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3. AUDIENCE OBJECTIVES. What is it that the audience wants to know,
and how can the message be tailored to audience self-interest?
Consumers are more interested in how a new tablet computer will

increase their productivity than in how it works.

4. MEDIA CHANNELS. What is the appropriate channel for reaching the
audience, and how can multiple channels such as news media,
brochures, special events, and Twitter reinforce the message among key
publics? A news release or an ad may be good for making consumers
aware of a new product, but a posting on a popular consumer website
may be better for conveying more credible consumer information about

the product.

5. MEDIA CHANNEL OBJECTIVES. What is the media gatekeeper
looking for in a news angle, and why would a particular publication be
interested in the information? A community newspaper is primarily
interested in a story with a local angle. A television station is interested

in stories that have good visuals and emotional impact.

6. SOURCES AND QUESTIONS. What primary and secondary sources of
information are required to provide a factual base for the message? What
experts should be interviewed? What archival, secondary, and primary
research should be conducted? A quote from a project engineer about a
new technology is better than a quote from the marketing vice president.
A survey, properly conducted, might be best for media interest if there’s
an interesting statistic or finding.
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7. COMMUNICATION STRATEGIES. What environmental factors will
affect the dissemination and acceptance of the message? Are the target
publics hostile or favorably disposed to the message? What other events
or pieces of information negate or reinforce the message? A campaign to

conserve water is more salient if there has been a recent drought.

8. ESSENCE OF THE MESSAGE. What is the planned communication
impact on the audience? Is the message designed merely to inform, or is
it designed to change attitudes and behaviors? Telling people about the
dangers of global climate change is different from telling people what
they can do about it.

9. NONVERBAL SUPPORT. How can photographs, graphs, films, and
artwork clarify and visually enhance the written message? Bar graphs,
pie charts, and other infographics are easier to understand than columns

of numbers.
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6.2.2: An Agency Planning Model

While we want to tell the feel-good story, we also realize that media don't
necessarily embrace positive story lines . . . employ an angle that speaks to
DoubleTree by Hilton’s messages, but also embraces . . . distributing
50,000 cookies throughout New York City in one day.

Strategic consideration included in the Ketchum plan for the Cookie CAREavan

By working through the checKlist adapted from Nager and Allen’s book, a
practitioner has in place the general building blocks for planning. These
building blocks serve as background to create a specific plan. Ketchum offers a
more business-oriented, competitive set of questions in its “Strategic Planning
Model for Public Relations.” Its organizational model makes sense to
professionals and clients alike, moving both parties toward the clear situation
analysis needed to make planning relevant to the client’s overall objectives. As
Larry Werner, executive vice president of Ketchum, points out, “No longer are
we simply in the business of putting press releases out; we're in the business of
solving business problems through communications.” See the Insights box
below for an example of Cookie CAREavan strategies to promote DoubleTree’s

reputation for hospitality.
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On the Job Insights

Social Media in Action

Planners for the Cookie CAREavan campaign for DoubleTree Hotels knew that social
media would be important to the target audience, the Jugglers 2.0. In fact, the socially
savvy hotel chain is known for its comprehensive social media training at each of its

250 international properties.

The CAREavan plan included a second online strategy requiring extensive tactical
steps from shooting video regularly that was then edited and posted to social spaces
such as YouTube. Tour staff captured “Cookie Confessionals,” short videos of people
sharing when they most need a DoubleTree chocolate chip cookie to brighten their day.
Asimple video camera and an external microphone to capture the best sound quality
were on hand at events along with publicity waiver forms to get the video capture done

properly. Videos were shared on the Cookie CAREavan Facebook tab.

To leverage the on-site work, DoubleTree by Hilton's social media agency, Digital
Royalty, executed plan components developed by Ketchum and DoubleTree. The
contractor was tasked with posting the videos on social media platforms in real time
throughout the tour. The strategy was to reach young professionals where they spend
time (in social space) using video—the most preferred format for audiences today. The
tactics fulfill the strategy through action steps accounted for in the planning process by
the client well before the campaign launch. Ketchum and Digital Royalty provided
support and training so that the capacity to do social media efficiently was already in
place as the national tour unfolded. Preparation and planning, including a strong
grounding in social media techniques, assured success for the online component of the

CAREavan campaign.




image9.png
Facts

* CATEGORY FACTS. What are recent industry trends?

¢ PRODUCT/SERVICE ISSUES. What are the significant characteristics of

the product, service, or issue?

* COMPETITIVE FACTS. Who are the competitors, and what are their

competitive strengths, similarities, and differences?

* CUSTOMER FACTS. Who uses the product and why?

Goals

¢ BUSINESS OBJECTIVES. What are the company’s business objectives?
What is the time frame?

* ROLE OF PUBLIC RELATIONS. How does public relations fit into the

‘marketing mix?

* SOURCES OF NEW BUSINESS. What sectors will produce growth?

Audience

* TARGET AUDIENCES. Who are the target audiences? What are their
“hot” buttons?

* CURRENT MINDSET. How do audiences feel about the product,

service, or issue?

¢ DESIRED MINDSET. How do we want them to feel?
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Key Message

* MAIN POINT. What one key message must be conveyed to change or

reinforce mindsets?

Each of the many planning processes has its strengths and weaknesses. The
culture of the organization as well as the wants and needs of upper
management will often give a public relations professional the best indication
of which planning approach to adopt. For example, executives who take a
bottom-line orientation concerning performance will likely prefer the Ketchum
approach to strategic planning. These various approaches to planning lead to
the next important step—the writing of a strategic public relations plan. The

next section explains the elements of such a plan.




image11.png
6.3: Elements of a Program Plan

6.3 Identify the elements of a plan

A public relations program plan identifies what is to be done, why, and how to
accomplish it. By preparing such a plan, either as a brief outline or as an
extensive document, the practitioner can make certain that all the elements
have been properly considered and that everyone involved understands the

“big picture.”

It is common practice for public relations firms to prepare a program plan for
client approval and possible modification before implementing a public
relations campaign. At that time, both the public relations firm and the client
reach a mutual understanding of the campaign’s objectives and how to
accomplish them. Public relations departments of organizations also map out a
particular campaign or show the department’s plans for the coming year.

Although there can be some variation, public relations plans include eight basic

elements:
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1. Situation
2. Objectives

3. Audience

4. Strategy

5. Tactics

6. Calendar/timetable
7. Budget

8. Evaluation

The following offers a brief description of the various components of a public
relations plan and also gives some examples from campaigns receiving PRSA
Silver Anvil awards. In addition, the PR Casebook below gives a real-world
example of how public relations planning can include a blend of traditional
events and media coverage to achieve measurable objectives that matter to top

management.
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Summary: Program Planning

The Value of Planning

After research is done, the next step in the public relations process is
planning a program or campaign to accomplish organizational
objectives. Such planning must be strategic, creative, and pay close
attention to reaching key audiences. A program’s objectives can be
purely informational to create awareness, or more motivational to

actually increase participation o sales.

Approaches to Planning

One classic approach is the management by objective (MBO) model,
which systematically categorizes objectives, communication strategies,
audiences, and the essence of the message. Public relations firms often
have their own planning model, which often includes market research,
demographic segmentation of target audiences, and establishment of

key messages.
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Elements of a Program Plan

A program plan is either a brief outline or an extensive document
identifying what is to be done and how. Public relations firms prepare
these for client approval, and there is joint consultation about budgets,
strategies, and tactical communication tools. A public relations plan, at
minimum, should contain eight elements: situation, objectives,

audience, strategy, tactics, calendar or timeline, budget, and evaluation.
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6.1: The Value of Planning

6.1 Explain planning as the second step to public relations

A program plan is the formal, written presentation of your research findings
and program recommendations for strategy, tactics, and evaluation.

Ronald Smith, author of Strategic Planning for Public Relations

The second step of the public relations process, following research, is program
planning. In the RACE acronym, this step was labeled “Action” because the
organization starts making plans to do something about an isse or situation.
Before any public relations activity can be implemented, it is essential that
considerable thought be given to what should be done and in what sequence to

accomplish the organization’s objectives.

A good public relations program hinges on an effective strategy to support the
organization’s business, marketing, and communication objectives. Jim
Lukaszewski, a veteran public relations counselor, adds, “Strategy is a unique
mixture of mental energy, injected into an organization through
communication, which results in behavior that achieves organizational

objectives.”
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In other words, public relations planning should be strategic. As Glen Broom
and David Dozier say in their text Using Public Relations Research, “Strategic
planning is deciding where you want to be in the future (the goal) and how to
get there (the strategies). It sets the organization’s direction proactively,
avoiding ‘drift’ and routine repetition of activities.” A practitioner must think
about a situation, analyze what can be done about it, creatively conceptualize
the appropriate strategies and tactics, and determine how the results will be
measured. Planning also involves the coordination of multiple methods —social
media, news releases, special events, web pages, press kits, news conferences,
media interviews, brochures, newsletters, speeches, advocacy ads, and so on—

to achieve specific results.

Systematic and strategic planning prevents haphazard, ineffective
communication. Having a blueprint of what is to be done and how it will be
executed makes programs more effective and public relations more valuable to

the organization.
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6.2: Approaches to Planning

6.2 State the two approaches to planning

Planning is like putting together a jigsaw puzzle. Research, provides the
various pieces. Next, it is necessary to arrange the pieces so that a coherent
design, or picture, emerges. The best planning is systematic, that is, gathering
information, analyzing it, and creatively applying it for the specific purpose of

attaining an objective.

Planning is important because a plan is the instrument used to propose and
obtain approvals, a mechanism for monitoring and evaluating and a product
that distinguishes true public relations professionals.

Thomas R. Hagley, author of Writing Winning Proposals: PR Cases
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6.2.1: Management by Objective

One fundamental approach to planning is a process called management by
objectives (MBO). MBO provides focus and direction for formulating strategy to
achieve specific organizational objectives. According to Robert E. Simmons,
author of Communication Campaign Management, the use of MBO in planning
ensures the “production of relevant messages and establishes criteria against

which campaign results can be measured.”

In their seminal book Public Relations Management by Objectives, Norman R.
Nager and T. Harrell Allen discuss nine basic MBO steps that can help a
practitioner conceptualize everything from a simple news release to a
multifaceted communication program. The steps can serve as a planning

checklist that provides the basis for strategic planning.

1. CLIENT/EMPLOYER OBJECTIVES. What is the purpose of the
communication, and how does it promote or achieve the objectives of the
organization? A specific objective such as “to make 40% of television
buyers aware of the product’s 71 Consurmer Reports rating” is more

meaningful than “to make people aware of the product.”
2. AUDIENCE/PUBLICS. Who exactly should be reached with the

message, and how can that audience help achieve the organization’s
objectives? What are the characteristics of the audience, and how can
demographic information be used to structure the message? The primary
audience for a campaign to encourage carpooling consists of people who
belong to environmental groups and commute long distances, not the

general public.




