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Why is research important?

• Research is the key to the design and execution of 

successful PR programmes. 

• It is important to have acurate information about 

all publics and situations effecting the org. all publics and situations effecting the org. 

• A PR practitioner or department who 

understands his or her audience  - their attitudes, 

hopes, and fears - will be better able to 

formulate messages that appeal specifically to 

them. 



Why is research important?

• Public relations research usually consists of 

investigating three aspects of the overall PR 

procedure, namely:

– Client or organisation requiring the research;– Client or organisation requiring the research;

– Opportunity or problem to be addressed;

– Audiences (publics) to be targeted. 



Client or organisational research

• Background data about the client or organisation is an 
essential starting point for any PR programme. 

• This type of research involves the following five steps:

– Being familiar with the nature of the client’s business, 
whether for profit or non-profit;whether for profit or non-profit;

– Knowing the org’s precise mission, its management’s goals, 
priorities, and problems;

– Having good working knowledge of the orgs personnel.

– Having insight into the financial status of the org;

– Understanding the importance of corporate image and its 
impact on an org. 



Opportunity or Problem Research

• The 2nd aspect of PR research consists of 
determining why the org should conduct a 
particular PR programme at a particular time. 

• PR programmes that arise out of opportunities 
are called proactive programmes. are called proactive programmes. 

• In the long run these are less expensive than 
reactive programmes, which may have to deal 
with crises within and outside orgs.

• There will always be crises and PR practitioners 
must always be ready to deal with these. 



Audience or Publics Research

• The 3rd aspect of research in the PR process 
involves investigating the target audiences or 
publics of the PR programme. 

• This includes identifying the particular groups • This includes identifying the particular groups 
that should be targeted, determining 
appropriate research data that will be useful 
in communicating with these publics, and 
compiling and processing the data using 
appropriate research procesdures. 



Useful research for planning, 

monitoring and evaluation

• Research is critical at every stage of PR work, 

from planning and setting objectives to 

prioritizing publics and evaluating the results 

for purposes of future planning and action. for purposes of future planning and action. 

• Research information is particularly useful at 

the initiation stage of the PR effort. 



Useful research for planning, 

monitoring and evaluation

Planning

• The main stages of the planning phase are issues 
forecasting, learning about publics, planning media 
use, and considering possible outcomes. 

• Issues forecasting is the research part of issues 
management and environment scanning. 

• Issues forecasting is the research part of issues 
management and environment scanning. 

• In issues forecasting, an organisation uses info 
collected to determine how it and its publics might 
react to a future event, trend, or controversy. 

• After the PR practitioner has accumulated all the 
factors about a given issue or situation, he or she has 
to learn about the public involved. 



Useful research for planning, 

monitoring and evaluation

Planning

• The two main tasks involved in exploring 

publics consist of:

– Prioritizing public issues (identifying the major and – Prioritizing public issues (identifying the major and 

minor publics of the organization involved);

– Interpreting the behaviour of the publics ( how 

people look at certain situations and how they 

behave in them).



Useful research for planning, 

monitoring and evaluation
Planning

• The PR practitioner has to plan media use. 

• Research indicating what media different publics use is 
widely available from a variety of sources. 

• These include professional, trade, and academic journals as 
well as publications such as SARAD and AMPS (All Media well as publications such as SARAD and AMPS (All Media 
and Product Survey)

• Finally, when PR practitioners consider a PR plan, they 
should closely examine possible outcomes.

• This is everything that can go right or wrong. 

• Examining the possibilities of any plan often reveals that 
unexplored areas may exist.

• By research the plan, problems may be identified.



Useful research for planning, 

monitoring and evaluation
Monitoring

• It is important to arrange for feedback after a plan has been 
set in operation. 

• Careful planning may have preceded a PR programme but 
that does not ensure success. 

• Monitoring a PR operation involves a specific check on • Monitoring a PR operation involves a specific check on 
results, as opposed to general monitoring of public opinion, 
which goes on in issue management. 

• It can be as simple as checking a broadcast to make sure 
that advertising is running in the time slots purchased.

• Or as complicated as assessing if customers noticed a new 
package design. 



Useful research for planning, 

monitoring and evaluation

Final Evaluation

• The purpose of the final evaluation is to look 

at each objective to see whether and by how 

much it was achieved. much it was achieved. 

• The PR practitioner should check the effects of 

the PR efforts on each public if possible. 



Useful research for planning, 

monitoring and evaluation

Final Evaluation

• The following procedures can be adopted:

– Compile the goal (objective) results and interpret their 
significance to the specific objective set, to the orgs overall 
objectives and to its mission. objectives and to its mission. 

– Evaluate the impact of actions taken on the publics to see 
what their attitudes are now towards the org (as well as its 
products, services, management, and so on. 

– Determine bow the orgs overall objective and mission 
have been affected. 

– Measure the impact the programme has in three areas: 
financial responsibility, ethics, and social responsibility. 



Project 2: PR Campaign Planning 

Communications Audit

• Read through the case study on the Gautrain. 

• Get a feel for everything that is involved in setting 
up a PR programme and doing PR research. 

• Then do a PR and communications Audit on the 
restaurant/ coffee shop that you are working with restaurant/ coffee shop that you are working with 
for visual merchandising. 

• It must be about 5 pages. It does not have to go 
into extreme detail. Just the basics please. It must 
be something that you could give to the store 
owner. So make it look professional. 

• Due Date: 25 April



Project 2: PR Campaign Planning 

Communications Audit

Layout

• Introduction

• Publics (who are they?)

• Situation Analysis (what is the current communication 
with all the different publics?)with all the different publics?)

• Media Relations (how are they engaging with the 
press, online news forums, local newspapers, etc)

• Communications channels (what channels are being 
used? events, newsletters, facebook)

• Key Messages (what are they KM that the business is 
sending out?)

• PR Management (Who is doing PR and how is it being 
managed in the business?)


