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General introduction

The course “Planning in Public Relations” introduces master’s students to
planning as the core strategic function of contemporary public relations practice, rather
than a set of improvised or reactive activities. Building on foundational concepts in
communication and management, the course examines how organizations translate
broad institutional missions and issues into coherent communication programs that are
research-based, goal-oriented, and accountable. It guides students through the full
planning cycle, from situation analysis and stakeholder mapping to the formulation of
objectives, selection of strategies and tactics, budgeting, scheduling, and the integration

of monitoring, evaluation, and learning mechanisms.

Particular emphasis is placed on the design and management of strategic PR
campaigns that support organizational reputation, stakeholder relationships, and social
responsibility in complex and often crisis-prone environments. Students engage with
established planning models and contemporary approaches to campaign design,
including goal-driven message development, multi-channel integration, and
evidence-based evaluation of outcomes. Through case studies, group projects, and
applied exercises, they are expected to move from understanding theoretical
frameworks to producing realistic campaign plans for corporate, public, and non-profit

contexts, with explicit attention to ethical standards and the public interest.



Lecture 1: General Introduction To The Topic of Planning

Planning constitutes the first and fundamental step in the administrative process,
preceding the process of organizing. It involves the formulation of general policies,
objectives, and strategies that an organization seeks to achieve within a defined time
frame. Effective planning requires careful consideration of internal and external factors,
as well as continuous monitoring and evaluation to ensure that objectives are met.
Institutions that aim for success and sustainable growth cannot afford to overlook the

planning process, which is essential at both organizational and individual levels.

Historically, planning is as ancient as human civilization itself. Early societies
engaged in planning in fields such as agriculture, trade, and urban development,
demonstrating an awareness of the need to coordinate resources and activities to achieve
desired outcomes. Over the centuries, the concept of planning has evolved into a
systematic and scientific discipline, incorporating modern management theories,

strategic approaches, and analytical tools.

In contemporary management, planning is recognized not only as a preparatory
activity but also as a strategic function that shapes decision-making, resource allocation,
and organizational performance. Various types of planning—such as strategic, tactical,
operational, and contingency planning—enable organizations to respond effectively to
both predictable and unforeseen challenges. Consequently, planning serves as a critical

instrument for achieving organizational efficiency, adaptability, and long-term success.



1. The Emergence and Evolution of Planning

- Planning in Ancient Civilizations

Ancient Egyptian Civilization: The Egyptians employed planning in organizing
irrigation and agriculture, as well as in constructing pyramids and temples.
Archaeological evidence demonstrates sophisticated resource management systems

(Trigger, 2003, p. 89).

Roman Empire: Rome relied on planning for city construction, military organization,
and imperial governance. The comprehensive road networks and administrative systems

reflected advanced planning methodologies (Potter, 2014, p. 156).

Islamic Civilizations: Planning flourished in urban management, trade, and military
organization under various caliphates, with particular emphasis on institutional

development and major projects (Hourani, 1991, p. 203).

- Planning in the Industrial Era (18th-19th Centuries)

With Europe's Industrial Revolution, planning became more systematic in factory
management and resource allocation. The need for strategic planning emerged to ensure
production continuity and economic efficiency, as documented in historical analyses of

industrial development (Landes, 1969, p. 122).

- Planning in the Modern Era (20th-21st Centuries)

The term "planning™ first appeared academically in 1911 through Austrian

economist Christian Schwend's article, gaining prominence after the Soviet Union



adopted comprehensive planning in 1928 (Schwend, 1911, p. 45). Despite its relatively

recent formalization, planning practices date back to ancient human civilizations.

During both World Wars, nations utilized planning for resource management and
war economies (Harrison, 1988, p. 167). By the mid-20th century, strategic and
administrative planning gained significant importance in corporations and government

institutions (Chandler, 1962, p. 34).

- Planning in the Digital Age (21st Century)

With modern technology, planning now incorporates artificial intelligence, big
data, and predictive analytics, enabling more precise management and economic
development methods (Brynjolfsson & McAfee, 2014, p. 78). Societies increasingly
recognize planning as a crucial methodology for human development through

aligning community needs with available resources (Stiglitz, 2006, p. 215).

2. Definition of planning

Planning has been defined in many ways, and here we present some of these definitions

according to their respective authors.

Henri Fayol defined planning as “forecasting and preparing for the future”
(Fayol, 1916, p. 64). This definition presents planning as a dual process of prediction
and preparation, emphasizing its proactive nature in anticipating future scenarios—a
critical capacity in public relations where anticipating public perception and media

responses determines strategic success.



George R. Terry described planning as “Management is a distinct process
consisting of planning, organizing, actuating and controlling ” (Terry, 1971, p. 23). This
definition positions planning as the foundational element of the management process,
establishing it as the essential first step that precedes and informs all subsequent
organizational actions—particularly crucial in public relations where strategic direction

shapes all communication initiatives.

Harold Koontz & Cyril O'Donnell defined planning as “deciding in advance —
what to do, when to do it, how to do it, and who is to do it. It bridges the gap from
where we are & where we want to be” (Koontz & O'Donnell, 1972, p. 48). This
definition presents planning as a forward-looking, systematic process that transforms
objectives into actionable steps, emphasizing its role in providing clarity and

direction—essential for coordinated public relations campaigns.

Henry Mintzberg described planning as “a formalized system for codifying,
elaborating and operationalizing the strategies which companies already have”
(Mintzberg, 1994, p. 107). This view highlights planning's formalizing function while
raising questions about its capacity for strategic innovation in dynamic public relations

environments.

David L. Loudon defined Planning as “the process of setting future objectives
and developing the strategies and programs necessary to achieve them” (Loudon, 1981,
p. 56). This definition emphasizes planning as a tool for goal setting and program

development, reflecting its organizational and procedural nature.



Anthony defined Planning as “ the process of formulating the actions and
policies that guide an organization toward its strategic objectives” (Anthony, 1965, p.
32). This definition highlights that planning is not merely anticipating the future, but a

strategic instrument directing the organization toward its major goals.

Drucker defined Planning as* the managerial activity that links the present with
the future by setting objectives and making the appropriate decisions to achieve them”
(Drucker, 1974, p. 78). Drucker’s definition underscores the dynamic aspect of
planning, connecting the current situation with future plans to ensure managerial

effectiveness.

Summary of the Planning Concept:

- Planning addresses four fundamental questions:

- What do we want to achieve?

- What is our current position relative to this objective?

- What factors may facilitate or hinder our goal attainment?

- What alternatives are available to achieve the objective, and which is
optimal?

3. Definition of Strategy

The term "strategy” is derived from the Greek word "Stratégos," which literally
means “leader” and historically referred to “the art of commanding troops” (Liddell
Hart, 1954, p. 15). For a long period, it was defined as "the art of senior military

commanders.” The ancient Greeks used the term "strategy"” during their annual election



of a council of ten "strategoi,” who were responsible for managing the army and

protecting Greek city-states (Kagan, 1965, p. 47).

The word "strategy" eventually replaced the older expression "art of war." Early
writings dating back to the fifth and sixth centuries BC from China and Greece focused
on military art and its relationship with politics (Sun Tzu, 1994, p. 23). This concept
evolved significantly, reaching its peak in the 19th century thanks to thinkers like

Clausewitz (1984, p. 89).

In Arabic, strategy is defined as "a plan and course of action” (Al-Munjid, 2005,
p. 312). In French, the Larousse dictionary defines it as "the coordination of a state's
military activities, or an activity aimed at achieving specific objectives” (Larousse,
2020, p. 145). In English, the Oxford dictionary defines it as "“the comprehensive
planning and management of war operations,” where planning and policy are

synonymous terms conveying the same meaning (Oxford, 2021, p. 233).

These definitions predominantly emphasized the military and war aspects,
confining strategy to the preparation for war and achieving victory (Freedman, 2013, p.
67). However, in reality, the concept of strategy cannot be limited to the military
domain. Its definitional identity has evolved in response to associated variables and
historical developments (Mintzberg, 1994, p. 25), transitioning from the military field to
more comprehensive domains that extend beyond wartime to peacetime, becoming an

integral part of the ordinary life of nations (Porter, 1996, p. 78).

Comprehensive or Grand Strategy is an Anglo-Saxon concept that emerged in the

1950s in Liddell Hart's book Strategy, where he defined it as "the policy of war"
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(Liddell Hart, 1954, p. 45). Grand strategy is described as the strategy that aims to link

and direct a state's resources and relations to achieve the political objective of war.

Americans prefer the term National Strategy, which has recently been divided
into National Security Strategy and National Military Strategy (Kennedy, 1991, p. 112).
The former is related to grand strategy, while the French use the term General
Strategy to refer to the foundational basis for employing military force (Beaufre, 1965,
p. 89). In 1959, it was defined as the art of mobilizing all capabilities of political power

to achieve set objectives.

The definition of grand strategy assumes several conditions, including clarity and
realism of objectives, rationality and specialization, continuity and flexibility (Gray,
1999, p. 156). Its function is to protect state interests and achieve objectives while

safeguarding state security and the security of its citizens (Nye, 2004, p. 78).

4. Types of Planning
» Strategic Planning

Strategic planning represents the highest organizational level of planning, focusing
on defining the long-term vision and mission of the institution. In this context,
(Mintzberg, 1994, p. 112) emphasizes that this type of planning "forms the pattern in a
stream of strategic decisions." It is crucial to note that strategic planning is characterized
by its comprehensive nature, establishing the general direction of the organization over
a three to five-year timeframe. Furthermore, it is based on thorough analysis of both
internal and external environments, enabling the organization to precisely determine its

competitive position. Additionally, strategic planning involves setting broad
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organizational goals and allocating resources for major strategic initiatives, thereby

ensuring alignment between organizational capabilities and market opportunities.

= Tactical Planning

Tactical planning serves as a vital link between strategic planning and operational
implementation. According to (Koontz and O'Donnell, 1976, p. 145), it is defined as
"the process of converting strategic plans into specific action programs.” Importantly,
this planning level typically covers a period of one to two years. Moreover, it involves
translating broad strategic objectives into specific departmental goals while allocating
necessary resources for their achievement. Tactical planning also operates on the
principle of coordination between different organizational units to ensure integrated
performance. Consequently, it requires middle management to develop detailed action
plans that specify timelines, responsibilities, and performance indicators for each

departmental objective.

= Operational Planning

Operational planning focuses on direct implementation, dealing with daily activities
and controlling operational processes. In this regard, (Fayol , 1916, p. 43) clarifies that
this planning type "involves forecasting and preparation for immediate organizational
activities." Significantly, operational planning is distinguished by its detailed nature,
specifying daily, weekly, and monthly tasks. Furthermore, it emphasizes achieving
operational efficiency through establishing precise performance standards and
continuously monitoring implementation while making necessary corrections to ensure

planned objectives are met. Therefore, operational planning requires front-line
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managers to develop specific work schedules, quality control procedures, and resource

utilization plans that support the organization's daily functioning and short-term targets.

= Contingency Planning

Contingency planning emerges as a response to the need for addressing unexpected
circumstances and potential risks. In this domain, (Pearson and Clair,1998, p. 67)
indicate that it "represents systematic methodologies for organizational crisis
management.” Notably, this planning type is based on anticipating various scenarios the
organization might encounter. Additionally, it involves developing alternative plans for
each potential scenario while identifying appropriate implementation mechanisms.
Contingency planning also ensures business continuity through comprehensive
emergency response programs, enabling the organization to resume operations quickly
and effectively in case of emergencies. Thus, it requires continuous risk assessment,
scenario analysis, and the development of flexible response strategies that can be

activated when unforeseen events occur.

= Functional Planning

Functional planning targets specialized areas within the organization, focusing on
developing precise sector-specific plans. In this framework, (Drucker, 1974, p. 189)
highlights that "each business function requires specialized planning methodologies." It
is essential to emphasize that this planning type encompasses all functional aspects of
the organization. For instance, financial planning involves allocating and monitoring
financial resources, while human resources planning focuses on human capital

development. Similarly, marketing planning aims to build effective marketing and
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communication strategies, contributing to integration between different functions to
ensure comprehensive organizational objectives are achieved. Consequently, functional
planning requires specialized knowledge in each business area and coordination
between different functional units to maintain organizational alignment and optimize

resource utilization across all departments.

Lecture 2 : Planning as a Function of Public Relations

Planning in public relations is classified by scholars as both a leadership and an
intellectual function. It serves as a proactive methodology for preparing for the future

and anticipating potential changes, requiring three fundamental subsets of activities:

- Establishing Organizational Mission based on external environmental demands

and internal capability assessments.
- Developing Strategies and Detailed Plans with specific implementation
pathways.

- Continuous Review and Adjustment of plans during execution as needed.

Plan: The optimal approach for achieving specific objectives, encompassing decisions
regarding implementation methods and temporal phases. A plan represents the tangible
manifestation of managerial thought and constitutes a commitment to a predetermined

course of action.
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Objective : An objective represents "a specific, measurable outcome to be achieved
within a defined timeframe" (Drucker, 1954, p. 65). It serves as a clear, unifying target

that directs organizational efforts (Koontz & O'Donnell, 1976, p. 89).

Effective Objectives Are:

- Specific and clear
- Measurable

- Achievable

- Realistic

- Time-bound

Policies: The organizational framework comprising rules and guidelines that govern
activities and behaviors directed toward goal achievement. The significance of policies
lies in unifying efforts, reducing continuous administrative intervention, and aligning

activities with objectives.

Tactic: A tactic is defined as "short-term operational activities employed to implement
strategies and achieve specific objectives” (Mintzberg, 1994, p. 78). It represents the
practical moves executed within the overall strategic framework to gain competitive

advantage (Porter, 1996, p. 112).

Key Characteristics:

Short-term orientation (typically under one year)
Focused on practical implementation
Highly adaptable to changing circumstances

Serves specific strategic objectives

15



Principles of Planning in Public Relations

Goal Orientation:

Directing all organizational energies and resources toward achieving clearly
defined objectives (Drucker, 1954, p. 102). This principle emphasizes

maintaining strategic focus throughout the planning and implementation process.

Comprehensive Planning:

Developing integrated plans that encompass all organizational functions and
stakeholder relationships (Grunig & Hunt, 1984, p. 78). This holistic approach
ensures alignment between public relations activities and overall organizational

strategy.

Planning Primacy:

Establishing planning as the foundational and preliminary stage preceding all
implementation activities (Fayol, 1916, p. 59). This principle underscores the

critical importance of systematic preparation before execution.

16



- Everson's Eight Principles in Public Relations Planning(Smith, 2002)

Early Specialist

Involvement

Ensures PR's transformation from tactical function

to strategic advisor

Comprehensive Situation

Analysis

Combines internal performance assessment with

external environmental scanning

Deep Audience

Understanding

Based on specialized classification and

psychographic analysis

Clear, Measurable

Objectives

Distinguishes between general goals and specific,

measurable objectives

Clear Strategic Formulation

Includes proactive, reactive, and persuasive appeal

strategies

Realistic Budgeting

Focuses on realistic budget items and efficient

financial management

Organized Implementation

Relies on timelines and integrated communication

tactics

Measurement and

Evaluation

Links evaluation to original objectives for ROI

measurement
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- Smith’s Areas of Planning in Public Relations

1. Market and Competitive Analysis

This area focuses on conducting comprehensive research to understand the
organization's current market position and competitive landscape. It involves analyzing
the organization's strengths, weaknesses, opportunities, and threats (SWOT analysis) to
identify both current and future needs. Through systematic environmental scanning and
situation analysis, organizations can develop informed strategies that align with market

realities and anticipate emerging trends (Smith, 2002, pp. 19-27).

2. Human and Financial Resource Management

This planning domain addresses the strategic allocation and management of both
human capital and financial resources in public relations. It encompasses budgeting for
PR activities, staffing decisions, and resource allocation while ensuring optimal
utilization of available resources. Effective resource planning enables organizations to
attract investments and support financial decisions while maintaining operational

efficiency in public relations functions (Smith, 2002, pp. 211-228).

3. Organizational Development and Innovation

This area emphasizes creative planning for organizational development and
image enhancement. It involves designing innovative communication approaches,
developing creative strategies for brand positioning, and enhancing the capabilities of
human resources in communication functions. The focus is on fostering continuous
improvement and implementing novel solutions to communication challenges (Smith,

2002, pp. 82-112).
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4. Productivity Enhancement and Expansion

Planning in this domain aims at increasing organizational reach and impact
through strategic expansion initiatives. It includes developing strategies to capture new
markets, attract additional audience segments, and diversify communication channels.
The primary objective is to enhance organizational productivity and extend market

presence through well-planned growth strategies (Smith, 2002, pp. 39-65).

5. Financial Returns and Profitability

This planning area concentrates on linking public relations activities to financial
outcomes and profitability. It involves strategies to enhance the economic value of the
brand, demonstrate measurable return on investment for communication efforts, and
contribute directly to the organization's bottom line. The focus is on quantifying the

financial impact of public relations initiatives (Smith, 2002, pp. 229-254).

6. Loyalty Building and Identity Formation

This domain focuses on developing strong organizational identity and fostering
loyalty among stakeholders. It encompasses strategies to strengthen internal
commitment among employees, build long-term relationships with external audiences,
and establish the organization as an essential community partner. The planning
emphasizes creating emotional connections and sustained engagement with all

stakeholder groups (Smith, 2002, pp. 113-149).

As conclusion, Loyalty and identity building is implemented through diagnosing
current loyalty levels, designing tailored programs for internal and external audiences,

utilizing communication strategies focused on shared values and emotional appeals,
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while measuring performance through indicators such as retention rates,
recommendation levels, and emotional connection strength - ultimately aiming to

achieve long-term loyalty and a strong organizational reputation.

Lecture3 : Public Relations Strategies

In public relations, having a clear and well-structured strategy is essential for
guiding communication efforts toward organizational goals. Such a strategic approach
helps build and maintain trust with stakeholders, enhance the organization’s reputation,
and strengthen its overall legitimacy. Without a defined strategy, PR activities can
become reactive, inconsistent, or inefficient, lacking coordination and long-term
direction. Strategic planning enables practitioners to anticipate challenges, act with
purpose, and deliver messages in a way that supports sustainable and effective
outcomes. In this lesson, we will explore the most important public relations strategies

that will serve as a foundation for our subsequent lessons.

— Focus Strategy: The focus strategy involves concentrating efforts on a single theme,
message, or target audience to maximize clarity and impact. By limiting dispersion of
resources, PR campaigns can ensure that the intended message is delivered
consistently across all channels. this strategy Highlighting a single issue during a
public awareness campaign, Focusing on a specific product launch or major
organizational announcement, And Maintaining consistent messaging across different

media to reinforce credibility (Boukeremouch, 2012, pp. 43,44).
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Timing Strategy : Timing strategy is about delivering messages at the most
opportune moment to ensure maximum attention and impact. Proper timing leverages
social, political, or seasonal events to enhance visibility.this strategy Launching
communications during national holidays or festivals, Coordinating announcements
with industry or market trends, and Aligning messaging with current events to
capitalize on public interest (Farjani, 2018, p. 146).

Patience / Waiting Strategy :The patience tactic involves intentionally delaying a
response or choosing not to react immediately. This is effective when premature
communication may worsen a situation or when more information is needed. This
strategy Observing stakeholder reactions before issuing statements, Gathering
additional data to craft a more effective response. And Avoiding reactive
communication that could escalate tension (Boukeremouch, 2012, pp.44, 45).

Surprise Strategy : The surprise tactic introduces an unexpected element in
communication to capture attention and stimulate engagement (Boukeremouch, 2012,
p.45). Surprise can create strong emotional effects and boost message recall. This
strategy unveiling initiatives in an unexpected format or timing, Launching a social or
environmental campaign in a creative, unexpected way, and Generating buzz and
media attention while maintaining alignment with organizational values.

Participation Strategy: Participation strategy engages stakeholders as active
collaborators rather than passive recipients (Al-Merja, 2023). Involving publics in
planning or execution strengthens legitimacy and ownership. This strategy organizing

stakeholder forums, meetings, or interactive events, co-creating messages or
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campaigns with audience input, and encouraging social media engagement and
collaborative initiatives (Al-Merja, 2023).

Crossroads Strategy : The crossroads tactic capitalizes on locations or moments
where audiences naturally converge to maximize visibility (Al-Merja, 2023). This can
be physical spaces, seasonal events, or popular social occasions.the application of this
strategy are, hosting events during high-traffic public gatherings, using intersections of
social or professional networks to spread messages. And Enhancing reach with
minimal additional resources.

Reputation Management Strategy : Reputation management in PR involves
deliberate, long-term efforts to maintain, protect, and sometimes restore an
organization’s public image. Reputation is viewed as a strategic asset that affects how
stakeholders perceive and trust the institution (Whyte & Dike, 2025, p. 5).this strategy
implementing CSR (Corporate Social Responsibility) to foster organizational
legitimacy and stakeholder goodwill (Whyte & Dike, 2025, p.9), Continuously
monitoring media discourse and stakeholder sentiment to detect risks early (Whyte &
Dike, 2025, p. 12). Using transparent, consistent communication across different media
channels to reinforce credibility (Whyte & Dike, 2025, p. 15).

Pretend Withdrawal Strategy : This tactic involves signaling a partial retreat from
engagement without fully disengaging. Organizations may use symbolic messaging to
appear less involved while maintaining core objectives. This approach allows them to
buy time, reduce tension, or observe stakeholder reactions strategically (Kim &

Krishna, 2018, p. 228).
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— Separation / Isolation Strategy : In this approach, an organization deliberately
distances itself from controversial events, stakeholders, or discussions. By minimizing
visible engagement, the organization aims to protect its reputation from negative
associations while quietly preserving its strategic interests. This strategy is part of a
broader risk management and strategic communication plan that ensures careful

assessment before engagement (Kim & Krishna, 2018, p. 231; Grunig, 2011, p. 24).

In conclusion, understanding and applying public relations strategic tactics
is essential for effective communication management. These tactics provide
practitioners with practical tools to guide, time, and adapt their messaging to
diverse audiences and contexts. By mastering strategies such as focus, timing,
patience, surprise, participation, crossroads, pretend withdrawal, and separation,
PR professionals can ensure that their campaigns are coherent, impactful, and
capable of strengthening stakeholder trust and organizational reputation.
Strategic application of these approaches forms the foundation for successful,

sustainable, and responsive public relations practice.

These are some of the strategies employed by public relations practitioners
to achieve the objectives and goals of their organizations. It is important to
emphasize the necessity of analyzing the situation before selecting the
appropriate strategy, as a strategy may be suitable in one context but
ineffective or even counterproductive in another, potentially producing

unintended consequences for the strategist.
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Lecture 4 : Stages of Planning in Public Relations

Multiple authors propose slightly different step models for public relations
planning, yet they converge on a core sequence that moves from situation analysis to
objectives, strategies and tactics, scheduling and resources, and finally evaluation. The
following lecture synthesizes these ideas in a five-stage structure that mirrors the logical

flow in campaign-planning textbooks and professional guides.

Stage 1: Situation Analysis (Formative Research)

The first stage of public relations planning is situation analysis, which consists of
systematic formative research designed to clarify the problem or opportunity, the
organization, and its publics before any strategic decisions are made (Smith, 2021, pp.
45-63). At this stage, practitioners examine the internal environment—such as
organizational mission, values, resources, and past communication performance—as
well as the external environment, including social, political, economic, and media
factors that shape how the organization and its issues are perceived (Gregory, 2020, pp.

43-52).

A comprehensive situation analysis typically addresses five analytic components:

- Definition of the focal issue or opportunity, including its history, current status, and

potential consequences if left unaddressed (Smith, 2021, pp. 45-49).

- Review of the organization’s identity and reputation, asking how the organization
wants to be seen and how it is actually viewed by its stakeholders, based on previous
coverage, stakeholder feedback, and internal assessments (Gregory, 2020, pp. 43—

47).
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Mapping of key publics and stakeholders, identifying who is affected by or can affect
the issue, and describing their interests, levels of knowledge, attitudes, and typical

communication behaviors (Mastering Public Relations, 2025, pp. 189-193).

Competitor and stakeholder environment analysis, which compares how similar
organizations communicate about comparable issues and what frames, messages, or

tactics they use (Gregory, 2020, pp. 47-52).

Audit of existing communication and media content, including traditional and digital
channels, to understand dominant narratives, recurring criticisms or expectations, and
potential opportunity spaces for the planned campaign (Mastering Public Relations,

2025, pp. 189-193).

Data for situation analysis may be gathered through secondary research (reports,
industry data, previous evaluations), media content analysis, social media analytics,
and primary research such as surveys, interviews, or focus groups with key publics,
which together provide a robust empirical foundation for setting realistic goals and

objectives in subsequent stages (Smith, 2021, pp. 49-63).

One widely used tool within situation analysis is the SWOT framework, which
organizes diagnostic information into four categories: internal strengths and
weaknesses, and external opportunities and threats (Mastering Public Relations, 2025,
p. 69). In public relations planning, SWOT analysis helps practitioners synthesize
complex environmental scanning data by summarizing what the organization does
well, where it is vulnerable, which favorable trends or events can be leveraged, and
which external risks may undermine communication efforts (Cutting Edge PR, 2024;

Ainsworth Maguire, 2014). By structuring the findings of situation analysis in a SWOT
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matrix, planners create a direct bridge between research and subsequent strategic
decisions, using strengths to exploit opportunities, addressing weaknesses that could
amplify threats, and identifying areas where proactive communication strategies are

required.

Stage 2: Goal Setting and Strategic Objectives

The second stage of public relations planning focuses on translating the insights
from situation analysis into a clear strategic direction by defining an overarching
campaign goal and specific, measurable objectives for each key public (Smith, 2021, pp.
105-134). The overall goal expresses the desired long-term position or effect—such as
improving reputation, strengthening relationships, or supporting a particular policy
outcome—while objectives break this down into concrete changes in awareness,
attitudes, and behaviors that can be assessed over a defined time period (Gregory, 2020,

pp. 55-68).

Objectives in public relations are commonly structured using the SMART
framework, which requires that each objective be specific, measurable, achievable,
relevant, and time-bound (Mastering Public Relations, 2025, pp. 189-193). Applying
SMART criteria ensures that objectives clearly identify the target public, the exact type
and magnitude of desired change, and the time frame for achieving it, which in turn
makes later evaluation more valid and reliable (Smith, 2021, pp. 105-116; Gregory,

2020, pp. 61-68).

Public relations texts emphasize that well-designed objectives should follow

SMART or equivalent criteria: they must be specific about the target public and the
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desired change, measurable through appropriate indicators, achievable with available
resources, relevant to the broader organizational strategy, and time-bound within a

realistic timeframe (Mastering Public Relations, 2025, pp. 189-193).

In Smith’s nine-step model, this stage corresponds to “establishing goals and
objectives,” where practitioners distinguish between broad goals (reputation,
relationship, and task management) and outcome-focused objectives that specify the
expected impact on the awareness, acceptance, and action of each priority public
(Smith, 2021, pp. 105-116; Smith, 2021, pp. 116-134). Clear goal and objective setting
at this stage provides the benchmark for later evaluation and ensures that subsequent
strategies and tactics are disciplined, focused, and accountable. (Gregory, 2020, pp. 61—

68).

Stage 3: Strategy, Tactics, and Implementation

The third stage of public relations planning translates the previously defined
goals and objectives into coherent strategies and concrete tactics, and organizes their

implementation over time and across channels (Smith, 2021, pp. 171-214).

At the strategic level, practitioners decide on the overall approach to be taken
toward each key public—such as whether to prioritize relationship building, reputation
enhancement, or issue advocacy—and determine the positioning, key messages, and
mix of communication platforms that best support the desired outcomes (Smith, 2021,

pp. 171-185).

Gregory describes this bridge from strategy to action as moving “from strategy to
tactics,” in which broad strategic choices are systematically broken down into specific
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activities and outputs that can be scheduled, resourced, and evaluated (Gregory, 2020,

pp. 95-118).

Tactics are the specific methods and communication tools used to carry out the
strategy, such as news releases, media briefings, special events, social media content,
influencer collaborations, community programs, or internal communication initiatives

(Gregory, 2020, pp. 104-118).

In Smith’s campaign model, this stage is elaborated through distinct steps for
developing the message strategy, selecting communication tactics across the PESO
categories (paid, earned, shared, owned), and preparing detailed action plans that assign
responsibilities, timelines, and resource requirements for each activity (Smith, 2021, pp.

185-214).

Within the RACE framework, this corresponds to the “Communication” or
“Action and Communication” phase, where strategic messages are delivered through
appropriate channels in a way that fosters two-way, symmetrical communication and
supports mutually beneficial relationships with key publics (Campaign Creators, 2014;

Mastering Public Relations, 2025, pp. 193-198).

Stage 4: Evaluation and Learning

The fourth stage of public relations planning is evaluation, in which practitioners
systematically assess the effectiveness of the campaign by comparing actual outcomes
with the objectives defined earlier in the planning process (Smith, 2021, pp. 215-244).
This evaluative research examines both process indicators (how well strategies and
tactics were implemented) and outcome indicators (changes in awareness, attitudes, and
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behaviors among key publics), thereby determining the extent to which the
communication program has contributed to organizational goals (Campaign Creators,

2014; Gregory, 2020, pp. 145-161).

Effective evaluation uses multiple methods—such as media content analysis,
digital analytics, surveys, interviews, and stakeholder feedback—to measure
communication outputs (e.g., messages delivered, reach, impressions), outtakes (what
publics understood or retained), and outcomes (what publics did or intended to do as a
result) in a way that aligns directly with the SMART objectives set in earlier stages

(Smith, 2021, pp. 215-230; Mastering Public Relations, 2025, pp. 193-198).

In Smith’s model, this stage corresponds to Phase Four: Evaluative Research,
where planners answer questions about what to evaluate, when and how to evaluate, and
what criteria to use, so that evaluation not only demonstrates accountability but also
generates lessons learned that can be fed back into the next planning cycle, reinforcing
public relations as an evidence-based and learning-oriented management function

(Smith, 2021, pp. 230-244; Gregory, 2020, pp. 155-161).
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Figure 1: The Four Stages of Public Relations Planning( From Situation Analysis

to Evaluation in PR Campaigns)
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Lecture5: Communication Strategy in Public Relations

Communication in public relations is no longer understood as the mere
transmission of messages through available media channels, but as a strategic,
goal-oriented process that is tightly linked to the organization’s overall plans and
long-term objectives. A communication strategy in public relations provides a
deliberate framework for deciding how the organization will interact with its key
publics, by defining communication goals, shaping core messages, selecting

appropriate channels, and coordinating timing and responsibilities.

Through this strategic approach, communication activities are designed not only
to inform but also to influence awareness, attitudes, and behaviors in ways that support

the organization’s reputation and relationships with its environment.

1. Communication as a Strategic, Not Merely Technical, Process

Many studies argue that communication programs in organizations often fail
because managers treat communication as a one-way technical activity that begins and
ends with sending a message through available media channels, rather than as a

strategic, outcome-oriented process (Argenti & Forman, 2002, pp. 3-6).

From a public relations perspective, effective communication is not limited to
message dissemination; it is a multi-stage process that starts with carefully designed
messages, but also requires that these messages reach the intended publics, capture their
attention, be understood and believed, and ultimately generate the behavioral responses

desired by the organization (Mastering Public Relations, 2025, pp. 25-28).
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In this sense, failure at any point in this chain—exposure, attention,
comprehension, credibility, or response—can be seen as a failure of the communication
strategy as a whole, not only of the message content (Dolphin & Fan, 2000, pp. 404—
406). Communication strategy in public relations must therefore be tightly aligned with
the organization’s strategic plans, which are themselves based on the definition of
problems, the formulation of clear goals, and the systematic analysis of stakeholder
expectations and environmental constraints (Argenti & Forman, 2002, pp. 8-12; Smith,

2021, pp. 3-5).

2. Argenti & Forman’s View of Communication Strategy

Argenti and Forman argue that many corporate communication programs fail
because managers do not know how to translate broad strategic plans into concrete
communication strategies and actionable programs (Argenti & Forman, 2002, pp. 3-6).
In their view, communication strategy should be derived directly from the
organization’s overall strategic plan, which specifies the mission, key business goals,
and priority stakeholder groups that the organization needs to influence or engage

(Argenti & Forman, 2002, pp. 8-12).

Their framework emphasizes the need for alignment between the objectives of
the corporate plan and the objectives of the communication program, so that each
communication initiative clearly supports specific business or organizational outcomes

(Argenti & Forman, 2002, pp. 12-16).

Within this model, publics are placed at the center of the communication

strategy: the organization must first identify and segment its key publics, analyze their
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needs and expectations, and then design messages, channels, and interaction patterns
that respond to those expectations while advancing organizational goals (Argenti &
Forman, 2002, pp. 16-20). Evaluation and feedback mechanisms are then used to adjust
the communication strategy in light of how publics actually interpret and respond to
communication efforts, reinforcing the continuous link between planning and

implementation (Mastering Public Relations, 2025, pp. 189-198).

Key Components of a Communication Strategy in Public Relations

A communication strategy in public relations typically consists of several
interrelated components that translate organizational goals into concrete communicative
choices. First, audience analysis identifies and segments key publics by examining who
they are, what they know, what they expect, and how they prefer to receive information,
which ensures that messages are relevant and appropriately targeted (Mastering Public
Relations, 2025, pp. 61-66). Second, communication goals and objectives specify the
desired changes in awareness, attitudes, and behaviors for each public, providing a clear
link between the organization’s strategic plan and its communication efforts (Smith,

2021, pp. 105-116).

Third, key messages articulate the core ideas that the organization wants each
public to remember, forming a consistent narrative across different channels and
spokespersons (Argenti & Forman, 2002, pp. 12-16). Fourth, channel and tool selection
determines the appropriate mix of traditional media, digital platforms, face-to-face
events, and internal communication mechanisms to reach each public effectively

(Mastering Public Relations, 2025, pp. 193-198). Finally, the communication strategy
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defines tone and style, as well as evaluation mechanisms and indicators, so that
implementation can be monitored and adjusted, and the contribution of communication
activities to organizational outcomes can be systematically assessed (Smith, 2021, pp.

215-230).

- Criteria for Selecting an Appropriate Communication Strategy

Selecting among information, persuasion, consensus-building, and dialogue
strategies requires careful consideration of the situation, the publics, and the
organization’s goals. When the primary aim is to provide basic facts or clarify
organizational policies for relatively receptive publics, an information strategy may be
sufficient, whereas objectives that involve changing attitudes or behaviors typically
require a persuasion strategy supported by credible arguments and evidence (Ruler,
2004, pp. 150-152). In contexts where conflicts of interest or contested issues are
prominent, consensus-building strategies that emphasize negotiation, joint
problem-solving, and stakeholder participation are more appropriate (Ruler, 2004, pp.

152-153).

For organizations that seek to build long-term, trust-based relationships with
strategic publics, a dialogue strategy becomes central, prioritizing listening, mutual
understanding, and shared decision-making over one-way message delivery (Ruler,
2004, pp. 153-155). Practitioners must also weigh factors such as the level of conflict,
the readiness of publics to engage, available resources, and time constraints, often

combining elements of different strategies to create a flexible communication mix that
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can evolve as the situation and stakeholder responses change (Argenti & Forman, 2002,

pp. 16-20; Mastering Public Relations, 2025, pp. 189-198).

3. Ruler’s Communication Strategies in Public Relations

Building on earlier public relations models, Ruler proposes a framework of four
generic communication strategies that practitioners can combine and adapt according to
the specific situation, rather than relying on a single “ideal” strategy (Ruler, 2004, pp.
145-148). The model assumes that communication in public relations is situational and
that practitioners should select the strategy or mix of strategies that best fits the
organization’s goals, the characteristics of the publics, and the nature of the issue at

hand (Ruler, 2004, pp. 148-150).

- The four strategies are:

Information _strategy : aimed primarily at providing information and building

understanding or positive awareness about the organization, its activities, or its policies,
often through one-way informational messages such as news releases, fact sheets, and

reports (Ruler, 2004, pp. 150-151).

Persuasion_strateqy : focused on influencing attitudes and preferences, and used

extensively in advocacy, promotion, and campaigns where the organization seeks to
change how publics think or feel about an issue, product, or behavior (Ruler, 2004, pp.

151-152).

Consensus-building strategy: applied in situations where there are conflicting interests

or divergent viewpoints and the organization aims to negotiate, mediate, or co-create
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solutions with stakeholders in order to reach mutually acceptable agreements (Ruler,

2004, pp. 152-153).

Dialogue _strateqy : centered on establishing and maintaining open, two-way

communication with publics, emphasizing listening, mutual understanding, and shared
decision-making as key components of long-term relationship building (Ruler, 2004, pp.

153-155).

Ruler suggests that these strategies function as a “toolbox” from which public
relations practitioners can select and combine approaches to construct an appropriate
communication mix for each program, moving from information to persuasion,
consensus building, or dialogue as circumstances and stakeholder expectations evolve

(Ruler, 2004, pp. 155-157).
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Lecture 6: Public Relations Programs

Public relations programs represent one of the core practical expressions of
public relations within organizations, because they translate broad communication goals
into concrete, coordinated activities directed at specific publics. A public relations
program can be defined as a planned and coherent set of communication actions
designed to build, maintain, or enhance mutual understanding, trust, and support

between an organization and its internal and external stakeholders.

= Definition of a Public Relations Program

A public relations program is more than a single message or isolated event; it is a
structured and integrated effort that aims to inform publics about the organization’s
objectives, improve its ways of working, and deepen public understanding of its social
and economic roles (Seitel, 2017, pp. 260-262). In this sense, the program functions as
a communication bridge between the organization and its publics, enabling the
organization to learn about public opinions and expectations while also influencing
attitudes and behaviors in ways that support its mission and reputation (Cutlip et al.,

2006, pp. 352-355).

Effective public relations programs therefore require systematic planning rather
than ad hoc or improvised actions, including a clear definition of the issues to be
addressed, the publics to be engaged, and the messages to be communicated (Wilcox et
al., 2015, pp. 330-333). The quality of program design and implementation is closely
linked to the professionalism of public relations practitioners, since successful programs

typically reflect solid knowledge of public relations principles, careful audience
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analysis, and the deliberate use of appropriate media and evaluation methods (Seitel,

2017, pp. 262-265).

= Conditions for Designing an Effective Public Relations Program

Designing an effective public relations program requires that its content and
activities be closely linked to the real needs and expectations of the target publics, as
identified through systematic research rather than intuition or assumptions (Cutlip et al.,
2006, pp. 355-358). Program planners must therefore rely on field studies, surveys, and
continuous audience analysis to ensure that the themes, messages, and communication
tools used in the program respond to concrete concerns and priorities of the publics

concerned (Wilcox et al., 2015, pp. 333-336).

In addition, the program should employ communication channels and techniques
that are appropriate and effective for the specific publics, taking into account factors
such as media habits, cultural norms, and levels of literacy and digital access (Seitel,
2017, pp. 265-268). Realistic planning also requires aligning the scope and intensity of
program activities with the organization’s available resources, including budget, staff
expertise, and time, and assigning implementation responsibilities to qualified public
relations professionals rather than untrained personnel (Wilcox et al., 2015, pp. 336—

338).

Effective programs are further characterized by clear schedules for implementation,
continuous monitoring of changes in public opinions and attitudes, and explicit linkage
to the organization’s overall goals and to the broader public interest (Cutlip et al., 2006,

pp. 358-361). This alignment helps to ensure that public relations programs do not
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operate in isolation, but instead contribute directly to institutional performance and to
constructive relationships between the organization and its social environment (Seitel,

2017, pp. 268-270).

= Types of Public Relations Programs

1. Programs by Size and Complexity

Public relations programs can first be distinguished by their size and complexity,
ranging from small, simple initiatives to large, multifaceted campaigns (Cutlip et al.,
2006, pp. 361-363). Simple programs are limited in scope and resources, often focusing
on a single activity or a narrow objective, whereas large programs involve multiple
publics, several communication tools, and broader strategic goals over an extended

period (Wilcox et al., 2015, pp. 338-341).

2. Offensive and Defensive Programs

A second distinction concerns the strategic stance of the program, which may be
offensive (proactive) or defensive (reactive) (Cutlip et al., 2006, pp. 363-365).
Offensive programs are initiated by the organization to build reputation, gain support, or
open new opportunities before problems arise, while defensive programs are developed
in response to attacks, rumors, or hostile campaigns and aim to clarify facts, correct

misinformation, and protect the organization’s image (Seitel, 2017, pp. 272-274).

3. Preventive and Remedial (Crisis) Programs

A third classification relates to time horizon and purpose, differentiating between

preventive and remedial programs (Wilcox et al., 2015, pp. 341-345). Preventive

39



programs, usually long-term and research-based, seek to strengthen relationships and
anticipate potential issues in order to reduce the likelihood or severity of future crises,
whereas remedial or crisis programs are short-term, urgent interventions designed to
manage unexpected problems, maintain public trust, and prevent further reputational

damage (Cutlip et al., 2006, pp. 365-368).

= Practical Steps in Planning a Public Relations Program

Planning an effective public relations program typically follows a structured
sequence of steps that link research, objectives, strategies, and evaluation in a coherent

process (Cutlip et al., 2006, pp. 349-352; Wilcox et al., 2015, pp. 348-351).

First, situation analysis is conducted to understand the organization’s internal
context, external environment, and the current state of its relationships with key publics,
using tools such as document review, interviews, surveys, and media analysis

(Exploring Public Relations, 2006, pp. 187-190).

Second, clear communication objectives are formulated that specify what changes in
awareness, attitudes, or behaviors the program should achieve for each priority public,
ensuring that these objectives are specific, measurable, achievable, relevant, and

time-bound (Wilcox et al., 2015, pp. 351-353).

Third, target publics are identified and segmented, key messages are developed,
and appropriate strategies and tactics are selected, including choices of media channels,
events, and interpersonal communication activities that are most suitable for each public

(Public Relations Planning, 2018, pp. 191-195; Cutlip et al., 2006, pp. 352-355).
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Fourth, a detailed program plan is prepared that sets out the timetable,
responsibilities, and required resources, including budget and human resources, so that

implementation can be coordinated and realistic (Wilcox et al., 2015, pp. 353-355).

Finally, evaluation criteria and methods are defined in advance, allowing
practitioners to assess outputs, outtakes, and outcomes during and after implementation,
to learn from experience and improve future programs (Cutlip et al., 2006, pp. 355-358;

Public Relations Planning and the Design Process, 2020, pp. 215-218).

Public relations programs constitute a central mechanism through which
organizations translate strategic communication intentions into concrete, planned
activities directed at clearly defined publics. By understanding what a public relations
program is, the conditions required for its effective design, the main types of programs,
and the practical steps of planning, students are better equipped to link theoretical
principles of public relations with real-world practice and to design programs that are
research-based, strategically aligned, and ethically responsible in serving both

organizational objectives and the broader public interest.
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Lecture 7: Foundations of Successful Planning in Public Relations

Planning is widely regarded as a core management function in public relations,
because it links organizational goals with deliberate communication efforts and reduces
the risks associated with ad hoc or reactive actions. Effective planning enables public
relations practitioners to anticipate challenges, allocate resources efficiently, and design
coherent programs and campaigns that support the organization’s long-term strategy
rather than isolated, short-term reactions. In this sense, successful public relations
planning is not merely a technical exercise, but a strategic process that combines
research, goal setting, audience insight, and evaluation in a systematic and

evidence-based way.

- First Foundation: Research-Based Situation Analysis

A first fundamental foundation for successful planning in public relations is to
base all decisions on systematic research and a comprehensive situation analysis rather
than on intuition or personal impressions (Smith, 2021, pp. 55-59). Such analysis
examines the organization’s internal environment, external context, and the current state
of its relationships with key publics, using tools such as document review, media
monitoring, surveys, interviews, and environmental scanning (Wilcox et al., 2015, pp.

136-140).

Through this research, practitioners can identify the core problems and
opportunities that require communicative intervention, clarify gaps between the
organization’s actual image and its desired reputation, and prioritize the issues and

publics that should be addressed in the plan (Smith, 2021, pp. 59-63). When planning is
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grounded in reliable data and continuous monitoring of trends, public relations
strategies are more likely to be realistic, targeted, and ethically responsible, which
increases the likelihood that planned activities will lead to meaningful and measurable

results (Wilcox et al., 2015, pp. 140-143).

- Second Foundation: Clear and Strategically Aligned Objectives

A second key foundation for successful planning in public relations is the
formulation of clear communication objectives that are directly aligned with the
organization’s mission, vision, and strategic priorities (Smith, 2021, pp. 69-72).
Well-designed objectives define the desired changes in awareness, attitudes, or
behaviors among specific publics and translate broad strategic intentions into concrete
outcomes that guide message development, choice of tools, and evaluation criteria

(Wilcox et al., 2015, pp. 144-147).

To be effective, public relations objectives should follow the SMART principle,
meaning that they are specific, measurable, achievable, relevant, and time-bound, so
that practitioners and managers can assess progress in a transparent way (Smith, 2021,
pp. 72—-76). When objectives are vague, unrealistic, or disconnected from organizational
strategy, public relations plans tend to become fragmented and difficult to defend,
whereas precise and strategically anchored objectives facilitate management support,
rational resource allocation, and credible demonstration of the value added by public

relations activities (Wilcox et al., 2015, pp. 147-150).

43



- Third Foundation: In-Depth Understanding of Target Publics

A third essential foundation for successful public relations planning is a deep and
nuanced understanding of the target publics, including their characteristics, needs,
expectations, and media usage patterns (Smith, 2021, pp. 77-81). Effective plans begin
by segmenting publics into relatively homogeneous groups based on relevant criteria
such as demographics, interests, levels of involvement, or opinion leadership, so that
messages and channels can be tailored rather than treating “the public” as a single,

undifferentiated mass (Wilcox et al., 2015, pp. 150-153).

Understanding publics also entails analyzing their prior knowledge of the
organization, their prevailing attitudes and perceptions, the sources they perceive as
credible, and the potential barriers that may prevent them from receiving or accepting
the organization’s messages (Smith, 2021, pp. 81-85). When planners invest in such
audience insight, public relations strategies become more relevant and persuasive,
increasing the probability that communication efforts will lead to genuine engagement
and behavioral change instead of superficial exposure (Wilcox et al., 2015, pp. 153-

156).

- Fourth Foundation: Appropriate and Coherent Strategies and Tactics

A fourth foundation for successful planning in public relations is the selection of
strategies and tactics that are appropriate to the identified problems, objectives, and
publics, and that form a coherent, integrated approach rather than a collection of
unrelated activities (Smith, 2021, pp. 89-93). Strategic choices should specify the

general direction of action—such as informing, persuading, building dialogue, or
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managing issues—while tactical decisions determine the concrete tools and channels,
including media relations, social media content, events, publications, and interpersonal

communication (Wilcox et al., 2015, pp. 156-160).

Coherence in strategy means that all messages, symbols, and actions convey
consistent themes across different platforms and over time, thereby reinforcing each
other and building a clear organizational narrative instead of sending mixed signals
(Smith, 2021, pp. 93-96). When strategies and tactics are well-matched to audience
characteristics, organizational resources, and contextual constraints, public relations
plans are more likely to be feasible, credible, and impactful, contributing to stronger
relationships and a more resilient organizational reputation (Wilcox et al., 2015, pp.

160-163).

- Fifth Foundation: Adequate Resources and Management Support

A fifth foundation for successful public relations planning is the provision of
sufficient resources—financial, human, and temporal—together with explicit support
from top management (Wilcox et al., 2015, pp. 163-166). Even well-designed plans
cannot be implemented effectively if budgets are unrealistic, staff are insufficient or
inadequately trained, or timelines do not match the complexity of the planned activities

(Smith, 2021, pp. 96-99).

Management support is equally critical, because it grants public relations
practitioners the authority to coordinate with other departments, access necessary
information, and participate in strategic decision-making (Wilcox et al., 2015, pp. 166—

169). When public relations planning is recognized by senior leadership as a strategic
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investment rather than a peripheral cost, it becomes easier to secure resources, maintain
organizational commitment to the plan, and demonstrate the contribution of public

relations to overall organizational performance (Smith, 2021, pp. 99-102).

- Sixth Foundation: Flexibility, Monitoring, and Continuous Evaluation

A sixth foundation for successful planning in public relations is the incorporation of
flexibility and ongoing monitoring, so that plans can be adjusted in response to new
information, feedback, or unexpected events (Smith, 2021, pp. 102-105). Rigid plans
that ignore changes in the organizational environment, media landscape, or public
opinion risk becoming quickly outdated, whereas adaptive plans include contingency
options and regular review points to keep activities aligned with evolving conditions

(Wilcox et al., 2015, pp. 169-172).

Continuous evaluation throughout the planning and implementation process
allows practitioners to track outputs (what was produced), outtakes (what publics
understood), and outcomes (what changed in attitudes and behaviors), rather than
waiting until the end of the campaign to assess effectiveness (Smith, 2021, pp. 105-
109). When monitoring and evaluation are built into the plan from the beginning,
organizations can learn from interim results, correct ineffective tactics, document
successes and failures, and accumulate knowledge that strengthens future public
relations planning and contributes to a culture of accountability (Wilcox et al., 2015, pp.

172-175).

Successful planning in public relations depends on a set of interrelated

foundations that extend from systematic research and clear, strategically aligned
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objectives to in-depth audience understanding, coherent strategies and tactics, adequate
resources, and flexible, continuously evaluated implementation. When these
foundations are integrated into the planning process, public relations ceases to be a
series of isolated, reactive activities and becomes a proactive, evidence-based
management function that contributes directly to organizational effectiveness and to the

development of sustainable, trust-based relationships with key publics.

Lecture 8: The Use of Appropriate Media and Communication Channels in Public

Relations Planning

In contemporary practice, the success of public relations planning depends not
only on defining clear objectives and target publics but also on selecting and using
appropriate media and communication channels to deliver coherent messages. Media
choices shape the reach, credibility, and interactivity of PR programs, turning strategic
intentions into visible content that can inform, persuade, and engage different

stakeholder groups over time.

Public relations practitioners therefore need to understand how traditional mass
media, digital and social platforms, and interpersonal communication tools can each
contribute to different stages of a PR plan, from awareness building to relationship
maintenance. When media use is planned systematically—rather than chosen randomly
or purely based on trends—it becomes an integral component of strategic
communication management, supporting organizational goals and enhancing the impact

of PR campaigns.
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- Types of Media and Communication Channels in PR

Public relations planning typically relies on three broad categories of media and

communication channels:

— traditional mass media,
— digital and social media.
— interpersonal or event-based communication.

= Traditional media such as newspapers, magazines, radio, and television remain
important because of their wide reach and perceived credibility, especially for
announcements, news releases, and public information .

= Digital and social media include organizational websites, blogs, email
newsletters, and social networking platforms, which enable interactive, two-way
communication, rapid dissemination of content, and precise audience targeting
(Smith, 2021, pp. 213-220).

» Interpersonal and event-based channels—such as press conferences, seminars,
open days, community meetings, and sponsorship events—are used to build trust,
foster dialogue, and strengthen long-term relationships with specific stakeholder

groups (Theaker, 2020, pp. 187-191).

These main categories can be combined within integrated PR programs, where each

medium plays a distinct role in supporting the overall strategic message.

- Criteria for Selecting Appropriate Media in PR Planning
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Selecting appropriate media in public relations planning requires matching channels
to the characteristics and preferences of clearly defined target publics, including their
age, education, interests, and media consumption habits (Smith, 2021, pp. 220-224).
Practitioners must also consider the nature of the message—whether it is informative,
persuasive, educational, or crisis-related—because some media are more suitable for
detailed explanations, while others are better for emotional appeal or urgent alerts

(Wilcox et al., 2015, pp. 352-356).

Other important criteria include the reach and frequency of the medium, its
perceived credibility, the level of interactivity it allows, the speed of dissemination, and
the cost relative to the available budget (Smith, 2021, pp. 224-228). By systematically
evaluating these factors, public relations professionals can prioritize media that

maximize impact and efficiency, instead of relying on intuition or copying competitors’

choices (Theaker, 2020, pp. 191-195).

= Integrating Multiple Media within PR Programs

An important principle in public relations planning is to integrate multiple media so
that traditional, digital, and interpersonal channels reinforce one another within a single
coherent program (Smith, 2021, pp. 228-232). Rather than relying on one dominant
medium, effective campaigns coordinate news releases, social media content, website
updates, and events around shared themes and visuals, creating message consistency

across platforms (Wilcox et al., 2015, pp. 356-360).

This integrated approach allows each medium to play a complementary role: mass

media can generate broad awareness, social media can stimulate interaction and sharing,
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and events can deepen relationships with key publics (Theaker, 2020, pp. 195-199).
When planned together in terms of timing, content, and audience segmentation,
integrated media use enhances recall, credibility, and engagement, leading to more

sustainable communication outcomes for the organization.

= Planning and Scheduling Media Use in PR Campaigns

Within public relations planning, media selection must be accompanied by careful
scheduling that specifies when, how often, and in which sequence different channels
will be used across the campaign phases (Smith, 2021, pp. 232-236). Planners typically
align media activities with stages such as launch, reinforcement, and follow-up,
ensuring that key messages are repeated with appropriate frequency without causing

audience fatigue (Wilcox et al., 2015, pp. 360-364).

A written media plan or calendar usually outlines the timing of press releases,
media briefings, social media posts, events, and other communication activities,
together with assigned responsibilities and required resources (Smith, 2021, pp. 236—
239). By coordinating timing across media, organizations can create synergy—for
example, scheduling social media engagement to coincide with televised interviews or
community events—thereby increasing visibility and enhancing the overall impact of

the PR program (Theaker, 2020, pp. 199-203).

= Monitoring and Evaluating Media Effectiveness in PR Programs

Monitoring and evaluation are essential components of media use in public relations
planning, because they provide evidence about whether selected channels are actually
reaching and influencing target publics (Smith, 2021, pp. 239-243). Practitioners track
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indicators such as media coverage volume and tone, audience reach, impressions,
engagement metrics on digital platforms, and participation levels in events to assess the

performance of each medium (Wilcox et al., 2015, pp. 364—-369).

In addition to quantitative indicators, qualitative feedback from stakeholders,
journalists, and online communities helps to understand how messages are interpreted
and whether they contribute to desired changes in awareness, attitudes, or behaviors
(Smith, 2021, pp. 243-247). When evaluation results are systematically analyzed and
documented, organizations can refine future media choices, reallocate resources toward
the most effective channels, and continuously improve the planning and execution of

their public relations programs (Theaker, 2020, pp. 203-207).

The strategic use of appropriate media and communication channels is a central
determinant of whether public relations plans remain abstract documents or become
effective programs that genuinely reach and engage key publics (Smith, 2021, pp. 247—
250). By understanding the characteristics of different media types, applying clear
criteria for channel selection, integrating multiple tools within coherent schedules, and
continuously monitoring their effectiveness, practitioners can align media use with

organizational goals and enhance the overall impact and accountability of public

relations activities (Wilcox et al., 2015, pp. 369-373)
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Lecture9 : Short-, Medium-, and Long-Term Objective Setting in Public Relations

Planning

Goal setting is a fundamental step in public relations planning because it
transforms broad organizational aspirations into clear, measurable targets that guide
strategic communication efforts. Effective goal setting enhances coordination, resource
allocation, and the evaluation of public relations programs, making it possible to
demonstrate their value and justify investment to senior management (Smith, 2021, pp.

110-113).

In public relations, it is important to distinguish between general goals—which
describe overall desired outcomes, such as improving brand reputation—and specific
objectives, which define measurable benchmarks that indicate progress toward those
goals (Wilcox et al., 2015, pp. 176-179). Clear objectives link PR activities to
organizational strategies and provide a framework for assessing whether communication

programs have achieved intended effects.

- Concept and Levels of PR Objectives

In public relations planning, objectives describe the specific, measurable results that
communication activities are expected to achieve among defined publics within a
certain time frame (Smith, 2021, pp. 110-114). These objectives operate at different
levels—short-term, medium-term, and long-term—and together they link day-to-day
communication tasks with the broader strategic goals of the organization (Wilcox et al.,

2015, pp. 176-180).
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Short-term objectives usually focus on immediate outputs and direct responses, such
as media coverage, social media engagement, or attendance at events, while
medium-term objectives are concerned with changes in awareness, understanding, and
attitudes over months or a year (Smith, 2021, pp. 114-118). Long-term objectives, by
contrast, address durable outcomes related to behavior, relationships, and reputation,
such as building trust, strengthening stakeholder loyalty, and enhancing the

organization’s overall image in society (Wilcox et al., 2015, pp. 180-184).

- Short-Term Objectives in Public Relations Planning

Short-term objectives in public relations planning typically focus on immediate,
observable effects of communication activities, such as generating specific amounts of
media coverage, increasing website visits, or boosting engagement on social media
during a defined campaign period (Smith, 2021, pp. 118-121). These objectives are
often tied to outputs and direct audience responses—for example, the number of press
clippings, event participants, or followers—because such indicators can be measured

quickly and used to adjust tactics in real time (Wilcox et al., 2015, pp. 184-187).

To be effective, short-term objectives should be formulated using SMART criteria,
specifying the target public, the desired change, the indicator, and the time frame—for
instance, “to achieve at least 30 positive media mentions in national newspapers within
three months™ or “to increase interaction rates on the organization’s main social media
account by 20% over six weeks” (Smith, 2021, pp. 121-124). Well-designed short-term

objectives provide early evidence of progress, support tactical decision-making, and
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create a foundation for achieving more ambitious medium- and long-term outcomes in

public relations programs (Cutlip et al., 2013, pp. 353-356).

- Medium-Term Objectives in Public Relations Planning

Medium-term objectives in public relations focus on changes in awareness,
understanding, and attitudes among target publics over several months up to a year,
marking steady progress beyond immediate outputs but short of ultimate behavioral or
reputational change (Smith, 2021, pp. 124-126). Examples include raising brand
recognition in a new market segment, shifting public sentiment on a controversial issue,
improving relationships with key stakeholders, or strengthening employee engagement

as measured by attitude or opinion surveys (Wilcox et al., 2015, pp. 187-190).

Typical medium-term objectives might be: “to increase awareness of our new
sustainability initiative among young professionals from 40% to 70% within twelve
months,” or “to improve positive brand sentiment among target customers by 15% over
the next year as measured by online and media analysis” (Smith, 2021, pp. 126-128).
These objectives often use mixed methods for assessment, combining quantitative
metrics—such as changes in survey responses or share of positive media mentions—
with qualitative indicators like feedback from events, focus groups, or online

discussions (Wilcox et al., 2015, pp. 190-192).

- Long-Term Objectives in Public Relations Planning

Long-term objectives in public relations are concerned with enduring outcomes
related to organizational reputation, stakeholder relationships, and behavioral change

over several years rather than months. They typically reflect the highest level of
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strategic ambition, such as building a trusted corporate image, maintaining long-term
community support, or positioning the organization as a leader in its field (Smith, 2021,

pp. 128-132).

Such objectives often address reputation management, relationship management, and
task or behavioral management on a strategic horizon—for example, “to establish the
organization as a preferred employer within five years” or “to sustain a high level of
public trust in the organization’s social responsibility commitments over the next three
to five years” (Smith, 2021, pp. 130-132). Long-term objectives usually depend on
cumulative progress achieved through multiple short- and medium-term objectives
across successive campaigns, and they are evaluated using a combination of trend data
on attitudes, behaviors, and performance indicators that track the quality and durability

of stakeholder relationships over time.

- Linking Short-, Medium-, and Long-Term Objectives in PR Programs

Short-, medium-, and long-term objectives in public relations planning should be
designed as an interconnected hierarchy, where immediate outputs support intermediate
changes in awareness and attitudes, which in turn contribute to lasting reputational and
behavioral outcomes (Smith, 2021, pp. 132-135). In this logic, short-term objectives
such as increasing media coverage or online engagement are not ends in themselves but
steps toward medium-term goals like improved understanding and more favorable

perceptions among key publics (Wilcox et al., 2015, pp. 192-195).

Long-term objectives—such as strengthening trust, loyalty, and organizational

reputation—are achieved through the cumulative effect of several cycles of short- and
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medium-term objectives implemented across multiple campaigns and programs (Smith,
2021, pp. 135-138). When planners explicitly map how each short- and medium-term
objective contributes to overarching long-term aims, public relations programs become
more coherent, strategically aligned, and easier to evaluate in terms of their contribution

to organizational success (Wilcox et al., 2015, pp. 195-198).

- SMART Criteria and Measurement of PR Objectives

Across short-, medium-, and long-term levels, public relations objectives should
follow the SMART criteria, meaning that they are specific, measurable, achievable,
relevant, and time-bound, so that progress can be tracked and judged objectively (Smith,
2021, pp. 138-141). Applying SMART thinking requires defining clear indicators,
target values, and deadlines for each objective, which then become the basis for
selecting appropriate research methods and evaluation tools (Wilcox et al., 2015, pp.

198-201).

Measurement typically distinguishes between outputs (such as number of releases,
events, or media hits), outtakes (what publics have received, noticed, or understood),
and outcomes (changes in awareness, attitudes, and behaviors), with different types of
objectives emphasizing different levels of this hierarchy (Smith, 2021, pp. 141-144).
When evaluation data are systematically collected and compared against SMART
objectives, planners can determine which activities were effective, where adjustments
are needed, and how public relations efforts contribute to broader organizational

performance over time (Wilcox et al., 2015, pp. 201-204).
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the distinction between short-, medium-, and long-term objectives in public relations
planning provides a structured framework for linking day-to-day communication
activities with the broader strategic aspirations of the organization. When objectives are
clearly defined at each temporal level and logically aligned with one another, public
relations programs become more coherent, more realistic, and more capable of

demonstrating their contribution to organizational performance over time.

By viewing objectives as a hierarchical system rather than isolated statements,
practitioners can ensure that immediate communication outputs support gradual shifts in
awareness and attitudes, which ultimately feed into sustained reputational and relational
outcomes. This approach strengthens the managerial role of public relations, positioning
it as a systematic process of goal-oriented communication rather than a series of ad hoc
or reactive activities, and reinforces the importance of continuous planning,

implementation, and evaluation throughout all stages of PR work.
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Lecturel0 : Obstacles and Challenges in Planning Public Relations Programs

Planning in public relations is widely regarded as a core managerial function that
links communication activities to organizational goals, allocates resources efficiently,
and provides a basis for evaluation. However, in many organizations, PR planning
encounters a range of obstacles that limit its effectiveness, from organizational and

cultural constraints to environmental uncertainty and methodological difficulties.

Recognizing and analyzing these obstacles is essential for students and practitioners
because it shifts the focus from ideal models of planning to the real conditions under
which PR programs are designed and implemented. Understanding the challenges that
hinder systematic planning enables practitioners to anticipate resistance, design more
realistic plans, and develop strategies to strengthen the role of public relations within the

organization.

- Internal Organizational Challenges

One major category of obstacles in planning public relations programs stems from
within the organization itself (Smith, 2021). A common challenge is the lack of top
management commitment to the planning process, where leadership either
underestimates the strategic value of PR or prefers to focus resources on immediate
operational needs rather than investing in long-term planning (Smith, 2021, pp. 45-48).
This often translates into insufficient budget allocations, inadequate staffing, and poor
provision of information—factors that collectively make it difficult to develop
comprehensive and realistic plans (Wilcox, Cameron, Reber, & Shin, 2015, pp. 120—

123).
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Another internal challenge is the absence of consistent cooperation across
departments (Cutlip, Center, & Broom, 2013, pp. 329-332). Organizational silos,
unclear objectives, or differing priorities among key stakeholders impede the free flow
of essential information and hinder the alignment of PR activities with broader
organizational strategies (Wilcox et al., 2015, pp. 123-126). Additionally, resistance to
innovation, adherence to traditional work routines, and preference for individual over
collective effort can all undermine planning initiatives and limit the effectiveness of PR

programs (Smith, 2021, pp. 48-51).

-  Human and Skill-Related Obstacles

Human and skill-related obstacles in public relations planning are often linked to the
professional capacity and working conditions of PR practitioners themselves (Smith,
2021, pp. 52-55). One recurring problem is the dominance of routine, operational
tasks—such as event organization and reactive media handling—which leaves little time
for analytical work, research, and systematic planning (Wilcox, Cameron, Reber, &
Shin, 2015, pp. 126-129). In many organizations, PR staff are expected to “execute”
quickly rather than contribute to strategic thinking, which reduces their ability to design

evidence-based plans (Cutlip, Center, & Broom, 2013, pp. 332-335).

A further obstacle is the lack of specialized training in strategic planning, research
methods, and evaluation among some practitioners, who may have strong practical
skills but limited exposure to formal planning models and analytical tools (Smith, 2021,
pp. 55-58). This skills gap can result in plans that are vague, overly ambitious, or

poorly aligned with organizational goals, as well as a tendency to avoid setting
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measurable objectives for fear of being held accountable for outcomes (Wilcox et al.,
2015, pp. 129-132). Resistance to change—especially reluctance to adopt new
technologies, data analytics, or integrated communication approaches—can also hinder
efforts to modernize planning practices and adapt PR programs to a dynamic media

environment (Cutlip et al., 2013, pp. 335-338).

- External Environmental Challenges

External environmental challenges represent a significant category of obstacles that
public relations planners must navigate, as they arise from factors beyond organizational
control (Smith, 2021, pp. 58-61). Rapid shifts in public opinion, driven by social media
trends or viral events, can quickly undermine carefully developed plans and require
immediate tactical adjustments (Wilcox, Cameron, Reber, & Shin, 2015, pp. 132-135).
Similarly, changes in the media landscape—such as the decline of traditional outlets, the
rise of algorithm-driven platforms, or evolving journalistic standards—complicate
efforts to secure consistent coverage and message amplification (Cutlip, Center, &

Broom, 2013, pp. 338-341).

Regulatory uncertainties, economic fluctuations, and competitive pressures further
challenge PR planning by altering stakeholder priorities or restricting communication
options overnight (Smith, 2021, pp. 61-64). Crisis situations, whether anticipated or
sudden, often force planners to abandon long-term strategies in favor of damage control,
disrupting timelines and resource allocations (Wilcox et al., 2015, pp. 135-138). These

external dynamics demand that PR plans incorporate flexibility, scenario planning, and
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robust monitoring systems to remain viable amid unpredictability (Cutlip et al., 2013,

pp. 341-344).

-  Measurement and Evaluation Difficulties

Measurement and evaluation difficulties pose persistent challenges in public
relations planning, primarily because linking communication activities to tangible
organizational outcomes remains complex (Smith, 2021, pp. 64-67). One key obstacle
is the difficulty in establishing clear, measurable objectives that go beyond basic
outputs—such as media mentions or event attendance—to capture changes in
awareness, attitudes, or behavior among target publics (Wilcox, Cameron, Reber, &

Shin, 2015, pp. 138-141).

Attribution problems further complicate evaluation, as it is often unclear whether
improvements in reputation or stakeholder relations result directly from PR efforts or
from other organizational activities (Cutlip, Center, & Broom, 2013, pp. 344-347). The
lack of standardized metrics and tools tailored to PR—unlike those available in
advertising or marketing—means planners frequently rely on incomplete data or
subjective assessments, undermining confidence in planning effectiveness (Smith, 2021,
pp. 67-70). These challenges can discourage rigorous evaluation altogether,
perpetuating a cycle where future plans remain unrefined and accountability to

management is weakened (Wilcox et al., 2015, pp. 141-144).

- Strategies to Overcome Obstacles in PR Planning

Strategies to overcome obstacles in PR planning begin with securing top

management buy-in through clear demonstrations of how structured planning
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contributes to organizational objectives and risk reduction (Smith, 2021, pp. 70-73).
Practitioners can build executive support by presenting data-driven case studies,
aligning PR plans explicitly with business priorities, and involving senior leaders in key
planning decisions from the outset (Wilcox, Cameron, Reber, & Shin, 2015, pp. 144—

147).

To address human and skill gaps, organizations should invest in targeted training
programs on strategic planning, research methods, and digital analytics, while allocating
protected time for PR teams to focus on long-term strategy rather than daily operations
(Cutlip, Center, & Broom, 2013, pp. 347-350). Fostering inter-departmental
collaboration requires establishing cross-functional planning teams and regular
communication protocols to break down silos and ensure consistent information flow

(Smith, 2021, pp. 73-76).

For external uncertainties, planners must incorporate contingency scenarios, real-
time monitoring tools, and agile frameworks that allow rapid adaptation without
abandoning core objectives (Wilcox et al, 2015, pp. 147-150). Finally, improving
measurement involves adopting hybrid evaluation models that combine quantitative
metrics with qualitative insights, using benchmarks from industry standards to build

credibility and refine future plans (Cutlip et al., 2013, pp. 350-353).

While obstacles in public relations planning are inevitable, practitioners can
mitigate them through proactive measures that prioritize management alignment, skill

development, and adaptive strategies. In practice, this means conducting regular
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planning workshops with cross-functional teams, allocating dedicated time for research

and evaluation, and building contingency plans that anticipate external disruptions.

Lecturell : Tools and Technigues of Research in Public Relations Planning

Research serves as the foundational step in public relations planning, providing
the data-driven insights necessary to understand organizational environments, identify
key publics, and develop realistic strategies (Smith, 2021, pp. 75-78). Within
established planning models such as RACE (Research, Action, Communication,
Evaluation) or ROPE (Research, Objectives, Programming, Evaluation), research
precedes all other phases and determines the direction and feasibility of subsequent

activities (Wilcox, Cameron, Reber, & Shin, 2015, pp. 150-153).

PR research operates at three distinct levels: formative research, which informs
initial strategy development; process research, which monitors implementation; and
evaluative research, which assesses outcomes against objectives (Cutlip, Center, &
Broom, 2013, pp. 353-356). By systematically gathering and analyzing information
about stakeholders, issues, and communication channels, research transforms public

relations from intuition-based practice to evidence-based strategic management.

- Quantitative Research Methods

Quantitative research methods provide numerical data that enable public relations
planners to measure audience size, awareness levels, and behavioral patterns with

statistical precision (Smith, 2021, pp. 78-81). Surveys and gquestionnaires—whether
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conducted online through platforms like SurveyMonkey, via telephone, or in-person—
remain the cornerstone of quantitative research, allowing practitioners to quantify
attitudes, preferences, and message recall among representative samples of target

publics (Wilcox, Cameron, Reber, & Shin, 2015, pp. 153-156).

Secondary data analysis offers a cost-effective complement, drawing from existing
sources such as industry reports, government statistics, competitor analyses, and website
analytics tools like Google Analytics to establish benchmarks and track trends without
primary data collection (Cutlip, Center, & Broom, 2013, pp. 356-359). Media
monitoring services and content analysis further quantify coverage volume, tone, share
of voice, and message penetration across traditional and digital channels, providing

actionable metrics for strategy refinement (Smith, 2021, pp. 81-84).

- Qualitative Research Techniques

Quialitative research techniques provide depth and context to numerical findings,
revealing the underlying motivations, perceptions, and narratives that shape public
attitudes toward organizations (Smith, 2021, pp. 84-87). Focus groups—typically
involving 6-10 participants from target publics moderated in structured discussions—
excel at exploring reactions to messages, creative concepts, and communication
strategies before full implementation (Wilcox, Cameron, Reber, & Shin, 2015, pp. 156—

159).

In-depth interviews with key opinion leaders, stakeholders, or influential individuals
yield rich insights into complex issues that surveys cannot capture, while ethnographic

research—observing publics in natural settings—uncovers unarticulated behaviors and
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cultural influences affecting communication effectiveness (Cutlip, Center, & Broom,
2013, pp. 359-362). Social media listening tools analyze conversations, hashtags, and
user-generated content to identify emerging themes, sentiment patterns, and influential
voices, transforming unstructured digital data into strategic intelligence for real-time

planning adjustments (Smith, 2021, pp. 87-90).

- Mixed Methods and Digital Tools

Mixed methods research combines quantitative and qualitative approaches to
provide comprehensive insights, where numerical data establishes "what" while
qualitative techniques explain "why" behind audience behaviors and perceptions (Smith,
2021, pp. 90-93). Triangulation—using multiple methods to cross-verify findings—
increases validity and reduces bias, enabling planners to develop more robust strategies
grounded in diverse evidence sources (Wilcox, Cameron, Reber, & Shin, 2015, pp.

159-162).

Digital tools have revolutionized PR research, with platforms like Google Analytics
tracking website traffic and user behavior, social listening software (Brandwatch,
Hootsuite Insights) monitoring real-time conversations, and Al-powered sentiment
analysis processing vast amounts of unstructured data across social media and news
outlets (Cutlip, Center, & Broom, 2013, pp. 362-365). These tools offer cost-effective,
scalable alternatives to traditional methods while providing immediate access to global
audience insights essential for contemporary strategic planning (Smith, 2021, pp. 93—

96).
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- Selecting Appropriate Research Methods

Selecting appropriate research methods in public relations planning depends
primarily on the nature of the problem, the research objectives, the characteristics of
target publics, and available resources (Smith, 2021, pp. 96-99). Planners must balance
depth and breadth, choosing between quantitative methods that offer generalizable
results and qualitative approaches that provide rich explanatory insights, or opting for
mixed designs when both forms of understanding are necessary (Wilcox, Cameron,

Reber, & Shin, 2015, pp. 162-165).

Key criteria include budget constraints, time frames, accessibility of respondents,
and the required level of methodological sophistication, alongside ethical considerations
such as informed consent, confidentiality, and responsible data handling (Cutlip, Center,
& Broom, 2013, pp. 365-368). Ensuring reliability and validity—by using clear
sampling procedures, carefully designed instruments, and appropriate analysis
techniques—is essential if research findings are to be trusted and meaningfully

integrated into strategic decision-making (Smith, 2021, pp. 99-102).

- Applying Research Findings to PR Strategy

Applying research findings in public relations planning involves translating data
into actionable insights that shape objectives, audience segmentation, message
design, and tactical choices (Smith, 2021, pp. 102-105). Audience analysis based on
research allows planners to identify priority publics, define their information needs,

and classify them according to variables such as demographics, psychographics, and
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levels of involvement or problem recognition (Wilcox, Cameron, Reber, & Shin,

2015, pp. 165-168).

Research outputs also inform strategic tools such as SWOT analysis, issue mapping,
and stakeholder salience models, helping practitioners to align communication goals
with organizational strengths, vulnerabilities, opportunities, and threats (Cutlip, Center,
& Broom, 2013, pp. 368-371). By grounding the formulation of objectives, key
messages, and channel strategies in empirical evidence, planners enhance the coherence,
relevance, and effectiveness of PR programs and create a solid basis for subsequent

evaluation (Smith, 2021, pp. 105-108).

In practical terms, integrating research into public relations planning means treating
data collection and analysis as a continuous managerial responsibility rather than a one-
time preliminary step (Smith, 2021, pp. 108-111). Practitioners are expected to select
appropriate quantitative, qualitative, and mixed methods, use digital tools to monitor
audiences and media environments in real time, and regularly feed new findings back
into the adjustment of objectives, messages, and tactics (Wilcox, Cameron, Reber, &

Shin, 2015, pp. 168-171).
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Lecturel? : Evaluation and Follow-up in Public Relations Programs

Evaluation is a core component of professional public relations practice, serving
to determine the extent to which programs and campaigns have achieved their
objectives and contributed to organizational goals (Smith, 2021, pp. 185-188). Within
classic PR process models such as RACE and ROPE, evaluation constitutes the final
phase but also provides feedback that informs new cycles of research and planning,
making it an integral part of continuous strategic management rather than a mere end-

of-campaign ritual (Cutlip, Center, & Broom, 2013, pp. 409-412).

Systematic evaluation enhances accountability by generating evidence of
effectiveness for top management and other stakeholders, supports learning by
identifying strengths and weaknesses in program design, and helps optimize the
allocation of resources across competing communication priorities (Wilcox, Cameron,
Reber, & Shin, 2015, pp. 344-347). Through structured assessment, practitioners can
move beyond counting activities to demonstrating meaningful changes in awareness,
attitudes, and behaviors among key publics, thereby reinforcing the strategic value of

public relations within the organization (Smith, 2021, pp. 188-191).

- Types and Levels of Evaluation in PR

Types and levels of evaluation in public relations are often conceptualized along a
continuum from outputs to outtakes to outcomes, reflecting increasing depth of impact
(Cutlip, Center, & Broom, 2013, pp. 412-415). Output evaluation focuses on what the

organization produces and distributes—such as the number of news releases, media
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placements, social media posts, or events—providing basic indicators of activity

volume and efficiency (Wilcox, Cameron, Reber, & Shin, 2015, pp. 347-350).

Outtake evaluation examines what target publics receive, notice, or understand,
typically assessing exposure, message recall, comprehension, and perceived credibility
through surveys, interviews, or digital analytics (Smith, 2021, pp. 191-194). Outcome
evaluation goes further by measuring changes in awareness, opinions, attitudes, and
behaviors, as well as relationship indicators like trust, satisfaction, and commitment,
thereby capturing the true effectiveness of PR programs in achieving strategic
objectives (Cutlip et al., 2013, pp. 415-418). This multi-level perspective encourages
practitioners to move beyond counting messages and to focus on substantive effects

among key publics.

- Methods and Tools of Evaluation

Methods and tools of evaluation in public relations range from simple descriptive
techniques to sophisticated research designs, depending on the scope and objectives of
the program being assessed (Smith, 2021, pp. 194-197). Basic methods include media
content analysis, which gquantifies the volume, tone, and thematic focus of coverage, as
well as digital analytics that track impressions, reach, engagement rates, and click-
through behavior on organizational websites and social platforms (Wilcox, Cameron,

Reber, & Shin, 2015, pp. 350-353).

More advanced evaluation employs survey research, experiments, and quasi-
experiments to measure changes in awareness, attitudes, and behaviors among target

publics before and after campaign implementation, sometimes using control or
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comparison groups to strengthen causal inferences (Cutlip, Center, & Broom, 2013, pp.
418-421). Additional tools such as stakeholder audits, relationship scales, reputation
indices, and cost-benefit or return-on-investment analyses help link communication
outcomes to broader organizational performance and justify continued or expanded

investment in public relations activities (Smith, 2021, pp. 197-200).

- Ongoing Monitoring and Follow-up

Ongoing monitoring and follow-up emphasize that evaluation in public relations is
not confined to a single measurement point at the end of a campaign but should
accompany the entire life cycle of a program (Smith, 2021, pp. 200-203). Continuous
tracking of media coverage, social media conversations, website metrics, and
stakeholder feedback allows practitioners to detect early signals of problems or
opportunities and to adjust tactics in real time rather than waiting for final results

(Wilcox, Cameron, Reber, & Shin, 2015, pp. 353-356).

Process evaluation tools such as weekly dashboards, progress reports, and mid-
campaign surveys provide structured mechanisms for documenting implementation,
assessing whether activities are being delivered as planned, and verifying that resources
are being used efficiently (Cutlip, Center, & Broom, 2013, pp. 421-424). Follow-up
after the formal end of a campaign—through longitudinal tracking of key indicators,
post-campaign debriefings, and lessons-learned sessions—helps consolidate knowledge
gained from the program and feeds directly into the design of subsequent public

relations initiatives (Smith, 2021, pp. 203-206).
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- Using Evaluation Results in Strategic Decision-Making

Using evaluation results in strategic decision-making means treating assessment data
as a basis for revising objectives, reallocating resources, and redesigning future public
relations programs rather than as a purely symbolic reporting exercise (Smith, 2021, pp.
206-209). When practitioners systematically compare outcomes against predefined
targets, they can identify which messages, channels, and tactics were most effective for
specific publics and which elements underperformed or produced unintended effects

(Wilcox, Cameron, Reber, & Shin, 2015, pp. 356-359).

Evaluation findings also support evidence-based discussions with top management,
strengthening the position of public relations in organizational decision-making by
demonstrating concrete contributions to reputation, relationships, and behavioral change
(Cutlip, Center, & Broom, 2013, pp. 424-427). Over time, building an internal
knowledge base of evaluated campaigns enables organizations to refine their strategic
frameworks, develop best-practice guidelines, and foster a culture of learning and

accountability in communication management (Smith, 2021, pp. 209-212).

In practical terms, evaluation and follow-up in public relations programs should be
understood as an ongoing managerial process that accompanies planning,
implementation, and post-campaign reflection rather than a mechanical step at the end
of a project (Smith, 2021, pp. 185-188). For practitioners, this implies defining clear,
multi-level objectives from the outset, selecting appropriate tools to track outputs,

outtakes, and outcomes, and institutionalizing regular monitoring mechanisms that
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allow for timely strategic and tactical adjustments (Wilcox, Cameron, Reber, & Shin,

2015, pp. 347-353).

Lecture 13 : Control and Monitoring Methods in Strategic Public Relations

Planning

Control and monitoring are integral components of strategic public relations
planning, ensuring that implementation remains aligned with predefined objectives,
budgets, and timelines (Smith, 2021, pp. 212-215). In contrast to evaluation, which
often focuses on end results, control mechanisms operate throughout the life cycle of a
PR plan to track progress, detect deviations, and trigger corrective actions when

necessary (Cutlip, Center, & Broom, 2013, pp. 427-430).

In professional practice, control functions are closely linked to management
responsibilities such as setting performance standards, comparing actual performance
with those standards, and adjusting strategies or tactics accordingly (Wilcox, Cameron,
Reber, & Shin, 2015, pp. 359-362). By institutionalizing systematic monitoring
procedures, organizations can reduce the risks associated with environmental
uncertainty, resource misallocation, and reputational damage, thereby reinforcing the
strategic role of public relations within overall organizational governance (Smith, 2021,

pp. 215-218).
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- Types of Control in PR Plans

Types of control in public relations plans are commonly distinguished according to
the timing of their application: pre-control (before implementation), concurrent control
(during implementation), and post-control (after completion) (Smith, 2021, pp. 218-
221). Pre-control involves reviewing strategies, budgets, messages, and schedules in
advance to ensure their internal consistency and feasibility, often through internal
approvals, pilot testing, or scenario analysis (Wilcox, Cameron, Reber, & Shin, 2015,

pp. 362—365).

Concurrent control focuses on real-time monitoring of ongoing activities, such as
tracking media coverage as it appears, monitoring social media reactions, and verifying
adherence to timelines and quality standards while the campaign is in progress (Cutlip,
Center, & Broom, 2013, pp. 430-433). Post-control takes place after the campaign or
program has ended and overlaps with evaluation, comparing planned versus actual
performance in terms of outputs, outcomes, and resource use to derive lessons that feed

into future strategic planning cycles (Smith, 2021, pp. 221-224).

- Key Performance Indicators (KPIs) for PR Strategies

Key performance indicators (KPIs) in strategic public relations translate broad
objectives into specific, measurable standards that can be monitored over time (Smith,
2021, pp. 224-227). Typical KPIs for PR strategies include metrics related to message
exposure (such as reach, impressions, and share of voice), engagement (likes,

comments, shares, click-through rates), and media quality (tone, key-message
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penetration, and prominence of coverage) (Wilcox, Cameron, Reber, & Shin, 2015, pp.

365-368).

More advanced KPIs focus on outcomes and relationships, capturing shifts in
awareness, attitude, and behavioral intention through survey scores, as well as indicators
of trust, satisfaction, and advocacy among key publics (Cutlip, Center, & Broom, 2013,
pp. 433-436). In strategic planning, KPIs should be explicitly linked to each objective
in the PR plan, with clear target values and time frames, so that control and monitoring
activities can assess not only whether tactics were implemented but also whether they
produced meaningful progress toward desired strategic results (Smith, 2021, pp. 227—

230).

- Tools and Techniques for Monitoring PR Implementation

Tools and techniques for monitoring the implementation of strategic public
relations plans combine traditional tracking methods with advanced digital technologies
to provide timely, actionable information (Smith, 2021, pp. 230-233). Media
monitoring services systematically scan print, broadcast, and online news sources to
capture coverage related to the organization, its competitors, and relevant issues, coding
items by outlet type, tone, message content, and prominence for ongoing analysis

(Wilcox, Cameron, Reber, & Shin, 2015, pp. 368-371).

Digital monitoring relies on social listening platforms, web analytics systems,
and integrated dashboards that aggregate data from multiple channels—websites, social
networks, email campaigns, and newsfeeds—into real-time indicators of audience

exposure and engagement (Cutlip, Center, & Broom, 2013, pp. 436-439). Internally,
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checklists, Gantt charts, and progress reports function as managerial control tools,
enabling PR teams to verify whether planned activities are being executed on schedule,
within budget, and in accordance with quality standards established at the planning

stage (Smith, 2021, pp. 233-236)

- Reporting, Feedback Loops, and Corrective Actions

Reporting, feedback loops, and corrective actions form the operational backbone of
control in strategic public relations planning, translating monitoring data into
managerial decisions (Smith, 2021, pp. 236-239). Regular reporting—through
dashboards, written status reports, and review meetings—ensures that key stakeholders,
including top management, are informed about progress toward KPIs, emerging risks,
and opportunities for optimization (Wilcox, Cameron, Reber, & Shin, 2015, pp. 371-

374).

Effective feedback loops require that information from monitoring activities be
systematically analyzed and fed back into decision-making processes, allowing
practitioners to adjust messages, reallocate resources, modify channel mixes, or revise
timelines while the plan is still in motion (Cutlip, Center, & Broom, 2013, pp. 439—
442). Corrective actions may range from minor tactical tweaks to major strategic shifts,
but in all cases they depend on a culture that views control not as policing, but as a
learning-oriented process aimed at enhancing the overall effectiveness and

accountability of public relations activities (Smith, 2021, pp. 239-242).

practical terms, control and monitoring in strategic public relations planning

mean embedding clear KPlIs, regular tracking, and structured feedback mechanisms into
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every stage of the PR plan, from pre-implementation review to post-campaign learning
(Smith, 2021, pp. 212-215). Practitioners are expected to use media and digital
monitoring tools, periodic reports, and management reviews not only to document
activity, but to make timely adjustments that keep implementation aligned with strategic
objectives and protect the organization from emerging risks (Wilcox, Cameron, Reber,

& Shin, 2015, pp. 359-365).

Lecturel4 : Nature and purpose of PR campaigns

Strategic public relations campaigns are planned, coordinated communication
efforts designed to achieve specific organizational objectives by influencing the
knowledge, attitudes, and behaviors of clearly defined publics over a set period of time
(Gregory, 2020, pp. 3-6). Unlike isolated PR activities or routine publicity, campaigns
are characterized by their deliberate sequencing of messages and tactics, integration
across multiple channels, and explicit alignment with broader corporate or institutional

strategies (Vieira & Li, 2024, pp. 11-15).

In contemporary practice, strategic PR campaigns serve multiple purposes: they
can support product or service launches, reposition brands, manage issues, build or
repair reputation, mobilize community support, or drive social and behavioral change in
public communication contexts (Gregory, 2020, pp. 6-9). For master’s-level students,
understanding campaigns as structured interventions—rather than as a collection of ad
hoc actions—is essential for developing the ability to design, manage, and critically
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evaluate complex communication programs in diverse organizational and cultural

settings (Vieira & Li, 2024, pp. 15-18).

- Stages of Designing Strategic PR Campaigns

Most contemporary models describe strategic PR campaigns as following a sequence
of stages that move from situation analysis through planning, implementation, and
evaluation, often summarized in cyclical frameworks such as ROPE or RACE (Gregory,
2020, pp. 15-19). The initial stage typically involves a thorough situation analysis,
including environmental scanning, stakeholder mapping, and problem definition, to
ensure that any proposed campaign responds to a real, well-understood communication

need rather than a vague desire for “more visibility” (Vieira & Li, 2024, pp. 31-35).

Building on this diagnostic foundation, planners then formulate campaign
objectives, identify and prioritize target publics, develop key messages, and select
overarching strategies before specifying concrete tactics, timelines, and resource
allocations (Gregory, 2020, pp. 19-23). The final stages involve implementing the
campaign plan, monitoring progress, and conducting systematic evaluation of both
process and outcomes, with lessons learned feeding back into subsequent planning

cycles to improve future campaigns (Schriner & Swenson, 2013, pp. 5-7).

- Defining Goals, Publics, and Key Messages

Defining clear goals is a foundational step in campaign design, as goals articulate the
broad, long-term aspirations that the campaign is expected to support, such as enhancing
reputation, strengthening stakeholder relationships, or promoting a specific social

behavior (Vieira & Li, 2024, pp. 41-44). These broad goals are then translated into
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more precise, time-bound objectives—often framed using SMART criteria—that
specify the desired changes in awareness, attitudes, or behaviors among identifiable

publics (Gregory, 2020, pp. 23-27).

Identifying and segmenting publics involves determining who is affected by or can
affect the issue at stake, and classifying them according to variables such as power,
interest, proximity, and communicative behaviors, so that resources can be concentrated
on priority groups (Vieira & Li, 2024, pp. 44-48). For each priority public, planners
develop tailored key messages that are consistent with the overall positioning of the
organization but adapted in content, tone, and framing to resonate with specific

informational needs, values, and cultural contexts (Gregory, 2020, pp. 27-30).

- Selecting Strategies, Tactics, and Channels

Selecting appropriate strategies involves deciding on the overall approach the
campaign will take to move target publics from their current state of knowledge,
attitude, or behavior toward the desired outcomes, such as using informational,
persuasive, dialogic, or community-engagement strategies in different combinations
(Gregory, 2020, pp. 30-34). Strategic choices are guided by the situation analysis and
by insights into how specific publics consume information, form opinions, and make
decisions, ensuring that the campaign’s logic of influence is both theoretically sound

and contextually realistic (Vieira & Li, 2024, pp. 48-52).

Tactics translate strategies into concrete communication activities—such as media
relations, events, social media content, influencer collaborations, internal

communication initiatives, and stakeholder dialogues—selected and sequenced to

78



maximize cumulative impact over the campaign period (Gregory, 2020, pp. 34-38).
Channel selection is closely linked to tactical design, requiring planners to integrate
owned, earned, shared, and paid media in a coherent mix that reflects the media habits
of priority publics and the organization’s resource constraints, while maintaining
consistency of messages and visual identity across platforms (Vieira & Li, 2024, pp.

52-56).

- Implementation, Budgeting, and Scheduling

Implementation in strategic PR campaigns requires translating the written plan into
coordinated action, with clearly defined roles, responsibilities, workflows, and decision-
making procedures to avoid fragmentation or duplication of effort (Gregory, 2020, pp.
38-42). Detailed action plans typically specify who does what, by when, and with
which resources, supported by tools such as Gantt charts or critical path analyses to
visualize dependencies and manage timelines effectively (Vieira & Li, 2024, pp. 56—

60).

Budgeting and scheduling are closely intertwined, as planners must estimate the
costs of tactics, allocate funds across media and activities, and phase spending over the
life of the campaign while maintaining flexibility for contingencies (Gregory, 2020, pp.
42-45). Establishing realistic schedules and budgets, along with internal approval
processes, helps to ensure that campaigns remain feasible and that implementation can
be monitored and controlled against agreed performance and cost baselines (Vieira &

Li, 2024, pp. 60-63).
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- Monitoring, Evaluation, and Learning

Monitoring, evaluation, and learning (MEL) are integral components of strategic
public relations campaigns, ensuring that communication activities are systematically
tracked and assessed rather than simply executed and forgotten (Gregory, 2020, pp. 38—
45; Vieira & Li, 2024, pp. 56-63). Monitoring focuses on the continuous observation of
implementation and outputs during the campaign—such as media coverage, content
dissemination, and digital engagement metrics—so that practitioners can identify
emerging issues and adjust tactics, timing, or channel mix in real time (Gregory, 2020,

pp. 42-45; Public Relations Association, 2020).

Evaluation goes beyond monitoring by comparing campaign results with the
predefined communication objectives, examining the extent to which the campaign has
contributed to changes in awareness, attitudes, and behaviors among clearly defined
publics (Schriner et al., 2017, pp. 5-7). Meaningful evaluation combines quantitative
indicators (reach, impressions, engagement rates, click-throughs, participation levels)
with qualitative evidence (interviews, focus groups, media-content analysis) to
distinguish between high “activity volume” and genuine impact that supports

organizational goals (Determ, 2024; Commons Library, 2025).

Learning closes the campaign cycle by translating monitoring and evaluation
findings into lessons that can inform future planning, thereby embedding continuous
improvement into the organization’s communication practice (WHO, 2021, pp. 9-15).
In mature PR functions, MEL results are documented, discussed, and fed back into

updated objectives, strategies, and benchmarks, reinforcing a culture of evidence-based
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decision making rather than intuition- or event-driven communication (Public Relations

Association, 2020; Vieira & Li, 2024, pp. 60-63).

In sum, strategic public relations campaigns should be understood as structured,
research-based interventions that align communication efforts with clearly articulated
organizational goals, rather than as a loose collection of isolated publicity activities
(Gregory, 2020, pp. 3-6; Vieira & Li, 2024, pp. 11-15). When campaigns follow a
systematic process—from situation analysis through goal-setting, audience
segmentation, strategy and tactic selection, implementation, and MEL—they are more
likely to produce meaningful and demonstrable changes in awareness, attitudes, and
behaviors among priority publics (Gregory, 2020, pp. 15-23; Vieira & Li, 2024, pp. 31—

52).

Lecture 15: Ethics and Social Responsibility in PR Planning.

Ethics and social responsibility are central to contemporary public relations
planning, shaping not only what practitioners can do, but what they should do when
representing organizations in complex stakeholder environments (Morris &
Goldsworthy, 2020, pp. 3—7). Rather than treating ethics as an afterthought or a matter
of personal conscience, modern approaches emphasize the need to embed ethical
reasoning and social responsibility criteria into every stage of campaign design, from
situation analysis and goal-setting to message framing, channel selection, and evaluation
(Luttrell & Ward, 2018, pp. 1-5).
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Professional codes of ethics—such as those of the PRSA and other national
associations—typically highlight values like truthfulness, transparency, fairness, respect
for stakeholders, and the avoidance of deceptive or manipulative practices (PRSA, n.d.).
At the same time, the rise of corporate social responsibility (CSR) has expanded
expectations that public relations should not merely protect organizational reputation,
but also contribute to broader societal well-being by addressing issues such as
environmental sustainability, human rights, diversity and inclusion, and community

development (Kim, 2008; Nalbantoglu, 2021).

- Core ethical principles in PR planning

Ethical public relations planning rests on a set of core principles that guide how
practitioners collect information, define problems, set goals, and design campaigns in
ways that respect the rights and dignity of all stakeholders (Morris & Goldsworthy,
2020, pp. 15-22). Commonly cited principles in professional codes—such as the PRSA
Code of Ethics—include honesty (truthful and accurate communication), transparency
(disclosure of interests and sponsorship), fairness (avoiding discrimination and unjust

treatment), and respect for privacy and confidentiality where appropriate (PRSA, n.d.).

In strategic planning, these principles translate into concrete decisions, such as
avoiding misleading claims, manipulating evidence, exploiting vulnerable publics, or
greenwashing CSR initiatives for reputational gain without substantive organizational
change (Luttrell & Ward, 2018, pp. 25-32). Ethical PR planning therefore requires
practitioners to anticipate potential harms, conflicts of interest, and power imbalances,

and to build in safeguards—such as informed consent, balanced framing of issues, and
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mechanisms for stakeholder feedback—throughout the campaign lifecycle

(Nalbantoglu, 2021; Kim, 2008)

- The role of social responsibility and CSR in PR planning

Social responsibility and corporate social responsibility (CSR) have become central
reference points for contemporary public relations planning, redefining how
organizations understand their obligations toward stakeholders and society at large
(Kim, 2008). Rather than focusing solely on reputation management or media visibility,
socially responsible PR planning emphasizes alignment between communication
campaigns and substantive organizational commitments in areas such as environmental
sustainability, community development, labor standards, human rights, and diversity

and inclusion (Nalbantoglu, 2021; Luttrell & Ward, 2018, pp. 65-70).

In practice, CSR-oriented PR campaigns are expected to demonstrate authenticity,
consistency, and measurable social impact, avoiding the instrumental use of “good
causes” as mere window dressing or greenwashing for image repair (Morris &
Goldsworthy, 2020, pp. 105-112). For PR planners, this means critically assessing
whether proposed initiatives are backed by real policy changes, resource commitments,
and long-term partnerships with affected communities, and ensuring that campaign
messages neither exaggerate achievements nor conceal ongoing problems or harms

linked to the organization’s operations (Kim, 2008; MJS Public Relations, 2023).

- Ethical decision-making frameworks in PR planning

Ethical decision-making frameworks provide structured tools to help PR

practitioners reason through complex situations where competing values, interests, and
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potential consequences must be weighed carefully (Morris & Goldsworthy, 2020, pp.
27-33). Rather than relying only on personal intuition or organizational pressure, these
frameworks encourage systematic reflection on who is affected, what duties and
principles apply, and which options best respect the rights and dignity of stakeholders

while serving legitimate organizational goals (Luttrell & Ward, 2018, pp. 33-40).

One widely cited model is the Potter Box, which guides practitioners through four
stages: defining the situation (facts), identifying values, referencing ethical principles
(such as duty-based, consequence-based, or virtue ethics), and considering loyalties to
various stakeholders (media audiences, clients, employers, the public). When
incorporated into PR planning, such frameworks can be used to test proposed campaign
strategies and messages before implementation, helping practitioners to foresee ethical
risks—such as stereotyping, manipulation, or misinformation—and to select alternatives

that are more transparent, fair, and socially responsible (Nalbantoglu, 2021).

Ethics and social responsibility in PR planning require more than formal compliance
with professional codes; they demand ongoing critical reflection on how
communication decisions affect different publics and power relations in society (Morris
& Goldsworthy, 2020, pp. 105-112). For master’s-level students, this means learning to
interrogate not only what campaigns say and how they say it, but also whose
interests are being served, who might be harmed or marginalized, and whether CSR
narratives are backed by substantive organizational change (Kim, 2008; Luttrell &

Ward, 2018, pp. 65-70).
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Developing an ethically grounded approach to PR planning involves combining
knowledge of ethical theories and decision-making frameworks with familiarity with
real-world constraints such as client expectations, media logics, and resource limitations
(Nalbantoglu, 2021). Over time, practitioners are expected to cultivate professional
courage to question problematic instructions, propose alternative strategies, and
advocate for communication that supports both organizational goals and the public

interest, especially in sensitive contexts such as political conflict, humanitarian crises.
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Conclusion

Planning in public relations is not a technical add-on to communication practice
but the core strategic process through which organizations define where they are, where
they want to go, and how communication can legitimately and effectively support that
journey. When practitioners ground their planning in systematic research, clear SMART
objectives, evidence-based audience insights, coherent strategies, and continuous
monitoring and evaluation, public relations becomes a disciplined contribution to

decision-making rather than a reactive publicity function.

For students and future professionals, mastering PR planning means acquiring a
way of thinking and working: diagnosing situations before acting, aligning campaigns
with organizational and societal priorities, integrating ethics and social responsibility
into each stage, and using evaluation findings to learn and improve. In a context marked
by permanent crises, digital fragmentation, and deep political and humanitarian
conflicts, rigorous and ethically grounded planning is what enables communication
practitioners to design campaigns that are not only visible, but also credible,

accountable, and capable of supporting just causes and protecting vulnerable publics.
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