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Background of the Study 
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The background of this research focuses on how the film Air (2023) represents

ethical values in Public Relations practice through the framework of the PRSA (Public

Relations Society of America) Code of Ethics. Film, as a mass communication medium,

has the ability to influence audiences’ ways of thinking through complex audio-visual

elements, so that messages can be conveyed both explicitly and implicitly. This study

aims to analyze how the six principles of PRSA—advocacy, honesty, expertise,

independence, loyalty, and fairness—are represented in the narrative of the film. Air

(2023) is relevant because it portrays Nike’s business and communication strategies in

recruiting Michael Jordan as a brand ambassador, which had a significant impact on the

company’s image and reputation.



Research Question & Objective
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Research Question:

How are the PRSA Code of Ethics principles represented in Air (2023)?

Objective:

To analyze six PRSA principles: Advocacy, Honesty, Expertise, Independence, 

Loyalty, Fairness



Research Method
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• Approach: Qualitative descriptive

• Techniques: Non-participant observation, literature review

• Object: Film Air (2023)

Research steps:

1) Data collection

1) Data reduction (group scenes by 6 PRSA principles)

2) Data presentation (narrative & interpretation)

3) Data analysis (linking theory & scenes)

4) Verification (triangulation of sources)



Theoretical Framework
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PRSA Code of Ethics:

1. Advocacy

2. Honesty

3. Expertise

4. Independence

5. Loyalty

6. Fairness



Results and Discussion
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1. Advokasi (Advocacy) The principle of advocacy is shown when Sonny Vaccaro insists that Nike 

should recruit Michael Jordan. He courageously voices his vision despite opposition from management, 

acting as an internal advocate who ethically defends the organization’s best interests.

2. Kejujuran (Honesty)

Honesty is reflected when Sonny speaks directly to Deloris Jordan. He openly admits that Nike was not 

the leading brand but offers a long-term vision instead. This transparency builds trust and strengthens 

credibility.

3.Keahlian (Expertise)

Expertise is demonstrated through the process of designing the Air Jordan shoes by Nike’s team. They combine 

aesthetics, culture, and NBA regulations to create a communication strategy that is both innovative and 

professional.



Results and Discussion
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4. Independensi (Independence) Independence appears in Deloris Jordan’s negotiation of royalties. 

She remains firm, objective, and not intimidated by Nike, showing integrity in making decisions 

independently.

5.Loyalitas (Loyalty)

Loyalty is portrayed by Sonny, who continues to believe in his vision about Jordan even when 

others doubt him. He is willing to risk his career to support what he believes is the best step 

for Nike’s future.

6. Keadilan (Fairness)

Fairness is evident during the negotiation when Deloris demands royalties for 

Michael Jordan. This request represents proportional recognition of contribution, 

and Nike’s decision to agree marked a milestone in the sports industry.



Conclusion
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The film Air (2023) demonstrates that the six PRSA principles—advocacy, honesty, expertise, 

independence, loyalty, and fairness—are applied in practice. PR ethics prove to be a 

foundation for building strategic communication, reputation, and long-term public trust.
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