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Chapter 11
Writing for Public Relations

Lesson #11: PR is a management function that helps organizations to communicate with targeted publics.

1. THE RACE MODEL
2. Research – uncover everything possible about the organization, cause, problems or opportunities faced…and who needs to be addressed
3. Analysis & planning – different strategies are required for different publics…in this phase measurable impact and objectives are established
4. Communication – implementation of the strategy
5. Evaluation – did the strategy work?
PUBLICS
Every organization has two groups of people with whom communication is necessary.

Internal publics have a personal or professional interest in the organization… usually easy to identify.

External publics are people outside of the organization…harder to identify.

· TYPICAL P.R. TASKS
· communication with internal/external publics – not only in getting info out but also in making sure info is properly interpreted

· counsel management on good PR practices – PR is the conscience of an organization…good PR helps the organization tell is story

· work with news media – both in feeding info and in responding during times of crisis

· produce public functions/events – planning an organization’s public or philanthropic activities

Gathering information and structuring it for specific formats is the basic process for all writing.

PR writing is usually done for an explicit purpose.

PR practitioners must be able to write honestly and clearly for publics that know little or nothing about a subject.

PR practitioners must have a belief in the goals of the organization and a high standard of personal ethics and integrity.

PR flacks are people employed in the PR profession; the name refers to a type of armor body jacket worn by soldiers and cops to repel bullets or other penetrating projectiles.
[Ignore the derogatory paragraph on p.233 about self-serving, lying professionals.]
NEWS RELEASES – the most common form of PR writing
· are an attempt to plant an organization’s story in the news media

· usually written in the form of a news story (inverted pyramid style)

· most important part is the lead paragraph

· short sentences, reasonably brief paragraphs

· could be mistaken for a news story

· should contain a headline (or slugline), contact info, a release date and tags …headlines & tags are used in Search Engine Optimization
· should avoid jargon & wordiness

· usually end with a paragraph or two of boilerplate information (general info about the organization)

1. [NITB] What can happen to a news release:

2. media may run it “as is”

3. media may ignore it altogether

4. media may modify it or use it as a launching point for a story with an entirely different angle

VIDEO NEWS RELEASES (VNR)
· produced on videotape or in a digital format by an organization and provided to the news media

· electronic equivalent of a printed press release
· written in the same way a TV newscast is written

· in 2005 FCC ruled stations must disclose the nature, source & sponsorship
· may be produced for internal or external publics

LETTERS
· one of the most important and effective business communications tools

· good way to distribute info directly to the public you want to get the message

· expensive to produce and send 

E-MAIL
· generally shorter and more succinct than letters

· less formal than standard letters

· be careful about what you say because e-mail can easily be forwarded to parties you didn’t intend to see them

COMPANY PUBLICATIONS
1. newsletters – one-page photocopies to slick, glossy magazines or websites…most are directed at internal publics…most are purely informational…published on a regular schedule (monthly, quarterly, etc.)

2. pamphlets & brochures – usually directed at external publics to inform or persuade…published one time for a specific purpose…a common way to introduce the public to an organization 

3. company reports – companies that sell stock to the public are required by law to produce an annual report…the purpose is to give reader an idea how the company is doing financially…annual reports must be truthful

4. websites – includes development, design and maintenance…may be the public’s first contact with an organization

ORAL PRESENTATIONS
· speeches – should be written for the ear, not the eye…meant to be spoken aloud, not silently read…could be informative, persuasive or entertaining

· statements – meant to be presented prior to a press conference or formal hearing…an attempt to summarize and make points as efficiently as possible

· slide presentations – effective for small groups…helpful in sales presentations…slides should be an outline while the speaker delivers full information

All oral presentations should keep three factors in mind:

1. target audience

2. the speaker

3. subject
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