and that it be commented to him in English to see if they transmitted to the public correctly is doctrine. As the 
book was half way done and his desire was for it to be published, it was published for his tribute, we did not want 
it to be a simple translation so we added some photographs and historical documents. We also decided to revise our 
correspondence, notes and recordings or our work at his side to enrich this posthumous work. All this took us three 
years of hard work from the time of his death to its publication. 
219. LARSON, A. Public Relations, the Edward L. Bernays and the American Scene a Bibliography. F.W. FaxonF.W. Faxon 
Company. 1978. 

clash_cultures.indd   258 10/4/14   10:46:35



2�9

EDWARD L. BERNAYS FRE�D & P�BLIC RELATIONS

proving with this the interrelation between the actions that the organi�ations 
performs and the repercussion in public opinion.

We are going to summari�e some of the great themes in which Bernays 
contributed his knowledge and experience. 

 a) The Public Relations Counselor. 
 Bernays told us during the translation into Spanish of his work Crysta-

llizing Public Opinion that one of the truths learned through a long life 
is that you should never approach a problem as if it was the only one, 
suggesting by this, that it had no relation with what had happened in 
the past. Everything is part of a whole. We should always try to disco-
ver what light can scattered on the present the concepts or situations 
related to the past. Ask ourselves, �ow were those past situation faced 
and resolved? 

 Bernays also affirmed that if our society continued to function through 
changes and adjustments, through the mutual adaptation of groups 
and opinions, through the progress to irregular indexes of the elements 
that constitute what society is, there would be an even more need than 
what we have today for the existence of a professional of P. R. About 
the importance of the profession, it pretends to win the sympathy, 
credibility and trust of the publics to make more powerful those who 
use it under parameters ethically and socially responsible. 

 As Bernays states in his work Crystallizing Public Opinion, every man 
is a debtor to his profession, because men seek, of course to receive 
approval and benefit and therefore, it is an obligation for men to exert 
themselves to be a help and to exalt the profession. 

 In the period of the New Deal220, an assemblyman from New York 
wrote an article by a suggestion from Bernays, where he explained how 
he had written and presented a law project where he was asking that 
scholarships should be given to Public Relations Counselors, based on 
passing an exam about their education, experience and psycho techni-
cal tests, but finally it was not approved. 

 

220. The newspaper New Deal was published from 1920 to 1930, it is not in existence today. In its time in the 
�nited States it had a great reputation and prestige. 
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 It was the logical fruit of the continuity of the profession from press 
agent and publicity agent. Its development was after World War I and 
was inspired in the activities of the American Committee on Public 
Information of Woodrow Wilson, whose objective that the world 
could be safe for democracy. 

 P. R. was a profession under all criteria except one: The recognition of 
its status by the state. It fulfilled the classical definition of a profession, 
Ça vocation where the recogni�ed knowledge of some field of instruc-
tion or science is used in its application to the matters of others or in 
the practice of an art based on some knowledge. Or the definition of 
the Sociology dictionary that point out “that a profession is a vocation 
where an art is applied to a science, where the main consideration is 
the interest of the public and not monetary rewards”. 

 P. R. have all the attributes of a profession: they have a body of 
knowledge or art, and they follow an educational process. From the 
first P, R. course that Bernays imparted in 1923 in the �niversity of 
New York, three hundred and three universities have imparted three 
hundred and forty two educational programs until 1970. And in 89 
of them a bachelor’s degree was offered in P. R. 

 P. R. have defined standards of professional qualifications, which can 
be found in most textbooks on the subject of P. R. or on some publi-
cations of the Public Relations Society of America, and which could 
serve as a base for the state exams. It has defined norms of conduct 
in the present codes of the PRSA, which could be used as a base for 
its adoption by the state. A bachelor’s degree and the appearance of a 
college are solvent and practical manners of assuring the continuity of 
the P. R. profession, based on the experience of other socially oriented 
professions. 

 The person would have to through some internship or training 
program in some P. R. establishment before practicing the profession, 
and would receive a diploma or certificate from the state according to 
his abilities, capacity and expertise. Society can hardly afford to risk 
being manipulated by a non certified practitioner who would be a 
ha�ard for the society. 

 �e would sow the social and economic rewards that a person with 
such qualifications receives from society. If on the other hand, our 
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society were to move to a state control from the right or from the left 
and there would not be any space for the normal ��exible processes of 
a democratic society, then such vocation should nor exist. This argu-
ment is presented subliminally since P. R. are not conceived, according 
to its founder, for dictatorships, but for democracies as he wrote in his 
letter of June 1, 1989: ÇThe willingness to spend millions of dollars 
in professional counsel in P.R. about the way to present opinions, or 
products, is the most important weapon of the new American society, 
and that is why we are hired, but look out, as in any other profession 
there are ethics.È 

 By definition, a profession is an art applied to a science, where the 
main consideration is public interest not monetary motivation. Accor-
ding to these criteria by Bernays, doctors, lawyers and architects are 
professionals. Another of the criteria of a profession are the educa-
tional means, a literature, voluntary association of its members and 
ratification by the State. 

 Public Relations are a profession. There educational means to train 
those who will exercise it. Three hundred schools of higher learning 
gave courses on P. R. in 197�. An ample literature provides an intellec-
tual background for the profession, today there is a bachelor’s degree, a 
college of the profession and its own bibliography. Therefore, Bernays 
is in disagreement with those who say we are not a profession, but 
a commercial function, a craft, an art. P. R. are not a commercial 
function, because its field of action is much wider. It is not a craft, 
according to the definition of craft in the dictionary. And when prac-
ticed properly it is art applied to a science, but it is not just an art. In a 
letter dated November, 27 1991, he informs us that the main problem 
in Spanish speaking countries is the bad translation of the English, 
Public Relations since this means “Relations with the Publics” and not 
“Public Relations”, this causes some confusion. 

 b) Public Relations work with reality not with images. 
 Everyone working in P. R. should know, said Bernays, that commu-

nication is a two way process. Communication does not have to do 
only with what we say, but also if the individual to whom we sent the 
message understand the meaning we were trying to give to our words, 
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these are two different things. Therefore, the proper election of the 
words to express a meaning needs to consider some understanding of 
semantics. 

 For Bernays, the word “image”, in relation to P. R., is and has been in 
his index expurgatorius, and that is where it will stay, since image does 
not exist, the in P. R. Counselor works with realities that later produce 
results. 

 There are good motives for this, in Crystallizing Bernays argued: ÇThe 
Ransom house Dictionary of the English Language gives thirteen defi-
nitions for noun “image”221. None of them refer to the main activity of 
a professional practicing Public Relations, which is to be obsessed with 
reality. The professional deals with changes of attitudes and/or actions 
as the main purpose to attain the social objectivesÈ. 

 Therefore, using a confusing and undetermined word like “image” to 
define the hard reality is not communicating the real meaning of P. 
R., only confusing it. Both public interest and, private interest, which 
are the interests of the profession, says Bernays, demand that the word 
“image” referring to P. R. be eliminated. The professionals in their 
practice should stop using this word when describing their activities. 
The word “image” makes the reader or listener believe that P. R. has to 
do with shadows and illusions and nothing could be further from the 
truth. This word, adds Bernays, despises a profession that deals with 
hard facts, events, behaviors, and attitudes that requires capacity to 
evaluate public opinion and to advise clients or businessmen on how 
to make adjustments to reach socially acceptable objectives and how 
to inform and persuade the public about an idea, a product a brand, 
etc. 

221. The definitions of the noun “image” in the Dictionary Random �ouse: A resemblance or physical represen-
tation of a person, animal or thing, photographed, painted, sculptured or made visible in some other manner. A 
counter figure or optical appearance of an object produced by a re��ection of a mirror, refraction of a lens or by the 
passing of luminous rays through a small opening and its reception on the surface. 
A mental representation, idea, or conception. 
Psychology. A mental representation of something previously perceived, in the absence of the original stimulus. 
Form, appearance God created man in his image. 
Counter figure, copy: This child is the image of his mother. 
A symbol, emblem. 
A type of incarnation: With his face all red, he was the image of frustration and consternation. 
A description in words: …he create some of the most beautiful images of the language 
An idol: They got on their knees before the image. 
Rhetoric. A figure of the language, a metaphor, a simile: With skillful phrases the author created image so alive as his 
own presence. Mathematics. The point or group of points in the corresponding field to a designate point in a sphere 
of  a specific function. Archaic. An illusion or apparition. 
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 We have to describe our activity with words subject to the parameters 
we learned from Bernays, that they have a meaning and that they are 
understandable by everyone who determines the opinion climate in a 
democratic society. 

 c) Public Relations and the social sciences. 
 Bernays refers to the social sciences as the source of knowledge on 

which the future development of P. R. will depend. Bernays defines 
the terms “social sciences” and “relations with the publics”, as fields of 
activity that have to do with the interaction between an individual, a 
group, an idea, or another unit, with the publics it depends on. 

 A Public Relations Counselor is an expert that advices regarding rela-
tions with the publics. Who defines the socially correct objectives of 
his client or of his project and tries to discover through market resear-
ch or sociology what adjustment or maladjustments are there between 
his client and the publics on which the client depends. �e counsels his 
client on modifications to its behavior and attitudes, so as to converge 
with the demands of the public, so the client can attain the agreed 
goals. When the procedures of the client have been adjusted on what 
was convenient, then he advices on how to provide to the public a 
better understanding of the client. �e tries to persuade these publics 
to accept the point of view or product of the client. 

 P. R. embrace the relationships of a man, an institution, a brand, or 
product, an idea or ideology with its different publics. Any effective 
intent to improve these relations depends in an understanding of the 
behavioral sciences, and their application: sociology, social psycholo-
gy, anthropology, history, wisely combined with the management and 
leadership of the company. The social sciences, therefore, are a requi-
rement for success in 

 P.R. If those using the services of P.R. could understand the impor-
tance of these sciences, they would try to master them since they are a 
requirement for the success of their organi�ation. The social scientists 
are already conscious of the importance of P. R. They have proved this 
with extensive bibliographies and in their comments in books and 
brochures related to them, to public opinion and propaganda. 

 Bernays in his work Crystallizing Public Opinion foresaw the exercise 
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of P.R. as it is practiced today. But the best communication techniques 
that have accelerated this process were not considered at that time. It 
is not easy for P. R. to digest the technological acceleration en trans-
portation and communications that can transform the physical world, 
from the jet plane to television to telephones and everything that can 
follow these processes. That has to be left to the writers of science 
fiction, stated Bernays, back then. It will be useful to evaluate adjust-
ments and unbalances among the groups that constitute society. �e 
will counsel his clients about their attitudes and activities. �e will help 
them reach their objectives, and will interpret the organi�ation of the 
client or businessman to the involved publics on which he depends. 
A man like this, Bernays continued, will need to receive a quality and 
content formation in the social sciences, just as he said in his letter 
dated December 10, 1989. 

 d) The search for the foundation for the engineering of consensus 
and mutual understanding. 

 We can find the doctrinal basis for P.R. in Bernays (19��) new book 
The Engineering of Consent, that raised a heated controversy. Some 
critics wanted to interpret the engineering of consent as a manipula-
tion of the media. There was nothing in the book or on other writings 
of Dr. Bernays to justify such accusation. �e had used the term engi-
neering in its proper meaning, of building, managing and organi�ing. 
Maybe the closest term would have been “planning”, which seems 
less aggressive. Bernays thought that the title was adequate since it 
described his objective of attaining consensus with P. R. methods, 
not through manipulation. �nfortunately, the controversy about the 
meaning of the book may have discouraged some from reading this 
excellent book, although the first printing was exhausted and it had to 
be reprinted in four more occasions. 

 Dr. Bernays was one of the first to emphasis the symmetric model in 
both directions of successful P.R. Later it has been used successfully 
by all P. R. offices and firms. The Public Relations Counselor is always 
the main defender of one point of view: That of his client before the 
public. 

 The following extract of the introductory chapter of Dr. Bernays’ The 
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Engineering of Consent is as relevant today as it was in 19�� when it 
was published. 

 The books on P. R. generally give an improper emphasis to the details 
of P. R. They talk about the proper use of the instruments: list selection, 
rules for preparing press releases or notes and other themes, but they 
forget the philosophy, the art and the science that guides us, as well as 
the basic techniques that allow for the utili�ation of our instruments 
with effectiveness. It is like if surgery books were occupied mainly with 
the forms, the maintenance of the surgical instruments and about how 
to hold them correctly. P. R. are the attempt to gain the support of 
the public for an activity, cause, or movement, by means of approxi-
mation, persuasion and informationÈ. At the professional level, Çits 
qualified professionals plan and execute their activities according to 
scientific principles based on the discoveries of the human sciences. 

 The evidences we have about the power of public opinion prove the 
need to understand the public, of approaching it, informing it and 
getting it on our side. The ability to attain this constitutes a proof 
of leadership. It is not only necessary for professionals to understand 
public opinion but also for the lay people who are going to seek the 
counsel of the professional experts. 

 The executives that seek professional counsel must know how to 
evaluate the P.R. expert, the client that does not know how to do this 
has a serious obstacle. The Public Relations Counselors can be proper-
ly evaluated after understanding the P.R. processè. 

 The quoted extract is a good summary of the practice of P.R. and it 
is far from suggesting manipulation. Dr. Bernays was always a realist 
and during all his life he extolled the importance of P.R., but he always 
disapproved of the emphasis on its power. 

 e) The future of the Profession of Public Relations. 
 The Public Relations Counselors will be required more and more to 

counsel high level management in the companies, profit and non-
profit organi�ations, about how to adjust attitudes and actions of the 
increasingly complex society. More an more their work will be linked 
to the success of the organi�ation. 

 It is essential that the technician belong to the society and that he 
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counsels with effectiveness about the relations between different 
groups and between groups and people. �e must be able anticipate 
and interpret the desires and needs of the public to the management 
of the companies. Different abilities are needed than those to manage 
other aspects of the company. 

 In Crystallizing Public Opinion, Bernays anticipates many of the changes 
that today we take fro granted, in this sense he was a visionary. Regar-
ding P. R. he anticipated: “they are the relations of an organi�ation, of 
a person, an idea, or whatever it is, with the publics that it depends 
on for its existence. The Public Relations Counselor is the one dedica-
ted to these relations. A professional equipped by education, training, 
and experience who counsels the client about relationships with the 
publics the client depends on. �e begins his work analy�ing the rela-
tions of the client with its publics on which he depends for his social 
objectives. �e finds the adjustments and maladjustments between the 
subject and his publics. Then he counsels about the necessary attitu-
des and actions to reach the social objectives, and then interprets the 
subject to the public. The Public Relations Counselor functions in 
a street with traffic going both ways. �e interprets the public to the 
client and the client to the public (1923: 3�). 

 The P. R. of the future will include in its bosom all the relationships 
of the organi�ation with its publics. Publicity covers one of the sectors 
of the relationship of an organi�ation with its publics. P. R. covers all 
of them. The Public Relations Counselor of the future, according to 
Bernays will be a generalist and a specialist. No doctor can cover all 
aspects of medicine. No lawyer can possibly know everything about 
every one of the specialties of the law practice. A Public Relations 
Counselor of the future will also be a specialist. 

 The educational training of the future professional in P. R. must be 
done in accordance with the broader lines. It must be an education 
that trains to be able to contribute, in an intelligent manner, to the 
adjustment problems of a democratic society. The educational forma-
tion of the future professional shall try to make the Public Relations 
Counselor a tolerant and understanding man, capable of understan-
ding the complex world in which we live, instead of molding him into 
a craftsman or a technician. Those skills, if necessary, can be studied 
later, through the experience in the world of daily work. 
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 A degree (Bachelor of Science) with emphasis in the humanities and 
the social sciences, in a good university, seem to me a good prior 
requisite for a successful career, Bernays would say, with courses in 
communications and public opinion, followed by an occupational 
practice as an apprentice or an internship. 

 The effectiveness of the Public Relations Counselor will depend, in 
part, of his education and experience. The future will demand not 
only that the professional have great intelligence, but solid ethics, if the 
profession progresses. An issue of vital importance for the future of P. 
R. in the �nited States and in the world, that concerned the members 
of the profession, including Bernays, was the movement to purcha-
se and absorb independent P. R. organi�ations by the large publicity 
agencies (1990). Was this good or bad for the future of the profession 
of P. R. and for the public? �ndoubtedly, according to Bernays, such 
purchases do not serve the interests of the P. R. profession nor the 
public. 

 On the other hand, Bernays affirmed: “a publicity agency is not a 
profession, it is strictly a business, governed by the total invoiced.” It 
can accept its seventeen percent from any client who operates under 
the law. The P. R firms should govern their actions based on interest 
for the public. No respectable P. R. organi�ation would accept a client 
from the tobacco industry since the carcinogenic effects of cigaret-
tes are plainly demonstrated. The publicity agencies are  governed by 
what they can invoice, which in business is very persuasive. 

 f ) Avoiding the discredit of the profession. 
 Some fifty years ago, society recogni�ed the need to have professio-

nals who could counsel in two directions: interpret their clients to the 
public and interpret the publics to their clients. A profession develo-
ped that allowed all organi�ations to better reach their social objectives, 
having as a foundation the action of: adjustment for the public and 
information to the public. The Public Relations Counselors filled the 
void of an important social function in the modern organi�ation. 

 Today we receive announcements, Bernays would say, about courses 
and seminaries about p. R. from the prestigious American Manage-
ment Association, the �niversity of New York and the PRSA, and from 
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Advertising Age. Announcements that give the false impression that 
P.R. have returned to a non-professional status and are only a mecha-
nical function for the distribution of true or false information, social 
or antisocial. This definition of P. R., affirmed Bernays, is a corruption 
of the original meaning and definition, ratified for over fifty years. But 
the meaning of words is as fragile as lace. 

 If the P. R. are to survive, they must survive as a profession, as an art 
applied to a science. The professional associations must take imme-
diate action to guarantee that the identification and integrity of the 
profession are protected. The way for the profession to survive is 
through confirmations by state. This means that the  College of profes-
sionals in P.R. in every state must defend the profession and set the 
qualifications in education and the necessary experience to practice it. 
Like having a bachelor’s degree and certification (letter dated June 1, 
1989). �e also commented, prophetically, on the following informa-
tion: “The popular misunderstanding about the work of the Public 
Relations Counselor is easily understandable due to its brief period of 
development. Nevertheless, the fact that is has become in the last few 
years a very important figure in American life makes it desirable to end 
with this ignorance in the rest of the world. Therefore, soon in Europe 
there will be college degrees offered in Public Relations and there will 
be thousands of P.R. Consultants.

 g) Ethics 
 In 1923 Bernays had already defined the ethics of the professional and 

his obligations to society, the client, the media and for his private life, 
that could be summari�ed in not doing anything that would affect 
the conscience of any person with a tolerant level of morality and 
emphasi�ed that there can be no mistakes about what are the ethical 
obligations of the P. R. person. In 1990 Bernays explained that he 
never accepted clients whose personal interests did not coincide with 
the public interests, because his conscience forbid him to do so, as we 
have mentioned in the cases of �itler, Franco and Somo�a. 
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5.1. Justification of the MMPS method 

The MMPS method offers the possibility of developing a multicultural 
persuasion campaign with success guarantees to the citi�ens by the political 
powers, based on antecedents researched on the actual situation about immi-
gration and multiple-cultures in Catalonia, as well as, simultaneously those 
from a scientific discipline of P.R. 

The field study that we shall present is based on this persuasive model of 
relationships with the different audiences, well directed and necessary for the 
present and future coexistence among citi�ens with the Spaniard nationa-
lity and the recently incorporated immigrants, with or without papers. In 
this manner, the principles of the values of multiple-cultures may begin to 
be built. These are practically unknown, today, in the modern Catalonian 
society, a Catalonian society that is presently coexisting with this duality, in 
a world that is more and more globali�ed and multicultural. The method has 
been applied to a specific problem that Chinese businessmen from Catalonia 
had. 

This method is based on the public interests of the citi�ens and the private 
interests of the political powers responsible for this multicultural transition so 
that both interests are mutually benefited. The purpose is that the new multi-
cultural reality, not only does not generate any problems to the citi�ens but 
also avoids a clash among civili�ations, as was exposed in Chapter II. 

The MMPS has as its objective that our work becomes the axis of a new 
vision of the city “of the polis” as a political concept, forming a solid base 
for Catalonia, based on predetermined interests by the political powers it 
acquires a major participation in the national and international concert, in 
everything related to multiculturality. 

Based on the scientific advancements produced in the P.R., which have 
been applied to the method, el MMPS will allow us to take into account 
many aspects when it is time to persuade, regarding strategies: policies, tech-
niques and matters of procedures and management, as well as, contrasting 
with the novel research surveys that we ourselves established in Spain since 
1990, and we will see their application and development in the phases of the 
study. In this manner, we believe that a greater efficiency can be guaranteed, 
as well as, better results on any action taken regarding the new multicultural 
public opinion. 
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The method describes the process, not the private or public interests of the 
political powers, since those powers are the ones that should be applied to the 
process, and, if applied correctly, they can succeed in persuading the diffe-
rent multicultural audiences. This method is therefore, a guide that may be 
applied independently of the private interests, since simultaneously to these, 
the public interests are very well taken into account, and from the union of 
both, success may be achieved. 

The MMPS purports to be the attainment of a new persuasion method 
within P.R., to be applied, for the first time, to the new multicultural Catalo-
nian society, placing it at the service of the Catalonian public administration 
and the other administrations. 

We purport that this multiple-culture ��ows with desired results allowing 
the citi�ens and their own leaders to assimilate the changes that occur so 
quickly. We also look forward to the creation of new cohesion formulas that 
may solve the problems of the social classes, the religious, education, gender, 
cultural, as well as, its most evident excesses, such as: xenophobia, racism, and 
the ever growing struggles of the social classes. 

This method wants to contribute to provoke equilibrium, based on the 
contrasted evidences, for the citi�ens, with a persuasive P.R. campaign between 
the development of common values, these values are those of the citi�ens, and 
the respect for the inherited values by each social group. The purpose is to 
avoid a collision between these two emerging and parallel worlds and esta-
blish them honestly in the Catalonian community and its respective cities. 

5.1.1. Objective of the MMPS Method 

5.1.2.1. Main Objective 

It can be concluded, from what was stated above, that the MMPS method 
seeks a change in public opinion regarding multiple cultures, which would 
allow for a transformation of specific behaviors and public acts that affect the 
multicultural aspect of our society 

Its main objective is to guide the political powers, based on their private 
interests, to benefit the public interests, when it is time to persuade the 
public opinion in anything regarding multiple-cultures (interests, tendencies, 
opinions, beliefs...) with guarantees of success and with techniques, policies 
and novel guiding elements. 
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These behavior objectives in society that public opinion forms, based on 
predetermined interests, demand a final objective at the level of changing the 
mentality, and consequently its public opinion (which is the ultimate end of 
MMPS).

5.1.2.2. Secondary Objectives 

Other objectives are derived from the main objective. These are of great 
expanse but, in a certain way, may be considered as a consequence of the 
main one. If the method is applied correctly, they are called secondary, not 
because they are unimportant but simply because they are not the main and 
direct objective of the method. We can break down the main objective into 
operative objectives. We can point out as more significant: 

a) Create economic growth from immigration. 
b) Open new business opportunities, such as: insurance, banks, and 

above all savings institutions, large telephone consumers, the impact 
of food and its distribution, housing: acquisition or rent, communica-
tion media, health y medicines, schools, transportation y continuous 
education. 

c) Balance the social imbalance: What are we doing for the immigrant? 
What is he doing for us? 

d) Increase in respect for multiple cultures, but always based on private 
interests of the political powers and that these at the same time defend 
the citi�en that has Spaniard nationality and has some acquired rights 
and lives in his own country, without forgetting that these same citi�ens 
have chosen him to lead the country and to whom he owes loyalty. 

e) Maximi�e solidarity and integration as a bidirectional objective. 
f ) That the immigrants feel well treated by the host country. 
g) Respect for the rights of the Catalonian citi�ens and of the immi-

grants, but adapting to the country that is receiving them: Catalonia. 

5.2. State of the MMPS Issue 

5.2.1. Description of the Persuasion Method of Doctor Bernays 

Bernays defined his persuasion model for public opinion from a scientific, 
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planned and perfectly organi�ed point of view, and called it “The Engineering 
of Consent”222, which would set the basis for our own model, called MMPS 
–Multicultural Method Persuasion System-which we present in this book.

The modern and revolutionary model of persuasion of Bernays, “The Engi-
neering of Consent”, was published even in the Annals of the Academy of 
Political and Social Sciences of the United States at the end of the 1940’s and 
was based on a principle of Thomas Jefferson which may be summari�ed in 
a phrase he used to repeat in his speeches that stated that in our democratic 
society every activity must respond to the consent or mutual understanding of 
the people and depend on that same consent. The reason why Bernays based 
himself on this statement, was because when you apply the term engineering 
to the scientific discipline of the P.R.s., this gives them a special emphasis 
regarding the focus, enhancing their organi�ation, precision and planning, 
something essential to be able to succeed in the society of his time and ours 
too. 

In that book it was demonstrated that with the model developed by Bernays 
the professional P.R.s are planned and implemented by executives trained in 
accordance with some social scientific principles. They behave with the preci-
sion of an engineer, because just like an engineer must be precise at the time 
of doing the calculations, so should an expert in relations with the audiences 
be when he has to calculate how these audiences think and behave when the 
client has to communicate something based on some private interests. 

Bernays summari�es perfectly his persuasion model at the beginning of the 
book: “Define your objectives, research your public, and modify the objecti-
ves in order to reach your goals. Let the research prove that they are attainable, 
decide your strategy, make your proposals, symbols and callings, project an 
effective organi�ation to gain activity, draw graphs of your plans, temporal as 
well as tactical and carry them out.” (Bernays, 19��: 13). 

222. This method was so successful that in 19�� the university professors of Communications, Social Sciences, 
Management Sciences and Business Administration of the �niversity of Oklahoma in the �.S., asked for it to be 
published, due to its quality and contributions to the American democratic and free commerce society. Edited by 
ELB. Norman, Oklahoma: �niversity of Oklahoma Press, 19��, 246. 
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5.2.2. Methodology of Dr. Bernays’ Method 

The methodology consists of eight phases, which are:

1st- Defining the objectives.

2nd- Do research to determine if the objectives are attainable or not.

3rd- Modify the objectives if the research finds them to be unattainable.

4th- Strategy: coincidence of private and public interest, if possible.

�th- Organi�ation to assume the P.R. activity.

6th- Topics and petitions.

7th- Programming and planning of the tactics.

8th- Budget for execution of the P.R. activity. 

Next is a brief description of each phase: 

Phase 1: Objectives 

This first phase, is crucial for the P.R. campaign to succeed, it is not only a 
matter of defining some objectives, and it is much more complex since these 
objectives have to be defined as a function of its scope: short, medium and 
long-term objectives. What we want to do at the end of each time period has 
to be defined, with whom, and with who’s support, as well as, how much 
mental power, labor, money, mechanics and techniques. Also the action poli-
cies necessaries to achieve these objectives have to be defined, as well as, the 
purposes for which they will be used. 

To determine if the objectives are attainable and that they are not only 
unsatisfied desires, it is necessary to perform a research of the audiences on 
which the success of the relations campaign is dependent. In this manner you 
would be assuring that such campaign would be responding to the needs and 
wishes of the public based on a deep knowledge of the attitudes and motiva-
tions of the public in such a way that we can attain their support and trust. 

Phase 2: Research 

At the end of the 70’s, Bernays considered that research of the public 
opinion was an applied social science, since the results obtained are exact 
within a small portion of reality. 
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The research of public opinion can be performed on three tracks in the 
Bernays persuasion model as he himself recommended: 

a) Subcontract. By hiring professional researchers and he recommended 
experts like: Gallup, Roper, and Yankelovich, among others. 

b) Academic Support. Through economic support, that is, with profes-
sors of the local universities where the campaign is going to be held or 
specialists in research of public opinion based on their experience. 

c) Self-Taught. Through the reading of monographs and periodic publi-
cations, as well as thesis about research on public opinion, in order to 
lead oneself with the aid of volunteers. 

Once the track in which the research is to be followed has been establis-
hed, it should be considered that it would be implemented with the use 
of surveys and questionnaires by mail or telephone, or by doing personal 
sampling with the public we address. In this manner, we could clearly locate 
�ones of knowledge and of ignorance towards the activity/business/institution 
or person about which we are performing the P.R. campaign. Likewise, the 
adjusting or maladjustment elements will be determined which may need 
certain action or the attitudes and motivations of the audiences to which we 
are addressing. At this point of Phase 2 experts in research on public opinion 
may be contacted to hear their point of view regarding the defined objecti-
ves, as well as reading specific literature about how other similar groups have 
achieved their objectives, in this manner we would have a better idea of how 
realistic or unrealistic are our objectives and aim to attain the realistic ones. 

Phase 3: Modifying the Objectives 

In the event that research indicates that some of our objectives determined 
in Phase 1 are unreal, then they should be modified, as well as the planned 
actions to try to assure the success of those that have a greater possibility of 
success. 

Phase 4: Strategy-Coincidence of Private and Public Interest, if possible 

The strategy, not a tactic, indicates the kind of combination that should be 
used with the resources, whether mental, labor, mechanical or economical, 
as well as the priorities within the campaign. For example, we can carry on a 
“lightning war” or a long-term activity, or both , but always considering the 
coincidence of private and public interests. 
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Phase 5: Organization 

The organi�ation includes the executive structure and the personnel at our 
disposal, this includes the personnel that work in the office but also the people 
that work outside of the office, to carry on the objectives of the campaign. In 
this organi�ation the members of the board of directors are included, as well 
as the totality of the personnel who will carry on the P.R. campaign. It should 
be considered if this would have an impact on the viability of the project or 
not. 

Likewise, the organi�ation has in mind the resources needed in documen-
tary services, such as, current publication on the sphere of the specific action, 
books on strategy and tactics to gain the support of the public and guides of 
the different information media. A good organi�ation also means strategic 
planning in accordance with the social and economic reality of the moment. 
Previous planning with the suppliers and a development of outlines of systems 
for events, breakfasts, dinners and routine activities. 

Phase 6: Topics and Petitions 

The topics and petitions shall be originating during the research and should 
satisfy the desires of the public. They are directed to individuals, groups and 
the general public. The authority shall also confirm these topics and petitions, 
by the evidence of the facts, the motives, the traditions and the emotions. 
Psychologists and publishers may collaborate in this phase to help formulate 
the topics and petitions. 

Phase 7: Programming and Planning of the Tactics 

In this phase, it is recommended that a complete manifestation of the 
objectives, of the research, of the organi�ation, topics and petitions, and stra-
tegies be put in writing in order to make a more efficient use of the available 
resources: a campaign plan, an outline of the acts and other complementary 
plans. For this purpose, we can meet with the communication channels of the 
public, which go from letters to publicity of the public services, including a 
group of voluntary speakers who can transmit the messages of the campaign, 
breakfast clubs, public forums, radio, television, among others. Likewise, 
already created circumstances may be developed, for example, honoring some 
great personality of the past that coincides with our line of action. 

The best way to plan and program the tactics to follow is by preparing three 
diagrams: one for the immediate period, another one for the medium-term 
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and the third one for the long-term. To insure the success of the campaign the 
activities should be planned in advance according to the research done, the 
strategy, the topics and petitions chosen. The diagrams shall provide action 
programs for the three planned periods. In the event that the conditions were 
to drastically change, the medium and long-term diagrams would also be 
subject to change. When planning a tactic, we should remember that the 
consulting committees may supply mental power and labor. It is fundamental 
to seek coincidences of interests that may allow for reduced disbursements, as 
well as, an increment in the effectiveness of the campaign. 

Phase 8: Budget 

The budget of the persuasion campaign should be calculated in advance 
considering in��ation and the three objective periods. An “engineering focus” 
should allow for savings in disbursements and increase in income, since engi-
neering principles are also applied in the model. 

5.2.3. Examples of multicultural campaigns 

Next we shall present two examples of multicultural campaigns in a sche-
matic and “visual” manner. The first one took place in the �.S.A. in the 
1980’s and we are calling it “�ow to persuade quickly, on time and in the 
right moment an immigrant voter with the right to vote and who usually 
votes for the Democratic Party to vote for the Republican Party in the Ameri-
can multicultural society?” The second one and a more recent one took place 
in Catalonia, and we are calling it, “�ow to avoid con��icts in Catalonia with 
the immigrants in the sanitary sector as multiculturality is ignored?” 

Our purpose with these two examples is to emphasis the value of this type 
of campaigns and the peculiarities involved. For this we are presenting the 
MMPS, which we believe is more complete and ambitious than the ones used 
in the two examples. 

clash_cultures.indd   278 10/4/14   10:46:40



279

MMPS MET�OD AND ITS APPLICATION

5.2.3.1. Bernays’ Case: Bush versus Dukakis Campaign

Figure 32: E. L. Bernays campaign with the participation 
of  J.D. Barquero in his the team. 

a) Analysis of the situation 
 The Republican Party had detected after extensive market research, 

that it needed a quick increase in votes from a multicultural society 
and, particularly, from the immigrant sector just a couple of weeks 
before the elections, the target public were the women who voted for 
the Democratic Party. Remember that of the forty million �ispanics 
living in the �nited States, twelve million have voting rights, and 
historically most of them vote for the Democratic Party, as well as 
other groups of immigrants. 

b) Concentration of efforts to make the private interest coincide with 
the public interest.

 Private Interest: Get more votes. Public Interest: The free election by 
the citi�ens as a key value of democracy.

c) Persuasion Strategy 
 The persuasion strategy centered in trying to persuade the women who 

were Democrats of the importance of voting for George Bush223, if 

223. Father of the current President of the �nited States. 
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 this was to happen then they and their families would benefit, contri-
buting to make the country more involved in seeking the wellbeing 
of its citi�ens. That is, the matter was to persuade immigrant women, 
as soon as possible, not because we said so but because they were 
convinced that it was the best option, preestablished schemes had to 
be broken for them to vote for candidate Bush. 

 Since we were a few days from the election, we had to persuade the 
women with a single action hoping to drag the rest of the votes in 
the family. Since we did not have the enough time to evaluate a reac-
tion, and since the Marketing study we had performed indicated that 
our target public was the democrat immigrant woman, we decided 
to implement an action with great repercussion in the mass media to 
win their sympathy offering something that would affect their private 
interest and at the same time would benefit society and make it more 
equitable. 

 �ow was it implemented? In a debate program with maximum 
audience, Mrs. Bush and Mrs. Dukakis were invited and asked ques-
tions about their lives and about aspects that could be of interest to 
the general public, since one of them would be the wife of the future 
President. Remember that in the �.S., people do not only vote for 
the President, but also for his wife, the First Lady, since she will repre-
sent the American women. The program was open to the public and 
anyone could call in any kind of question. Both ladies were to answer 
the question but each was in a soundless room so they could not hear 
what the other had answered. The program went along with more 
or less logic questions that both were answering correctly, and were 
gaining the sympathy of the diverse audiences, since both had been 
well prepared by their respective teams. But it was in this program 
that we had to capture the attention of the democrat immigrant to 
convince her to vote republican. Suddenly “the” question we had 
previously prepared was asked: “If you were the wife of the President 
of the �nited States in what type of stores would you buy your clothes 
and which brands would you wear?” From her soundless room Mrs. 
Mike Dukakis answered: If I were the wife of the President of the 
�nited States I would by my clothes in stores and with the fashion 
designers… and … (and she started to mention the most famous 
fashion designers from countries friends of the �nited States). In this 
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way, with her skilled answer she was gaining the sympathy of all the 
women who saw themselves represented by the wife of Mike Dukakis 
and, on the other hand, she was avoiding being critici�ed because she 
only named fashion designers from allied countries. 

 On the other hand Mrs. Bush answered that if she was the wife of the 
President of the �nited States she would have more important things 
to do than to think of the model or pattern of clothes she was going to 
wear. What I would do, commented Mrs. Barbara Bush, would be to 
tell my husband in our times of privacy, to please help, all the women 
whose husbands work in the service sector- firemen, policemen, trash 
collectors, etc.- and who are doing a great service to the country, if 
they have an accident, that they would receive help from the govern-
ment (lets remember that in the �nited States there is no social health 
services and that these jobs are done, in general, by immigrants, since 
the American citi�en does not want to them) 

 The results were demolishing. An increase was attained in the vote 
of immigrant women of �ispanic, Chinese, etc origin, who before 
had voted democrat and many of them also won the vote of other 
members of their families and of the majority of alien residents. 

 We were able to make coincide the private with the public interest 
to full success and satisfaction. The private interest was to gain more 
votes, and it happened since he was elected. The public interest was 
that the families of the immigrants would be benefited, and they would 
in case of an accident to the husbands. The other candidate made no 
such proposal even though he was from the Democratic Party. 

5.2.3.2. Catalonian Sanitary case: Avoid multicultural conflicts 

It is about answering the question: “�ow to avoid con��icts in Catalonia 
with the immigrants in the sanitary sector as multiculturality is ignored?” 

a) Analysis of the Situation 
 The Sanitary Public Administration detects constant problems and 

discontent on behalf of the doctors, who complain that they do not 
understand the behavior of some of their patients with an immigrant 
origin, they do not understand their beliefs, religions and behaviors 
that affect the health of those patients. Consequently, the mutual 

clash_cultures.indd   281 10/4/14   10:46:41



282

�OW TO A�OID T�E CLAS� OF C�LT�RES AND CI�ILIZATIONS

understanding is deficient, the image of the Public Administration 
is damaged and the health of the patients is affected. Therefore, the 
ruling party loses votes. At this time a market research was performed 
to determine which is the hospital with more experience in dealing 
with multicultural immigrant patients. The result was �ospital de 
Mataró where Dr. �avier Balango, works as �ead of the Intensive 
Medicine Department, expert in dealing with patients from different 
cultures and traditions.. 

b) Concentrate efforts to make the private interest coincide with the 
public interest: 

 Private Interest: The administration does not want misunderstandings, 
even in the aspects related to multiculturality and at the same time, 
wants to solve the health problems of the immigrants. Moreover, it 
does not want to lose its image of credibility, and consequently the 
votes lost for not knowing how to govern. 

 Public Interest: our job as professionals of P.R. is to find a solution. 
It could be to heal the sick immigrants more efficiently, thanks to a 
better mutual understanding. 

c) Detecting Problems 
 After a market research was done it was detected that among the 

immigrants the understanding problem was more severe than origina-
lly believed. Based on their culture, religious beliefs and other aspects 
that as a whole are part of their multiculturality, they have diverse 
manners for expressing their suffering, of understanding death, pain, 
as well as the meaning of the word “heal.” 

 In face of the many con��icts that may arise we want to distinguish the 
following ones:

 I- �ow to explain to a Muslim that he has two months to live if only 
Allah knows when he is to die? Is a doctor more than Allah?

 II- �ow to get an immigrant with tuberculosis, aids, or similar disea-
ses to take the full treatment and not quit as soon as he begins to feel 
well?

 III- �ow to convince the sick Muslims not to fast during their 
Ramadan because they need to get strong or how to make them take 
their medication when they feel they are breaking the religious fast? 
The consequence is that they spend more days in the hospital, causing 
more expense for the administration and occupying hospital beds that 
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some other patient could be using, and in some instances the serious-
ness of their sickness may be increased.

 I�- What about people like the Jehovah Witnesses who refuse a blood 
transfusion that could save the life of their child?

 �- What about the radical Muslims who refuses to be helped by the 
Red Cross or by hospitals with a Christian connotation?

 �I- What about the Muslims who refuse to take medication or food 
derived from pork? 

d) Strategy fore solving the conflict 
 Private Interest: Find quick and on time solutions at the bewilderment 

of the public and private sanitary administration, to avoid that criti-
cism increases and could cause harm by creating a crisis.

 Public Interest: Training of all personnel responsible for handling the 
immigrant, including hospital workers who have contact with them. 

e) Solution 
a) We found one of the top experts in health and immigration, el Dr. 

�avier Balango, head of the Intensive Medicine Department at 
the �ospital de Mataró, used to dealing with immigrant patients 
for more than twentyfive years and who has performed systematic 
research on the subject. 

b) A diploma course was organi�ed with the involvement of the 
�ospital de Mataró, the Autonomous �niversity of Bellaterra and 
the Academy of �ealth and Medical Sciences of Catalonia and 
Baleares 

c) The contents of the course were divided into five sections: culture, 
health (international health, medical aspects, mental health), 
immigration (psychology of immigration), sociology and anthro-
pology (cultural traits) of the immigrant groups. 

d) Specific highly speciali�ed short courses were also planned. 
f) Final results 

a) The results have been very positive224, the complaints have disap-
peared, the solutions have been applied quickly, and the doctor or 
nurse who wants to learn will have the possibility to do so. 

224. The newspaper reporter Antonia de la Fuente, in La �anguardia 7/03/200� in her article “The �ospital de 
Mataró hosts the first Diploma Course on immigration.”
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b) The immigrants notice that the Catalonian society is concerned about 
them and for their worries, placing experts at their disposal. 

c) The lobby groups stopped pressuring. 
d) The solution to the problem has been economical.
e) The private interest has been made coincide with the public interest. 

5.3. New MMPS method-Multicultural Method Persuasion System 

Once the phases of the persuasion model of E. Bernays have been analy�ed, 
we used this method when we worked at his side, and after brie��y describing 
a couple of examples, we are now going to explain our model and the diffe-
rences it has with Bernays method. 

5.3.1. Phases of the method 

The MMPS method consists of nine phases, which are: 

 Phase I: Analysis of the multicultural situation and diagnosis of the 
problems. 

 Where are we? Examine and study in what situation is the problem. 
Locate and evaluate it. Prioriti�e the problem as a function of its serio-
usness, classify as important or urgent. 

 Phase II: Definition of the objective or target for the multicultural 
campaign. 

 What de we want? Set the objectives to focus the efforts of the 
campaign. Know where we are trying to achieve. 

 Phase III: Identification of the multicultural message and communi-
cation strategy. 

 �ow will we persuade? The message must have content with a credible 
and truthful base that grants confidence to the campaign. Configure 
the strategy to be followed in order to communicate the message in 
the best possible manner to the target audiences. 

 Phase IV: Identification of the clients and multicultural objectives. 
 Who are we going to persuade? We should clearly know whom we 

are addressing our message to. Without a defined target audience our 
message may not reach the adequate audience. 
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 Phase V: Identification of the channels for the campaign. 
 �ow to identify the best channels? Analy�e and evaluate how, when 

and where and in what way we should make our message reach our 
target audience. Our public will set the type of channel to use to 
communicate, T�, radio, Internet, etc., moment, place and situation. 

 Phase VI: Pilot test. 
 Let’s make sure of having success�� �sing a reduced focus group we can 

perform a pilot test where we can test the messages, the form, tone, if 
the message is understood or not and if by using the previously chosen 
channels we shall be able to carry the message to our target audience 
with clarity and that may be retained in the mind and without passing 
unnoticed. 

 Phase VII: Launching the campaign: the success formula applied to 
multiculturality. 

 Performing the campaign with assurance of multicultural persuasion. 
It is the moment for the execution and application of the campaign. 
We shall carry out all the actions that make up the prepared campaign 
and shall launch the messages through the chosen channels. 

 Phase VIII: Maintenance of the Campaign. 
 �ow shall we generate news? During the duration of the campaign 

the information and messages shall be measured out. News should 
be produced to have repercussion in the media. We shall be alert for 
feedbacks and possible crisis situations. 

 Phase IX: Evaluation of the Campaign. 
 �as it been a success? �ave we persuaded? Why? It is the moment 

to analy�e, study and evaluate if the message has reached our target 
audience or not. If the activities have been performed successfully or 
not and if the objectives have been attained and at what level? Why 
were they attained or why were they not attained? If it was the case, 
why did the message not reach the audience?

 Let us develop each one of the phases: 
 Phase I: Analysis of the multicultural situation and diagnosis of the 

problems.
 Objective: Where are we now? We evaluated the situation in which 

the Catalonian society and the public opinion it generates were, fruit 
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or not of the social reality, from an optic of multiculturality and we 
shall analy�e if this situation must and can be modified to obtain a 
different behavior in society with respect to multiculturality. All this 
with the purpose of joining together the private interests of the public 
powers with those of the citi�ens, as was explained in the chapter dedi-
cated to Bernays. 

 Necessary inputs 
 In the first place, we need to know what is the opinion about multicul-

turality that we want our society to have. Then we shall do some market 
research on public opinion to find out what the public’s opinion is: 
a) If the public opinion about multiculturality adjusts to the desired 

public opinion. 
b) If the public opinion is aware that that situation is correct or not. 
c) If the public opinion is expecting the political powers to solve this 

situation. 
d) If the modification of the public opinion can positively in��uence 

a change in voting preference. 
 Expected outputs 
 After this phase it should be clear to us: 

a) In what measure and in what direction is the public opinion 
deviating from the multicultural concept desired by us. 

b) What is the seriousness of this maladjustment in the short and 
medium term for the citi�ens and the country? 

c) Who should lead the change in multicultural orientation? 
d) �ow will these actions affect our political image? 

 Development Who shall do it? 
 It is convenient that the diagnosis be performed by a consulting agency 

speciali�ed in market studies with consultants in P.R. with expertise in 
multiculturality, anthropology and sociology. 

 It is absolutely unadvisable that the study be led by the political 
powers themselves because they may end up, unknowingly, orienting 
the results in the direction most convenient to them. Our experience 
tells us that when a product is tested the results are different when the 
client participates in it, because he will in��uence negatively in those 
aspects he is not interested in and positively in the ones he is interested in. 
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 How is it done? 
 We have to use standard22� market226 research methods. To perform 

our study it would be adequate to use in sequence the following 
methods: 
a) The Delphi227 method, which would consist in having groups of 

eight to twelve experts in multiculturality and present to them a 
series of surveys for them to express their opinions based on some 
predetermined parameters and then compare them to guide our 
diagnostic. 

b) Media Benchmarking228 (newspapers, T�...) to know what currents 
of opinion are happening. c) Qualitative research (surveys with 
open questions where the person being surveyed has to answer 
amply about his multicultural concerns without prejudices,

22�. Standard: that serves as model market, as reference point, as a pattern. 
226. According to Santesmases, we understand Market Research as: “Term used many times as a synonym of 
commercial research. This last concept, though, is broader, since it is not limited to the research of one or more 
markets. Its sphere of study is any marketing problem, whether it refers or not to a market”. Marketing Terms,Marketing Terms, 
Dictionary, Database, p. 482. 
227. Santesmases defines extensively the concept Delphi Method as “It is also called Delphos Method. It is a subjective 
method employed to obtain a foresight from a group of experts with respect to some aspect of the phenomena to 
forecast. A formal and systematic procedure is followed, in which the differences of opinion are not openly discussed, 
to avoid confrontations and psychological in��uences. The main characteristics and stages of this method are the 
following: 1. Anonymous response. The participants express their opinions and evaluations on the questionnaire or 
survey anonymously. 2. Controlled Interaction and Retroaction. The participants know at this stage the opinions of 
the others and elaborate new estimations. 3. Statistical Response from the Group. The opinion of the group, in the 
final round, is an aggregate of the individual opinions. The median is used as the better estimation of the group. 
The Delphi Method has a considerable degree of formality and systemati�ation. Nevertheless, it has its defects. 
Opinions may vary according to the way the questions are presented and the estimation of the group differs when 
the experts that form the group are different”. Marketing Terms, Dictionary, Database, p. �99.Marketing Terms, Dictionary, Database, p. �99. 
228. Santesmases defines extensively the concept Benchmarking as “English term used to refer to a business 
procedures technique by which the company compares its efficiency levels to external standards and to certain inter-
nal practices of its own to emulate and correct the possible existing gaps and, through action plans and continued 
improvements plans, identify innovation opportunities, perform realistic changes in the business, attain positions 
of leadership and of excellence, and achieve the desired levels of profitability (Arbidre, 1993; Gable, Fairhurst y 
Dickinson, 1993). 
The company may discover creative solutions for its customers by taking them from other companies in other fields. 
(Donath, 1993). Through “benchmarking” organi�ations share information to be more competitive. But learning 
from other companies who have performed efficiently has to be an adaptation more than an adoption of practices 
and experiences (Berlin, 1993). 
The Rank �erox company is credited with the creation of Benchmarking as a technique applied to business mana-
gement. This company, to overcome the critical situation it was in the seventies and eighties, decided to apply quality 
objectives. This company defined Benchmarking as “the continuous process, extensive to all the functions of the 
company, that measures our products, services and general activities against those of our better competitors and with 
those companies that are recogni�ed as world leaders in the market” (Arbide, 1993).
The implementation of Benchmarking demands the participation of all the employees of the company through 
programs of total quality. It presupposes general changes and improvements in the in all the organi�ation. The 
application of the Benchmarking process consists of tour stages (Kamp, 1989; Wiesendanger, 1992): 1. Analy�e the 
procedures and results of the company in a determined process. 2. Examine other departments and companies with 
the purpose of determining which is the best in a given process. 3. Obtain information through surveys, visits and 
consultants. 4. Analy�e the data to see which parts of the procedures of other companies can be utili�ed. 
Benchmarking is differentiated from the simple analysis of competitors in that it is more interested in how their 
competitors obtain the results (Smith, Rotter y Tuggle, 1993)”. Marketing Terms: Dictionary, Database, p. 116.
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 since his answer is anonymous) “in the street” and Focus Group229 
with people from different segments to identify the criteria and 
multicultural considerations. 

d) Quantitative research that may permit the definition of the scope 
of the multicultural situation, for example, test type survey with 
closed questions. 

 The key factor for success is in phase I. 
 The diagnosis will allow us to measure the differential knowledge of 

the signs of the social reality of the multiculturality, helping us, thanks 
to the phases explained earlier (inputs, outputs), to determine the 
character of the multicultural society and its re��ection in the opinion 
it generates. 

 The diagnosis of the problem is not the philosopher’s stone and should 
not be taken as the only tool for defining the campaign. It is a comple-
mentary element and very informative and important that must be 
joined to experience and to the intuition of the political and profes-
sional team for the diagnosis. We must extract from the diagnosis 
the proper conclusions regarding the multicultural situation, but we 
should not try to squee�e it without purpose, allowing the rest of the 
phases of the model to continue. 

 Phase II: Definition of the objective of the multicultural campaign. 
Objective: What de we want? 

 Clearly know what is the objective of our campaign and of our private 
interest, that is, what vision of the Catalonian society, that is generated 
by public opinion about multiculturality, do we want to change and 
in what direction, as well as its possible repercussions of the citi�ens at 
voting time for the politicians responsible for the change. 

 Necessary Inputs 
 We must have a clear understanding of the result of the diagnosis of 

phase I and not modify it, we must know the real situation of the 
public opinion regarding multiculturality. Besides, we must define 
what we want the generated public opinion of the Catalonian society 
to be regarding multiculturality at the end of the campaign, as it affects 
society and voting preference. 

229. Is a meeting of several people “from the street” in which multicultural problems are jointly discussed under the 
supervision of one or two coordinators. 
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 Expected Outputs 
 After this phase, it must be clear to us, based on the antecedents of 

phase I and the actions of phase II, how we want to persuade public 
opinion to modify its ideas of multiculturality. 

 Development Who does it? 
 It is important that those politically responsible collaborate with the 

speciali�ed consultants in P.R., which have experience in the busi-
ness sector and industry, since the multicultural problem begins, for 
example, when the immigrant cannot integrate because he cannot 
carry on a job in a modern company and the P.R. company should be 
aware, and act and behave as a businessman, since it is business who 
mainly hire the immigrants. 

 How is it done? 
 The most adequate way is to begin visuali�ing the required inputs in 

this phase and then have several brainstorming230 sessions with all the 
team (politicians and P.R. consultants, sociologists and specialists in 
multiculturality). The brainstorming sessions must be coordinated and 
lead by someone responsible from the P.R. team, with proved expe-
rience, who should lead the work group in the appropriate direction. 
Among many other objectives, they must obtain: 
a) A quality listing of possible alternatives that may be considered 

as objectives at the end of the persuasion campaign and that are 
attainable. 

b) An assessment of these objectives (visions), namely, determine 
if once these objectives have been attained in the opinion of the 
public,, we will also have attained the real objectives that we want 
in the publics behavior. 

c) Profile the objectives that are finalists.
d) Analy�e the pros and cons, as well as foresee crisis situations 

(important changes in the development of other processes that 
may cause instability or uncertainty). 

230. According to Santesmases, we understand brainstorming as the “English term that may be translated as “storm 
of ideas”. It is a method designed to generate ideas and consists of a meeting of all kinds of people (less than 1�), 
in which each member of the group presents his ideas about a subject being analy�ed, in an spontaneous way and 
without inhibitions, no criticism is allowed of the other participants. In general it consists of three phases: 1) exposi-
tion of the problem being dealt with; 2) production of ideas (no criticism is allowed), and 3) selection of the best 
ideas by a group of experts”. Marketing terms: Dictionary, Database, p. 122.
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e) Make a decision based on phases I and II, since we would now 
have enough information to declare  ourselves. 

 Key success factor in this phase II. 
 We cannot pretend to embrace too much. Each campaign must pursue 

a single objective, defined at the beginning of the campaign. If we 
use the same campaign to obtain additional secondary objectives, the 
main objective will loose strength and will end up diluted and confu-
sed. 

 Lets consider an example. The objective of a campaign could be that 
the immigrants would not concentrate in districts by race, instead that 
they integrate among the citi�ens from Barcelona, because they do not 
want a model like the London model (more than one hundred diffe-
rent districts and each one corresponds to a foreign race implanted 
in the city). What would not be correct would be that in the middle 
of this campaign, that has a very clear and single objective, we added 
another objective: that the immigrants speak Catalan, since this would 
dilute efforts and messages. The objectives must be separated, each 
campaign needs a study or research and preestablished parameters. 

 Phase III: Identification of the multicultural message and communi-
cation strategy. Objective: How shall we persuade?

 Adequately design the message of the campaign to be able to impact 
the Catalonian society, and consequently, in the public opinion of this 
genre, and define the communication and persuasion strategy accor-
ding to the message, fruit of the methodological research. 

 Necessary Inputs. 
 Thanks to the first two phases we already know which elements of 

the current public opinion we want changed and in what strategic 
and operative direction. Besides it would be very helpful to perform 
a benchmarking research to see what has been done in other countries 
and adapt the best practices in similar situations of different multi-
cultural communications, so as to have a list of messages, as well as 
contents previously used and their results in P.R. campaigns in our 
country and in other countries. 
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 Consists of two complementary outputs. 
a) The main message of the campaign and the secondary messages 

that support it231. 
b) The communication strategy would be: 
b1) Design relationships with all the communication media and with 

all the immigrants associations, as well as pressure groups and 
groups of citi�ens that may de affected and other lobbies of immi-
grant citi�ens and national citi�ens. 

b2) Designing the possible crisis situations that could be expected 
during the campaign, especially in the last days and have a ready 
answer for all of them. 

b3) Designing a publicity campaign, with propaganda purposes, publi-
city2�2, based on the messages received from the feedback of the 
public’s opinion and predetermined by the marketing research2��.

b4) Designing messages, conferences, news conference, without forget-
ting any group of immigrants, so no one is left out, those legally 
in the country and the illegals. As well as messages for the natio-
nals born in the country so they do not feel offended and see the 
campaign as beneficial for him. 

 Development Who does it? 
 In this phase the consultant in P.R. and one or two publicity compa-

nies, to contrast creativities, and the politically responsible should 
work together, and all of them based on the private interests predeter-
mined in the earlier phases. 

231. For example, main message: Integrating with the Catalan citi�ens is your future���� Do not isolate yourself���� 
GO A�EAD. It could be supported with secondary messages such as: The Government works for all, forming the 
country. The term “all” generic, since if we were saying: The Government works for “you,” then the nationals of the 
country could feel themselves excluded as they see the government working for the immigrant, generating suscepti-
bilities like: What about us? Is the government working for us?Is the government working for us?
232. The difference in Publicity with respect to Publicity is that, although, both are public relations techniques, 
publicity is paid for and its purpose is to sell a brand name. �owever, publicity is free and through its propaganda it 
is not trying to sell a brand, granting it more credibility and trust than publicity. 
233. Marketing research, is the research of the market. 
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 How do we do it? 
 We should work with the brainstorming technique: 

a)  Brainstorming for the desired modification in the Catalonian public 
opinion based on predetermined public and private interests by 
the Previous Proceedings of Knowledge234 (everything previously 
done must informed to those participating in the brainstorming 
and marketing research.) 

b) Brainstorming for the multicultural strategy of politically opposed 
leaders: their strong and weak points, as well as that of their equi-
pments and companies, their multicultural relations and their 
environment, possible criticisms and threats. 

 The phases of the brainstorming should conduct to: 
a) A potential list of quality multicultural messages that may generate 

credibility and confidence. 
b) A segmented evaluation of these messages by objective, that is to 

say, that each message has to be addressed to its particular audien-
ce: messages for teenagers, young adults, older adults, immigrants 
and other groups, differentiated as a function of our objective. 

c) An evaluation of the best communication channels for each 
message23�. 

 Key success factor for phase III. 
 Whatever the message, it is very important that we have ready a 

response confirmation the message, in such way, that if the campaign 
has been successful, all the society should identify us as the initiators 
and sponsors236 of the campaign. But if for some reason a crisisBut if for some reason a crisis 

234. Previous Proceeding of Knowledge is the strategy of the Organi�ation to learn as much as possible how their 
clients think, behave and act individually. In this manner it is possible to be able to persuade based in the private 
interests of the Organi�ation and the private  interests of the Client. For example the fidelity file provide us with 
valuable information, since they are based on the purchasing and consumption basket we would know how our 
client thinks and acts. Marketing for clients, coordinated by JosŽ Daniel Barquero, 2003, p. �4.Marketing for clients, coordinated by JosŽ Daniel Barquero, 2003, p. �4. 
23�. For example, it is useless to try to persuade the �ispanics of Barcelona through the La �anguardia newspaper, 
since they do not read it, it would have to be through other communication media, which they read like the news-
papers Metro, 20 Minutos, El �ispano, or Que�� 
236. According to Santesmases, we understand by Patrocinio a “public relations mode that consists of the finan-
cing and support of events and social and cultural initiatives, with the purpose of causing a favourable image of the 
sponsor among the audiences to which it is addressed, so as to predispose the public to purchase the products of 
the sponsor. Sponsoring is sometime confused with patronage. In the Spanish speaking countries, patronage is asso-
ciated with the financing of cultural and artistic activities, while sponsorship is associated with publicity practices 
(like financing a television program) that have strictly commercial purposes with the attainment of a direct benefit. 
With the growing difficulties that publicity is facing to capture the attention of the target audiences, due to the sa-
turation caused by the high investments and phenomena such as �apping, sponsorship is proving to be an efficient 
publicity instrument alternative to promotion.” Marketing Terms: Dictionary, Database,  693.
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 occurs, we should always have an alternative ready to detour atten-
tion to other important points of the campaign and provides us with 
timely reaction capacity and at the opportune moment. 

 Phase IV: Identification of the clients, which are the multicultural 
objectives. 

 Objective: Analy�e which is our target audience237 to persuade and how 
to differentiate from the rest of the segments of society238.

 Necessary Inputs: 
a) Segmented and Quantitative market research that may allow us 

to differentiate the state of the society and their public opinion 
regarding the multicultural factor. This action should provide us 
with a deep understanding, unprecedented, of the diverse opinio-
ns, based on the different groups, voting and non-voting. 

b) �tili�ation of the social sciences to know the attitudes and reactio-
ns of our audiences to our ideas and multicultural messages, and 
to know how they think, behave and act as an individual and as a 
group. 

c) �se of the Procedures of Knowledge within the Municipality, the 
Autonomous Government and the Central Government, which 
would provide ample information and documentation of the 
social reality about the groups and target audience to persuade, 
and about all that interests internally and externally. 

 Output 
 Identification of the segment of the public to persuade, responding 

to multicultural differentiating factors such as: age, sex, race, geogra-
phical origin, religion, geographical criteria, demographic criteria, 
socioeconomic criteria and cultural criteria. 

 Development Who does it? 
 We need a decision making group formed by the politicians respon-

sible, the sociologists, the P.R. consultants, the market research 
consultants and the experts in multiculturality. 

237. We understand by objective public, also called Target, part of an audience that because of its socio-demographic 
characteristics, is selected as the objective in a publicity campaign. 
238. We understand as segments of society part of an audience or market in which the components or elements have 
specific common characteristics. 
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 How is it done? 
 We first examine the evaluation from the market research to determi-

ne the segments of public opinion to consider. Then, after analy�ing 
the rest of the data, and specially, the opinions of the different groups, 
we must come to a consensus about which segments are our objec-
tive, what are our expectations regarding each one and what type of 
message is more suitable for each segment. 

 Key factor for success at phase IV. 
 In multiculturality the public is usually divided into three very diffe-

rent segments: The citi�ens born in the country, legal immigrant 
citi�ens and illegal immigrant citi�ens. An MMPS campaign will not 
work if it is only capable of mobili�ing one of the three segments, 
because the others will feel excluded or attacked by this mobili�ation, 
even if it is positive. Therefore, the global message has to convince all 
three segments, although each one may be persuaded through secon-
dary well-differentiated messages. At times, once the immigrant has 
legali�ed his status in the country, he thinks differently from the time 
he was an illegal alien. 

 Phase V: Identification of campaign channels239.
 Objective: How to identify the best channels to direct the campaign 

with the message we want to impress on the target240 audience and 
that it coincides with our interests? 

 If we have the support of our audiences towards the multicultural 
message, nothing can make us fail, and since, we know how they 
think, act and behave, we offer to them what they want to hear and 
what we are willing to do for them, since it would be in their interest 
and society’s in general and everyone will end up winning. 

 Necessary Inputs 
 We must do a commercial research about the channels, such as, Inter-

net, T�, etc. used in prior campaigns, even if they were not about 
multiculturality, but that were addressed to the target audience we are 
interested in. The objectives to know their main interests, worries, etc. 
in this manner it will be easier to win them over to our cause. 

239. We understand by channels all the media and helps we can use to get our message to the intended target audi-
ence. 
240. According to Santesmases, Target group is the “English term used to design the objective audience of a 
commercial action”. Marketing Terms: Dictionary, Database, 862.Marketing Terms: Dictionary, Database, 862. 
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 Output. 
 List of channels, identifying for each one: the audience it will be direc-

ted to, the objective goal we are aiming at, the strength within the 
global channels.

 The channels may be:
a) Newspapers and means of communication.
b) The politicians themselves with their speeches and messages.
c) Representatives of entities and organi�ed groups.
d) Strategies that in��uence in an implied manner the multicultural 

vision of the public opinion, for example: script for a television 
program, promotion of specific public symbols, and organi�ation 
of events. 

e) New channels (Internet, sms, etc.). 
f ) Create independent241 platforms that will support us during the 

campaign. 
g) Opinion leaders. 

 Development Who does it? 
 A decision group formed by the politicians responsible, the sociolo-

gists, the P.R. consultants, the market research consultants, the experts 
in multiculturality and consultants speciali�ed in communication 
media. 

 How is it done? 
 First, we must be sure of the messages to communicate and the audien-

ce we are targeting. The objective is identified through work done in 
phases I through I�, which by now is already finished. With these data 
and the history of previous campaigns we should be able to make a list 
of the various possible communications channels. We should evalua-
te, as a team, the pros ands cons of every channel and their potential 
application in order to obtain the final list with the characteristics for 
the campaign. We should also foresee possible crisis situations, for 
example, if a leader says he supports our campaign and then a video 
appears where he is supporting the opposite.

241. Independent Platforms are those organi�ations that benefit from our private interests, and therefore, are inte-
rested in our project becoming a reality since for them it will be part of their success. Also the association of 
particular independent groups can be encouraged with the purpose that as their interests coincide with ours they can 
give us moral strength, as they support our arguments which benefit their own organi�ation.
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 Key factor for success in phase V 
 The best channels are those indirect used by the P.R. for their duration 

and credibility. If we want to be able to persuade public opinion and 
for the message to be ingrained for a medium and long term, especia-
lly if the type of messages used are those called “rally messages”, that is, 
those with few arguments, we should then use the indirect channels, 
which have a longer duration in time and have a greater credibili-
ty242. 

 Phase VI: Pilot Test Objective: Ensure Success 
 Test, in a laboratory, our communication campaign on people who 

form groups from the target audience243, in order to determine its 
validity and identify areas for improvement. 

 Necessary Inputs 
 We shall already have identified the communication channels, the 

messages and the type of public we want to address and persuade. 
 Output 
 Approval of the key elements of the campaign (message, audiences 

and channel), which may have been modified after the pilot test and 
which will validate or rectify our global strategy of the campaign. 

 Development Who does it? 
 Speciali�ed consultants in market research and P.R perform it.
 How is this done? 
 We must have a Contrasting244 Laboratory at hand to test our metho-

dology, comfortably and with ease, so our groups may respond to our 
issues without external in��uences. 

242. Example: when we speak about Publicity, we say, “It is important that we all work to obtain the integration as 
a citi�en of the immigrant.” The P.R.s insist that third parties and organi�ations transmit our message to the public 
opinion because we have convinced them. From the moment we present our message and we have NGO’s, scientific 
organi�ations, the citi�ens themselves supporting it, credibility and trust are produced. 
243. According to Santesmases, by Objective or Target Audience we understand the segment or segments of the 
market that are trying to be reached with the publicity actions. It is an equivalent term to “target market.” Marketing 
Terms: Dictionary, Database, Ariel Publisher, Economics 200�.p.77�.
244. Contrasting Laboratory, as its name indicates experiments are done and contrasted with people that are part of 
the objective or target audience and with a prior payment commit themselves to tell us the truth about their way of 
thinking as we present to them the messages for our persuasion campaign. You win the next elections, JosŽ Daniel 
Barquero, 200�, p. 13. 

clash_cultures.indd   296 10/4/14   10:46:45



297

MMPS MET�OD AND ITS APPLICATION

 For this the following steps must be taken: 
a) Selection of several groups of people from each one of the selec-

ted segments. In our model, immigrant with (legal) or without 
(illegal) residence papers, national citi�ens based on the parameters 
established by our sociologists. 

b) A first interview to determine their opinion about multiculturality 
and what it represents for them. 

c) Selection of campaigns and segmented messages. 
d) Application of the different campaigns and messages to the to the 

groups of people, that is, based on the messages we want to incul-
cate on our target audience, we previously test it on the public to 
understand its applications. 

e) A second interview to determine if their opinion of multicultura-
lity has changed or not. 

f ) Identification (by crossing data) of the messages-campaigns-
segments that worked better among the citi�ens that were tested. 

 Key factor for success in this phase 
 We must let professionals handle the pilot test. At this moment is 

when the P.R. people come into play. Any interference by the political 
or public powers will produce a slant that will prevent us from obtai-
ning scientific conclusions. 

 Phase VII: Launching of the campaign: the success formula applied 
to multiculturality. 

 Objective: Execute the campaign with guarantee of multicultural 
persuasion. 

 Execute and administer the campaign aimed to persuade the public 
opinion based on the antecedents exposed related to the multicultural 
factor; the object of our project. Namely, that the foreign citi�en and 
the national citi�en accept our message. 

 Necessary Inputs 
 Because of the previous phases by now we should have defined and 

characteri�ed what needs to be done regarding the messages, channels 
and target audience. 
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 Output. 
 The campaign is executed in accordance with the strategic plan. 
 Development Who does it? 
 The political team should determine an independent professional and 

trustworthy group, speciali�ed in communication, Marketing and P.R. 
They should head the campaign under the supervision and consensus 
of the politicians and based on the private and public interests. 

 How is it done? 
 Although we now have a clear understanding of the objectives, 

segments, message and channels, we must act with precision. There-
fore the following tools are fundamental: a) Budget with precise 
item entries and people assigned to be responsible for each one of 
the items. b) Precise timetable of the communication stages and the 
order in which each one should be implemented. c) Divide the macro 
campaign into small projects and assign people to be responsible for 
each input and output. 

 Key factor for success in phase VII 
 The campaign must manage to make the multicultural interest of 

the political power (private interest) coincide with that of the target 
audience (public interest), in such a way that both mutually benefit 
in order to have the support of the audiences, and consequently, of 
the public opinion that those audiences generate (this aspect will be 
explained with two examples at the end of the chapter). 

 Phase VIII: Sustaining the campaign Objective: How do we generate 
news? 

 Sufficient news must be generated around the campaign in order to 
make the campaign more effective and newsworthy to increase its 
repercussion. 

 Necessary Inputs 
 We must clearly know which are the elements in society, which may 

act as a sound box for our campaign. 
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 Output. 
 Agreements, contacts, meetings and networking24� with the previously 

identified organi�ations, platforms and institutions. 
 Development Who does it? 
 It is in the hands of our political team with the support of the press 

team and P.R. experts. 
 How is it done? 
 Once the campaign has been launched we should use, besides our 

direct channels, all other elements that may maximi�e the message: 
a) Relationships with pressure groups. b) Relationships with multi-
cultural associations, platforms and institutions. c) Special attention 
to NGO’s. d) �se the independent and speciali�ed media to present 
our project. e) Persuade the leader or leaders so as to have them haul 
in the groups they have in��uence over. f ) Persuade the multicultural 
organi�ations. 

 Key factor for success in phase VIII 
 To understand what media and organi�ations we are addressing, as 

well as their leaders. We should have a strategy prepared for a crisis 
situation in case one of the leaders provokes or causes any undesirable 
news during the campaign period.

 Phase IX: Evaluation of the Campaign. Objective: Has it been a 
success? Have we persuaded?

 To measure the final effectiveness of the campaign, as well as identi-
fying areas for improvement in future projects and to achieve being 
constantly present in the mind of the citi�en. 

 

24�. According to Santesmases, Networking is the way or system to organi�e a group of people that need to work 
together in a related manner in which there is no hierarchical structures, because each person or group assumes full 
responsibility for what he or she has to do and responds to the other people or groups with which he interacts in 
order to perform his job. This works requires that each person do his job forming a kind of network, with responsi-
ble nodes for work and links of communication between each other. Each group or work or service-producing unit 
is autonomous and responds to the other ones with the necessary action and on the appropriate time. This type 
of work system may be applied to many areas of productive activities. (Roig y Briones, 1993)”. Marketing Terms: 
Dictionary, Database, p. 6�7. 
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 Necessary Inputs 
 Objectives to measure effectiveness in the campaign:

a) �ave we done something good for society?
b) �ave we informed of this good?
c) �as public opinion changed?
d) �as the multicultural behavior of the society changed?
e) �ave we attained the necessary credibility and trust that manifests 

itself in votes for the politicians? 
f ) What to the surveys of vote intention say? 
g) �ave they voted for us? 

 Output. 
 We should be capable of relating, graphically and numerically, the 

work reali�ed during the campaign with the change in way of thinking 
and acting of our society. We should also prepare a list of corrective 
measures that could have helped us to perform even better and that we 
may use in the future. 

 Development Who does it? 
 This is to be performed by the consultants speciali�ed in sociology and 

market research. 
 How is it done? 
 During and after the campaign surveys shall be performed on public 

opinion to determine if they are modifying their perception about 
multiculturality. Their comments, support of communication media, 
platforms, etc.  should be analy�ed. It is very important that these 
surveys be identical, in format as well as in execution, to those perfor-
med in the initial diagnostic. Likewise ratios and data shall be measured 
which imply a change in multicultural behavior of the Catalonian 
society, such as: number of immigrant businesses opened; number of 
immigrant children in the schools; married couples of immigrant with 
non-immigrant; percent of immigrants living in each neighborhood, 
etc. 

 Key factor for success in phase IX 
 It is obvious that public opinion may change since it is, without any 

doubt, possible to persuade public opinion in a short to medium 
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period of time. We should be able to measure this change through 
surveys. In order for modifications to behavior not to be a temporary 
passing fashion, it requires some time for the new ideas to settle down 
in the minds of individuals. Therefore a final evaluation is needed to 
determine the success of the campaign. Also medium to long-term 
measures are needed to maintain the campaign. 

 To finish this section and as a summary we have “visuali�ed” the 
MMPS method in a double entry chart (phases and components). 

Figure 33: Comparative Chart of the Phases 
of the Persuasion Method MMPS 
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5.3.2. Differences with the Bernays Method 

Figure 34: Comparative Chart between the phases in the Bernays 
and the MMPS methods. 

After a first analysis we can observe that Bernays’ persuasion model has 
not only been amplified in the number of phases and content but also the 
techniques used in research, definition and diagnosis, among others, have 
been improved quantitatively and qualitatively, since they allow for more 
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abundant, precise and scientific results. Likewise, we emphasi�e the introduc-
tion of new techniques and strategies, such as: benchmarking, management of 
knowledge, brainstorming, networking, client marketing, protocol, lobby, conti-
nued information, publicity adapted to modern times, new actions to generate 
credibility and trust, new ways of making interests coincide, the use of a socio-
logical Lab to test a section of the audience and obtain their opinion, among 
others, as it can be perceived in reading the description of the model. In this 
initial analysis we can see that in Bernays’ model the application system was 
“trial and error”, namely, that the P.R. campaign was addresses to the whole 
public, if it worked it was maintained and if it did not it was modified based 
on the answers and needs of the public. In the MMPS, not only is a pilot 
test performed (Phase �I) in the contrasting laboratory, with the purpose of 
improving or modifying the campaign if it is not having the desired results, 
before it is implemented to the whole target audience, but also, prior to the 
pilot test a crisis plan is established (Phase II) in order to have several tools 
already designed before such situation arises. 

Another of the aspects that appears as an innovation in the MMPS is the 
importance of defining the messages that are going to be transmitted to the 
target audience, classifying them in main objective and secondary objectives, 
as well as, as a particular attention to identify the best channels to direct the 
campaign through them with the message we are addressing to the target 
audience. It is at this point where we have seen an important evolution in the 
persuasion method of Bernays and the MMPS, an this is the introduction 
of new channels, such as: Internet, sms, blogs, scripts of television programs, 
among others, as well a, an outstanding analysis of all the communication 
channels, evaluating for each one the pros and cons, as well as their poten-
tial in the application of said campaign and identifying for each channel the 
public it is oriented to, their aim or purpose and its strength among the whole 
lot of channels. 

We would have to specify that one of the great pillars that the MMPS 
method has inherited from the persuasion method of Bernays is to make the 
private interest of the client, who hires the specialists in public relations, coin-
cide with the public of the target audience to whom the persuasion campaign 
is aimed at. 

Another of the points of the Bernays method that has been incorporated 
to the MMPS is the definition of the strategy and tactics to be used during 
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the persuasion campaign. Bernays deals with these points in phases two and 
seven. 

The execution and management of the campaign with guarantee of persua-
sion also has a fundamental part in both methods, although we have to 
mention that on the MMPS it is developed with control and follow-up of 
the budget which id detailed by item and with someone responsible for each 
entry, as well as, as a temporary detailed plan for each one of the communica-
tion stages planned in the strategy. 

A new phase, with regards to Bernays model, is the ninth phase, which is 
the evaluation of the campaign. The evaluation of the campaign in a short 
and medium term allows us to measure the effectiveness and point out areas 
for improvements in future projects. To be able to perform an evaluation it 
is necessary to know the efficiency measures of the campaign, namely, relate 
in a graphic and numeric manner, the efforts performed against the results 
obtained. Considering aspects like the benefit to the society, if we have made 
it known, if public opinion has changed, etc. 

It is important that speciali�ed consultants in sociology and market resear-
ch perform this phase. As part of the evaluation, a list should be prepared of 
corrective measures that could have been used to increase the success of the 
campaign. 

5.4. Field Study: Case of the Chinese businessmen in Catalonia

Next we present our field study that consisted of applying the MMPS 
method to a real case. In this final section we shall go directly to the expo-
sition of the phases of the model since the contextuali�ation is explained in 
Phase I 

5.4.1. PHASE I: Analysis of the multicultural situation and diagnosis 
and definition of the problems 

The definition of the context and the cause of the initial problem is cente-
red in the bad image that the Catalonian public opinion has of China and, 
particularly, of Chinese businessmen who do business in Catalonia. It is 
believed that they do an atrocious and unfair competition in Catalonia and, 
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specifically to the Catalonian businessmen. This competition is centered not 
only in the importations, but also in the Chinese businesses that open in all 
the neighborhoods. This problem is in the minds of all the citi�ens and it has 
been ratified, among others, by a study done by the newspaper “El Mundo” in 
its section “New Economy” on the 27th of November of 200�, where roughly 
they explain that the “Chinese commercial formula” is based on a great dosage 
of personal and family sacrifice that the Catalonian business community is 
not willing to pay. According to the study in the New Economy246 the Small 
and Medium Companies (PYMES) from sector like, hardware stores, linen 
goods, drugstores, and seafood lose about 2�% of their sales by the presence 
of these other businesses, whose legal status is questioned by many. It is esti-
mated that in the Madrid community there are more than three thousand 
and in Catalonia, which is our concern at this time, there are more than four 
thousand Chinese businesses. 

The Catalonian public opinion re��ected, according to this study, a clear 
rejection towards the Chinese business communities of Barcelona, Tarragona, 
Leida and Girona, because of the great competition that the Chinese immi-
grants exercise on this four cities on the Catalonian textile sector, among 
other sectors. The Chinese competition, in theory, was harming them and 
was creating a great crisis at the commercial and business level that was trans-
cending to the rest of Spain and Europe, according to the abovementioned 
communication sources. 

The Chinese government acknowledged this worry through its Association 
of Institutional and Public Relations based in Shangai (organi�ation similar to 
a Department of Foreign Relations) and the Association of Chinese Businesses, 
based in Barcelona (that defends the interests of its Chinese associates), and 
gave us the professional task to persuade the Catalonian citi�ens, in general 
and the Catalonian businesses in particular, to not perceive the Chinese busi-
nesses as a public menace and to put a stop to the negative comments and 
articles that damaged them. 

This reality was seen in specific acts like the retention of Chinese textile 
products at all the European �nion Custom �ouses during the summer of 

246. New Economy is a supplement of the El Mundo newspaper.
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200�247, as well as the claims248 stated by the Catalonian associations of busi-
nessmen through their guilds and professional institutions, that denounced 
the threat to their livelihood of China and its products since they were not 
able to compete under equal circumstances. We were present and aghast at 
the burning of large warehouses, which stored Chinese shoes, property of 
Chinese businessmen, also in other autonomous communities, such as �alen-
cia, we saw in the summer of 200� in the T� news in channels Antena 3, 
Tele� and T�E1249. 

On the other hand, everything seems to indicate that the traditional stores 
in several neighborhoods are losing profitability after having survived through 
the difficult 1990’s at the assaults made by the large department stores (Carre-
four, Alcampo, etc.) and the chains of free service and large discounts (D’a, 
Lidl, Plus), and now, they are facing a much more powerful enemy: the 
Chinese retail commerce. 

At their stores they sell everything, from kitchen utensils, drugstore 
products, stationary and office supplies, toys, linen goods and food, and they 
are always open. Backed by the new convenience store format, that seeks to be 
open for longer hours and is located close to its clients, this type of business is 
run by the Chinese immigrants, and is causing an authentic commercial revo-
lution in the neighborhoods of cities in Spain and it is ra�ing the old model 
based mainly in selling cheaper and for longer hours. 

In the face of this, the Catalonian businessmen believe it is impossible to 
compete. ÇThe main advantage of the Chinese stores is that they do not have 
any labor costs, because the whole family works in the business, and this 
makes it possible for them to have any work schedule they want. Besides, theirBesides, their 
communication networks allow for them to be very ��exible in the search and 
purchase of productsÈ, says Antonio D’a� Morales, professor of marketing in 
the Institute for the Enterprise. 

247. CAMARERO, Jose M. “The large department stores are looking for suppliers at the possible collapse of the 
Chinese textiles. The clothes for the next season are already in the Spaniard clothes stores, nevertheless, certain speci-
fic types of clothes are not available”. ABC. August 26, 200�.ABC. August 26, 200�. 
EFE. “The EC and China started the second round meetings to try to end the textile crisis”. El Mundo. August 26, 
200�. AL�AREZ, Dolores. “Spain is seeking a compromise that would calm the industry and the textile distribu-
tors”. La �anguardia. August 26, 200�. NA�ARRO, Beatri�. “The first negotiating meeting between the European 
union and Beijing ended without an agreement”. La �anguardia. August 26, 200�. GARCêA, Fernando. “Madelson 
said that the textile crisis is causing risks of lack of supplies and increases”. La �anguardia. August 31, 200�.La �anguardia. August 31, 200�. 
248. Among the claims we find the following: the unfair competition from low cost products; the tax benefits of 
opening a new business for the Chinese versus the higher taxes that established Catalonian businesses have to pay, 
etc. 
249. News issued during the 10th, 11th, 13th and 28th of June. 
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The boom of this type of establishments – we do not know their exact 
number because they are not registered, some believe there are more than ten 
thousand in all of Spain– started at the beginning of the year 2000 with the 
opening of ba�aar type stores, inherited from the old “Everything for One 
�undred” –now everything is for 1 or 0.60 . But in more recent years, the 
business has been diversifying and you can find Chinese stores speciali�ing in 
food, food supplements, seafood, jewelry and fashion. ÇThe stores Everything 
for One Hundred of the 1980’s did not include textile products, now they do. 
Besides, since a couple of years ago they are also offering food to the publicÈ, 
comments Alfonso Te�anos, President of the Federation of the Independent 
Business Circle of Madrid (FCEI), which represents some twenty thousand 
businessmen in the region, and �ice-President of the Spaniard Confederation 
of Retail Commerce (Cecoma). According to him, this speciali�ation is now 
not only affecting hardware stores and drugstores but linen goods, lingerie, 
clothes stores, seafood, and neighborhood grocery stores. The data from that 
federation indicates that competition from the Chinese stores has caused a 
twenty to twenty-five loss of income in their annual sales and the number of 
business own by Spaniards going out of business has been quickly growing. 
As off July de 200�, New Economy estimates that the amount of sales of 
Chinese textiles in Spain was one thousand three hundred and eighty million 
euros, and the FCEI estimates this accounts for a six and a half percent of 
loss in sales to the textile sector in Spain. In Madrid, the traditional clothes 
commerce has reduced its income, in the first six months of 200�, by fourteen 
percent less due to competition from the Chinese sector( see graphs in the 
following pages). 

The Chinese example has proved that there is a niche for the neighborho-
od store to subsist, but under the premise that there has to be an enormous 
personal and family sacrifice that not all the Catalonian storeowners are 
willing to make. Many consider this campaign illicit and disloyal, although 
we should remember that the Catalonian botiguer (shopkeeper) grew and 
established itself due to its work spirit and dedication, similar to the actual 
Chinese stores. 

Although the law permits freedom of business hours to food stores with a 
surface area less than one hundred and twenty square meters, provided they 
do not exceed a maximum of twelve hours in one day, many complain that the 
Chinese stores break this norm and remain open more than seventy two hours 
per week. In the specific case of a Chinese travel agency in a downtown street 
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of Barcelona, its owners, who also own a supermarket nearby, keep them open 
from ten o’clock in the morning until midnight, every day. There they sell 
from bread to Rioja wines, including everything from groceries and drugstore 
products, but they not only offer Chinese products but also products of Spain 
and at unbelievable prices. This is normalÈ, comments Día� Morales, for them 
this format is very comfortable. They make use of their distribution network 
to bring in their products, in most cases from the large industrial factories in 
Madrid. To stock on articles like wine, detergents, and the like, they go to 
Superstores, where they purchase as retailers without receiving an invoice so 
they do not have to translate the �AT to their own customers. Now this is 
something, not exclusive of the Chinese, many other store owners, including 
Catalonians do the sameÈ. Another practice of the Chinese community is 
that they purchase products as a group. They join together to buy wholesale 
and obtain a better price then they are able to sell cheaper to their customers. 
This option is available to the Catalonians, as well. 

But the President of the FCEI is not worried about where they stock up 
nor the fact that the majority of their products Çare not homologated, they 
are not labeled and they do not certify their originÈ, what worries him and 
he has denounced this to the City Council of Madrid and to the Autono-
mous Community, is the irregularities that are committed and has demanded 
Çthat the law be enforced equally, just as it is to the rest of the businessesÈ, 
and adds, a store operated by Chinese is capable of filling with merchandise 
and open to the public in a matter of six to fifteen days, without the need for 
a construction permit nor opening permit, while a hotel owner has to wait 
eight months for his license. Besides, in these kind of businesses the whole 
family works –elderly people and minors- who do not pay social security nor 
taxesÈ. Precisely because their businesses do not have a license, their stores 
are not listed in the city listings and therefore are not being controlled. “The 
inspectors walk out with a printed list, and if they find a store that is not in 
their list they skip it, do not walk in but go to the next one”, complains the 
President of the FCEI. 

Felipe Chen, speaker for the Association of Chinese Merchants in Spain- 
representing some five hundred and nineteen in the whole country, insists 
that although there are some irregularities “like every where else”, these are 
a minority. Chen, who says he does not know the number of Chinese stores 
functioning at this time, is the owner of one store with license, in the Lava-
piés �one of Madrid, that is operated by his parents. �e assures that he keeps 
“normal” hours and closes for lunch and at 8:00 P.M. for the day, “just as the 
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other Chinese stores in the vicinity, or else it would be unfair competition for 
us too”. 

The Madrid Chamber of Commerce has just finished a census of the regis-
trations to the EAT (Economic Activities Tax). As off the 14th of October of 
200�, the number was four hundred and fifty thousand establishments, of 
these Çities impossible to know how many belong to Chinese citi�ens, states 
the Chamber of Commerce of Madrid and the same thing happens with the 
EAT in the Chamber of Commerce of Barcelona, they do not know how 
establishments belong to Chinese citi�ens. 

Due to the opaqueness of the registration and to the fact that the city 
councils to not have any numbers, the FCEI has decided to perform its own 
census. For the time being, and according to a first exhaustive study, on the 
streets of Madrid a total of one thousand eight hundred Chinese stores have 
been counted. Of these, sixty percent are in the food sector and forty percent 
in the textile sector. “Mr. Te�anos is convinced that there are really more than 
three thousand and most of them do not have a license”2�0. In Barcelona, at 
the centric neighborhood of Eixample, the Chinese stores proliferate even 
diverse businesses like bars and ��ower shops have been purchased by Chinese 
families from Spaniards. 

Graph 35: Textile Revolution from Chinese Commerce251.

2�0. Canales, Maria. “The Chinese stores are imposing themselves in the neighborhoods”. New Economy, El 
Mundo. November 27, 200�.
2�1. Fuente: FCEI sector textil. .A.�. / El Mundo 
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Even so, the Chinese Community living in Catalonia, understands but 
does not share this bad image that is generated around their businesses; and 
in consequence, to the rest of the community. For this reason we were hired 
to try to solve this problem. 

This group at the time of the campaign consisted of twenty-two thousand 
nine hundred and sixty people of Chinese origin. According to the Chinese 
Business Association and its President Ma, they do not feel despised for racial, 
social or religious reasons as sometimes happens to other groups of immi-
grants, their problem is the bad image due to unfair competition, as we have 
already explained, but Ma adds: The Catalonian businessmen can also produce 
them or buy them from China to sell here, just as we do, or negotiate and buy 
from other Spaniards, just as we do for products manufactured in Spain. This 
statement forces us to reevaluate the Catalonian business evolution of the last 
few years to be able to understand the present reality. 

a) In the decade of the 1980’s we see the Catalonian businessperson 
trying to save in costs, without there being a social repercussion in 
Catalonia. 

 The Catalonian businessmen from the textile and manufacturing sector 
in general, in the 80’s decade, chooses to reduce his production because 
of the high costs of labor and taxes and moves his factories Morocco 
where the salaries are three times lower than in Spain. Therefore they 
abandoned the expensive manufacturing facilities in Catalonia, since 
for example, the work shifts lasts ten hours in Morocco and eight in 
Spain, and social security fees and taxes were also lower. 

 The Moroccan businessmen back then complained of unfair compe-
tition because they said they could not compete with the Spanish 
products made in Morocco with Spanish technology and machinery 
with salaries similar to the ones those business men paid their own 
employees. The Moroccan businessmen complained that since they 
did not have the investment in equipment and machinery they could 
not sell at the prices the Spanish businessmen were selling for nor 
could they export and open markets in Spain due to the costs of sala-
ries and logistics, while the Catalonian businessperson was not only 
selling in Catalonia but also in their new market: Morocco. 
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b) The decade of the 90’s presents us with a Catalonian businessman 
who is trying to reduce costs but with a repercussion that has a 
multicultural Boomerang effect in Catalonia. 

 The Catalonian businessperson of the textile and manufacturing sector 
in general in the decade of the 90’s, chose to open businesses in China 
or for abandoning its production in Morocco since it is cheaper to 
produce in China and to import diverse products. Salaries are much 
higher in Spain for example: a worker in a factory in Spain makes 
nine hundred euros per month and works five days a week, in China 
the same operator with the same skill level, would make one hundred 
euros per month and works seven days a week in twelve hour shifts, 
the business aspects were very clear. 

 Yet it was not contemplated that the Chinese businessmen would 
soon learn to do the same the Catalonian and Spanish businessmen 
were doing to go to China to buy and sell, but the other way around. 
Why not go directly to Spain? And they did, contrary to what some 
people thought, they did have the money for investment in machinery 
and equipment, so they came directly to Catalonia, Spain and all of 
Europe. 

 Such was the success of these Chinese businessmen that soon other 
Asian businessmen followed suit and silently invaded Europe. 

We can visuali�e this in the following table: 

Table 36: Alien residents of Asian origin in 2004 distributed between 
the Catalonian capitals252: 

2�2. Source: Labor and Social Matters Ministry. Permanent Observation Office on Immigration, December 31st. 
�E-1�. 
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The constant criticisms and the main complaints that were coming from 
the Catalonian businessmen in the textile sector and that extended to the rest 
of society, were generating a negative public opinion against the Community 
of Chinese citi�ens, and against the country of China, preventing a normal 
integration of those Chinese citi�ens in Catalonia and a just appreciation of 
China in Spain. In fact, this integration was even more suspicious since as a 
group they are characteri�ed for being quiet, fast and non-con��ictive. 

On the other hand, the community of Chinese businessmen in Catalonia 
was worried. As they were exposing their problems, their leader Ma, stated, 
“That the market was free, and just as a Chinese resident in Catalonia can 
travel to China to buy products to resale in Catalonia, a Catalonian business-
man can do the same thing in reciprocity. As a matter of fact,” he continued, “ 
there are hundreds of Spanish businessmen who have been traveling to China 
since the 1990’s to buy Chinese products and to resale them in Spain, much 
before the current disembarking of Chinese businessmen in Spanish and 
Catalonian lands, and that it was because of this reason that we knew about 
Spain and decided to come and settle here.” 

The Association of Chinese Businessmen, lead by its President Ma, saw in 
this situation a latent danger which the newspapers were already starting to 
mention in their editorials (El Mundo, Current Panorama August-September 
200�)2�3 and producing a harmful image of the Chinese businessmen and of 
China. For this reason, even before he appeared on the newspapers (January 
200�)2�4, and fearing that this situation of a bad image for the Chinese, the 
Chinese products and China could go even further with possible boycotts 
and even some kind of crisis, Ma, on behalf of the Association of Chinese 
Businessmen and �ou, on behalf of the department of Public Relations of 
the Government of China, decided to approach us to prepare an unheard of 
P.R. campaign. They knew that the image that a businessman projects in his 
field of action, directly affects his professional endeavors and even the country 
where he performs his professional activities. 

2�3. “The E� blocks the importation of Chinese blouses, which adds to the jerseys and trousers”, El Mundo. August 
19, 200�. “The Generalitat transfers to Mandelson its displeasure for the textile agreement with China”, Panorama 
Actual. September 19, 200�. 
2�4. Lópe�, Maria Pa�. “Made in Italy”. La �anguardia. January 19, 200�. Granell, Francesc. “China, textile and 
fiscal deficit. La �anguardia. August 13, 200�. Schwart�, Pedro. “China, Àa danger?” La �anguardia. January12, 
200�.
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They had heard about out the MMPS method and decided to request that 
we apply it in this situation in order for them to recover their good image. 
They wanted to solve an important part of their problems and avoid several 
actions like the powerful Spanish pressure groups (lobby) acting against them 
requesting laws forbidding importations of Chinese products, etc. 

5.4.2. Phase II: Definition of the multicultural campaign objective. 
What de we want? 

The Association of Chinese Businessmen wanted to disassociate, and this 
was the main commission, among others, the following two concepts: 

a) Chinese Product = Low quality product and unfair competition.
 China = Country dangerous to the West, since it represents a very 

aggressive competition which will increase in the next years due to its 
exponential commercial and financial growth. 

b) Chinese Community residing in Catalonia = Oppose westerni�ation 
because of loss of identity of their children. That is to say, they are 
worried that their children being of the Chinese race may not know 
their own culture, tongue, traditions, and food, among other many 
aspects of their identity. 

Based on the two premises we established three OBJECTI�ES for action: 
a) The First Objective: was to try to disassociate the idea that everything 

Chinese is a synonym of bad quality. The public opinion believed that 
the Chinese products were bad quality products because they were 
very inexpensive. 

b) The Second Objective: was based on the fact of the westerni�ation of 
the second generation of the Chinese Community resident in Catalo-
nia. The Chinese Community sees how their children are immersed in 
the occidental culture, language and religions, losing every possibility 
to continue with their own culture and customs. One of the issues that 
most troubled the parents was that they did not want to promote the 
uprooting of their oriental culture in favor of the European culture, 
which they respect, but they do not want to lose their own culture. 
Therefore, the second objective was: to retain the roots of the Chinese 
community, without forming ghettos and promote compatible inte-
gration without the loss of their roots. 
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c) Third Objective. Improvement of the business relationships between 
both communities, the Spanish and the Chinese and consequently, an 
improvement in production and sales agreements, as well as an increa-
se in convergences between the two groups. Obtain a transformation 
of the “crisis” concept into the “opportunity” concept, which we shall 
later explain. Why this need? The purpose is to break the mental 
scheme that the Chinese business is an unfair and hard competition 
to the Catalonian businesses and the idea that it is only going to get 
worse in the future. The businessmen, Chinese and Catalonian, will 
really be able to demand better quality from the Chinese producers 
and be able to maintain the prices. 

5.4.3. Phase III: Identification of the multicultural message and 
communication strategy. How shall we persuade? 

In this phase, the most important aspect was to design the most adequa-
te campaign message to be able to impact the Catalonian-Spanish society 
and the Chinese community. In this case it was: TOGET�ER WE WORK 
BETTER, LET’S �NITE��, a phrase that said it clearly and directly. The elec-
tion of this phrase was determined by the importance of transmitting to the 
public that if in the Catalonian business environment there is this competi-
tion with the Chinese businessmen; this duality is an important factor in our 
economy as it is an opportunity where both parts can work together to obtain 
better benefits. For this campaign it was necessary to create and broadcast 
some secondary or complementary messages, which would strengthen the 
main message and would maximi�e the campaign. The messages were: 

Joining forces, we will get a better result. 

China comes in, let us know how to take advantage of this opportunity: let’s 
open new markets. 

The good businessman sees in every difficulty a new business opportunity. 
Catalonia and china deserve this opportunity, let’s make it real. 

•

•

•
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These complementary or secondary messages had the mission of motiva-
ting the Catalonian businessman and help him see that this competition was 
an opportunity for him, namely, that new markets and new business oppor-
tunities have been opened and that he has to take advantage of them since he 
may obtain important benefits. 

The communication strategy was directed to the Catalonian Government, 
the Spanish Government, the European �nion, the Chinese Government and 
to the Catalonian and Chinese Businessmen Associations, through communi-
cation media of both communities, businessmen from the textile sector and 
other Catalonian and Chinese businessmen. 

As it was a local campaign the local laws and regulations were taken into 
account, since Catalonia depends in part of Spain and in part of the European 
�nion, collaborating with these high institutions favored and enriched the 
results of our campaign. 

Our job was to find a public interest2�� that allowed us to generate a credi-
ble and trustworthy image towards these new Chinese citi�ens and since the 
function of the P.R. rests in understanding the diverse publics and to achieve 
that their private interests coincide so both may benefit, all this under the 
parameters established through the model and the communication campaign 
we are undertaking. 

5.4.4. Phase IV: Identification of groups and multicultural objectives. 
Who are we going to persuade? 

In order to set the highest success probabilities for the campaign it was 
important to identify qualitatively and quantitatively the specific groups 
of people we were addressing, as well as the multicultural objectives of the 
campaign. It was very important to segment the groups in order to make sure 
our analysis is properly done. The main reason was that if we did not have 
a prior knowledge of the public we were addressing then we run the risk of 
sending messages opposite to their private interests. 

2��. In our case the public interest consisted in helping the Catalonian businessman understand that the market 
conditions due to China’s entry into Spain is real and that he would have to take advantage of this opportunity to 
open new markets. 
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Therefore, in this phase the best was to take advantage of the development 
of the segmented and quantitative market research, to know the attitudes and 
reactions of our audiences to our ideas and multicultural messages and to 
find out how they thought, behaved and acted, individually and as a group, 
and from here infer what the public opinion of the Catalonian and Chinese 
societies would be. In this manner we determine the segments that are related 
to our objective, what we can expect from each one of them and which is 
the type of message more suitable for each one of them to avoid a possible 
failure. 

The segmentation was performed considering the following variables: 

a) Sex 
 In the last decades this type of segmentation has been contributing 

notable information, which re��ects the changes that public opinion 
has been developing in purchasing, thinking and acting. 

b) Age 
 The “age” parameter is usually fundamental in any campaign for cultu-

ral reasons, of strong generational differentiation, purchasing power, 
etc. In this campaign in particular, this segmentation was fundamen-
tal. The test survey applied to both groups determined that the age 
group between twenty-five and forty-five was very reluctant to change 
and here was where we had to reassert our efforts. 

c) Socio-demographic
 Is the most descriptive and called the direct segmentation method. 

�sually matrix analysis is done over a combination of several 
sociodemographic variables. In our case the use of psychological, 
sociological and anthropological factors such as, the desired benefits 
(of the observed behavior), is very important, as well as the concept 
they have of themselves and their lifestyle, to determine how the 
multicultural market is segmented by the predispositions of the 
groups within the market, and their reasons, for making a particular 
decision about a product, person, ideology or to change their atti-
tude or to use a particular media. Demography and socioeconomy 
(the next factor) are used as a means of constantly checking to verify 
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 that the marketing segmentation of the psychodemography2�6 is better 
than other types of segmentation, including the user and non-user 
groups.2�7. 

d) Cultural and socioeconomy 
 With this parameter we tried to respond to the heterogeni�ation process 

of the behavior of consumers in the affluent societies versus multicul-
turality and how the change would affect them with the new societies. 
Economic progress, material wealth and improvement in education 
have generated a growing personali�ation of the behavior of the consu-
mer where the socio-demographic criteria (rent, age, sex, etc.) explain 
it less every time. The socio-economic segmentation starts from the 
idea that individuals who have very different socio-demographics and 
multiculturality may have similar consumption behavior and, inver-
sely, similar individuals may have very different behaviors. In spite of 
the recent interest that these models have aroused, they have a premise 
that hinders their scientific acceptance: its empiric origin and the lack 
of an underlying conceptual framework. The following methodology 
also presents some problems: first, it is based in the stated needs and 
nothing allows us to think that they describe attitudes and behaviors; 
second, they use a heuristic to classify lifestyles, and we know that this 
will not provide us with the optimal solution, besides it incorporates 
subjective interpretations by the authors. 

5.4.5. Phase V: Determining the proper communication channels for 
the campaign. How to identify the best channels? 

The channels chosen for the broadcasting of the campaign was another 
key factor. The reason for this is that if the proper channel is not selected the 
message may never arrive to the target audience, or arrive transformed based 

2�6. Psychodemography, the study of lifestyles, defines the search for prospects beyond merely the demographic 
data. �nlike the information about lifestyles, the creative persons can prepare advertisements that catch the atten-
tion of one or more segments. The agency and the clients of the mass media will select the right venues to take the 
message to the target group. Psychographic Research: Different research campaigns speciali�e in diverse types of 
information. The different reports present information about what kind of product people are buying, what brands, 
who buys them and their demographic level and psychographic differences, how people react to the products and the 
ads; purchasing styles of the people and the media that reaches them. In the transmissions field, the different services 
report their estimations as to how many homes with a T� are watching certain programs and in which stations. 
Some of these data has the purpose of helping the publicist to select the audiences of his interest. http://www.
rrppnet.com.ar/publicidadparalosnegocios.htm. 
2�7. Emanuel �., Demby: “Psychographics revisited: the birth of a technique”. Marketing News, January 2, 1989, 
p. 21. 
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on other interests and needs exogenous to us. For this reason we invested time 
and effort through the press2�8 agents of renowned prestige, since they are the 
people in charge of the relations with the communication media they can 
give notoriety in news form to our messages, on time and at the opportune 
moment, without other in��uences distorting the message and prepared for a 
crisis situation. 

For the selection of these channels we proceeded to perform a commer-
cial research to determine which were the most effective and trustworthy. 
Among them, the communication media that the Chinese themselves have 
established for themselves stood out, for example the informative newspapers 
published in their own tongue (Mandarin) by some associations, such as, Asia 
�ouse, The Association of Chinese in Spain (Xibanya huaqiao huaren xiehui), 
Association of Taoismo and Chinese Culture, among others. These include 
themes of common interest like legislation, Spanish culture, and news of their 
country of origin. The main benefit of this communication channel is that it 
is addressed to a specific group of public opinion2�9 . 

The messages sent to this media also served to inform the public we wanted 
to favor, first through their own media, and in their own tongue, before they 
heard it in some other media. The rest of the messages were sent to all the 
conventional media of radio and television. These are detailed in the Commu-
nication260 Agenda of the Ministry of the Presidency, State Department of 
Communication. 

2�8. The role of the Press Agent, began early in the 20th Century (1906) in the �nited States of America by the 
hand of the newspaperman and press agent Ivy Ledbetter Lee (father of Business and Institutional Communication 
and of Public Relations), who offered the first serious contribution to the theoretical and technical body of this 
communicative activity, clearly separating what is Information from what is Publicity, with the ensuing help of the 
American communicator George Creel, indicating that the work we perform in behalf of companies and institutions 
consists of providing the press and the public, quickly and precisely,  with information material about any subject of 
value and interest that is worth being known by them.  
2�9. Likewise, just as quoted by the authors Belch and Belch (200�) besides being selective, permanent and offering 
a high printing quality it provides: -Creative ��exibility: si�e, types and placement of the publicity material. Example: 
pull-down pages, full pages, insertions. -Prestige that the advertised product receives in publications that enhance 
its image. -Receptivity and involvement of the consumers. Consumers are more receptive to publicity in maga�ines 
than in any other media, except newspapers. -Special services that some maga�ines provide to their advertising 
clients. For example, divided prints, published in different units of the printing, which allows for an estimation of 
the response. 
260. The Communication Agenda is a guide issued by the Ministry of the Presidency, State Department for Commu-
nication that collects a compilation of the necessary services for professionals of the communications Media, as well 
as, for everyone in Public Administration who require this information. The content of the Communication Agency 
includes official press services, foreign administrations, International Organi�ations located in Spain, National Press, 
Foreign Press, national radio and television stations, publicity agencies, communication companies, audiovisual 
production and public relations, all the political parties and business organi�ations and unions.
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The reason for using a conventional media like television was because it is the 
best sales media due to its audio-visual261 combination. 

Another media utili�ed was the radio, which offers the advantage of making 
impacting productions at a low cost. Besides, it is a media that has remained 
stable through the years262. 

5.4.6. Phase VI: Pilot Test. Let’s make sure of success! Check it out! 

With the purpose of improving the effectiveness and efficiency of the 
P.R. campaign we performed a contrasting of each one of the phases of the 
campaign, observing those points that needed to be modified or improved so 
the definite campaign would have a better repercussion.

Those elements or factors that produced good results were maximi�ed. Like 
for example, the contrasting we did on a group of two hundred businessmen, 
Catalonian as well as Chinese in Catalonia, and we observed that the thirty-
two messages that we sent over the Internet were very well received and were 
able to modify opinions based on the surveys done on the same pages and by 
the ranking of Alexa.com263, which indicate to us the number of visits and 
acceptances. We, therefore, maximi�ed this media as communication channel 
besides the numerous articles in form of publicity mentioned throughout the 
study and other information sent to three hundred communication media. 

261. This media has multiple advantages: It is the only media capable of reaching a national and regional audience, 
by using television networks in a minimum of time with excellent range. (The range of our problem was regional).(The range of our problem was regional). 
The spots may be adjusted regionally (Based on the existing needs in Catalonia). It is reasonably efficient in cost per 
impact (Price-results). Flexible in terms of time: night, day, duration of the message and type of programs (Specially 
those on multicultural subjects). �as the possibility of special sponsorships (Movies, series, sports). It is an extraor-
dinary channel for creating image and prestige (In a short period of time). The intermediaries and retailers feel very 
well supported when the producers use this media (Generating credibility). 
262. This media represents multiple other advantages:   
-Good ��exibility by region  (�our of the day and si�e of the message)
-Low cost per advertisement (Compared to T�).Low cost per advertisement (Compared to T�). 
-Fast and easy production allows for a quick reaction to contrary messages (Competition). 
-Easy to divide into sections (By difference in multiculturality or cities, based on the type of immigration). 
-The ��exibility in changing the message (record again without costs). 
-Important range and wide coverage (With the different programming formats and geographical coverage allowed 
by a high number of radio stations of different spheres: national, regional and local). 
-Stimulates imagination (As the listener has to construct his mental images). 
-Allows for the promotion of local acts and events (That we may care to produce)
263. www.alexa.com Web page that indexes the web pages and ranks them by number of visitors.

clash_cultures.indd   319 10/4/14   10:46:51



320

�OW TO A�OID T�E CLAS� OF C�LT�RES AND CI�ILIZATIONS

The evaluation tools were internal and external. We used audits and research 
and image studies; qualitative survey of decision criteria, retroactive analysis 
of the campaign’s effectiveness, comparative benchmarking with competitors, 
mystery shopping264 to evaluate the results of the campaign considering the 
following questions: 

a) �ow many people have we reached with our message? 
b) Which segments of the target audience have we reached? 
c) To what degree has the message been understood? 
d) Study the change in attitudes after having listened to the multicultural 

message. We maintained an expositive coherence to allow for compa-
rison of the evaluation instruments, which allowed us to know what 
we needed to improve or modify our presentations. Lastly, emphasi�e 
the importance of performing these contrasting tests at the end of 
each one of the phases to assure the quality of each one a priori and 
not a posteriori, that is, not to wait until the several of the phases have 
been done. 

5.4.7. Phase VII: Launching the Campaign: the method applied to 
multiculturality. Executing the campaign with a success guarantee of 
multicultural persuasion

After all, and each one, of the points of the above phases which was stra-
tegically planned has been performed then we proceed to the launching of 
messages through specific channels, contrasting to check, etc., in order to 
implement the various objectives. 

264. Also called mystery shopper, is a technique that consists in simulating a purchase or contracting of a service, 
carried out by a qualified team of people speciali�ed in said technique, with the purpose of detecting and evaluating 
a series of specific variables previously defined, at the sale point or store, pretending to be a client and requesting the 
products or services offered. Such model allows the measuring of quality indexes for the service rendered (treatment 
of the customer, effectiveness, professionalism...), follow-up of the guidelines emanated from the operating manuals, 
possible task optimi�ation, salesperson’s in��uence in brand recommendation, training needs of the sales personnel. 
This technique is commonly used in the financial services sector, fast-food sector and, more recently, in the hotel 
sector. In the last 70 years between 2� and 3� percent of the banks with deposits greater than 300 million dollars 
were using mystery shopping programs. 
In general, the mystery shopper programs are used to evaluate the quality of services rendered, for example, in 
Wilson (1998), or as a system for the management and control of human resources.  (Erstad, 1998). Wilson, A. M. 
(1989): The role of mystery shopping in the measurement of service performance Managing Service Quality �ol. 8, 
N¼ 6, 414-420. Erstad, M. (1989): Mystery shopping programs and human resource management. International 
Journal of Contemporary �ospitality Management �ol. 10, n¼ 1, 34-38. 
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In the case of the first and second objective26�, Chinese products were 
displayed in several fairs in Catalonia to show and publici�e the quality and 
content of the products, for example the Jewelry Asian266 Fair, participated in 
the FOR�M of cultures, the itinerant Chinese Gastronomy Fair in several 
of the best restaurants (Gran Muralla de Oro, Castelldefels, Barcelona; Pato 
Laqueado, Maremagnun, Barcelona; Shangai 1916, Barcelona), exhibition of 
Chinese art (JJ Arte and Chinese culture, Barcelona; Oriental Art and Books 
Guo Cuan, Barcelona; Zhenjiang Antiques), debates about the Chinese Culture 
or �ow to negotiate successfully in China (Asia �ouse, Cultural Association 
for the Integration of the Chinese in Catalonia –ACI�AC-, China Business 
Center), most of these lectures were given at the CSD�OC267, the INIRP268, 
ESERP269, among others. 

Another of the activities was the distribution of a brochure in all the Chinese 
stores that was given to their customers, explaining why their products are 
quality products. More than two hundred thousand were distributed just 
customers of the Chinese stores. 

Remember that the third objective270, the integration of the Chinese 
community was through education. Since public opinion is aware that China 
is a world power and that it will grow stronger in the near future, a School 
of Chinese Culture has been established for Chinese and Spanish children, 
where not only the Chinese traditions and culture are taught but also the inte-
gration of the group is encouraged. Namely, the Spanish child is taught from 
early childhood to understand the oriental culture; likewise, the Chinese child 
is taught about the western culture, the purpose is that both groups would be 
learning to accept and integrate one to the other. Every Saturday the Associa-
tion of Chinese Businessmen and the ESERP �niversity offer classes, from 

26�. Remember that the first objective tries to detach the idea that everything Chinese is bad. Public opinion belie-
ved that everything Chinese was bad because the products were of bad quality because they pose a very hard and 
unfair competition to the Catalonian businesses; and in the near future it will be even more so. Secondly, was the fact 
of the westerni�ation of the second generation of Chinese Community residing in Catalonia. The Chinese parents 
were concerned because they saw their children acquiring more and more of the western culture, language and reli-
gion, losing all possibility of continuing with their culture and customs of origin. They were concerned about being 
a factor in promoting the detachment of their oriental culture. Therefore, the second objective was to preserve the 
roots of the Chinese community without creating ghettos. 
266. The 17th International Medidal Instruments and Equipment Exhibition. China Franchise Expo Catalonia.China Franchise Expo Catalonia. 
267. CSD�OC: Consejo Superior Doctor �onoris Causa. 
268. INIRP: International Institute of Public Relations. 
269.ESERP: Escuela Superior Empresariales, Marketing  y Relaciones Públicas.
270. The third objective was set in improving the business relationships between the two communities, and 
consequently, an improvement in the production and sales agreements, as well as an increase in convergent points 
between the two groups. Obtain the transformation from the term “crisis” to the term “opportunity”. 
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nine in the morning to six in the afternoon, about Chinese culture and 
the Mandarin language. It has been a success since four hundred students 
are enrolled, of these one hundred and ten are Spaniards, their parents have 
shown an interest in their children learning the culture and language of a 
country that may possibly lead the world in the future. 

Another of the activities undertaken was the contracting of three press 
and communications agents (Antonio Meca, Nadia Budó y Carlos Llauder) 
and another Chinese (Lei Lei) who periodically generated positive news271 
about China and were released to the communication media in general and 
through Internet in four languages -Catalan, Spanish, Chinese Mandarin and 
English. 

Also mediation work was done for the political and religious leaders of China 
to visit Catalonia and encourage the Chinese community and the Spanish 
community was able to respect and learn more of the Chinese customs as the 
news were being generated. A fruit of this effort was to bring two of the offi-
cial Dalai Lama, Den�in Chutra y Lobsang Gamba, of China to the FOR�M 
of the cultures in Barcelona. 

The management of the budget was a key factor. The accounting depart-
ment quantified each entry. The expenses for infrastructure and start-up were 
taken into account; some of these were personnel, logistics, operations and 
all materials used within the activities. These costs did not surpass the initial 
estimates and the budget for the execution of the campaign was therefore 
not overwhelming, but you cannot cut corners on the initial analysis of the 
campaign, because if you do, you run the risk of having a powerful campaign 
but not well directed nor coordinated and, possibly with mediocre results. 
The budget is extremely detailed and therefore, has great trustworthiness and 
credibility creating trust and re��ecting a good relationship between quality 
and cost. 

271. “Purchase requests fall in the European textile industry” La �anguardia. August 27, 200�. The European 
Commerce Commissary will present a proposal to unblock the Chinese textils”.La �anguardia. August 29, 200�. 
“The increase in the Chinese textile tariffs complicates the European protectionist barrier”. La �anguardia. May 24, 
200�. 
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Likewise, the seasonality of each one of the phases was preserved, because if 
we launch too many messages in a short period of time, the groups would not 
be able to assimilate them. In the same way, if we execute a campaign allowing 
for much time to go by since the objectives were defined, the results could 
be different from those desired. That is why we committed ourselves to work 
simultaneously in all the phases for a period of four months, from January to 
April of 200�, following the protocol of actions for the phase of this model. 

5.4.8. PHASE VIII: Maintaining the Campaign. How are news 
produced? 

This is probably one of the least known factors, and one of the most 
important ones, since it generates news to propel the campaign, increases 
repercussion and gains credibility for the campaign. The purpose is that 
once the campaign has ended, different institutions, organi�ations and the 
media, continue speaking about the campaign, discussing aspects, debating 
the benefits or expressing compliments for the good results. In our case, a 
P.R. campaign was implemented and after about seven weeks –the 7th of 
September of 200�- the Catalan group and the Chinese group got together 
and after negotiations, signed a sales and marketing agreement to sell Chinese 
products by the Catalonian businessmen. This news reached the whole popu-
lation272 , and it was a positive reinforcement of the messages that the target 
audience had received during the campaign, and consequently, it increased 
the persuasion about it. As we have said before, if a Catalonian businessman 
who is receiving messages launched by the contracted media, or from some 
of the associations with which we have reached an agreement and besides he 
receives additional messages that were not contracted-  from the written press, 
he will have a greater disposition for that change since the Publicity is always 
more credible than the publicity because it is not ordering you but persuading 
you. 

Among other actions to generate news, we were able to keep the message in 
the mind of the citi�en through T�E that broadcasted a four chapter program 
about China, called: “Discovering China”, that not only showed a modern 
China but also successful Spanish businessmen doing business with China.

272. García, Fernando. “ The E� approves an agreement to unblock Chinese clothes”. September 8, 200�. 
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 The program was transmitted in May and because of its success, was aired 
again in August of 200�. After that transmission we requested the necessary 
permissions to duplicate it on CDs and was given as a gift to people to increa-
se our outreach. This action was culminated when our press agents generated 
articles about the Spanish manufacturing plants established in China and how 
the business were making a lot of money. They also sent opinion articles to all 
the media listed in Communication Agenda of the Ministry during the period 
September - November 200�, like, “Consequences of the Chinese Growth for 
Europe”, “Chinese Culture-European Culture”, “The Catalonian Small and 
Medium Business in the face of the Asian Challenge”, “Consequences of the 
Chinese Growth in Catalonia”, and these were sent weekly, to the different 
sections of the different Catalonian media with photos and permission to 
publish them without cost to the media. When one of the articles was publis-
hed the other media were informed to avoid duplicity. 

In this information gastronomy, fashion, information advances and similar 
aspects that generate credibility and trust about China, as a great world power, 
were also covered. Through the indirect method, the Catalonian and Chinese 
businessmen were able to see that it was not only China who entered the 
Catalonian market but, previously, the Catalonian businessman had entered 
China trying to sell all they could to the Chinese and trying to import all they 
could to sell to the Catalonians in Spain. With these we were able to change 
the mentality of public opinion, not because we were saying it, but because 
it came from themselves after they saw news like the T�E program about 
the Spaniards doing successful business with China and news about how the 
textile problems between the European union and China were solved273. 

5.4.9. Phase IX: Evaluation of the Effectiveness of the Chinese 
Community Public Relations Campaign. Was it a success? Have we 
persuaded? 

Once the P.R. campaign had been implemented, which was designed to 
improve the image of the Chinese businessman established in Catalonia, it was 
necessary to perform an evaluation274 of the effectiveness of the campaign.

273. POC�, Rafael. “The E� and China solve the textile funnel”. September �, 200�. 
274. Professor Frank Wylie, emeritus professor at the �niversity of California in Long Beach, summari�es the evalua-
tion of the effectiveness of public relations campaigns as a systematic evaluation of the different progress made. We 
know we have done well, not well and the progress attained and, what is more important, how can we do it better 
next time. 
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That is, present in a graphic and numeric manner the effort exerted during 
the campaign, with the change in the way of thinking and behaving of our 
society, and specifically of the Chinese and Catalonian groups.

To be able to evaluate the effectiveness of the campaign in a more precise 
manner, we evaluated the initial perception of the Catalonian population 
regarding the Chinese businessmen, the future expectations regarding this 
situation, as well as, the current situation after the campaign had ended. An 
evaluation was performed, separately, for each one of the objectives of the 
campaign stated in Phase II of the campaign. 

First Objective 

In so far as the first objective of the analysis of the effectiveness of the 
campaign to determine if we have persuaded and if the way of thinking 
regarding the quality of the Chinese products has changed, we performed a 
research study about each one of these stages (initial perception, future expec-
tations and present situation) regarding quality (understood as a perception 
of satisfaction), availability (is it available every time it is needed), attractive-
ness (what causes this one to be chosen over others), reliability (certainty of 
the desired qualities) and price of the Chinese products sold in Catalonia. It 
was carried out through a series of surveys of satisfaction performed on one 
hundred people chosen randomly among Catalonian businessmen and native 
Catalonian population and Catalonian residents. 

Figure 37: Model of the survey of satisfaction about Chinese products. 

*1= Completely agree ** 5= Completely disagree

Research Study of the Initial Perception 

The initial perceptions table allowed us to have a global vision of the public 
opinion regarding the Chinese businessmen established in Catalonia, indica-
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ting the factors were immediate action was needed, for example, the quality 
and price of the products, since they placed last in the table with a “very low” 
perception. The prioriti�ed objectives are those represented as “low” or “very 
low”, taking into account that the others ones should not be neglected, since 
the satisfaction of our clients27� will depend on a positive image of the Chinese 
businessmen, which is the sum of: quality, attractiveness, reliability, price and 
availability, therefore each one of the parameters has to be dealt with. 

Table 38: Initial Perceptions Table 

Study about future expectations 

The study of future expectations prior to the execution of the P.R. campaign, 
was performed by the same consultants who designed the campaign, with the 
following results: 

The most relevant data of this second part of the table is the representation 
of the expectations of the Chinese businessman regarding quality where it is 
supposed to be “high.” This fact is due to two factors: 

a) The high competitiveness of the market causes that quality is reduced 
for the sake of a price. 

b) The very low initial positioning of quality in the scale of public opinion, 
prevents reaching the “very high quality” mark, this would require 
a three-position movement in the scale from “very low” to “high.” 
Likewise, we must consider the reaction capacity of the Chinese busi-
nessmen, since the logistics and business transformation to offer more 
quality would require a considerable margin of time and a preparation 
regarding technology and productive investments. In one or two years 
it is not possible to design and create new machinery and distribute it 
to all the factories in China who sell their products in Spain. 

27�. Remember that our clients are the Association of Institutional and Public Relations and the Chinese Business 
Association. 
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 On the other hand, we observed that the availability of Chinese products 
marketed in Spain maintain a “high” position, due to, as has been mentioned 
before, that it has become a priority to improve the position of the more nega-the more nega-
tive parameters like quality and price. 

Table 39: Final Perceptions Table 

Present Situation 

Regarding the results obtained after the P.R. campaign was executed, we 
can state that they are according to the expectations created a priori to the 
application of the campaign. 

Once the results were obtained, we may conclude that we have surpassed 
the initial perceptions scale in all categories, nevertheless, we have not yet 
reached the desired final perceptions in attractiveness and reliability. 

Based on the analysis of the results obtained from the satisfaction survey, 
we can state that the Chinese products are considered as medium quality 
products and low price276. Regarding the attractiveness of the products- a 
desired attribute- it is placed in the scale as “high”, this will allow for an 
improvement in the image of the Chinese products, as well as, the image 
of the Chinese businessmen, since they do not only sell simple, economic 
products of medium quality but also sell products with a good price, medium 
quality and attractive for the public of today. 

276. Satisfaction for the price is high; therefore the price of the products is low. 
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Table 40: Comparative Table between Initial, Final and Current Perc 

Second Objective 

The second objective was centered in the preservation of the roots of the 
Chinese community established in Catalonia, and at the same time avoiding 
the formation of ghettos. 

For this, a satisfaction277 a survey was applied to a sample of fifty mothers 
of the students of the Chinese Cultural School, located at the ESERP, which 
were chosen by the Director of the School, Mr. Lu Qi�heng. 
 

Figure 41: Model of the satisfaction survey applied at the Chinese Cultural School  

* 1= Completely agree  ** 5= Completely Disagree 

277. Each one of the surveys was started with a greeting around the following lines: Good morning / good afternoon 
we are from the Chinese Cultural School and we are doing a survey to find out if our customers are satisfied. Would 
you mind answering a few questions? This will only take a minute and your information will be treated confidentia-
lly. Instructions Mark with an (�) what expresses your opinion about the questions in the questionnaire.
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The results of the survey, shown in the following graph, give us a global 
vision of the satisfaction with the Chinese Cultural School, which we can 
consider as very high (seventy four and a half percent of satisfaction). Consi-
dering that this is the first project of this nature being done in Barcelona, with 
a group that does not relate nor integrate with the Catalonian population and 
that in other places has formed ghettos. 

Graph 42: Chart of the results of the satisfaction surveys about the 
Chinese Cultural School 

We can observe that the more relevant factors which cause greater satis-
faction to the parents of the students at the School, is the learning of the 
Chinese language, as well as learning about their traditions and culture. This 
is because the second generation (children born in Spain of Chinese immi-
grants) of children receives a westerni�ed education in the Catalonian tongue 
and in Spanish and participates in activities with our customs and culture278. 
This cultural baggage causes a distancing from and ignorance of the Chinese 
culture, affair that worried and was not agreeable to their parents. 

Likewise, the percent of parents recommending the school is quite high 
(seventy-four percent). The expectancy of continuing in the school was also 
high (seventy-two percent). 

278. For example, in all the Catalonian and Spanish schools festivities such as Carnival, Christmas, Easter Week or 
the “Castañada.”
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Third Objective 

The third objective was centered in improving the relationships between 
the Catalonian and Chinese business communities, consequently, an impro-
vement in the production and sales agreements, as well as, an increase in 
points of convergence of both groups. That is to say, obtain the transforma-
tion of the “crisis” concept into the “opportunity” concept. 

To evaluate the effectiveness in achieving the third objective of the P.R. 
campaign in favor of the integration of the Chinese community with the 
Catalonian community, the following activities were performed: 

A) Personal interviews with Catalonian businessmen (twenty) facilitated 
by Mr. Garreta, Audit President of the Illustrious College of Busi-
nessmen of Catalonia, and surveys done to Chinese businessmen 
(twenty) facilitated by the Catalonian Association of Chinese Culture, 
to evaluate the bilateral relations between them, inquiring about the 
following aspects: 
a) Are you aware of the advances gained by the Chinese textile 

companies doing business in Catalonia? / Are you aware of the 
advances gained by the Catalonian textile companies doing busi-
ness in Catalonia? 

b) What is your opinion about the degree of involvement of the 
Chinese companies established in Catalonia? / What is your 
opinion about the degree of involvement of the Catalonian compa-
nies established in Catalonia? 

c) What is your opinion about the latest commercial agreements 
between Spain and China that you are aware of? 

d) �ave you closed any deals with Chinese companies in the textile 
sector in the last two months? / �ave you closed any deals 
with Catalonian companies in the textile sector in the last two 
months? 

e) Enumerate the last news you remember hearing about the Chinese 
market in Catalonia. / Enumerate the last news you remember 
hearing about the Catalonian market in Catalonia. 

f ) Do you think the Catalonian society is satisfied with the Chinese 
products? / Do you think the Chinese society is satisfied with the 
Catalonian products? 
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g) �ave you noticed any outstanding evolution in the Chinese 
products in the last quarter? / �ave you noticed any outstanding 
evolution in the Catalonian products in the last quarter? 

Some of the conclusions we were able to make after tabulating the answers 
given by the twenty Chinese businessmen and the twenty Catalonian busines-
smen are the following: 

a)  All the businessmen are knowledgeable and coincide with the 
advances made by the Chinese textile companies who do busi-
ness in Catalonia. These are distributing companies not producers 
against which the Catalonian companies cannot compete in quality 
-since the Chinese market is starting to offer the quality demanded 
by the Catalonian and Chinese distributors- nor can they compete 
in costs, since the Chinese mentality considers honorable or good 
those who work fourteen hours per day and dishonorable or bad 
those who work less; and cannot compete in wages since a married 
couple working in a textile factory would make ten thousand mil 
yuans per year (one thousand euros). 

b) About the Chinese companies installed in Catalonia, although they 
respect the opening hours for business, inside they work without 
schedule nor calendar and trying to do as much as they can, and 
generating employment, usually, for people of their own race. 

c) Although it can be said that the Catalonian businessmen and 
employees are hard workers they like to enjoy their free time and 
do not reach the extremes of the Chinese social conscience. 

d) The Chinese are satisfied and they show it by working more. The 
Catalonians seek protection in the official institutes who guard the 
interests of the sector and are beginning to change their mentality 
ceasing to manufacture and beginning to import -intermediaries-

e) The Chinese interviewed make ninety four percent of their 
purchases in China, and the Catalonians interviewed make thirty 
percent of their purchases in Asia and the other seventy percent 
they produce it themselves. 

f ) “The Small and Medium companies (PYME) in Catalonia face 
the Asian Challenge”, “Chinese Growth in Catalonia”, “China; 
the Largest Army of Workers in the World”, “China the Emerging 
Giant.” 
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g) Eighty-eight percent is satisfied with the quality and content of 
the Catalonian products. Even if the reputation of the Chinese 
product is questioned, the consumer of Chinese products is seventy 
percent satisfied. 

h) In as much as, the business evolution, the Chinese businessman 
is making an effort to bring higher quality products because he 
knows that is what the customers are demanding and the Catalo-
nian businessman is trying not to increase his prices in face of the 
Chinese competition. 

B) Interviews were also held with those responsible of the different 
commercial and business associations, Chinese and Catalonian, with 
the purpose of evaluating the situation after the campaign had finis-
hed and the positive change in relationships as a consequence of the 
establishment of several sales and production agreements. 

The results of these interviews indicated that the business relationships 
between the Chinese and Catalonian communities had improved, and a result 
from this improvement was the proliferation of commercial agreements. 

Likewise, a determining factor that stands out from this change in public 
opinion is the growth in involvement of the Chinese businessmen in the 
textile sector who do business in Catalonia. The second determining factor 
was the signing of agreements between the European �nion and China where 
the type of products that can be imported into Spain was limited. 

We should also mention the excellent welcome by the Catalonian public 
opinion to all the news published in the different media, generated by the 
contracted press agents. This understanding was detected in the evaluation 
of points 3 (where eighty percent had certainty) and � (where seventy-two 
percent had certainty) of the set of questions asked in the interviews. 

In regard to the interviews with the representatives of the Chinese busines-
smen associations, we observed as main characteristic an interest in disclosing 
to the public opinion their good intentions in fulfilling the totality of the 
Catalonian commercial regulations and, above all, regarding schedules open 
to the public and being up to date in paying their taxes. That is to say, the 
Chinese businessmen associations informed us in several occasions about the 
good observance of the regulations that its businessmen carry on. Mr. Zhao 
declared, “The Chinese businessman who has a small or medium company 
(PYME) makes an effort, as a family and based on the established business 

clash_cultures.indd   332 10/4/14   10:46:55



333

MMPS MET�OD AND ITS APPLICATION

hours, to give a quality service and to make his business grow”, and Mr. Zheng 
declared, “The Chinese businessman now labels in Catalan and adapts to the 
needs of the country”. 

And lastly, mention a secondary aspect of the application of the campaign 
which was a notable increase of the commercial trips to China, according to 
Asia �ouse it increased by eight percent over the previous year between Cata-
lonia and China, basically these trips were to promote the opening of new 
markets between the two countries. 

We have analy�ed the nine phases of our MMPS method and verified its 
effectiveness on the field when applied to a real problem. We have wanted 
to contribute to the multicultural Catalonian society and to the P.R. profes-
sion a persuasion model that is effective and truthful but, that at the same 
time, is capable of benefiting both the one using the method and the one 
being targeted by being able to reach a mutual understanding between the 
one persuading and the one been persuaded, avoiding a multicultural colli-
sion. As Bernays said, “With the mutual understanding of the parties and the 
support of public opinion nothing can go wrong” (correspondence between 
Bernays and Barquero, August 24, 1990). 

5.5. Conclusions and Perspective: The new challenges of 
multiculturalism: the uncertainty of the future

It has been demonstrated in previous chapters of this research, which was 
initiated in the �IC International �niversity of Catalonia, continued in Staf-
fordshire �niversity in the �nited Kingdom and to be finally presented in 
the �niversity of �igo, the need of a method as the Multicultural Method 
Persuasion System - MMPS whose main objective is to contribute to change 
the concept of the public opinion regarding his opinions about multicultur-
alism, helping the integration and avoiding potential con��icts related to the 
clash of cultures.

The conditions of the current Spain make it more necessary than ever. The 
number of unemployed already exceeds five million six thousands and some 
media and experts insinuated that you can reach six million through 2013. 
There are some discrepancies about the why unemployment has risen much 
more in Spain than in the rest of Europe. Some experts point to the increase 
in the active population, but it is obvious that large bags of immigration that 
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had been integrated in Spain, before the boom in sectors like construction 
and the subsequent outbreak of the housing “bubble”, have helped this along 
with sometimes excessive labor rigidity. Other versions are running that the 
“financial crash,” high wages of executives, the ineffectiveness of the regu-
lators and the low productivity of the country, the scandals of corruption, 
among other factors, have contributed substantially to aggravate a situation 
already if worrying.

It is obvious that the economic crisis has taken its toll on the Spanish finan-
cial system. The increase in delinquencies in many companies and individuals 
have forced the intervention of some financial institutions by State and the 
number of companies which cease their activity continues to increase every 
day; Spain is no longer that “paradise of papers and work”1 for all while for 
the inhabitants of many countries in Europe developing, and therefore Spain, 
remains that dream Golden of having those basic things that are denied them 
in their countries of origin, health, education, opportunities.

It is a proven fact that “the boats have stopped sail the waters of the Strait 
of Gibraltar”. Since the emergence of the crisis this entry to European “El 
Dorado” route had been decreasing gradually, especially throughout 2010 as 
the economic crisis that devastated the Iberian Peninsula became evident and 
this way was perceived by the countries in which immigration originates.

�owever is surprising that currently and ending 2012, is occasionally 
observed a rise of people who risk their lives on Board of these fragile and 
overloaded boats in search of a life better. Reports of State security bodies 
certify what evidence has been detected again in Andalusia and Levante coasts, 
although to a lesser extent.

The causes are not known, there is no a single explanation, but it is true that 
immigration pressure continues and according to sometimes unscrupulous 
mafia also reviving, so more immigrant’s illegal immigrants of various nation-
alities, just calling on Spain to stay either or to subsequently enter Europe.

Spain should start surgeons, without questioning the policies that have been 
in practice countries such as Algeria and Morocco to curb this phenomenon, so 
arise no diplomatic con��icts, but the Spanish Government must defend the work 
of the defence of our borders who carry out the troops intended for this purpose, 

1. “Papers for all”: Term used in Spain because of the facilities granted to immigrants to obtain the residence permit “Papers for all”: Term used in Spain because of the facilities granted to immigrants to obtain the residence permit“Papers for all”: Term used in Spain because of the facilities granted to immigrants to obtain the residence permit 
and to reali�e a family regrouping.
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because it is clear that the problem of the illegal entry of people persists and resists. 
What is the challenge that we face in the future: Spain has lived since the year 
2000 one of the highest population growth in the world, in a time of absolute 
economic boom, but there are no reliable statistics. �e is considered that a 
high percentage of the number of unemployed people in Spain is composed 
of foreign so it is inevitable that the rejection of immigrants will increase 
inexorably. Some experts speak already of concepts such as “the bubble of 
immigration”, “The clash of cultures” and “xenophobia”

The causes of the current situation of course followed a historical develop-
ment parallel to the development of the economic crisis: in 2006 the Socialist 
Government headed by President Jose Luis Rodrigue� Zapatero, according to 
his spokesman then Maria Teresa Fernande� de la �ega, declares that Spain was 
a nation considered “Welcoming and supportive, part of a large joint project 
of citi�enship”. Two years later, in 2008 and shortly after the recognition of 
the situation of economic crisis, which in the words of the own President 
José Luis Rodrígue� Zapatero took too much time, that same Government 
announced “voluntary return” programs to immigrants who want to return 
to their countries of origin, by providing them part of the unemployment 
subsidy in advance to cover the costs of the trip and the rest of the provision 
once had arrived at their destination.

Today however, one of the administrations public officials cannot afford 
the expenditure involved for which an undetermined number of immigrants 
felt trapped in what he believed “a paradise” in the middle of the supposed 
European dream waiting for the opportunity to return. Survive in Spain it is 
virtually impossible given the precariousness not only regarding work if not 
of services and support. In some cases the situation is really dramatic and they 
are caught, evicted and chased by creditors since it is obvious that there are 
problems which are not spoken: non-payment of rents, crime, new poverty 
and fear that the racial hatred that this generates, leads to dangerous scenarios 
in our cities.

On the other hand, in the current environment of recession feeling trapped 
and landlocked, less optimistic voices point to an inevitable increase of crime 
and insecurity, since for many immigrants the only possibility will commit 
crimes to be deported. In other cases, they commit minor crimes to survive.

Note however that despite all the unfavorable circumstances economic 
previously reported, there are ��ows of immigration to Spain have increased 
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substantially since the onset of the crisis. It is the case of the collective Chinese, 
whose case in Catalonia at the enterprise level has been studied in this thesis, 
with an increase of 41%2, growth really surprising to even more so bearing in 
mind that some of the historical migratory ��ows to Spain, such as the Ecua-
dorians and the North Africans, have declined considerably, according to the 
same source3.

This phenomenon is explained in part by the difficulty to recogni�e and 
identify the newcomers. According to agents and police sources involved, it 
is really difficult to certify that the person front corresponds to the photogra-
phy in the case of Chinese citi�ens alleging practices such as the exchange of 
documentation, certificates of residence and even lead cards and other docu-
mentation that the new electronic passports with fingerprint. �nemployment 
in this group is practically non-existent and while in many respects his entre-
preneurship and his capacity for work are admirable, the cases of mafias that 
extort and exploit multiply their neighbors.

Also highlights the increase in the ��ow of migration to Spain, of the Roma-
nian Group, according to the latest data in 2011 have arrived close to 80,000, 
with what their percentage has increased by 8.��% compared to 20104.. This 
is already close to a million Romanians, living in current Spain, with 22.�% 
unemployment rate when your country is 7-8%. The situation that the total 
figure already approaching the one million people, is given which represents 
half of the population of Bucharest. �e is probably from Romanians from 
countries such as Greece, Italy and France, which have been hardened against 
that population group controls what the Spanish Government was forced to 
take action in this regard.

Another collective immigration to our country that not only remains 
constant, if not increasing with respect to 2011, especially after the events 
occurred during the Arab spring is the Sub-Saharan. On little more than ten 
kilometres that separate the Strait of Gibraltar in Europe, from “the other 
side” are glimpsed, in the days of bonan�a the coasts of the European dream. 
The legend that there awaits a contract and a car, is still a very high tempta-
tion for hundreds of people who are continually played life to cross illegally 
to discover sadly nothing more arrive, the current reality.

2. Bloomberg Business week. Bloomberg Business weekBloomberg Business week
3. Bloomberg Business week. Bloomberg Business week
4. Permanent immigration Observatory. Permanent immigration ObservatoryPermanent immigration Observatory
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Finally a fourth significant migratory ��ow towards Spain, in this case 
however, absolutely welcome: the new Russian rich, who see an opportunity 
to buy good homes in exclusive residential areas at an excellent price,  less than 
half in five  years. An environment with an excellent climate and where can 
spend their money in the luxurious shopping malls adjacent to their homes as 
well as the security in the streets.

Is it necessary the taking of measures that help to maintain control of 
the situation and based on how it has evolved during the four past years 
after the emergence of the crisis and the announced “real estate bubble” 
collapse. Recently, in 2013, the current Government of the Popular Party 
has announced a law proposal which contemplated the possibility of granting 
residence permits to foreigners who buy a home in Spain by an amount exceed-
ing 160,000 Euros, thereby opening a debate social environment regarding to 
the  Act on Foreigners already following a similar trend to those adopted in 
other European countries that is of course not unrelated to the problem of the 
multicultural integration, compounded by the current economic situation.

In Portugal the regulations changed regarding facilitating a temporary 
residence permit to those foreign nationals who invest in the country for a 
minimum period of five years forming a business partnership worth more 
than �00,000 Euros, to create as a minimum thirty jobs or perform a transfer 
exceeding € 1 million, in what has come to be called “Residence by invest-
ment”, as has happened in Andorra. These proposals were unbelievable just 
some years before. 

The case of Ireland, has been named as “Immigrant investor program” 
ensures residence permits of up to five years duration, with renewal option, 
for entrepreneurs (including family members) to develop a business plan that 
involves an investment of between five hundred thousand to two million 
Euros, being able to include in the same donations or institutions or chari-
table projects, not being obliged to reside in Ireland the person concerned and 
his family but yes to visit her once a year as a minimum.

The �nited Kingdom has established a point system that grants privileges 
to persons arriving in the country with a qualified visa as “investors”. To join 
this select club is must have at least one million pounds (equivalent to one 
million two hundred thousand Euros) net to invest. Investors must reside Investors must reside 
continuously in the country for two to five years, varying the period to five 
years (the period varies according to the available capital) before they can 
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apply for permanent residency must invest in government bonds or compa-
nies in this case not in properties) during the first three months of their arrival 
in the country and are oddly exempt from the need to speak English to apply 
for residence permit which had probably been entirely unacceptable only a 
few years.

In neighboring France is possible to get a residence permit through what 
has been termed an “exceptional economic contribution” to foreigners who 
can personally or through the company to manage or that are owners of at 
least 30% of the capital, become to create or save about fifty jobs will help. 
Another possibility is that for an E� citi�en, it undertakes to perform in 
France an investment of at least 10 million Euros, although the Government 
authorities who ultimately decide when it’s an ‘exceptional’ economic contri-
bution.

In countries such as Italy and Germany residence permits are granted for 
traditional reasons: contract work, studies, political asylum, family reunifica-
tion both the spouse, minor children and elderly who demonstrate that they 
cannot fend for themselves.

But what happens with the Group of Spaniards who feels that they have no 
longer a future in their country. The number of Spanish nationality residing 
abroad has increased by 6.7% in late 2011 and is close already to1.816.83�� 
people. 

Young people who envision their future professional away from Spain is 
increasing each day and with them the widespread fear losing a generation 
and an unrecoverable talent, whose formation has been financed through 
the financial support of Spanish institutions and who will be tapped for the 
benefit of other interests. The number of Spanish population will decline for 
the first time in Spain since 1981 spent 46.196.278 million in 2012 to the 
46.094.4�4 those are projected for 20136.

This fact also adds Spain to record “a gradual decline of birth” in the coming 
years, since they would be born in 2021 37�.1�9 children, nearly 20 percent 
less than last year, and up to 2031 would be registered 7.7 million births, 9% 
less than in the last 20 years. Added to this is also the number of means of 
children per woman stood at 1.�1 in 20 years and 1.�6 at 40, opposite the 

�. Register of Spaniards resident abroad (PERE). Register of Spaniards resident abroad (PERE)
6. Statistics national Institute (INE). Statistics national Institute (INE) (INE)
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1.36 2011. At the same time, with the current trend, the middle ages to the 
maternity leave would come to 31.� years in 20�1. Meanwhile, the evolu-
tion of the curve of fertility by age of mother is displace towards ages higher 
(between 3� and 40 years) as well as to higher fertility rates of women aged 18 
to 2�. At the same time the aging of the population will cause higher growths. At the same time the aging of the population will cause higher growths 
of the concentrate in ages more advanced, in particular towards 20�2 older 
than 64 years age group would increase by 7.2 million, and would therefore 
assume the 37 per cent of the total population.

At the future it is therefore worrying that Spain may lose about ten million 
people in the age group between 16 and 64 years (32%) and nearly two million 
in the population from 0 to 1� years (26%) group. Therefore, keeping the 
trends and current demographic behavior in the year 2022 the dependency 
ratio it raises up to �8%. I.e., for each 10 persons of working age, in 2022 
would almost six potentially inactive.

The dependency ratio would continuing with this projection toward the 
20�2 will rise to 99 percent, for every person age work practically would 
one that wouldn’t be in age do so, highly worrying situation. In addition, an 
increasingly aged population structure would produce a continuous growth 
of the annual number of deaths and less optimistic forecasts, compliance in 
the next forty years; they would die in Spain 17.9 million of people, which 
would be 34 percent more, resulting in decreasing the balance between births 
and deaths7.

In conclusion there is an evidence of the increase in emigration abroad and 
decreases the ��ow of immigrants. The INE study adds that the migratory 
balance will be negative in the year 2012, in 181.479 people, in line with 
2011, which was also negative, at �0.090 people.

The current economic situation is the trigger for the shift of the migra-
tory ��ows, poverty in Spain grows much faster than the average for the 
European �nion, so that the risk of poverty and social exclusion has been 
triggered, exacerbated by the continuous cuts of social policies and affects a 
large percentage of the population. Spanish the percentage of population at 
risk of poverty or social exclusion has gone from 22.9% of the total in 2008 
to 27% in 20118. This represents an increase of 4.1 percentage points in four 

7. Statistics National Institute (INE). Statistics National Institute (INE)Statistics National Institute (INE)
8. European statistics agency E�ROSTAT. European statistics agency E�ROSTAT
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years. The Eurostat data reveal that 21.8% of the Spanish population live in 
households whose disposable income is less than 60% of the national average 
and, therefore, are exposed to poverty. In addition, 3.9% of the population 
suffers from very severe material deprivation.

The Catholic NGO Caritas attended in the year 2011 to nearly two million 
people in a precarious situation, affected by the situation of prolonged crisis 
that pushes every day more citi�ens to social exclusion and relegates most if it 
is to those who already were marginali�ed in good times.

Before the start of the crisis, in 2007, this Catholic NGO catered to 
340,000 people in their programmes of assistance and reception. In less than 
five has experienced a horrifying increase, surpassing the one million people 
according to its data for the year 2011.9 The profiles of persons served are not 
only immigrants but that it has equated number assistance to Spanish to fifty 
percent families, while it is true that the risk of exclusion increases in the case 
of immigrants. Many of these families live crowded into rooms, substandard 
housing, settlements of shacks or barracks.

Caritas already recogni�es the first cases of illegal immigrants who do not 
have access to public health after the entry into force in September 2012, of 
Decree law that limits access to social security medical assistance to persons in 
a non-regulari�ed situation. The model “papers for all” is exhausted.

At this point, in December 2012 is obvious how the change in trend is 
assumed by all levels of society and in his speech to the nation during his 
traditional Christmas message the night of December 24, �.M. King of 
Spain, recovered ‘’ immigration discourse of the 70s”10, addressed to those 
Spaniards who must to leave our country in search of better living conditions. 
It is curious as during the last five years, the need to “integrate” those who 
came from outside, has been transformed into the concern “talent that is lost” 
and attempting to define strategies in order to recover it in the future, even in 
the long run, as labor and highly qualified staff.

The current exodus is difficult to quantify, most if it is worth taking into 
account the priority destinations for Spaniards who decide to emigrate, to 
pass by any country of the European Economic Community and its trace is 
mistaken for the immigrants that were nationali�ed and returning to their 

9. Annual report of Caritas Spain 2011. Annual report of Caritas Spain 2011
10. La �anguardia “Trends - consequences of the crisis” Sunday, December 30th, 2012.. La �anguardia “Trends - consequences of the crisis” Sunday, December 30th, 2012.
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countries of origin with a Spanish passport.

It is necessary not to, however, make a paragraph at this point since for 
many return today is not feasible and they are trapped in a no-win situation 
that can lead to unpredictable consequences; In the case for example of the 
Ecuadorian collective, mentioned previously, and that he emigrated en masse 
to our country in the “golden years of construction”, it is estimated now that 
between 8,000 and 1�.00011 they cannot cope mortgages that were hired by 
what are evicted and sei�ed. So much so that the President of Ecuador Rafael 
Correa has urged their compatriots resident in Spain to “rebel against evictions 
applied by financial institutions”12, cataloguing the economic crisis affecting 
the country as “the worst of worlds”, warning that thousands of people have 
been left without a roof under which live.

Despite the difficulty in quantifying the figures, it is clear that the exten-
sion in time and the aggravation of the economic crisis drives emigration. It is 
obvious that the biggest impediment for many of those who wish to emigrate 
in search of new hori�ons of opportunities, is mainly the tether to a mort-
gage, since the theme of family ties that rather people during many previous 
exoduses, is already a big problem thanks to new technologies.

The autonomous communities in which most have increased levels of 
immigration throughout 2012 are La Rioja, Navarra and the Balearic Islands, 
with growth of 9.6 percent, 8.� percent and 8.1 percent respectively. The 
national average is has weighted a �.� per cent, but it is a fact that in all the 
autonomous communities has increased the number of expatriates and none 
of them have reduced the numbers of workers who live outside13

In all Spain a total of 390.206 people moved out of the country or haveall Spain a total of 390.206 people moved out of the country or have 
a family member who has emigrated due to labour since the crisis began 
in 2008 until the end of the year 2012. Only in this last year more than 
82,000 workers made suitcases for travel to other countries in search of better 
opportunities, figure that an increase of �.� percent from the year 2011, and 
the total of Spanish adults living outside Spain has now reached 1.6 million 
people14.

11. Fuente: Embajada de Ecuador en España.
12. Europa Press, Monday 26th. November 2012.. Europa Press, Monday 26th. November 2012.
13.A rapport by Adecco (company of recruitment) which collects the information of the electoral Spanish census..A rapport by Adecco (company of recruitment) which collects the information of the electoral Spanish census. 
14. CERA: Electoral Census of absent residents.. CERA: Electoral Census of absent residents.of absent residents.
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Separate chapter deserves the amount of young people who make up the 
above-mentioned percentages of increase. Profile of the expatriated Spanish 
corresponds to a young person aged between 2� and 3� years old, very well 
prepared and without dependents.

�owever, even this trend is changing and increasing cases of unemployed 
over 4� years of age with family who seek employment abroad, espe-
cially from the sector of the construction with a low qualification profile. 
 
At the moment the most popular destinations for this emigration on the rise 
remain the more developed countries of Europe such as Germany, Norway, 
�nited Kingdom or France, and the countries of the Eastern Europe where 
required technical profiles. �owever opens a new migratory trend towards coun-
tries in Latin America such as Argentina, Mexico, Chile, and especially Bra�il. 

The current situation of the labor market and the relentless increase in 
unemployment are the main reasons that explain the current exodus of Span-
iards abroad, coupled with the fact that Spanish companies are oriented 
increasingly towards markets with more growth potential. Other reasons that 
contribute to increasing emigration are the best working conditions outside, 
offered the best opportunities for professional development, the learning of 
other languages, and a better quality of life in terms of social benefits.

In the month of January, 2013, Social Security says it has lost affiliates 
4�.�00 total registered immigrants, so it added its sixth consecutive fall since 
August 2012. Year on year, the membership of foreign security has dropped 
by �.31% compared with 4.�9% of the whole of the system.

According to data published by the Department of the Ministry of employ-
ment and Social security statistics, notes that you maintaining the trend 
already pointed in the previous months of that job loss is affecting more 
intensely foreign workers which the national.

At this point of the investigation, two clear trends are evident: the immi-
grants who arrived in Spain on a massive scale since 2000 until the onset 
of the crisis in 2008 wishing to return to their countries of origin and the 
Spaniards who, before the current and precarious economic situation of the 
country, have become emigrants.

Such is the situation, which in the orbit of platforms such as the of the 
“1�M” movements of complaint as the group “youth JSF without future” have 
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been created1� under the slogan “we will not, we cast” to denounce virtually 
forced exile of the youth to an unemployment rate of �0%, against which the 
E� already has demanded the Spanish Government to implement immediate 
measures to promote employment among this group and halt this exodus, 
which some European leaders such as German Minister of labor �rsula von 
der Leyen have qualified as a “stroke of luck” since it is mostly immigrants 
qualified from the South and East of Europe in search of opportunities.

�owever, through this initiative, the creators of the campaign want to 
denounce the problems that young people face when leaving the country, 
allowing them to expose what the work played by the thousands of young 
people with higher education, careers, degrees, degrees and masters, living 
abroad and under what conditions to carry it out since not at all times just 
exercising the profession for which so thoroughly they have prepared.

The situation away from the environment and customs of the country 
of origin is never simple and some of them begins to reach people with a 
low-profile training, lack by necessity, which is unknown in some of these 
countries if you don’t work you don’t have right to any social assistance and 
that the prices of rentals and food are high also.

The current economic situation has multiplied by ten during the last year 
the interest in being “labor migrant” but how to do it with a huge poten-
tial market for many unknown. This fact increased the task of organi�ations 
and websites that are dedicated to professional mobility and agglutinate offers 
from all over Europe as “E�RES”, that ensures receiving ten times more visits 
to its website during 2012.  Germany remains the destination aroused more 
interest, among other things because it is offering more job offers. Closely 
followed by England and the countries of Northern Europe, from the Nether-
lands to the Scandinavian, where many Spaniards have already decided try his 
luck.

The migratory movements of the Spanish towards other countries are chan-
ging the conception that is in the country of immigration. At least so says the 
Coordinator of Mugak - SOS Racism, Peio Aierbe: “mobility will be a key 
element in the developed societies”: emigrating in search of a professional 
output is no longer one of the options for many Spaniards, and it has become 
a forced necessity.

�owever, the fate of those who have emigrated is very diverse and not 

1�. http://www.nonosvamosnosechan.net/. http://www.nonosvamosnosechan.net/
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always the stories have a happy ending, since in many cases, the need to 
emigrate carries the risk of mystify the destination finding the dream job. In 
the majority of cases, it is possible to not achieve the desired job, even one for 
which we have formed. Another key factor is the language, know the condi-
tions of the country to which intends to travel and if possible, have some 
savings to tackle the first weeks with peace of mind, especially in the case of 
not traveling with a job offer guaranteed previously.

Back at this point in our research to the problem of immigrants without 
work who are still residing in our country. A study conducted by sociologists 
of the Autonomous �niversity of Barcelona, (�AB)16, presented in March 
2013, warned about what was considered a “failure” of the policies of occu-
pation aimed at immigrants. According to the report, immigrants had higher 
levels of unemployment and in the hypothetical case of getting a job, mostly 
did in a post below that correspond to your level of training.

Chronologically because, we can say that in 2010 the immigrants from 
countries of the European �nion had unemployment levels similar to the 
Spaniards, while the figure was significantly higher than for mainstream 
Ecuadorian, Moroccan and Romanian, collective bag of Spanish immigrants 
workers. In the year 2011, Spain was the European country with the highest 
rate of above qualification in employed immigrants, which had been getting 
worse since this percentage had been increasing since 2007.

�istorically specific policies were never applied to the Group of immigrants, 
in terms of training, arrived en masse at a time of high demand for labor, and 
according to the model sold out is had to take jobs below their category either 
swell the unemployment figures, since only with the formation had been able 
to be to carry out a proper and necessary retraining to adapt to the needs of 
the market of the future.

Creemos que esta investigación y las proyecciones a futuro que de ella se 
desprenden, abre las puertas a futuras investigaciones en esta aérea, para estu-
diar y controlar los posibles con��ictos relacionados con el choque de culturas 
que puedan desprenderse de esta delicada situación y seguir su evolución 
futura. 

16. Autonomous �niversity of Barcelona; Center of sociological studies on everyday life and work; ”New strategies. Autonomous �niversity of Barcelona; Center of sociological studies on everyday life and work; ”New strategies 
for immigration: requalification for a new job market”:  http://quit.uab.es/index.php?module=pgst&func=viewpub
&tid=4&pid=12�&tpl=detail
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PHOTO ALBUM
FROM

THE AUTHOR

With the publishing of this multicultural research that looks forward

to avoid the clash of cultures and civilizations, the Editorial

Furtwangen, knowing the author’s personality and his deep

commitment and dedication to his job and investigations in his

professional career, we have decided to select some of his pictures

with personalities that are part of our living history.

We want the reader to get closer to the author by showing these images.

We will mention, in each one of the pictures, the post or charge of the

person at the time the picture was taken.

clash_cultures.indd   377 10/4/14   10:47:07



378

�OW TO A�OID T�E CLAS� OF C�LT�RES AND CI�ILIZATIONS

The president of the �nited States Mr. George Bush and the autor, Professor Dr. José Daniel 
Barquero.

The president of the �nited States Mr. Jimmy Carter and the autor, Professor Dr. José Daniel 
Barquero.

clash_cultures.indd   378 10/4/14   10:47:07



379

P�OTO ALB�M FROM T�E A�T�OR

The president of the �nited States Mr. Bill Clinton and the autor, Professor Dr. José Daniel 
Barquero.

The president of Brasil Mr. Lui� Lula da Silva and the autor, Professor Dr. José Daniel Barque-
ro.

clash_cultures.indd   379 10/4/14   10:47:07



380

�OW TO A�OID T�E CLAS� OF C�LT�RES AND CI�ILIZATIONS

The King of Spain Mr. Juan Carlos I of Borbón and the autor, Professor Dr. José Daniel 
Barquero.

The King of Spain Mr. Juan Carlos I of Borbón and the autor, Professor Dr. José Daniel 
Barquero.

clash_cultures.indd   380 10/4/14   10:47:08



381

P�OTO ALB�M FROM T�E A�T�OR

The King of Spain Mr. Juan Carlos I of Borbón and the autor, Professor Dr. José Daniel 
Barquero.

The Prince of Spain Mr. Felipe of Borbón and the autor, Professor Dr. José Daniel Barque-
ro.

clash_cultures.indd   381 10/4/14   10:47:09



382

�OW TO A�OID T�E CLAS� OF C�LT�RES AND CI�ILIZATIONS

The Prince of Spain Mr. Felipe of Borbón and the autor, Professor Dr. José Daniel Barque-
ro.

The Infanta of Spain Ms. �elena of Borbón and the autor, Professor Dr. José Daniel Barque-
ro.

clash_cultures.indd   382 10/4/14   10:47:09



383

P�OTO ALB�M FROM T�E A�T�OR

The president of Spain Mr. Mariano Rajoy and the autor, Professor Dr. José Daniel Barque-
ro.

The president of Spain Mr. José Luis Rodrigue� Zapatero and the autor, Professor Dr. José 
Daniel Barquero.

clash_cultures.indd   383 10/4/14   10:47:09



384

�OW TO A�OID T�E CLAS� OF C�LT�RES AND CI�ILIZATIONS

The president of Spain Mr. Felipe Gon�ále� and the autor, Professor Dr. José Daniel Barque-
ro.

The president of Spain Mr. José Mª A�nar and the autor, Professor Dr. José Daniel Barque-
ro.

clash_cultures.indd   384 10/4/14   10:47:10



38�

P�OTO ALB�M FROM T�E A�T�OR

The president of the Generalitat of Catalunya Mr. Artur Mas i Gavarró and the autor, Profes-
sor Dr. José Daniel Barquero.

The Judge Mr. Juan Gu�mán and the autor, Professor Dr. José Daniel Barquero.

clash_cultures.indd   385 10/4/14   10:47:11




	Página en blanco



