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Introduction

• Writing business documents in the PR context is very 
NB

• After all, PR is about communication and part of that 
involves written communication. 

• AS in any business, there is a need to communicate info 
through official channels in the form of letters, emails, 

• AS in any business, there is a need to communicate info 
through official channels in the form of letters, emails, 
reports and proposals. 

• These documents serve different functions, but they 
are all written with a specific audience and purpose in 
mind. 

• There are also specialised forms of written comm, such 
as the campaign proposal, and the evaluation report. 



Introduction

• You will have realised by now that writing is central to a 
the work of PR. 

• What types of formal business text are you familiar 
with?

• Business letters, reports, proposals or speeches?• Business letters, reports, proposals or speeches?

• In all forms of written comm in PR it is NB to 
understand who you are writing for – the target 
audience. 

• The TA for your writing will affect the way in which you 
write the document, the language you use and, the 
content you include – every aspect of your doc. 

• It is NB to understand who they are and what they 
would want from your doc. 



Business Letters

• A business letter is a form of formal 

correspondence intended to give info or to 

make a request. 

• It is an NB part of the business environment • It is an NB part of the business environment 

and of PR. 

• According to the leading PR theorists, there 

are 6 main types of business letters, each used 

to warying degrees within PR. 



Types of Business Letters

• Informative: Inform and educate. Let people know 
about events or policy change. Try to include as much 
info as possible to try and answer any possible 
questions the reader may have. 

• Solicitation: These request something from the reader. • Solicitation: These request something from the reader. 
A solicitation letter is serious. Non-profits send them 
out asking for donations. 

• Promotion: These are based on an emotional appeal 
and are designed to promote an event of cause. These 
can overlap with the previous two but in written with a 
specific purpose: promotion. 



Types of Business Letters

• Transmittal: Used when you send a lot of material to a 
particular individual or group. The letter accompanies 
the material to state what is being sent. 

• Cover Letters: Same as transmittal, but much shorter 
and less formal. States what has been sent with it, why 
its been sent and how the documentation is relevant to its been sent and how the documentation is relevant to 
the reader. Cover letter accompanies CV when applying 
for a job. 

• Response: Most common form is a “thank you letter.” 
Displaying common courtesy can open many doors in 
business. Remember to thank people for their support, 
interest, attendance, or any other interaction they have 
had with your company.  



The Format of Business Letters

• Writing a business letter is a formal process 

and format is very important. 

• Your tone and style will depend on your 

relationship with the receiver.relationship with the receiver.

• In general you should use professional 

language and a formal tone, as this is a form 

of official correspondence. 



The Format of Business Letters

• A business letter has a number of parts. 

• The first is the heading. 

• Most business letters are printed on company letterheads, 
so the first part of the heading identifies the sender of the 
letter. 

• After this, you will begin your letter by addressing the • After this, you will begin your letter by addressing the 
recipient either personally or more generally. 

• If you know who you are writing to, you may start with, for 
example, ‘Dear Ms du Toit’ or “Dear Julia.’ 

• If you are going to address the receiver personally, make 
sure that you are certain of the correct title of the person 
as well as his or her gender. 

• For more general letters you can use ‘Dear Customer,’ ‘Dear 
Supplier,’ or ‘Dear Investor.’



The Format of Business Letters

• Next, you could include a line which starts with RE:. (This 
means ‘about’). 

• Here you put a short heading for your letters to let your 
reader know what it is all about. 

• After this, you start the body of your letter, in which you 
say what you want to say. (see hand out for example)say what you want to say. (see hand out for example)

• The content and length will depend on the type of letter 
you are writing, but on average most letters should be two 
pages at most. 

• Then you close the body of the letter with an urge to action 
such as “I hope to hear from you soon.”

• Finally, you will end the letter a greeting: “sincerely”

• At the end, you add your name and contact details. 



Business Reports

• A business report is a summary of 
information, usually related to a research 
study or to something that has already been 
done. 

• A report can explain the reason for a 
particular trend and may lead to the drafting 
of a proposal for solutions to address that 
trend.

• But it does not propose something, it merely 
summarises information for the reader. 



Types of Business Reports

• Research Report: Summarises info from a research study. 
This could be a report on nutrition research done on a new 
food product or on why certain customers are not shopping 
at a certain grocer any more. 

• Evaluation Reports: Judges the success of failure of an 
activity or series of activities. If you embark on a three-activity or series of activities. If you embark on a three-
month PR campaign for your company in order to increase 
positive media coverage, you might write a report 
evaluating the success of the campaign and changes over 
the period.

• Annual Report: required of all publically listed companies 
in order to document the financial progress, highlights and 
soundness of company and chronicle key events that have 
happened over the last year. 



Annual Reports

• It is an info document designed to help interested 
stakeholders and regulatory bodies understand your 
company and its progress over the last year (annum). 

• It tends to have all the other elements of other reports, 
but it often looks like a magazine, printed on glossy 
paper rather than on ordinary white paper. It usually paper rather than on ordinary white paper. It usually 
starts with a table of contents.

• Next is usually a letter from the Chief Executive Officer 
(CEO), who introduces the annual report. 

• He or she invites stakeholders to learn more about the 
organisation and its success through the AR. 

• The executive summary usually follows the table of 
contents or CEO’s letter. 



Annual Reports

• The body or narrative comes next. 

• This is the story of the organisation. 

• It will contain general info about the organistation and 
what it does, where it is located, its products, services 
and related activities. and related activities. 

• It will then include financial results for the financial 
year and plans for the future. 

• It also deals with events, mergers, sales, management 
decisions and any conditions or trends that have had 
an impact or will have an impact on the company. 

• Charts, tables, illustrations, maps and other visual 
elements may be included in an appendix, but are also 
often included in the body as well. 



Tips for writing an Annual Report

• Know your audience: 

– Primarily aimed at stakeholders and regulatory 
bodies, but they are not the only audience. 

– Make sure you understand who will read the report so 
you can make it relevant to them. you can make it relevant to them. 

• Choose the content before you start writing: 

– Explaining an entire year in a company’s existence can 
be daunting. 

– There may be more info than you can fit into the AR. 

– Determine the purpose of the report and choose the 
info you include accordingly. 



Tips for writing an Annual Report

• Write clearly and accurately:

– AR’s often use vague words. 

– Rather write clearly and make sure that your message is 
communicated in an understandable way to the readers.

• Discuss as well as list: 

Not enough to just list milestones and assume that the info – Not enough to just list milestones and assume that the info 
speaks for itself. 

– You need to analyse and discuss the implications, 
consequences and reasons behind certain decisions, 
trends and phenomena. 

• Use formal professional style but keep accessible:

– Tone must reflect business context, but readers must 
understand content as well. 



Business Proposals

• Unlike a report, a proposal is a call to action, a request. 

• It proposes something. 

• In PR you will need to write proposals for the activities 
you would like to initiate for the company or client. 

• A proposal tends to follow a similar structure to a • A proposal tends to follow a similar structure to a 
report, with a table of contents, executive summary, 
narrative, references and appendices. 

• A campaign proposal is a special type of proposal 
designed to ‘sell’ a series of PR activities designed 
around a theme and common objectives. 

• It follows the format of a standard business proposal, 
but also has specific additional information.



Format of a Campaign Proposal

• Situation Analysis: 
– This includes info about the organisation as well as its 

needs and expectations. 

– It should highlight the need for a communication 
campaign based on thorough research for the 
organisation's current situation. 
campaign based on thorough research for the 
organisation's current situation. 

• Objectives: 
– These are what you want to achieve as a result of your 

communication. 

– The objectives should be measureable and specific. 

– Set targets that you can achieve and make sure that 
you can evaluate your success. 



Format of a Campaign Proposal

• Target Audiences or Publics:

– Define the TA for the activities you are proposing. 

– Think of all the possible publics, internal and external, then 
choose relevant ones and make them your priority. 

– Research the audiences and their attitudes, values, beliefs 
so that you can justify why you are focusing on those so that you can justify why you are focusing on those 
specific publics. 

• Key Messages:

– Define key messages for each public. 

– Messages must be specific, clear and concise and tied to 
your objectives. 

– Messages should be in language your publics would 
understand and relate to. 



Format of a Campaign Proposal

• Campaign Concept or theme:
– Create a campaign concept that is unique, fresh and 

original and that unifies all the activities you want to 
hold for the org. 

– Match the concept to the brand, vision, objectives and 
publics. 

– Match the concept to the brand, vision, objectives and 
publics. 

• Strategy
– Draft a strategy based on the concept in line with the 

objectives and your publics. 

– This is the ‘what’ of your campaign. 

– For example, you might suggest a media relations 
programme to reach a core public to convince them to 
support your CSI programme. 



Format of a Campaign Proposal

• Tactics:

– Outline the tools and tactics you will use to implement your 
strategy. This is the ‘how’ of the campaign. 

– For example, if you suggested media relations programme in 
your strategy, you might use tactics such as media tours, press 
releases or feature editorials as part of this programme. Be 
specific. 
releases or feature editorials as part of this programme. Be 
specific. 

• Conclusion:

– Write a conclusion that summarises your campaign and 
potential impact. 

• Schedule:

– Draft a schedule for your campaign, with specific deadlines. 
Assign them to specific people. 

• Budget:

– Draft a budget, making provision for contingencies (unforeseen)



Format of a Campaign Proposal

• In writing a proposal, follow the same principles as 
those for a report. 

• It is NB that your key ideas are communicated clearly 
and accurately, so that your reader understands what 
you are proposing and why he or she should support it. you are proposing and why he or she should support it. 

• Remember that your goal is to get the reader to 
approve your plan of action. 

• Use persuasive language and highlight the value that 
your recommendations will add to the organisation. 

• As with a report, use a formal, professional style, but 
keep it accessible. 



Speeches

• Speeches are an NB form of face-to-face 
communication. 

• They are used to impart info, to entertain or to 
persuade. 

• They are also part of the PR professional’s toolkit. • They are also part of the PR professional’s toolkit. 

• AS a PR professional, you will not only be asked to give 
a speech or make some comments without advance 
warning. 

• You will also be expected to write speeches for your 
clients, your boss or other individuals. 

• Writing for others can be difficult, because you need to 
capture that person’s personality and style to make 
sure that the speech does not sound false or forced.



Types of Speeches

• Informative:

– Imparts info to an audience. 

– Info about a new product or service or info about with direction 
the company will take. 

– Purpose is education – want audience to learn something

– In writing this type of speech, it is especially NB to make sure that 
the info is presented in such a way that the audience can 

– In writing this type of speech, it is especially NB to make sure that 
the info is presented in such a way that the audience can 
understand it. 

• Persuasive: 

– A persuasive speech aims to get the audience to do something, 
either in terms of supporting a specific idea or acting on a certain 
suggestion. 

– You are selling an idea to the audience, so you need to make sure 
that the benefits are clear. 

– You need to use techniques that persuade the audience to act in 
the way you want them to. 



Types of Speeches

• Entertaining:

– May include both informative and persuasive elements.

– Main purpose is to entertain. 

– Should be written in a light, enjoyable and humorous 
tone. tone. 

• Technical:

– Like the informative speech, the technical speech covers 
a specific issue in great depth, usually using technical 
terminology. 

– It is aimed at a specific audience who will understand 
the jargon, and is usually used to explain a specific 
process. 



Planning the Speech

• Planning is very important in speech writing, especially if you 
are writing an informative, persuasive or technical speech. 

• First, make sure that you do the right research in order to 
understand the topic you are writing about, especially if it is a 
technical speech. 

• Look for sources that you can reference in your speech to give • Look for sources that you can reference in your speech to give 
credibility. 

• Library or online research is a good tool to help expand your 
topic. 

• Then you need to learn about your audience. 

• Ask questions about the people who will attend. 

• Next, outline your main topics, list any key anecdotes (short 
stories) or examples you want to use and start organising 
your information. 



Writing the Speech

• Most speeches consist of the usual three sections:

And introduction, body, and conclusion. 

• But these can be presented in different ways, 

depending on the type of speech you are writing. depending on the type of speech you are writing. 

• The structure of your speech will depend on your 

topic, your purpose and your audience. 

• Design your structure around sub-topics. 

• Define your main topic logically from one to the 

other, repeating the main arguments with variation 

at the beginning and end of your speech. 



Writing the Speech

• Choose a structure that develops from one step 
in a process or event in a series to another. 

• For example: if you have to announce a series of 
lay-offs at the company, you might use a 
chronology (arrangement of events in historical chronology (arrangement of events in historical 
order) to show your employees how this 
decision was reaches and the reasons behind it. 

• Prioritise your information in order of 
importance, either starting with the most 
important and working your way to the least 
important or the other way around. 



Writing the Speech

• Use a problem-solving structure to highlight 
ways in which the org is going to address a 
problem it faces. 

• For example: if your company is staring a new 
mentoring programme for its employees, your mentoring programme for its employees, your 
speech might first focus on the historic problem 
of junior employees not having someone with 
whom to discuss career goals or who could offer 
advice on career planning. 

• You could then present the new mentoring 
programme as a solution. 



Tips for writing a good speech

• Write for an audience: Analyse your audience and 
understand what they expect from the speaker (for 
more, see Speaking Skills, chapter of Botha, D et al, 
Public Relations: Fresh Perspectives, 2007)

• Define your goal: Before you start writing, define what 
you want to achieve through the speech. 

• Define your goal: Before you start writing, define what 
you want to achieve through the speech. 

• Have a strong opening and conclusion: Most likely to 
remember. They must count. Repeat main points at 
beginning and end. 

• Introduction: In the intro, gain your listeners attention 
and then focus their attention on your central idea by 
stating it clearly. Use it to build a relationship with your 
audience and establish your credibility. 



Tips for writing a good speech

• Keep it short: Short speeches are more effective 
and keep the audiences attendance for longer. But 
it must also not be too short. 

• Keep to the topic: Your speech should have a 
theme. Everything you say should relate to that theme. Everything you say should relate to that 
theme. Do not stray from the topic, or you could 
get stuck in issues that have nothing to do with 
your point. 

• Organise your speech logically: This will depend on 
the purpose of the speech, but all speeches should 
flow logically and smoothly from issue to issue. 



Tips for writing a good speech

• Use techniques to maintain interest: These 
techniques include vividness, humour, drama and 
personal appeal. Adjust the delivery to suit the 
response, but make sure the speech reads easily 
and sounds natural. 

• Make the speech and its style appropriate to the • Make the speech and its style appropriate to the 
occasion. 

• The way you deliver your speech is NB. 

• Research by Albert Mehrabian shows that how we 
look at others accounts for 555 of the impact we 
make, while how we say or read the speech counts 
for 38%. The actual content only counts for 7%. 


