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Introduction 

• A communication campaign requires planning 
and more planning, with ongoing checking 
and evaluation of strengths and weaknesses.  

• Campaigns can be expensive and the PR 
practitioner must make sure that it is 
effective.  
 



Communication Planning and 
Management 

• Communication planning in a PR context is a 
process of monitoring planned communication 
from the phase of initiating the project to 
implementation.  

• And then evaluating the success of the project in 
the post-implementation phase.  

• Some of the main functions are to find new 
solutions to communication problems, to 
formulate new messages, to find and combine 
new comm channels and to define and group the 
target audience. 



Communication Planning and 
Management 

• Comm planning has to be done and managed 
in a logical way so that  
– a thorough analysis of objectives is done in the 

initial stages of a communication effort 
– The relevant target audience is reached 
– The message is distributed effectively, and 
– Research and evaluation are done after the plan 

has been put into practice 



Why do you need a PR strategy? 
• To complement the overall business plan of an 

organisation  
• To identify ways in which PR can help achieve an 

organisations objectives  
• To focus and manage all the communications of an 

organisation 
• To ensure maximum benefit from all PR activities 
• It can also help educate those within an organisation 

about the value of PR 
 
PR is more than simply producing publicity material. An  
organisation is only as strong as its reputation. The PR  
function is to manage that reputation. 



Key Elements of the communication 
planning and management process 

• The environment: Unique contextual situation of 
organisation. 

• The communication planner: Person responsible 
for communication.  

• The Message: What you want people to know. 
• The medium: radio, TV, newspaper, internet. 
• The Target Audience: Group of people the 

campaign must reach.  
• Effect: reaction and result of communication. 
• Feedback: Response of target audience.  



The PR Programme 

1. Define the situation 
2. Set Objectives 
3. Determine the target audience 
4. Develop the message 
5. Design activities – strategy and action plan 

(with timing and responsibilities) 
6. Budget 
7. Review and evaluate 



Questions to ask 
• Where are we now? 
• Where do we want to be? 
• To whom are we talking (audiences)? 
• What do we want them to do? 
• Why do we want them to do it? 
• What are we going to say to them (messages)? 
• Where are we going to reach them? 
• When are we going to reach them? 
• Which techniques (methods) are we going to use? 
• How much are we going to spend? 
• What if there are unforeseen problems? 
• How did we do? 



Defining the Situation 

• In looking at the PR needs and opportunities of 
any company, it is first necessary to review the 
current situation before an overall plan can be 
developed.  

• What this means is that PR activities must be 
preceded by proper analysis of how the 
organisation is perceived by its clients, 
shareholders, employees, and the community.  

• The initial step is to determine the nature of the 
problem or opportunity.  

• Do a SWOT analysis. 



Defining the Situation 

• In most instances, they can be grouped into three 
general categories: 
– Overcoming a negative perception: of a org, e.g resistance 

by the public to a product, or evidence that employees 
believe their company lacks concern for their interests. 

– Conducting a specific one-off project: e.g. Introducing a 
new product, conducting a fundraising project, or 
obtaining shareholders’ approval for an acquisition. 

– Developing and expanding a continuing programme: e.g. 
Maintaining a community’s awareness of and confidence 
in a company’s products and services, social responsibility, 
and so on.  
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Where are we now?  
• PR practice should ideally be driven by research and 

analysis 
• Carry out some research amongst your key audiences 
• Can be simple questionnaires or telephone calls 
• Analyse your results  
• Are their perceptions of your organisation correct? 
• For example, audience x is not aware of your 

services, group y is confused about what you do, etc. 
• Summarise where your organisation is now (you can 

include personal observations here) 
 



Setting Objectives 

• There are two kinds of objectives: 
– Informational objectives: these are less ambigious, 

and are often typified by phrases such as “create and 
awareness of...” “enhance the image of...” “educate 
consumers about...” and “inform that audience that...”  

– Motivational objectives: these are more ambiguous 
and impressive but also difficult to achieve and usually 
contain phrases such as “increase the sales of...” 
“stimulate the trial of...” “increase attendance at...”  
and “change attitudes about...”  



Where do we want to be? 

• Get management input here – this should be inline with the 
overall strategy of an organisation but also identify ways in 
which PR can help specifically 

• Keep this realistic but visionary (the whole world being 
aware of your company is not realistic unless you are Coca 
Cola, for example) 

• You want group x to know you exist; 
• You want group y to sign up for some of your services 
• You want the media to publish your news releases 
• You want to help secure future government funding etc. 



Target Audience 

• Objectives are achieved by influencing someone 
either to take action or not.  

• The person or persons to be influenced become 
the target audience.  

• The audience should be defined individually by 
name.  

• The best is to indentify the smallest possible 
grouping or segment of the TA. 

• It is important that sufficient attention be paid to 
a company’s internal publics.  



Message 

• This is what is communicated to the TA. 
• For any given problem or opportunity there could be 

several target audiences and different messages should 
be developed to suit each audience.  

• Often, and overall theme is designed by the marketing, 
advertising and public relations team to convey the 
groups message.  

• Slogans are used as PR messages to convey things 
about an organisation.  

• What is important is that the claims made are matched 
with excellence of product quality and service.  



Activities 
• PR activities are the tools of communication.  
• They transmit the appropriate message to the target 

audience. 
• These activities range from personal, individual contact 

to massive advertising or press relations programmes.  
• They include plant tours, scientific symposia, public 

speaking, authoritive briefs submitted to government 
agencies and committees, individual letters to persons 
or groups, media releases, press conferences, radio 
interviews, etc.  

• These activities are oral, written, or visual and can be 
prepared for a highly educated or illiterate audience.  



Activities 

• As in marketing, no single activity will carry the 
message and have it understood and acted upon 
by the TA. 

• Also, more often than not, the message must be 
repeated over and over – many many times in 
many many different forms in order for to have 
impact on the audience.  

• The reputation of the communicator is an 
important factor in the acceptance of the 
message.  
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Which methods of communication are we going 
to use? 

• Decide what you are going to do in order to convey your key 
messages to your key audiences (brochures, news releases, 
videos, etc.) but... 

• Ensure you are using the right methods to reach each target 
audience 

• DO NOT decide on the methods of communication before you 
have identified audiences and messages – this is a very 
common mistake  

• One size does not necessarily fit all 
• Remember you will need to repeat key messages in several 

different forms in order to get the desired response 
• Also remember you cannot target specific audiences via a 

website 
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Where are we going to reach them? 

• You have identified your audiences, key messages for 
each audience but where are you going to reach 
them? 

• Some audiences you may have all the data you need 
in order to reach them – names, email addresses, 
postal address etc. 

• But, there may be some audiences you do not have 
any details of 

• You therefore will need to use specific methods of 
communication that can help you reach them 

• For example, perhaps you can reach them by placing 
stories in the magazines they read (media relations) 
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Timing: When are we going to reach them? 

• Timing is very important 
• Link specific PR activities to fixed events in the 

corporate calendar 
• There’s no point in issuing a news release days after 

an event 
• It is important to include milestones and deadlines 

here as well (e.g. draft text, edit text, meet designer, 
first proofs, etc.) 
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What if there are unforeseen problems? 

• This helps focus the mind on potential things can 
(and do) go wrong 

• Brainstorm with managers, colleagues etc.  
• Perhaps your software doesn’t work on windows; 

your server can’t cope with the number of increased 
hits on your website etc.  

• Think how to deal with potential problems 
• Contingency planning is vital! 



Budgeting 
• Determining a budget for a PR programme is always 

difficult. 
• Two basic considerations in the preparation of PR are:  

– The activities planned for a specific PR programme 
– The costs involved in executing the activities in the 

programme.  
• Administrative costs: salaries, secretarial staff, motor 

vehicles, travel, entertainment, membership of 
professional associations, training, and seminars.  

• Administrative overheads: office space, office 
equipment, lighting, heating and air-con, telephones, 
postage, insurance, taxes, subscriptions to magazines. 
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How much are we going to spend? 

• Unfortunately we all have budget constraints which 
will have an effect on the methods of communication 
that we can use 

• Budget (wo)man hours as well as include design, 
printing, mailing costs etc. 

• Allows you to know your limitations, set priorities 
and plan in advance 

• It means no nasty surprises for your managers  



Evaluating Results  
• There are two kinds of results: qualitative and quantitative.  
• Many will be qualitative: the will not be measured 

statistically.  
• Instead they will be measured by experience and self 

evident qualities, for example, evidence that the job 
applicants are better educated, more proficient, or insome 
other way more suitable than in the past.  

• In contrast, quantitative results might show, for instance, a 
% increase in awareness, a reduced number of complaints, 
a larger number of job applicants, increased media 
exposure, increased sales, etc.  

• Formal research includes opinion polls or surveys, analysis 
of broadcast returns, online measurement and analytical 
tools.  
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How did we do - measurement and evaluation? 

• You cannot possibly know if your campaign is 
successful unless you measure your success 
somehow 

• Set measures (before embarking on a campaign) 
• They can be as simple as: 

– Number of hits/unique visitors on your website 
– Media coverage (opportunities to see; positive 

versus negative; etc.) 
– Increased demand for services 
– New contacts made 
– Output (news releases, publicity material 

developed, etc.) 
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Conclusion 

- Every organisation can improve its PR, 
particularly if you plan ahead 

- A PR strategy helps you plan 
- It will indicate what needs to be done and 

why 
- It will help you manage expectations and 

achieve real, measurable results 
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