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Is public relations practice at odds with yoga practice? An exploration of the use 

of public relations in the promotion of yoga 

Introduction  

Yoga is a term used to describe a range of activities, including asana (postures), 

pranayama (breathing), meditation and ethical living practices.  For the vast majority of 

people, the term yoga is synonymous with the postures rather than the range of 

activities. Most media and public representations of yoga are therefore focused on the 

physical postures.  The traditional yoga literature is extensive, with a comprehensive 

catalogue of over 1,500 years of publications explaining how to practice yoga.  Since the 

1960s and 1970s however, there has been a growing focus on yoga as an activity 

endorsed and practiced by celebrities, and with a cult of celebrity teachers.  This trend 

has  as a move away from yoga as a serious physical and mental practice to one which 

is more of a lifestyle choice, and which has been described as a “hostile new age 

takeover of yoga” (Rosenbaum, 2007).  In 2012, New York Times writer, William Broad, 

wrote about the dangers of yoga in an article 

http://www.nytimes.com/2012/01/08/magazine/how-yoga-can-wreck-your-

body.html?pagewanted=all&_r=0.  The article describes the risks of poor yoga practice, 

and the danger of being taught yoga by teachers who are over zealous, and poorly 

trained.   The article also called into question the health benefits of yoga, suggesting that 

the risks outweighed the benefits.  The reaction became a world-wide phenomenon, with 

over 700 comments on the New York Times website.  Many of the comments were 

strong personal rebuttals to the article.  However only one advocated of public relations  

http://www.spectrumscience.com/blog/2012/03/20/yoga-needs-pr/.  While there was 

considerable debate, there was very little discussion about the role that public relations 

could play in promoting yoga and challenging misrepresentations.  The yoga community 

appeared to be cautious about using PR to promote the benefits of yoga or to counter 

http://www.nytimes.com/2012/01/08/magazine/how-yoga-can-wreck-your-body.html?pagewanted=all&_r=0
http://www.nytimes.com/2012/01/08/magazine/how-yoga-can-wreck-your-body.html?pagewanted=all&_r=0
http://www.spectrumscience.com/blog/2012/03/20/yoga-needs-pr/
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negative or misleading media coverage.  This may be due to a lack of knowledge or 

competence about public relations. It may also be because PR is regarded as unethical 

and at odds with the values of yoga.  

Research questions 

As a consequence of the debate described above, this research sets out to ask (1) Is 

public relations practice at odds with yoga practice? (2) What are yoga professionals‟ 

attitudes towards public relations? (3) What would encourage yoga professionals to use 

public relations? 

Literature Review  

A search of the yoga and public relations academic literature has yielded very little 

literature on public relations in yoga.  A relatively fruitful, yet still novel area of 

investigation has been the literature around sport as well as religion and public relations.  

However, these as will be described later, remain relatively under researched areas.  

This study of yoga and public relations, therefore is a new area of research. There 

remains a large literature on attitudes towards public relations, as well as definitions.  It 

is appropriate to consider this literature because definitions are important as they shape 

people‟s expectations of what public relations should be about, and more importantly 

shape their attitudes towards public relations (Tench and Yeoman, 2009).   A review of 

key theoretical frameworks around public relations, which have resonance for this study 

is also undertaken.  

The UK Chartered Institute of Public Relations (CIPR) defines PR as a discipline which 

looks after an organisations‟ reputation (CIPR, 2012).  A more generally accepted 

definition includes PR as the management of communication between an organisation 

and its various publics (Grunig and Hunt, 1984).  Kitchen (1997) defines PR as 

„communication with various publics‟.  The explicit management of public perception 
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through the management of communication is proposed by L‟Etang (2004). A common 

feature of most definitions is that PR is associated with „managing communication in 

order to build good relationships‟ (Gordon, 1997).  However, critics argue that many 

such definitions obscure the reality that most PR activities function to manipulate public 

opinion, and that the term is often synonymous with deception (Botan and Hazelton, 

1989; Kitchen, 1997 and Cutlipp et al., 2006).    Indeed, PR shares a common heritage 

with organisational propaganda and persuasion. The growth of modern capitalism from 

the latter part of the 19th Century to the present has required promotion and persuasion 

to the public of the intentions and actions of organisations, and to defend their reputation 

and market share (Tench and Yeomans, 2006; Cutlipp et al, 2006, and Ewen, 1996). 

PR, it has been argued, functions to propagandize on behalf of the powerful societal, 

economic and political interests that control and finance them (Herman and Chomsky, 

1988).  As a consequence PR has not been seen as a force for good, has not enjoyed a 

good reputation with the public and is not regarded positively. Maloney argues that there 

has a century-long attempt to release PR from its‟ association with propaganda, give it a 

coherent intellectual basis acceptable in a liberal democracy and to raise its status 

(Maloney 2006).    

The role of the media needs significant evaluation. Some researchers and practitioners 

consider that the media are a key determining factor of negative attitudes.  In the 

absence of a substantive research literature on public attitudes towards public relations, 

research into the attitudes journalists serves as a powerful proxy for public attitudes, 

although it is probable that attitudes may be tainted by professional jealousy and 

protectionism.  In a study of travel journalists‟ attitudes towards PR, Hanusch (2012) 

found that travel journalists are wary of PR. In a study of media professionals‟ attitudes, 

respondents described PR professionals as “not helpful” and “disconnected from 

journalists.” (Buhagiar, 2006). British journalists were found to be sceptical, cynical and 

resentful of PR practitioners (Jempson, 2005).  Public relations students assumed that 
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PR was an easy option, but were shocked by the level of strategic decision making 

required, and surprised by the amount of activity necessary in the field (Bowen, 2003).  

An Australian study of public relations in organisations, suggests that few regard public 

relations highly and as a consequence fail to adopt good PR practices (Steiner, 2001).  

PR professionals are perceived by journalists as less credible than unidentified sources 

(Callison, 2001), although journalists are more likely to understand PR if they have 

worked in the field (Bollinger, 2000).  In another study, journalists were found to maintain 

a negative attitude toward PR consistently using the term to suggest manipulation of the 

truth to a dubious end (Spicer, 1993). PR professionals have been perceived to be less 

ethical and less professional than journalists (Cline, 1982), press releases written by 

public relations professionals are not regarded as solid sources, and journalists believe 

their motivations are self-serving (Pincus et. al.,1993).    

However, a recent study of public perceptions of PR found that it was viewed more 

positively by the public than media portrayals would suggest.  Respondents viewed PR 

as an important activity that benefits society by providing information.  However, PR is 

associated with publicity, media relations and the attempt of an organisation to advance 

its own agenda (White and Park, 2010). A study about what the public thinks of sponsors 

of PR found that the perceived motives and self interests behind PR, may explain the 

poor reputation sometimes attributed by the public (Sallot, 1996). A Rotary Club review 

of PR activities in over 700 Rotary Clubs around the world (Rotary World, 2008) found 

that members had a positive attitude towards PR but required PR training and „ready to 

use‟ PR materials, as well as additional PR support. 

In the absence of a literature on yoga and PR, a potentially fruitful area of investigation is 

the literature on sport and PR, and religion and PR.  However, both of these fields 

continue to be nascent areas of study, with a small literature to draw on.  Attention to 

sports public relations has been a somewhat sporadic and relatively untouched subject 

(L‟Etang and Hopwood, 2008).  Boyd and Stahley (2008), argue that all sports rhetoric 
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from little league to big league sports must a balance between the two extremes of 

community and for its publics.  Despite religious public relations‟ long history, few 

scholars have examined how for example, faith groups use communication to manage 

relationships (Cannon, 2012, Tilson, 2004 and 2006).) It has been argued that religious 

public relations efforts cannot be successful unless built upon a covenantal relationship, 

based on trust between practitioner and client (L‟Etang & Piecza, 2006). The first broad 

based examination of religion and public relations in the US supports this view and 

suggests that a new model of public relations is called for that moves beyond the 

expertise and contractual models of public relations, towards a covenantal model (Tilson 

and Venkateswaran, 2009).      

Maloney argues that an emancipated, beneficial PR can improve and achieve a 

reasoned, factually accurate and persuasive public debate (Maloney, 2000).  A rhetorical 

perspective on public relations can help achieve this, where PR focuses less on the 

motives of the communicators and more on the quality of the advocacy and on the 

arguments or ideas that are used. Rhetoric is defined as persuasive strategies and 

argumentative discourse (L„Etang, 1996b). Rhetoric has been described as a contested 

examination of issues, depicted as a scramble and wrangle of the market place (Burke, 

1969).   The defining principle is the primacy of the idea or argument and how it evolves 

in response to the wrangle of claim and counter claim (Edwards, in Tench and Yeomans, 

2006).  Brown (2006) argues that PR has four historically determined rhetorical styles – 

activist PR (around belief and action), oratorical PR (focused on discourse and speech), 

narrative PR (dealing with story-telling and statistics) and performance PR (prioritising 

image and theatricality).  Browns‟ analysis resonates with yoga and public relations: the 

rhetoric on yoga has to date been activist in that it has focused on narratives of yoga 

beliefs that as we shall see later are described as esoteric and mystical. A further 

rhetorical style of performance PR, where the focus has been on yoga practitioners 

adopting complex, athletic or intriguing postures.   
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Framing theory has been used as a paradigm for understanding and investigating 

communication  (Rendahl, 1995). Public relations fundamentally involves the 

construction of social reality or framing, and a range of „frames‟ can be used including: 

situations, attributes, choices, actions, issues, responsibility and news (Hallahan, 1999). 

Framing theory is attractive in a study of public relations and yoga in that attributional 

framing and actions framing are two potential models which can help us understand 

public relations yoga.   Attributional framing accentuates the characteristics of objects 

and people.  In the case of yoga, this is where   athletic or esoteric attributes are 

highlighted in yoga representations.  Action framing is where a call to action is created 

and individuals motivated to take action, by participating in for example, a yoga class, or 

for experienced yoga practitioners, to attend a yoga holiday or try a new complex 

posture.   However framing has been criticised for lacking a coherent definition, with a 

lack of clear conceptual definitions and clarity (Entman, 1993).    

System theory can be helpful in understanding the context within which yoga public 

relations works. Grunig and Hunt (1984) developed a typology of public relations based 

on observations of public relations practice in the US.  These consist of press agentry; 

public information; two-way asymmetric and two-way symmetric communications 

(Grunig and Hunt, 1984).  The press agentry model lends itself to sports and theatre 

promotion, while the public information model lends itself to not for profit organisations. 

Yoga PR according to this model would be amenable to the press agentry approach, 

aligned as yoga is to sport and theatre; however the purpose of press agentry is deemed 

to be propaganda, which may be at odds with the yoga philosophy.  A criticism of this 

theory is that it is idealistic and doesn‟t reflect day to day realities (L‟Etang, 1996a).  It 

was also based on self-reports and personal bias, and thus to be treated with caution 

(Cheney and Christenson, 2001: 181). The two way mixed motive model of 

communication was developed in response to these criticisms and seeks to recognise 

the mixed motives of practitioners who seek dialogue and use negotiation, persuasion 
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and compromise in their communication approach (Dozier, Grunig, and Grunig, 1995; 

2001).  The focus of mutual understanding, and balanced two way communication is 

suited to yoga PR.  However, it is essentially a process model, and assumes that 

practitioners have the competences to deliver public relations. Therefore, an 

understanding of core competences is essential to ensure a truly excellence based 

model of PR and the excellence model assumes competence, rather than sets out what 

the attributes of PR competence are.  Competence in a profession involves three sets of 

skills: cognitive (knowledge), technical or manipulative skills inherent in a profession and 

social or communication skills (Hargie, 2000).  Cutlip et al (2000) have categorised PR 

work along task lines,  listing 10 elements that summarise what PR practitioners do at 

work.  The writing and editing task line represents technical and manipulative skills in the 

context of writing a well written press release, cognitive skill in collating the information 

and working it in a coherent narrative, and social or communication skills in selling the 

press release to local media.  

Diffusion theory is useful in understanding how people process and accept information: it 

argues that people adopt an idea only after going through the following five discrete 

steps: awareness, interest, evaluation, trial and adoption.  The theory is useful in 

explaining how people reach important decisions, rather than acts of impulse. Evidence 

suggests that mass media are important in creating awareness and interest, and that 

personal contact is important for evaluation and trial (Lionberger, 1960; and Rogers, 

1975).  This theory is particularly pertinent to the issue of yoga public relations as it is 

clear that once individuals experience a yoga class, more often than not they experience 

the health benefits, and with appropriate and safe teaching. The challenge for yoga 

advocates is to create awareness and interest through public relations.  

Finally, in the context of public relations and yoga, a theory of ethical practice should be 

considered.  Seib and Fitzpatrick (1995) and Parsons (2004) describe the challenge and 

ethical pitfalls of dealing with the media, arguing that public relations is subject to much 
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scrutiny because it is so powerful and influential (Withrow, 2008). With power and 

influence comes responsibility (Bivins, 2006) and Parsons suggests a framework for 

responsibility – the five pillars of ethical decision making in public relations (1) veracity 

(telling the truth), (2) non-malfeasance (do no harm), (3) beneficence (do good), (4) 

confidentiality (respect privacy) and (5) fairness (be fair and socially responsible) 

(Parsons, 2004:21). Baker (2002) however, argues for PR to move from the expertise 

and contractual models of practice to a covenantal model.  To establish a profession 

worthy of public trust, the field she argues, must devote itself to a defined human good 

(relationships), and must be grounded in a public pledge to serve this good.  Wilkins sets 

out the behaviours  expected in the covenantal model (Wilkins, 2008).  

Method  

A novel questionnaire-based e-survey was designed explore the attitudes of yoga 

professionals.  This was because the research project is exploratory and non-

experimental in design.  The advantages of undertaking an e-survey are that they 

provide a relatively simple and straight forward approach to the study of attitudes, they 

can be adapted to collected generalizable information about any population, and allow 

for high data standardisation.  With the inclusion of open answer options as well as 

closed questions, detailed qualitative information can be collated and as such, the bias 

of the researcher can be avoided.  E-surveys are quick and relatively cost effective to 

undertake, and can be disseminated to a wide range of interested groups and target 

audiences.  Clearly, the data can be affected by the characteristics of the respondents 

who won‟t necessarily report their attitudes or beliefs due to a social desirability 

response bias to questions (Robson, 2002). However ensuring that the questionnaire is 

anonymous, and creating the option for open questions may mitigate against this.   

Questions relating to attitudes about public relations were derived from the public 

relations literature, using a typology of public relations as a starting point (Grunig and 

Hunt, 1984). The survey was established on Surveymonkey and the link was mailed to 
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182 accredited yoga teachers, drawn from a national listing of yoga teachers published 

by the British Wheel of Yoga (BWY). It was also sent to the BWY who agreed to 

disseminate and promote it.  Finally, the link was posted on five Linkedin Yoga groups. 

Findings 

Demographics 

The online questionnaire was completed by 55 respondents, of which, 82% were yoga 

teachers, 9% were trainee teachers, and 9% were practitioners.  Forty-four percent of 

respondents were from the 40-49 year age group and 29% were aged between 50-59 

years.  The majority of respondents were female (83%). The average period of time 

spent teaching was 9.4 years, with a range from 1 year to 32 years.  The majority of 

respondents (56%) were from England.  Responses from other countries included the 

US (30%), Europe (6%), Asia (4%) and Ireland (2%). The majority of respondents taught 

more than 5 classes per week (23%), with 11% teaching three to five classes per week, 

and 10% teaching 1-3 classes per week.  

 

How yoga teachers and practitioners define public relations 

The majority of respondents defined public relations in positive ways, for example, 69% 

described it as information giving, 64% as promotion, and 58% as publicity (see table 1, 

below).  Interestingly, fewer respondents perceived and thus defined public relations 

negatively: 1/5th perceived it as selling, and over 10% saw it as „spin doctoring‟.  
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Table 1. How yoga practitioners define public relations 

Public Relations Definition % No. 

Information giving  69 38 

Promotion 64 35 

Publicity 58 32 

Selling 20 11 

Spin Doctoring 11 6 

Damage control 9 5 

Propaganda 5 3 

An attempt to hide or disguise the truth 5 3 

An insubstantial activity – smoke and mirrors 5 3 

Comments were, in the main supportive of PR as a tool to help, and suggest a pragmatic 

approach towards public relations. There was a degree of caution amongst respondents 

about the potential for public relations to be unethical:  

“It‟s a combination of all of these things, you just shift priority among these things at 

different time” 

“it‟s a great way to promote things but is used unethically by some” 

 

“I understand why people want to do it, but it is often at odds with the way I work, and I 

have found it difficult to maintain my sense of integrity with the demands of PR” 

How yoga teachers view public relations in the context of promoting yoga 

The majority of respondents were supportive of PR, with 58% stating that it is a useful 

way of promoting yoga, and 32% stating that it was a force for good in society.    A 
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similar proportion of respondents felt that the practice of PR was at odds with the yoga 

practice, as above regarded public relations as a technique at odds with yoga (10%), 

and a million miles from the practice of yoga (10%). Interestingly, 18% felt it was useful 

but didn‟t know how to do PR, and 10% felt that they needed more information and skills 

to practice PR.  No respondents thought that it was a „dark art‟.  Only 4% considered that 

yoga, as a thousand year old tradition didn‟t need to promote itself.  

Comments suggested that, again, in the main, respondents were supportive of public 

relations, and recognised that it has been used unethically, or for those with vested 

interests, but also that it could be a force for good in promoting the benefits of yoga. A 

small proportion of comments suggested that respondents were keen to know more, and 

receive more training in PR skills. 

“it appears to usually be used to make morally bad companies look good (ie, oil 

companies advertising how environmentally friendly they are)” 

“it‟s something rich people use, or big companies or celebrities” 

“public relations is providing information in its most pure sense. Sheer self-promotion is 

going over the line though” 

“it‟s very important. Society tends to grasp onto the negativity of things. If you don‟t 

protect the appropriate “views” then they might latch onto the improper insights without 

proper education” 

“I would love PR skills and training”  

Have you used PR to promote your yoga class? 

Just over half (51%) have used public relations to promote their yoga class.   

Figure 1. Percentage of respondents who have used public relations 
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Experience of using public relations to promote classes 

The majority of respondents found their use of public relations successful (see Figure 2, 

below).  Of these, 17% found it very useful, generating a lot of interest, and 67% found it 

useful, generating interest.   

Figure 2. Experience of using public relations to promote the class 

 

Preferred choice of public relations tactics 

Nearly all respondents (92%) indicated that word of mouth was their preferred choice of 

public relations (see Table 3, below),  The majority of respondents indicated that they 

would use most of the tactics, although „classes for journalists‟ was the least favoured 

option (12%). 

51% 
49% Yes - used PR to promote

class

17% 

67% 

12% 
4% 

Very useful, lots of
interest

Useful, with some interest

Not very useful

Not at all useful
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Table 2. Public Relations Tactics 

PR Tactic % No 

Word of mouth 92 46 

Posters 84 42 

Facebook 80 40 

Leaflets 76 38 

Website 76 38 

Press release 70 35 

Advertising in media 70 35 

Linkedin 50 25 

Twitter 42 21 

Classes for journalists 12 6 

What would encourage you to use PR? 

Forty-one percent indicated that if they had money they would use PR, 39% needed to 

be convinced that it worked, and 39% needed to know that PR would fit with their values 

(see Table 3, below).  Technical support (37%), time (35%) and training (24%) were also 

considered by a significant proportion to be important motivations.   
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Table 3. Motivation to use PR 

Motivation  % No 

If I had the money 41 19 

If I knew it worked 39 18 

If it fitted with my yoga values 39 18 

If I had technical support 37 17 

If I had time 35 16 

If I received the training  24 11 

 

Does yoga need more public relations? 

Twenty-nine percent felt yoga needed more public relations, while 18% were unsure 

(see Figure 3, below).   

When asked who should be doing the public relations, 69% felt that everyone involved in 

yoga should be promoting yoga, 60% felt that it was the professional bodies for yoga 

who should be doing the PR, and 33% suggested that yoga media and journals should 

be doing this.  Interestingly, 58% felt that yoga professionals who were also PR 

professionals should be doing this.   
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Figure 3. Does yoga need more public relations 

 

How is yoga viewed by members of the public who don’t attend classes 

Over half of respondents felt that yoga was viewed positively by the public, while over 

one third felt that it was regarded as „esoteric‟ (see Figure 4, below). 

Figure 4. How yoga is viewed by the non-yoga public  

 

29% 

6% 

18% 

Yes

No

Not sure

52% 

32% 

4% 
12% 

Generally positive image

Esoteric

Generally negative image

Rarely reported
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Typical comments to describe public representations of yoga were for positive images - 

“as physical exercise usually”, and “yoga is for fit, bendy people”, while for esoteric 

representations respondents described these as : “they think its mystical”, “it‟s for 

weirdoes who can do the lotus position” and “it‟s esoteric and weird”.  The 

representations therefore appear to be split between representations of health and 

oddness.  

Qualitative comments 

The majority of responses to the question asking for further comments, were positive 

towards public relations, but cautious.  These can be grouped into two categories, 

„unequivocally supportive‟, and „positive but cautiousness‟.   

The „unequivocally supportive‟ can be summarised by the following quotes:  

“Without PR I would not be teaching to my existing clients” 

“Have been thinking I should write to Style section of Sunday Times to put them straight. 

They keep suggesting yoga is dangerous!”  

“I would like to see more positive portrayals of yoga. Ryan Giggs the Man United 

footballer has done some good in promoting yoga. I think more of this is required”. 

The „positive but cautious‟ responses can be broken into three categories, those that 

need support, those who question if the ends justify the means, and those who are 

seeking PR leadership from their professional bodies. These are summarised by the 

following examples: 
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Help required  

“I need help to do PR”,    

“we need easy, simply ways to do PR”, and “if you develop some strategies – let me 

know”  

“I wish someone with knowledge of yoga would invent an easy to use system for yoga 

teachers to use to promote their classes” 

Do the ends justify the means? 

“there is merit in PR, but for what end?... Yoga could do with some sensitive 

portrayals…if it’s within the values of yoga – good” 

“there is something that seems a little jarring about going out and 'selling' yoga, or 

promoting it as a 'thing'. My biggest concerns are regarding integrity and authenticity.  

There is also a part of me that views PR as bullshit pedalling/spin doctoring, and 

something that distances us from 'truth' (whatever that might be) rather than bringing us 

closer to it, which, arguably, is one of the things yoga tries to do” 

Professional bodies  

“The BWY should use Public Relations more.  The general population are searching for 

quick fix results... if public relations could get across to the general populace that yoga is 

a practice for LIFE, then we would be getting somewhere” 

“I hope the BWY can improve the way it does its PR - I think it needs to be taken more 

seriously” 
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Discussion 

This small study was limited in that it sought views from a self-selected, and hence 

interested group of yoga teachers. The sample size was small, and although the 

demographics appear to be representative, a larger more representative sample may 

offer more meaningful results.  As a consequence, these findings need to be tested 

further.  The study respondents also included international respondents. There was not 

the time nor the capacity to analyse and compare the responses from each nation.  This 

may have generated more insights, particularly assessing whether there were 

differences in attitude, however this was not the focus of this study, and it could be an 

opportunity for future research.    

Contrary to expectations, based on the anecdotal evidence and media coverage, the 

majority of yoga teachers chose positive definitions of PR and viewed PR positively in 

terms of yoga promotion.  They did not consider PR to be at odds with yoga.  However, 

there was a clear perspective that while PR is a useful tool, respondents were cautious 

that it could be used for dubious ends.  This finding concurs with White and Park (2010) 

as well as the Rotary Club Survey (2008), but is at odds with studies of the attitudes of 

journalists.  The positive but cautious attitude of yoga teachers may be due to a lack of 

professional insight into the practices of PR, while journalists may be rooted in 

professional competitiveness, jealousy and protectionism. However, yoga teachers 

appear to regard PR pragmatically as a practice that isn‟t necessarily bad, but can be 

used in unethical ways. The boundary for respondents appears to be that PR as a 

promotional fact-giving and sense-making function is entirely acceptable and to be 

adopted, while PR as a self-promotion activity is unwelcome. This fits with the yoga 

values of yama and niyama which encourage less references to the ego and less of a 

focus on the personality and more of a focus on „objective truth‟, facts and 

understanding.  While yoga teachers may be cautious about the unethical, dark-side PR 

they see that as more likely to occur with business, politics and celebrity.  For teachers, 
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the challenge is to avoid ego-based self-promotion and to focus on the factual benefits of 

yoga. Once this challenge is met, it is clear that PR is regarded as a useful tool. 

The majority of respondents have used PR to promote their classes, but further analysis 

suggests that this is through word of mouth, rather than the wide range of PR tactics 

available. Word of mouth and recommendations by friends, family and colleagues is 

regarded by far as the most influential source of information (Harris Interactive, 2006a). 

Diffusion theory suggests that mass media are important in creating awareness and 

interest, while personal contact and word of mouth are important in the evaluation and 

trialing stages of ideas.  The emphasis on word of mouth therefore seems appropriate 

given the personal and interactive nature of yoga teaching.  Once an individual attends a 

class they are likely to continue attending, and spreading the word.  However attracting 

people to the class may be a challenge.  Using framing theory it is clear that the frames 

given to yoga in the media are of esoteric, weird, athletic and mystical practices, where 

only super fit people or celebrities are depicted.  Yoga may therefore need to be 

reframed to normalise the practice to reach and attract a wider audience.   It is clear 

from respondents that yoga needs more public relations, and a reframing of yoga may 

help this.  

Yoga teachers appear to be keen to use PR tactics as these are all viewed positively. 

There is also a good balance between traditional tactics such as PR, posters and 

leaflets, with new media such as Twitter, websites and Linkedin.  However, few 

respondents would invite or run classes for journalists. This suggests a caution or 

perhaps a mistrust of journalists and highlights a lack of expertise in dealing with 

journalists.  

 

Motivation to use PR is framed by a recognition by yoga teachers that PR takes time, 

costs, needs to fit in with yoga values, requires technical support and needs proof of 
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effectiveness.  This finding mirrors the Rotary Club Survey (2000) and suggests the 

need for competence based training and education in PR for yoga teachers.   

The majority of respondents considered that yoga per se needs more PR and significant 

numbers considered that everyone involved in yoga should be doing PR, as well as the 

yoga professional bodies. There may well be an opportunity for professional bodies and 

journals to teach good PR practices and promote PR competences for yoga teachers. 

There is clearly a leadership role for yoga professional bodies and professional journals 

in promoting yoga in a normalised way to counter the esoteric frames that are pervasive. 

Furthermore, it was recognised that there are yoga practitioners who are also PR 

practitioners.  They were felt to be an important group in promoting yoga and supporting 

yoga teachers to practice PR that is aligned to yoga values. 

The challenge for yoga PR is similar to that highlighted by Boyd and Stahley (2008), who 

argue that all sports rhetoric from little league to big league sports must a balancing act 

between these two extremes for its publics.  There will always be a rhetorical need to 

profile and promote the international yoga teachers and experts, the esoteric and the 

mystical, as well as the yoga practitioners who can adopt complex postures.  However at 

the same time, there is a strong need to promote the normal day to day experience of 

most yoga class attendees who fit a class into their complex daily lives, and regard it as 

a healthy social activity which gives them some „me‟ time.  If these extremes can be 

balanced and articulated through appropriate PR,  this may well lead to a more balanced 

rhetoric and reframing of yoga.   

 

Finally, while it is clear that yoga teachers viewed PR positively and did not regard it as 

at odds with their yoga practice and values, they were still cautious about the potential 

for PR to be unethical.  They were keen to learn PR skills, and see a role for yoga 

practitioners with PR skills, their professional bodies and journals.  However, a 
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compelling model of PR that may help to transform cautiousness about PR and realise 

the its benefits in an acceptable way is the covenantal model of PR. The covenantal 

model of PR places an emphasis on a defined human good, through trusting and 

positive relationships grounded in a public pledge to serve this good (Baker, 2002). With 

such a model for yoga teachers to work to, adopted as good practice by yoga and PR 

practitioners and their professional bodies, we may yet see a renaissance of yoga PR 

and yoga practice.  

Conclusion   

The practice of public relations is not at odds with yoga practice.  Yoga teachers have a 

balanced attitude towards PR.  They see it as a useful tool, they know it can be used for 

unethical means, and are cautious of its reputation as a dark art, but they are willing to 

use it.  They would be encouraged to use PR if they received more support and training, 

if it was framed to fit with their values, and if resources were made available to facilitate 

their use of PR.  

This small study, was limited in that it sought views from a self-selected, and hence 

interested group of yoga teachers. As a consequence, these findings need to be tested 

further. An ideal way of doing this would be to share the findings with respondents, and 

yoga professional bodies to elicit their views.    

 

Finally, yoga practitioners with a professional interest in PR could be sought, and a 

group established to support professional bodies, and yoga practitioners to develop 

support, training and resources that are aligned with the covenantal or similar models of 

ethical practice. 

Recommendations 
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1. To disseminate the findings to respondents, and yoga professional bodies to test 

the findings further 

2. To disseminate the findings of this study to the British Wheel of Yoga for 

consideration and discussion 

3. To establish a yoga practitioner/PR professional group to consider these findings 

and the merit of association to provide support to yoga teachers. 
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