CHAPTER 8
Public Relations Strategy & Planning
Practitioners and academics often fail to distinguish clearly between the terms strategy and planning using the terms interchangeably
Indeed where strategy is discussed in the public relations context it is often conceived largely in terms of formulating a PR plan.
Moreover , to understand the underlying role of public relations strategy it needs to be located within the overall hierarchy of corporate and business strategy –making and planning

As you launch and grow your business, you face all kinds of challenges. 

You'll need to write a business plan, attract capital, and recruit, train, and motivate your employees. 

The most tricky and misunderstood challenge involves public relations (PR).


While handling the media and releasing information in a crisis is one aspect of PR, most growing businesses have other PR needs. 


Media relations and publicity. Two closely-related terms that define the goal of using the media (television, radio, newspapers, magazines, newsletters, and the internet) to sell your product or service through news articles, interviews, and product reviews.
Special event planning. Special PR events can include fairs, trade shows, conferences, parties tied to a business theme or relevant holiday, dedications, and celebrity appearances.
Public interest and image building. Fast-growing companies may ally themselves with local charities, sponsor youth sports, and take other steps to communicate their commitment to community and social responsibility.

What is P R strategy?
Grunig and Repper (1992) defines the strategic role of public relations as:
“to manage conflict and build relationships with those strategic constituencies that can limit the autonomy of the organisation”
From this perspective , the P R strategy focuses on defining the key stakeholder relationships and determining how best to either develop and enhance, assuage or combat their affects

Public Relations Planning
While strategy can be and often is expressed in the form of a plan, planning is more generally treated as the means through which the strategic vision and goals are made real and implemented
And generally plans set out the operational/ tactical measures/ actions to be carried out to realize specific objectives
The key elements in the planning cycle are shown the the next figure
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Elements of 
PR planning and management


· The environment
· The organisation
· The communications planner
· The message
· The medium
· The target audience or publics
· Effect and effectiveness
· Feedback and feedforward

PR planning models
· The communication-by-objectives model 
· The Public Relations institute of South Africa (PRISA) model
· The interactive model
· Steyn and Puth’s model for developing a communication plan

1. Defining the situation (situation analysis)
2. Formulating objectives
3. Drawing up a budget
4. Identifying target stakeholders
5. Formulating the message
6. Implementing actions
7. Conducting an evaluation

Step 1
Defining the situation (situation analysis)
· The situation analysis and techniques – determined by the motivation for the planning and implementing of the campaign.
· For example a SWOT analysis can be used to determine the strengths, weaknesses, opportunities and threats.
Step 2
Formulating objectives
· The objectives formulated in accordance with situation analysis
· Specific and measurable
· Motivational objectives – to achieve action
· Informational objectives – to spread information
Step 3
Drawing up a budget
· Distinction must be made between administrative and campaign budgets
· Administrative budget 
· running costs
· salaries, equipment etc.
· Campaign budget 
· execution of campaign
· printing, photography etc.
Step 4
Identifying target stakeholders
· Who is the campaign aimed at?
· The community, employees, opion leaders, competitors, the media, government etc.
Step 5
Formulating messages
· The essence of the pr campaign
· Communication content that needs to be communicated through the public relations campaign.
Step 6
Implementing actions
· Strategies and techniques to communicate a specific message to the targeted audience.
· The strategies and techniques should be properly researched.
Step 7
Conducting an evaluation
· Effectiveness of the campaign is determined
· Using formal or informal research techniques
· Focus groups, interviews or questionnaires
· Evaluated against the objectives identified in step 2
The Interactive Model

Research- 
· Client research
· Opportunity/problem research
· Audience research

Objectives
· Impact objectives
· Output objectives

Programming
· Plan
· Execute

Evaluation

Review the:
· Informational objectives
· Attitudinal objectives
· Behavioural objectives
· Output objectives
· 
When differentiating between communication campaigns and programmes, some might say that the distinction is merely semantic. 

that is why some communication or marketing practitioners use the two terms synonymously 


It is necessary to ensure that your understanding of “public relations campaign” incorporates the four dimensions of its definition. PR campaigns:
2611 are purposeful
are targeted at various stakeholders
have a specified timeframe
consist of an organised set of communication activities

Communication / P R Objectives
Objectives should be as precise as possible – SMART
· Specific
· Measureable
· Achievable/Agreed
· Realistic 
· Timely
These objectives should identify the intended outcomes 
with respect to the key stakeholder relationships -i.e the values the organisation wishes to communicate & the attitudes, opinions and behaviours it wishes to promote towards the organisation.
In addition to defining overall objectives for the campaign 
as a whole, where there are multiple target publics, specific objectives should be identified for each of the key target public/audience strands
Thus while the overall objective  might be:
 To achieve at least 60% awareness and understanding of an organisations new identity and name change amongst Key stakeholder groups by year end
The  specific objectives for internal/ employee audiences might be:
 To communicate the rationale for the new identity and name change and to build support for the new identity amongst employees

PR PLANNING MODELS

the four-step public relations campaign (Culip, Center & Broom)

“PR campaign” refers to undertaking organized communicating activities to achieve a specific objective, usually within a specified period of time. Organized communicating activities may include research on the subject of the campaign, creating a combination of messages and ongoing provision of a lot of information, distributing information and evaluation of the success of the campaign. The general objective of a PR campaign is to influence behavior of a large audience of targeted diverse stakeholders in one way or another. 
Specific objectives of PR campaigns can include changing or reinforcing an attitude or behavior of targeted stakeholders. It can also be to educate, create awareness or inform stakeholders about specific issue. Objectives of a PR campaign may also include all of the above.
PR campaigns can focus on products or services, be political or be ideological or focus on particular issue or cause.
PR campaign management consists of four phases: research, planning, implementation and evaluation. 
The public relations campaign is affected by the business environment. A business environment is very turbulent and continuously changes. Ongoing environmental scanning is essential for public relations practitioner to be well informed about happenings in the business environment to ensure that such changes can be incorporated into the public relations campaign planning and management. 
PR campaign planning
Effectiveness of the PR campaign is measured by whether or not the general objective of the PR campaign is achieved. In other words, whether the behavior of the targeted stakeholders was influenced in a way organization intended. To ensure effectiveness of the PR campaign, it is vital to undertake systematic public relations campaign planning.
There are various campaign models the public relations practitioner may use to systematically plan a PR campaign. One of the models is four-step public relations campaign model by Cutlip, Center and Broom. Other modules include the communication by objectives model developed by Fourie, Steyn and Puth’s. All models are similar but differ in some respects.
To take a look at one of the models, we will briefly discuss the Cutlip, Center and Broom model. The four-step process suggested by those authors are:
1. Defining the problem – this refers to the research phase. The focus is on understanding the current situation.
2. Planning and programming – this step refers to determining programs and policies. The focus is on what should be done to achieve the objectives of the campaign.
3. Taking action and communicating – this step is where implementation takes place. It focuses on how particular actions should be undertaken to achieve the objectives of the campaign.
4. Evaluating the campaign – the last step focuses on evaluating the effectiveness of the campaign. This refers to whether the objectives were achieved.

the communication by objectives model (CBO)
the PRISA model
[bookmark: _GoBack]the interactive model of campaign planning
the development of a communication plan (Steyn & Puth)
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