For the assignment in written up in this week's syllabus, we are changing it around a little.

Prepare and present a 5-6 page strategic plan for the launch of your own company, following the nobel purpose words you developed in class. 

1. Satisfaction

2. Opportunity

3. Happiness

4. Love
For the background, develop a name, what it does, how it satisfies your four words, where it is, etc. 

Also include: Business Goal, Communications Goals, Objectives, Key Audiences, Key Messages. 

Also include the Strategies and Tactics for the launch of your company.

This will be due on April 13th at the beginning of class.  
Background - 1 Page (WHOLE HISTORY, not just locally)

Biz Goal - 2 pages

why org exists - 1/2 page

research methodology-  3/4 page

situation analysis - 1 page

key audiences - 1/2 page or 1 page - in division be specific about your key audiences. a paragraph snapshot for company, then my division specializes in these other key audiences.

key messages - be specific about areas that the whole company takes care of. most detail on your dept.  1/2 page, 3/4 page

strategies - specific to your division. what is unique to your division. 

tatics - 

Evaluation - at least 3 pages. this is your interviews, experiences, what they should be doing, internship how you were treated, opinions matter? this one is personal & professional evaluation. what kind of noble qualities did get brought out?

analysis is to include: background, COMPETITION (ask the boss), external and internal source to answer questions.

why does the organization exist

research methodolofy - other means to learn about the organization (interviewers, secondary materials)

2-3 interviews for this

Situational analysis (SWOTS)

Key Audiences: what groups are we communicating, what messages do we convey to audiences

evaluation from the standpoint of comm. effectiveness and other factors. based on planning model (corrective action, etc)

What does this company need to do differently to be the best?

descriptive and evaluative (e.g. here are the strategies the organization utilizes, and here’s why I think those strategies are/are not effective, complete, etc.) The analysis 
is to include the following elements of the Strategic Planning Model:

1. Background: What does the reader need to know by way of history, size, organization, competition, etc? 

2. Business Goal: Why does the organization exist?
3. Research Methodology: In addition to working at the organization, by what other means (if any) did the student learn about the organization? (NOTE: It is expected that the student will go to some effort to learn about the organization by means of interviews and discussions with co-workers, secondary research, review of the organization’s materials, etc.) 

4. Situation Analysis (i.e. SWOTS): What are the organization’s strengths, weaknesses, opportunities, and threats? What are the strategic implications? Include communications-related factors as well as any other factors you believe are relevant to its success or failure, i.e. “I believe that the communications function is understaffed, for these reasons…,” “the organization is not optimally organized, and here’s why,” “management is ineffective, for these reasons,” etc.

5. Key Audiences: With what groups and/or individuals must the organization communicate if it is to be successful?

6. Key Messages: What messages must it convey to those audiences?

7. Strategies: What strategies does the organization utilize to communicate?

8. Tactics: What specific tactics does it utilize to execute those strategies? 

9. Evaluation: How would you evaluate the organization from the standpoints of communications effectiveness, and/or any other factors you believe are relevant to its success or failure? Please note that this section should be thorough, insightful, and candid. Your analysis should:

a) Be based on the elements of the planning model (i.e. “I believe they overlook a very important audience…,” “they poorly execute this particular strategy…, “etc. 

b) In cases where you offer critical (i.e. negative) commentary, include corrective action that you would recommend.

c) Include an assessment of the extent to which you would or would not want to work in the organization.      

PUBLIC RELATIONS STRATEGIC PLANNING MODEL (UPDATED 1/08) 

I. BACKGROUND: Brief description of the players, history, etc; text, not bullets; no more than one page; include all players; does not include problem/opportunity. 
II. BUSINESS GOAL: What is the ultimate goal of the organization for which the campaign is being developed? Use the What/By model; 1-2 paragraphs w/bullets 

A. Optimize shareholder return on investment by making and marketing cars that consumers want 

B. Improve public health by providing quality health services to low income people 

C. Successfully get candidate X elected to the position of Y by presenting him as an agent of change   

III. STATEMENT OF PROBLEM (or opportunity): Why is the campaign being contemplated? Provides enough information for the uninformed reader to get 

a sense of the challenge. Who are the competitors/protagonists? What is the aim of the campaign? (1 – 2 pages maximum)   

IV. RESEARCH  

A. Research Goals: What do you need to better understand before developing the program? Examples: 

1. To identify key audiences and audience segments   

2. To assess stakeholder attitudes and perceptions 

B. Research Methodology: Exactly what types of research will be done to address those goals? (Primary? Secondary?           Focus groups? Interviews? 

Surveys?) Be as specific as possible when describing groups/samples. (2 – 3 pages) 

C. Always follow this format: 

1. Primary (original research that engages people directly) 

a.  Qualitative (interviews, focus groups, etc.) 

b.  Quantitative (surveys) 

2. Secondary (non-original research based on work that has already been done, i.e. on-line, libraries, books, articles, research studies, etc.) 

V. SITUATION ANALYSIS (SWOTS): What have the research and other forms of input taught us, in terms of risk, internal and external factors contributing 

to that risk, etc? Use SWOTS format (2 – 3 pages maximum) 

A. Strengths - Internal characteristics and ethical considerations that could help achieve goals 

B. Weaknesses - Internal characteristics and ethical considerations that could work against achieving goals 

C. Opportunities – External trends, factors, and ethical considerations that could work to the organization’s advantage if properly handled   

D. Threats – External trends, factors, and ethical considerations that could work to the organization’s disadvantage    

E. Strategic Implications – After stepping back and looking at the previous four sections (SWOT), what major conclusions and insights do you have that 

will affect the design of the overall PR campaign? How do the dots connect? How might ethical considerations affect strategic options?  

VI. COMMUNICATIONS GOAL (S):  The overall, highest-level outcome to be achieved. (1/2 – 1 page) Examples: 

A. Convince target voters that the candidate’s credentials are the best for the position   

B. Influence consumers to consider the purchase of ________________ 

C. Protect the brand image and market share of _____________ 

 Presentation 

A. Bullets with 1-2 lines of rationale/explanation 

B. As specific and focused as possible 

VII.OBJECTIVES: Measurable (as often as possible) interim steps to be achieved on route to the Goal; include only things that PR itself can achieve (i.e. not 

operational in nature; 1/2 – 1 page. 

 Criteria: Quantifiable, measurable, attainable via communications, realistic. 

A. By (DATE), increase by 10% positive opinion among people registered to vote in the city of ______ of X’s position on development.”      

B. Within the first quarter of FY (YEAR), increase positive awareness of (SUBJECT) among working women ages Y to Z with incomes of R residing 

within ___________” 

C. By (DATE), increase the favorability of (client) from ___ to ___ on a 1 - 10 scale.  

VIII.KEY AUDIENCES (stakeholders): Those specific, narrowly defined groups having a role or interest in (positive or negative) your Goal. (1 – 2 pages) 

A. Female voters ages 25-34 

B. Shareholders of company X 

C. Volunteers of non-profit Y 

D. Contributors 

E. Local, regional or national regulators 

F. Opinion leaders and influences (always include examples) 

 Important Notes re. Audiences: 

A. The “General Public” is never an audience 

B. Always identify opinion leaders, influencers, third parties, etc. 

C. Depending on the situation, be as specific as possible in defining each audience in terms of such criteria as: 

1. Unique needs, interests, etc. 

2. Location 

3. Role/position 

4. Education 

5. Household income 

Presentation: Bullets with 1-2 lines of rationale/explanation for each audience    

PUBLIC RELATIONS STRATEGIC PLANNING MODEL – PAGE 2 

IX. KEY MESSAGES: Specific points to be communicated that are of relevance to both your organization and the audience to which they are to be 

communicated; organize and break them down by audience. (1 – 3 pages) 

A. Candidate Y will decrease your taxes by X 

B. This action will increase shareholder value over the long term 

C. Building this plant will pose no environmental risk while enhancing the local economy 

 Presentation 

A. Bullets with 1-2 lines of rationale/explanation for each 

B. Organize by audience          

X.  STRATEGIES: Broad, umbrella statements about the guiding principles, categories, or overall scope of activity to be undertaken. (2 – 4 pages) 

A. Consider/include as many of the six categories of strategy (identified by JS) as possible: 

1. Tactical: grassroots campaign, buzz building activities, media relations, special events, internal investigation, etc. 

2. Thematic: “emphasize value and quality…” 

3. Timing: How much, when, i.e. phased (pre-launch, launch, post-launch), teaser campaign, pre-announcement, soft opening, etc. 

4. Tonality: Aggressive, low key, high road, proactive, leadership, cooperative, candid  

a. Jack in the Box – Food safety leadership 

b. M Stewart – company establishes distance 

c. Jet Blue – take on the “big guys” over access to airport gates  

5. Targets: Opinion leaders, grassroots, etc. 

6. Testing as a strategy 

B. Another way to think of strategy 

1. Conceptual 

a. Partnerships with a credible third party NGOs  

b. Shift focus away from organization and toward overall industry/societal issue 

c. Keep opponents off balance via proactive measures 

d. Assume an authoritative, leadership position 

2. Tactical - grassroots campaign, buzz building activities, media relations, special events, internal investigation, etc. 

 Presentation 

A. Bullets with 1-2 lines of rationale/explanation for each 

XI. TACTICS: Very specific action steps to be undertaken within those strategies; provide as much detail as needed to explain to a semi-informed reader (as 

many pages as necessary) 

Examples 

A. Conduct localized press events aimed at local print and broadcast reporters 

B. Conduct a series of neighborhood meetings aimed at winning support of community leaders 

C. Run a massive product demonstration at the local County Fair 

 Presentation 

A. Bullets with 1-2 lines of rationale/explanation for reach tactic 

1. Description of Tactic: (“Enter into a cause marketing program with Greenpeace”) 

2. Supporting elements: (Joint event with Greenpeace, press releases, web site announcements, mailing to environmental influencers, mailing to 

customers, etc.) 

XII.TIMELINE: How long will the entire campaign run, and what are the durations of each step program element (research, tactics, etc.) (single two-page 

spread if possible) 

XIII.BUDGET: How much will it cost, broken down by (a) program element and (b) fees versus OOP expenses (2 – 4 pages) 

XIV.EVALUATION: Exactly how will you measure your success? (1 page minimum) 

A. Pre and post research    

B. Sales      

C. Awareness  

D. Message content  

E. Gross readership (clips) 

F. Achievement of measurable objectives

