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Measuring public relations
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The most important activities performed in a public relations exercise – and the groups (called publics) that they are relevant to – are as follows:
· media relations
· promoting employee relations/multicultural relations
· promoting community relations
· issues communication
· positioning the company in terms of public affairs
· performing image building
· assisting corporate communications
· handling of investor/financial relations
· handling of corporate advertising
· handling of special events
· undertaking crisis communications
· handling publicity
· handling government relations
· handling stakeholder relations
· handling Industry relations
· dealing with charitable causes
· dealing with fundraising

The public relations (PR) umbrella at your business covers a number of related activities. All these public relations activities are concerned with communicating specific messages to specific target audiences:
· Research: You have to thoroughly understand not only your business but also your customers and potential customers. What do you offer that is unique or special? What are customers looking for? And how well do you fill those needs?
· Strategic planning: Define each target audience, your marketing objectives for that group, and the messages you must communicate in support of those marketing objectives.
· Publicity: For most small businesses, the central public relations activity is publicity — getting visibility for your products, the company, and the owners in print and broadcast media.
· Community relations: Public relations in a community means furthering your business goals while maintaining a positive relationship with the people and organizations in which your business operates.
· Government relations: Your public relations can often help your business improve its relationships with local, state, federal, and even foreign governments.
· Internal relations: Employees are the internal audience. A good public relations program can help improve loyalty and retain your employees.
· Investor relations: The aspect of PR that communicates your business's story to stock analysts and other financial professionals.
· Stakeholder relations: A stakeholder is anyone or any organization that holds a stake in how well your business performs.
· Charitable causes: When a business gives to charity, it wants to help the cause, but it also wants to be recognized for its contribution.
· Communications training: You need to make sure you know how to deal with the media, as well as cultivating other communications skills.
Public Relations Activities
The various stages of the public relations process involve combinations of a variety of activities.
· Advertising
Preparation, purchase and placement of purposefully planned and executed messages in selected media to further the interest of an organization or person. Persuasive material that is presented to the public as the acknowledged appeal of an identified party who has paid to have it appear.
· Corporate Philanthropy
Recognition of corporate obligations and responsibilities to communities by making monetary and other contributions to charitable organizations.
· Corporate Sponsorship
Providing support to an event or a cause by devoting corporate resources in exchange for an opportunity to enhance good will, product image and sales.
· Development
Fundraising activities and membership drives designed to influence an organization’s relationships with various publics.
· External Communications
Controlled and uncontrolled messages disseminated in the mass media as well as other communications media, including pamphlets, brochures, non-broadcast videos, speeches, etc.
· Internal Communications
Planned messages disseminated to employees through a variety of communications channels, including newsletters, bulletin boards, payroll stuffers, posters, etc.
· Lobbying
Direct attempts to influence legislative and regulatory decisions in government. In Canada, there are two tiers of lobbyists. According to the Lobbyists Registration Act, Tier I is for an individual (government relations consultant, lawyer, accountant, etc.) who, for pay, provides certain types of lobbying services on behalf of a client. Tier II includes employees whose jobs involve a significant amount of lobbying for their employers.
· Promotion
Using techniques such as events, promos, ads and stunts to create and stimulate interest in a person, product, organization or cause.
· Publicity
General: Information about an organization, person, issue or cause published or broadcast in the news media because of its value or relevance/importance to the community or the media outlet’s audiences. Public Relations: Dissemination of purposefully planned and executed messages to selected media to further the interest of an organization or person without specific payment to media.
· Public Relations Research
The term public relations research does not describe specific types of research methodology such as content analysis, public opinion polls or readership surveys. Instead, the term refers to any type of research that yields data for use in planning and evaluating public relations efforts. Four basic categories of public relations research activities are most common: environmental monitoring, public relations audits, communication audits and social audits. Public relations research can be formal or informal, primary or secondary, qualitative or quantitative, etc. 
· Special Event Management
The use of a project, program, action or happening, generally involving public participation, to meet overall organizational goals. Special events often are designed to obtain publicity or other exposure.

TECHNIQUES FOR STUDYING THE PUBLIC SERVED BY THE PUBLIC RELATIONS DEPARTMENT
Breakdown of 6 W's and 1 H
· What is happening now?
· What is the source of concern?
· Where is this problem?
· When is it a source of concern?
· Who does it involve or affect?
· How are they involved or affected?
· Why does it concern the organizations and its publics? 

Research Terms:
· Primary
· Persons who are involved in some way with what is being studied
· Secondary
· Sources include books, articles and journals
· Formal
· Qualitative and quantitative (Qualitative includes historical
and legal research-informative but not measurable) whereas,
quantitative includes experimental research done in a lab, or survey
research done in the field. It produces measurable results.
· Informal
· Scientific Method 
· (Formulating a Hypothesis, Testing and Revising)
Planning: 10 Step Process
· The process starts after you know what you want to accomplish and the expected outcome

•       Overall Goals
•       Target Audiences and Publics
•       Objectives For Those Audiences
•       Strategies
•       Tactics
•       Activities
•       Evaluation
•       Materials
•       Budget Items
•       Timetable and Task List
Definition of Goals, Objectives, Strategies and Tactics
· Goal
· A desired outcome of a plan of action
· Objectives
· Milestones that measure progress toward achievement of a goal –need a percentage, or some other measurable outcome, behavioral
outcome, a public, and a timeframe
· Strategy
· Well designed plan to affect outcome and not showing
specific actions to achieve objectives
· Tactics
· Specific activities undertaken to implement strategies
Surveys and Polls:
· You don't have to spend a fortune or go broke when designing and carrying out public relations research and measurement projects. To save money, consider piggyback studies, secondary analysis, quick-tab polls, internet surveys, or intercept interviews. Mail, fax and e-mail studies are good  for some purposes. Or, do your own field research.
                              -Walter K. Lindenmann, Ph.D.
Informal methods:
· Focus groups
· Interviews with editors and key opinion leaders
· Phone or e-mail surveys
· Internet surveys
· Representative samples may entail contracting an outside firm in order to get reliable judgments and results.
Determining Sample Size:
· Bigger is better and consulting with persons who conduct research on a
regular basis is advised.
· Survey Construction:
· Work closely with a survey firm
· Attempt triangulation
· Use several methods that concentrate on answering the same questions
· Avoid seeking information unless it is relevant to the study
· Pre-test surveys before launching
Excerpt from  the Summer 2008 issue of The Public Relations Strategist:
" Along with planning, execution and evaluation, research is a required campaign component for all Silver Anvil entries. While web-based searches and media analyses remain among the most prevalent research techniques, about 60% of Silver Anvil campaigns also gathered input directly from target audiences.  The research was both formal and informal-proving it doesn't always require significant resources to get valuable information to effectively shape a campaign's goals, strategies and messages."
                                 -Kelly Womer, APR, ABC
                                  Secrets of Their Success
                                  The Public Relations Strategist


APPROACHES FOLLOWED IN RESEARCHING PUBLIC RELATIONS
1 Analysis of customers and potential customers
· determining awareness and comprehension of PR campaigns
· recall and retention measurement of PR communication
· measuring attitudes and preferences of customers about chosen topics
· measurement of past and existing behaviour and changes in behaviour
2 Benchmarking
· Comparing the PR practices with those of competitors
3 Communication audit
· Appraising all communication efforts (promotional and PR) aimed at customers and potential customers
4 Balanced scorecard
· Evaluating many strategic and operational activities and the state of affairs in an organisation
5 Network analysis
· Discovering the pathways of internal and external communication
6 Environmental analysis
· Tracking past, present and future developments in PR issues
7 Measuring PR relationships
· Analysing the past, present and foreseen relationships between the organisation and its publics
8 Measuring corporate reputation
· Analysing the perceptions of all publics regarding the organisation
9 Measuring PR programmes and activities
· [bookmark: _GoBack]Researching the long-term and short-term successes of PR campaigns
image1.png
Measuring public
relations

—

The PR actiites that need

“The sources of information

o be performed on PR activites.
Technigues for analysing Approaches followed in
PR exercises. researching PR





