
sbd.anadolu.edu.tr 77

Abstract
When it comes to postmodernity, confusion arises. The 
main reason for this confusion lies under the main dif-
ferentiation between postmodern sociology and soci-
ology of postmodernism. This difference affects many 
fields and public relations is one of them. In this study, 
I follow the path of postmodern public relations which 
deals with postmodernism as an era not an epistemo-
logy. Therefore in this article, the transformation and 
new characteristics of public relations in the postmo-
dern era was discussed. The main claim of this artic-
le is that in the postmodern era, public relations can 
be used a mean for enchantment. Also, pseudo-events 
turned into an essential tool for public relations since 
organizations need to be more visible in this era in 
which images turned out to be more vital than realities. 
PinkorBlack night arranged by Unilever was analyzed 
as a pseudo event. Event’s videos, written material and 
social media accounts were examined by using descrip-
tive analysis. As a result, it is seen that Magnum used 
this pseudo-event to create both visual simulation and 
a “dialogue” simulation not just for raising awareness 
about its new products but also strengthen the image of 
hyper-real “Magnum Woman”. With this event Mag-
num positioned not just like an ice-cream, but also sop-
histication, energy, pleasure and beauty. 

Keywords: Postmodernity, Public Relations, Pseudo-
event

Öz
Postmoderniteden bahsedildiğinde bir kafa karışıklığı 
yaşandığı görülmektedir. Bu karışıklığın temel nedeni 
“postmodern sosyoloji” ile “postmodernizmin sosyoloji-
si” arasındaki farkta yatmaktadır.  Bu fark diğer alan-
ları olduğu gibi halkla ilişkileri de etkilemektedir. Bu 
çalışmada, postmodern sosyoloji yolundan ilerlenmiş; 
postmodernite bir epistemoloji olarak değil, bir dönem 
olarak ele alınmıştır. Bu nedenle makalede, halkla 
ilişkilerin postmodern dönemde yaşadığı dönüşüm ve 
yeni özellikleri tartışılmıştır. Makalenin temel amacı, 
postmodern dönemde halkla ilişkiler bir “büyülüme 
aracı” olarak işlev görebildiğini tartışmaktır. Pseudo-
event de imajların gerçeklerden daha önemli hale gel-
diği bir dönemde, daha görünür olmak isteyen örgütler 
için önemli bir araçtır. Makalede Unilever tarafından 
düzenlenen PinkorBlack gecesi bir pseudo eveny olarak 
ele alınmıştır. Etkinliğin videolaro, yazılı materyaller 
ve sosyal medya hesapları betimsel analiz yoluyla ince-
lenmiştir. Sonuç olarak, Magnum’un bu pseudo-event’i 
hem göresel hem de diyalog simülasyonu olarak kul-
landığı görülmüştür. Bu etkinlik sadece yeni ürünleri 
ile ilgili farkındalığı artırmak için değil, aynı zamanda 
hipergerçek Magnum kadının imajını güçlendirmek 
için de kullanılmıştır. Entelektüellik, enerji, haz ve gü-
zellik gibi değerler vurgulanmıştır. 
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Introduction
Public relations literature generally exploits from 
communication studies. Because of mainstream stu-
dies’ dominance in the communication field, public 
relations likewise dominated by the mainstream app-
roach. Although there many different paradigms in 
the field, the most dominant one saw public relations 
as a “management function”, evaluate public relations 
from a management point of view. At the same time, 
most of the studies in the field performed within the 
framework of positivist social science.  Dance states 
that the reason for this is the society’s need for mea-
surement, generalization, providing norms to be used 
in policy production (trans. Hınçal, 2011, pp. 202). 
Turkey isn’t an exception about this issue. In their 
research on doctorate thesis and articles on public 
relations, Yamanoğlu and Özdemir (2009, pp. 28) 
observed that alternative critical definition efforts are 
almost ignored. In the majority of the studies pub-
lic relations is addressed as a tool to support existing 
systems, and make it work. This generates a one-way 
perception about the field. 

However, one can say that alternative perceptions 
about public relations gained acceleration in the last 
decade. According to Gower (2009, pp. 31-32), pub-
lic relations research is at crossroads. The assumpti-
ons of mainstream research are under challenge by 
postmodernist, critical/cultural theorists and others. 
They propose new approaches and theories for the 
development of the public relations field.  Similarly, 
Dühring (2015, pp. 6) states that critical voices also 
began to be heard against traditionally strong, posi-
tivist and functional approach.  Public relations re-
searches were criticized for ignoring new trends such 
as chaos, complexity, diversity and postmodernism.  
Alternative approaches began to develop new theo-
retical paradigms that open up the improvement of 
the field. Dühring (2015, pp. 7) defined these appro-
aches as “ turn”. Even it is delayed, these new studies 
in public relations have begun to capture “turns” in 
social sciences. There is no homogeneity among these 
different approaches, but they all agree on criticizing 
the Grunig paradigm.  Interpretive turn, cultural turn 
and postmodern turn are only some of them. Conse-
quently, one can say that there is a requirement for 
alternative studies in the field, especially in Turkey. 
Because of that, this article is an initiative to link 
“postmodern” with public relations field. 

One can say that there are many intersections and re-
search fields between the concepts of “postmodern/
postmodernism/postmodernity” and “public relati-
ons”.  Some can focus on organization, public; some 
can front methodology, culture or language. The aim 
of this article is to evaluate public relations imple-
mentations in the postmodern era. 

The concept of “postmodernism” is very controver-
sial. When Judith Butler said “I don’t know what 
postmodernism means”, she speaks not just for most 
of the postmodernists but many of the modernists 
(Ritzer, 1996, pp. 5). One of the main reasons of the 
uncertainty and the confusion about “postmoder-
nism” is that the postmodern social science theory 
and the periodization named “postmodernity” are 
intermingled and occasionally used in place of each 
other. Bauman (1998, pp. 803-804) indicated this 
difference as naming them “postmodern sociology” 
and “sociology of postmodernism”. According to him 
the former refers dealing sociology by using postmo-
dern epistemology, and the latter one refers analyzing 
postmodern times, the new developments in society 
sociologically. We can see the same distinction also in 
an article of Parker (1992), he adapted this separation 
to organization studies. According to him (1992, pp. 
10-12), postmodern organization and postmodern 
organization theory are different fields. The scholars 
studying “postmodern organization” focus on new 
forms of organizations in the postmodern times, but 
postmodern organization theorists use new theoreti-
cal perspectives to analyze organizations.   

In the literature review, it has seen that there aren’t 
many articles that combine postmodernism with 
public relations field. When we examine those ar-
ticles, we can see the same division in the studies 
which combines the concept of postmodernism with 
public relations. Most of the authors (Holtzhausen, 
2000; Holtzhausen and Voto, 2009;  Toth, 2002), use 
postmodern epistemology to break the hardness of 
modern public relations. They advocate that postmo-
dernism can open new windows for modern public 
relations; it can make it more democratic, participati-
ve and raise the power of the target audience. Others 
(Mickey, 1997; Radford, 2011; Saydam, 2013; Bitirim, 
2011) take into consideration how the public relati-
ons field and implementations have changed in the 
postmodern era. This paper takes a stand into latter 
perspective, and considers postmodernity as an era. 
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However, when we take postmodernity as an era, we 
see that there are many different thoughts about it. 
The years’ beginning with 1970’s named differently by 
various thinkers. Some define this period “postmo-
dern” and they thought this era is a break from the 
previous era (Lyotard, 1984; Baudrillard, 1998); some 
advocate this era is the follow up of the previous pe-
riod and name it “late modern” (Giddens, 2005) and 
some call it “flexible capitalism” (Sennett, 2008). They 
all name it differently; however, every one of them 
agrees that there is a political, economic, cultural and 
social change after 1970’s. With the change in cultu-
re, art, the lifestyle of individuals, organizations and 
the way of management; it is an obligation to rethink 
and reexamine most of the fields and concepts. One 
of these fields is “public relations”. The most popu-
lar definition of public relations is “the management 
function of creating and maintaining goodwill of an 
organization’s various publics”. The main concepts 
which are “public”, “organization” and “management” 
have transformed into the postmodern world. 

The main claim of this article is that in the postmo-
dern era, public relations become a mean for enc-
hantment and it became a tool for seduction and 
satisfaction. It forms images, which became more im-
portant than reality, and blurs the line between reality 
and image. Pseudo-events turned into an essential 
tool for public relations since organizations need to 
be more visible in this era in which images turned out 
to be more vital than realities. Because of that reason, 
in this article firstly the characteristics of the post-
modern era were discussed. Secondly, postmodern 
public relations was analyzed. Thirdly, pseudo events 
in the postmodern times was emphasized. Finally, an 
example of a pseudo-event named Pink or Black Night 
which was conducted by Magnum (Unilever) will be 
analyzed as a forms of public relations implementati-
on in the postmodern era. 

The Postmodern World
The transition from modernity to postmodernity is 
a very controversial issue. Some authors believe that 
we are still living in a modern world; however, some 
reject this idea and advocate mankind is living in a 
new period of time, which is ruled by different values 
called postmodernism. Featherstone (2007, pp. 3-10), 
emphasized this argument by indicating different si-
des. Some thinkers argue that it represents a break 

from modernity, some argue it is a continuation of 
modernity. Some think this term is a temporary and 
shallow intellectual fad; some argue that it is not just 
a break from artistic modernism, but also break from 
a whole modernism era. One can say that the basis of 
this discussion lies under the prefix “post”. According 
to Best and Kellner (2000, pp. 47-48), the term “post” 
in the postmodern is ambiguous.  On one hand, it 
describes non-modern. In other words, it means an 
active negation beyond the modern era and its the-
oretical and cultural practices. On the other hand, 
it led some critics to conceptualize postmodern as a 
hypermodernity, new face of modernity or postmo-
dern development in modernity. However, according 
to Featherstone (2007, pp. 10) the prefix “post” clearly 
means a break or rupture, so postmodern is a break 
from the modern era. 

When one tries to define postmodern era, we conf-
ront numerous definitions filled with different con-
cepts like “loss of a sense of historical past, schizoid 
culture, excremental culture, replacement of reality 
by images, unchained signifiers” (Featherstone, 2007, 
pp. 11).  There isn’t “one” definition of postmoder-
nism. Therefore, emphasizing postmodern writers’ 
thoughts on this concept is very important to unders-
tand it. 

Lyotard advocates that postmodernism is not a break 
from modernism. He said (1984, pp. 79) “it is undo-
ubtedly a part of modern” and “postmodernism un-
derstood is not modernism at its ends, but in the nas-
cent state and this state is constant”. By that he emp-
hasizes that it is a new step of modernism. According 
to him, postmodernism simply indicates a mood, or 
better a state of mind. It is a movement towards a 
postindustrial era and it is a happening within capita-
lism. He argues that there is a loss of meaning in this 
era that should not be mourned. Because it points to 
a replacement of narrative knowledge by plurality of 
language games, and universalism by localism (as ci-
ted in Featherstone, 2007, pp. 3-4).

As indicated by Jameson postmodernism is a cultu-
ral logic of late capitalism, which is the third stage of 
capitalism emerged after the Second World War. He 
(1991) advocates that culture became a meta and so-
ciety turned into a consumer society in the late capi-
talism. This society saturated with signs and images. 
In this new culture, reality transformed into images, 
and also time fragmented into small presents. 
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Baudrillard (1998) states a new social order in which 
the distinction between reality and appearance have 
erased because of the simulations in the postmodern 
era. Additionally, the differentiation between real 
needs and false needs have disappeared. Consumer 
goods became tools to gain privilege and prestige and 
consumer action has also become a necessity for indi-
viduals. Individuals feel obligated to consume, becau-
se they don’t want to be excluded from society. Media 
determines “needs” in this era. Consumers give “yes” 
or “no” answers to alternatives displayed by the me-
dia because they don’t have time to think which they 
really need. Also, postmodern era has a hyper reality 
characteristic. Hyper-reality eliminates the distincti-
on among reality, fiction and imitation. He saw public 
relations as a tool to dissolve real and fiction in post-
modernism.

To summarize, one can say that the era we are living 
in, is a “bouncing” moment as Yıldız (2013b) said. 
The change in politics, economics, and society requi-
red the redefinition of many fields, concept and pro-
fession. We can say that these changes also influence 
public relations field.

Thinking of PR in The Postmodern 
World
Public relations have many different definitions. In 
1970’s Harlow studied public relations definitions. 
He found 470 public relations definitions and built a 
description from them. As indicated by him (1976) 
public relations is:

“A distinctive management function which helps 
establish and maintain mutual lines of commu-
nication, understanding, acceptance and co-
operation between an organization and its publics; 
involves the management of problems or issues; 
helps management to keep informed on and res-
ponsive to public opinion; defines and emphasi-
zes the responsibility of management to serve the 
public interest; helps management keep abreast of 
and effectively utilize change, serving as an early 
warning system to help anticipate trends; and uses 
research and sound and ethical communication 
techniques as its principal tools.”

From 1970’s one can say that more definitions were 
made for public relations. Hutton (1999, pp. 201) re-

viewed public relations definitions in textbooks and 
academic literature and he found that most common 
definitional components appear to be “management”, 
“organization” and “publics”. He said practitioner 
definitions as well tend to concentrate on “manage-
ment”, “organization” and “publics”. These concepts 
transformed in the postmodern era. Publics frag-
mented and individualism rose; new organization 
structures occurred, new management styles emer-
ged in postmodernism. When the concepts in public 
relations definition changed, then the implications 
and practices have also transformed. 

Modernity accepts the understanding of “progress” 
and because of this reason when we look at public 
relations within the frame of modernity, public rela-
tions progress steadily. It inverted in a linear manner 
and always for the better. The dominant perspective 
is Grunig and Hunt’s four models in public relations. 
After that, “Excellent Public Relations”1 became the 
dominant paradigm. With the emergence of the In-
ternet, academicians began to discuss the practicality 
of “dialogical public relations”2.  US hegemony has 
effected textbooks and history writing in the field of 
public relations.  According to this perspective, public 
relations accepted as a progressive, ethically develo-
ping field. This understanding has affected the global 
look on public relations (L’etang, 2013, pp. 804-807).

1 This theory was emerged as a result of International Business 
Communication Association’s research project. In this project, 
they searched the features that make public relations effec-
tiveness and implications excellent. According to this theory, 
excellent public relations must have following characteristics: 
communication value, contribution to strategic organizational 
functions, management role, two-way symmetrical model, 
public relations professionals who have the skills to implement 
this model, strong organization culture, multicultural organi-
zation structure (Grunig, Grunig and Dozier, 2003).

2 Pearson is the first one who used “dialogue” in public relations. 
He argued that dialogue is a very important tool for public re-
lations’ ethic (Kent and Taylor, 2002, pp. 21). Some writers 
claim that, public relations shift towards techniques based on 
dialogue. For instance Mersham, Theunissen and Pearl, advo-
cate that public relations will be about dialogue instead of tra-
ditional one-way monologues in the future (Theunissen and 
Noordin, 2012, pp. 5). According to Taylor and Kent (2002, 
pp. 23), there is a shift in public relations from symmetry to 
dialogue. Earlier the emphasis was on managing communica-
tion, yet now it is on “communication as a mean to negotiate 
relations”. Now building and maintaining relationships is im-
portant for public relations. However, practicable of dialogue 
in public relations is a very controversial issue. According to 
Theunissen and Noordin (2012, pp. 6), dialogue is a philo-
sophical and abstract concept. It is very hard to reflect an ab-
stract concept to the implementation. Also, it is very debatable 
how appropriate is dialogue for organizations who want to 
influence and control their environment. 
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However, one can say that there isn’t a linear prog-
ression in the field of public relations.  It is seen that 
many organizations use Grunig and Hunt’s four mo-
dels at the same time or pick appropriate model for 
the moment, some organizations develop new mo-
dels3 which is suitable for them. Consequently, we 
can’t talk about a public relations model suitable for 
each organization or each country. However, we can 
say that characteristic of different periods, influences 
public relations applications. Each period or era has 
distinctive characteristics with its own mindset and 
paradigms (Bitirim, 2011, pp.120). These characteris-
tics affect and change all fields. 

We can say that in the postmodern era, public rela-
tions works as an “enchantment tool”. According to 
Weber, modernity disenchanted the world because 
of the rationalization. “His work is characterized by 
pessimism and a weary acknowledgment of what Jedi 
of Star Wars might call the ‘Dark Side’ of the Force of 
modernity (Jenkins, 2000, pp. 12). The concept “enc-
hantment” was borrowed from Ritzer. Ritzer (2011) 
explains enchantment and disenchantment by using 
theories of Marx and Weber. According to Ritzer 
(2011) modernity disenchanted the enchantment in 
consumption relations because of rationalization. 
And because of that reason, there was a need for new 
enchantment tools. These tools emerged in the post-
modern era. Ritzer states that these tools are chain 
stores, shopping malls, discount stores, as well as ad-
vertising and public relations. In this context, public 
relations manipulate individuals to purchase by rec-
reating warmness of face to face relations which lost 
in the modernity as Weber explains by the “disenc-
hantment” concept. “Weber indicates that ‘consump-
tion relations’ serve enchanted world. What disenc-
hants the world is a consumption relations defined as 
‘polar night’, ‘icy darkness’ and ‘hardness’. Therefore, 
there is a need for tools to realize re-enchantment and 
these are the sum of marketing and public relations 
exercises” (Yıldız, 2013a, pp.126). 

3 For example, some organizations in South Africa use “Ubunn-
tu”. It is a literal translation for collective personhood and col-
lective morality. It is used to build relationships through build-
ing a spirit of harmony and reconciliation. In this model public 
relations departments are responsible to organize workshops 
and forums to from harmony in workplace. Also, it functions 
as a strong proponent of the emancipation and liberation of 
marginalized internal and external publics (Holtzhausen, Pe-
terson and Tindall, 2009).

Although Weber was not a cynic, his work is charac-
terized by pessimism and a weary acknowledgment 
of what the Jedi of Star Wars might call the ‘Dark Side’ 
of the Force of modernity. For Weber the disenchant-
ment of the world lay right at the heart of modernity.

One can say that public relations also enchant people 
by promising happiness, satisfaction and prosperity. 
According to Yıldız (2013a, pp. 124), these commit-
ments are impossible to reach in postmodern society. 
However, dazzling slogans about these commitments 
are still standing.  People could believe that relating 
with a specific organization could bring happiness, 
satisfaction or prosperity to them.

According to Baudrillard (1998, pp. 168), the aim all 
apparatuses like advertising and public relations is 
both to care and to satisfy, on the one hand, and sur-
reptitiously to gain by enticement and abduction on 
the other. The average consumer is always subjected 
to this two-pronged undertaking. In this manner, in 
postmodern era where images took place of reality, 
public relations become one of the most effective po-
wers of organization. In other words, it could serve as 
a tool to blur the lines between reality and the images 
organizations create for their benefits. 

In the postmodern world, everything has become 
symbols and icons, symbols took place of everything. 
These images and symbols perceived as real. For that 
reason, because public relations pumps symbolic ima-
ges, it became on the most popular professions in this 
era. Postmodernism accepts that truth is constructed 
and public relations is also considered as a tool that 
constructs reality. (Bitirim, 2011, pp. 134-139). In this 
manner, we can approach public relations as a tool to 
promote new identities for people. By saying that, I 
mean public relations relates some images (like cool, 
stylish, reliable, rich etc.) with organizations. When 
people consume products from this specific organi-
zation, they can think that these symbols are transfer-
red to their identities.

“Pseudo-Event” as a Form of PR in The 
Postmodern World
With the development in communication technolo-
gies, individuals are exposed to millions of messages 
every day. Consider a day of an average person: When 
she is going to work, she sees a beautiful girl on a bill-
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board telling her to buy a perfume to be desirable. 
Then she looks at her phone to call a friend, she sees 
a promotion message coming from a known brand. 
When she is listening radio, she hears dozens of ad-
vertisements. She checks her Facebook, sends a tweet, 
posts a photo on Instagram…While doing all of them, 
she sees, listens and watches millions of messages co-
ming from different sources and telling what is best 
for her.

Therefore, one can say that, postmodern individual is 
confused. According to Radford (2011, pp. 60), “the 
postmodern subjects find themselves perpetually 
bombarded, given the chance, by 30-second sound 
bites photo ops, and 140 character tweets…Narra-
tive is replaced by flow, connection is replaced by 
disconnection, and the sequence is replaced by ran-
domness”. So, media turned into an important tool 
to convey messages in the postmodern world.  Ac-
cording to Baudrillard (1998), media is very effective 
in shaping individuals’ “needs” and the way how they 
are thinking. They choose among the alternatives that 
media shows. 

In a world like that, public relations practitioners sho-
uld be more creative to make their organization visib-
le. According to Radford (2011, pp. 60), “in the post-
modern condition, the messages created and distri-
buted by a PR practitioner are inevitably received and 
interpreted in the context of a broad array of compe-
ting messages, perspectives, ideologies, viewpoints, 
information sources and even other PR practitioners  
representing competing interests”. In other words, in 
the postmodern world PR professional should work 
more to find more interesting ways to convey their 
messages to the target group. They need to compete 
with other messages. 

Therefore, pseudo-events became more important 
for PR practitioners in the postmodern world. The 
terms “pseudo-event” or “media event” refer to the 
phenomenon that many events are created with the 
sole aim of getting media coverage, or rather that 
events are staged in a way that lend itself to media 
coverage (Scherer, 2008, pp. 2908). According to Bo-
orstin, who created this concept, pseudo-events have 
some characteristics (1992, pp. 10-11): First of all it 
is not spontaneous; it comes about because someone 
has planned, planted, or incited it. Most of them are 
basically strategic communication and public relati-

on exercises.  Secondly, it is planted primarily for the 
immediate purpose of being reported or reproduced. 
And its success is measured by how widely it is repor-
ted. Because of that reason the question “Is it real?” 
is less important than “Is it newsworthy?” Thirdly, its 
relation to the underlying reality of the situation is 
ambiguous. And Scherer (2008, pp. 2908) said that it 
is usually intended to be self-fulfilling prophecy. The-
se events have to be designed according to media cri-
teria. If the event itself is not newsworthy, it has to be 
artificially enhanced to make it more interesting for 
the media. And usually it is done by involving celeb-
rities or adding dramatic effects to the event. 

Robinson (2006) advocates that today’ public relati-
ons developed into an active part of the firms’ pro-
motional activities like event sponsorship, stunt mar-
keting, charitable activities and placement. By saying 
stunt marketing, he means “a pseudo-event for the 
sole purpose of attracting press coverage”. According 
to Robinson (2006, pp. 253), this activity is limited in 
the scope in that they do not provide an opportunity 
to convey complex information about product bene-
fits. Because of that they are best suited to the early 
part of product life cycle.  

There are lots of examples of pseudo-events. Boorstin 
(1992, pp. 10) gives a public relations implementati-
on about a hotel whose work doesn’t go with a swing. 
Hotel asked a PR practitioner what to do. And this 
practitioner stages an event to celebrate the 10th an-
niversary of the hotel and he invited celebrities. Ro-
binson (2006, pp. 252) gives another example about 
Nathan’s Coney Island Hot Dogs. This firm stages 
a hot dog eating contest that achieves international 
media coverage every year and gets media’s attention.

We can’t say the pseudo-event is indigenous to the 
postmodern era.  However, in the postmodern era, 
with the blurring lines between images and reality, 
one can say that it became more important for PR 
practitioners.  With pseudo-events, organizations 
become more visible in a world where different ima-
ges compete. In addition to that, an organization can 
spread ideas about their products and strengthen the-
ir images by using pseudo-events. 

Approximately 25 years passed after Boorstin defined 
pseudo-events. He said pseudo-events aim media co-
verage and he emphasized the power of television. In 
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2000’s, we can add the power of internet to “media 
coverage”. In the postmodern world, internet cove-
rage (twitter, facebook, instagram, etc.) is equally or 
maybe more important than television, newspaper 
and radio. Therefore, by planning pseudo-events, or-
ganizations also try to have “likes”, “comments” and 
be “trending topic” in the internet world.  And inte-
ractivity became an important way to be visible. 

Best and Kellner (2016) state that we move to another 
stage of the “spectacle”. Previously, people sitting in 
front of the screen are passive. Therefore, the subject 
was dominated by the object. In other words, spec-
tacle tools were control mechanisms that keep people 
passive. However, the subjects are now more active 
because the computer, multimedia and virtual reality 
tools are more interactive in the new stage of spectac-
le. But they say we have to be careful, when we talk 
about interactivity. Interactivity’s effect on democ-
ratization and empowerment of the subject is very 
controversial. In addition to that, with interactivity 
subject have a more active role in spectacle. Interacti-
ve tools include subject into spectacle in many diffe-
rent ways. So, we can say that interactive technology 
opens a way to a deeper connection with spectacle by 
seducing audience. 

Public relations tools and events produce symbols 
to communicate with publics.  Public relations form 
messages which aren’t reflections of reality, but a cre-
ation of thought. It is called “hyper-reality”. Public 
relations produces images that become more impor-
tant than reality (Bitirim, 2011, pp. 137-138). With 
these explanations, ethical discussions become more 
important than before. We have to discuss public re-
lations “ethics” in the postmodern era critically with 
considering the increasing number of pseudo-events 
and the exaggerated power of internet (about forming 
“dialogue” between an organization and its publics).

Case Study: Magnum Pink or Black Night
In this article, Magnum’s Pink or Black campaign is 
analyzed as a case study. To analyze this campaign, an 
internet research was made, newspaper articles were 
examined, new about this campaign on television was 
researched, and the live broadcast of the event was 
analyzed by using descriptive analysis. 

Magnum is a brand of Unilever4, which is a global 
company active in 97 countries. It put on the market 
in 1989 firstly in Germany. It was the first ice-cream 
targeted adults. Magnum’s is distinctive; luxury bran-
ding aim females, 15-35 years old (“Magnum’s Multi-
media”, 2015).  In 1994, it was put market in Turkey, 
and in a short time it become very successful. Mag-
num made significant blockbuster events and cam-
paigns since it has launched in Turkey. Pink or Black 
campaign is one of them. 

Magnum made Pink or Black campaign in 2013. Mag-
num launched two new ice-creams: Magnum Pink 
Raspberry and Magnum Black Espresso. In this cam-
paign, Magnum emphasizes two different moods with 
these two different tastes. In their campaign website 
(www.pinkorblack.mymagnum.com), they said “we 
bring you two very different, two different but equally 
delicious taste sensations, perfectly tailored for dif-
ferent moments. Depending on your mode, choose 
between fruity playfulness and rich sophistication”. 
As it is seen, Magnum says each woman has two dif-
ferent moods and we have different products suitable 
for these moods. The slogan of this campaign is “Dif-
ferent ice-creams for different moments” and “What 
mood are you in today?”.

In the worldwide campaign, firstly Magnum created 
a poll on Twitter asking “what mood” women are in 
to raise awareness for new products. After that the 
campaign culminated in asking people to vote to light 
up a range of iconic landmarks either pink or black 
(TMW, nd.).  The aim is “to activate the Magnum 
Pink&Black campaign in digital and social channels 
and support the PR campaign by driving excitement 
and sales around the release of two ice cream flavors” 
(Byran, n.d.). This campaign was made in big cities 
like Paris, London, Brussels, Amsterdam, Lisbon, 
Hamburg, Vienna and Rome before it was made in 
Istanbul.

In Turkey Pink or Black Night was a successful event 
for Magnum. Magnum explains this campaign as fol-

4 Unilever is one of the biggest fast moving consumer goods 
(FMCG) companies. Unilever who constantly increase its ef-
ficiency in global market, made its first investment in Turkey, 
in 1952. Its portfolio ranges from nutritionally balanced foods 
to indulgent ice creams, affordable soaps, luxurious shampoos 
and everyday care products (www.unilever.com).
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lowing (Trdpid, 2014): Magnum represents energetic 
and sophisticated faces of women. Magnum’s new tas-
tes should cause more excitement before last year, and 
it should transform to huge “news” that was spoken 
about. Magnum should create a unique experience 
that shows its sophisticated and energetic sides of the 
brand. People can choose Magnum Pink or Magnum 
Black regarding to their mood, so why they can’t they 
choose İstanbul’s color?

To realize this, Magnum Turkey started a poll on 
Twitter asking should İstanbul be pink or black. After 
twitter vote, pink won with the %67 of the votes. On 
22nd of May, 2013 İstanbul witnessed the city turning 
into pink. Sait Paşa Mansion, Haydarpaşa train sta-
tion, Galata Tower, Kabataş High School, Beylerbeyi 
Palace, Maiden’s Tower, Rumelian Castle and Bospo-
rus Bridge were lightened pink. 

This public relations event is very successful. This 
pseudo-event has featured on television for 5 hours 
43 minutes as “news”, published in 70 different news-
papers. 139 different “news” made about this event 
on digital channels and 100.000 people watched this 
event live on twitter. After this event, there in a %970 
percent increase in the conversation about the brand 
in social media. This event reached more than 25 
million people and 1.2 million dollars PR value was 
obtained (Trdpid, 2014).  It is the first time that Twit-
ter writes a success story of a Turkish brand (Öner, 
2013).

Based on Boorstin’s criteria, we can say that Pink or 
Black Night is a pseudo-event. It is a planned event, 
not spontaneous. Also, this event was realized pri-
marily for the purpose of media coverage to increase 
awareness about both the new products of Magnum, 
and the brand itself. Thirdly, it is not about reality. 
They lightened some iconic landmarks in Istanbul for 
only one night. In addition to that, people choose the 
color regarding women’s moods, which were produ-
ced by Magnum. They create a type of women who is 
sexy, sophisticated, clever, hard-working but always 
well-groomed. This not a real woman, they produce a 
hyper-real women for Magnum who is very desirab-
le. Finally, it is a self-filling prophecy. Also, they used 
a world-famous celebrity, Orlando Bloom to attract 
media’s attention. They add dramatic effects like a fas-
hion show and after party.

The event was broadcasted live on CNN Türk and 
Twitter account of Magnum. Live broadcast realized 
in Esma Sultan Mansion, Tülin Şahin and Nefise Ka-
ratay who are famous models presented the show.  
Famous people from business and art world attended 
to the event. There was a “pink carpet” and guests en-
tered the mansion after walking on it. Orlando Bloom 
was the face of this campaign and was the star of the 
event. Tülin Şahin interviewed Orlando Bloom on 
the live program. Bloom explained the Magnum pro-
ject on his interview: “It is more about two different 
moods of women. On one hand pink and sexy, on the 
other hand black and sophisticated.” When the Şahin 
asked him which one he prefers, he said both of them. 

Karatay was in front of Maiden Tower. She intervie-
wed with Carla Moure who is an Italian model. She 
was wearing a “lighted dress” designed for this event. 
It was a unique dress that can change its color. After 
the voting on Twitter, her dress turned into pink on 
the live event. 

As a part of this night, Magnum made a fashion show 
with Özgür Masur, who is a very well-known desig-
ner in Turkey. Karatay also made an interview with 
him on the live show. He described his collection. The 
collection includes 14 dresses (7 pink and 7 black). 
He also talked about pink and black women. Black 
woman is rebellious, powerful, smooth and cool and 
pink woman is present-minded. He also added that 
“Magnum woman knows pleasure”.

Mustafa Seçkin (Unilever Board Member Respon-
sible from The Food and Marketing) explained the 
campaign on the show. He emphasized Magnum is 
an unusual brand, and it stands in a different place 
in their entire portfolio. He said this brand is about 
maximizing pleasure, so they are trying to reflect this 
idea in all of their work. He reminds that Magnum 
has worked with lots of starts like Elizabeth Hurley, 
Josh Holloway, Benito Del Toro and Kıvanç Tatlıtuğ 
before. Therefore, it is a brand of stars, and star of ice-
creams. 

Leyal Eskim Yılmaz (Algida Marketing Director) also 
gave an interview. She talked about Magnum Pink 
and Black and said these products have stories be-
yond themselves: Pink is a more sincere, cheerful and 
entertaining mood, on the other hand Black repre-
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sents more glamorous, flashy and sophisticated mo-
ments. We all pass one mode to another…Magnum is 
a brand of pleasure because of that it includes every-
thing about pleasure. Also, she talked about two pre-
sents, which will be given after the show: 2 Porsche’s 
(one of them is pink and the other is black). 

After the interviews, in the live broadcast we see Is-
tanbul becoming “pink” in the light of the Twitter vo-
ting. The dress of Moure turned into “pink”. After the 
live show, a fashion show designed by Özgür Masur 
and the cute circuit5 has started. It also broadcasted 
lively on CNN Türk and Twitter. 

This pseudo-event organized by Magnum is a very 
successful public relations event. This event created 
simulations in many ways.  According to Baudrillard 
(2014, pp. 14-15), simulation is a not an imitation or 
a parody , it is a new form of reality in which symbols 
put display instead of the original. In this case, people 
choose the color of Istanbul with a Twitter poll, so 
they include their target group directly to the event. 
We can say that they create a simulation of “dialo-
gue” and “participation”. Voters choose the color pink 
and Istanbul lightened in pink. However, it could be 
black; Magnum doesn’t care about the color. The only 
aim of the company was to get attention of media and 
its publics. Subsequently, we can say that internet was 
used to widen the effect of the event not to form a 
permanent dialogue and understanding between the 
brand and its publics. 

In addition to that, they created a hyper-real Mag-
num woman. According to Batı (2015, pp. 111-112), 
the reality shaped by mass media became more real 
than the physical reality. With the production of ima-
ges, the line between real and hyper-real was blurred. 
In this case the hyper-real Magnum woman is either 
sophisticated or energetic. She is always beautiful, 
chic and well-groomed. She is clever and intellectual. 

5 Cutecircuit presents a new Haute Couture collection: the 
Pink& Black Collection The dresses are designed by Frances-
ca Rosella. This collection is presented in a series of fashion 
events organised worldwide by Magnum (“About cutecurcuit”, 
2016).

Therefore, she can get whatever she wants, even if it 
is Orlando Bloom. This message promoted on both in 
the event with the interviews and the advertisement 
Orlando Bloom acted.  Magnum transferred this kind 
of values and images by means of advertisements and 
the pseudo-event. In a world where images became 
more important than reality, it means that after the 
events like that Magnum isn’t selling just an ice cream. 
It sells prestige, status, and values like sophistication, 
energy, beauty and pleasure. Products gain new mea-
nings outside of their usage area and became simula-
tions. The symbols of emotions, needs, moods, warm 
interest, success or advantage were attributed to pro-
ducts (Funk, 2013, pp. 29-30).

Conclusion
Pink or Black Night and the whole campaign looks 
like “press agentry” model. It created simulations in 
order to get attention, and increase awareness about 
its products. According to Koç (2006, pp. 333), incre-
asingly companies place a strong emphasis on “press 
agentry”. It is about creating newsworthy stories and 
event to attract media attention and gain public no-
tice, also cultivate a reputation which attracts media 
and public attention. So, one can say that pseudo-
events are a part of “press agentry”. They have similar 
aims. 

In Pink or Black campaign held in Turkey, they also 
included public into the campaign. Public (the vo-
ters of the pink or black poll) became a part of the 
story that Magnum created. Magnum asked people to 
create this pseudo-event. By that people was getting 
drawn into this constructed story. We can say that 
this is a postmodern situation and it shows us there is 
not a linear development in public relations. Internet 
and “dialogue” was used to create a pseudo-event.

This article only analyzed one case to build an insight 
about how public relations transform in postmodern 
times. To develop a broad understanding about PR fi-
eld in postmodern world, there should be further stu-
dies both using qualitative and quantitative methods. 
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