
[image: image1.png]In today’s day and age, every organization big and small should be concerned
with the media and how it can be used effectively to better advance their
organizations mission and function.

This chapter not only describes how to initiate a public relations plan, but also how to
make communications with the media a beneficial venture.
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Similar to most plans, your organization must have long range and overall goals
that provide a base for what you plan to accomplish.

The most important first step is to follow the mission statement. Dealing with
the media can cause the organization to lose sight of its purpose.

A TEAM EFFORT is crucial in that everyone is aware of what the organization is
aiming for.

Examples of an organization’s overall goals include:

® Generating positive media coverage by developing relationships with
local media.
©  Generating support from the public and lawmakers.

Your overall goals should number around 2-3. Too many will make the job
overwhelming.

The next step towards a successful communications plan is to develop the
strategy needed to complete your overall goals.

These key elements should help narrow your previously established overall
goals. While the first few overall goals create a “feel” for your plan, your

strategy goals will give everyone involved a direction.

Here are some examples of strategy goals:

Figure out what you want to use the media for
Develop a media message

Develop a portfolio

Determine what your resources are

These strategy goals will be discussed later in this chapter in more detail.

The third and final step of your plan is your organization’s “To Do” list. Now
that the overall and strategy goals are in place, you may be wondering what you
need to physically do in order to set this plan in motion. These third set of goals
aren’t goals so to speak, but activities that everyone can take part in.
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® Be proactive. Don’t react to the media, try to initiate

¢ Distribute news releases by email, fax, as well as face-to-face

e Watch and follow the news, movies, and television shows

e Take advantage of free advertisement

e Make sure that your public relations staff and spokesperson(s) are
updated on the message that you want to be received

* Make sure that everyone in your organization knows how to handle the
media

Some of these will be discussed further later on, but as you can see, these are all
key activities that should be followed on an everyday basis.

***The outline that has been provided can only be useful as that, an outline.
Each organization must be knowledgeable and certain of their mission,
philosophy, and beliefs. In order to really carry out a successful PR campaign,
your organization must be thorough. The next section of this chapter goes
deeper into previously listed strategic goals.***

How to Carry Out Your Communications Plan

Now that you have a plan, how will you fully execute it? Just like each member
of your organization must know the mission statement and beliefs, each PR
member has to know exactly what the organization is trying to accomplish
through the campaign, as well as how to do it.

1. What do you want to use the media for?
Is your campaign for fundraising purposes, recruitment, or possibly to
shed a positive light (if there has been previous bad press).

2. Who do you want to target?

The public- What part of the public? Women who have children 5 and
under? African-Americans between 21-30?

Potential Donors- People who have contributed before, and high-income
households.

Committee Donors- State legislature committees, city council, heads of
foundations.

3. What will be your media message?
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-Not only does your organization need a strong media message, but the
spokesperson or people need a few key points to emphasize every time they
speak to the media. These are issues that you feel are important to “drive home.”
They also provide a basic guideline for a spokesperson to follow, just in case they
become flustered.

4. Give your organization’s press kit a high-quality finish.

-If you are listing your PR campaign as high-priority, it is important to use
high-quality paper, video, brochures, etc.

-Your press kit should include news clippings, visuals, an annual report,
as well as other relevant information.

-You should be sure to start your press kit with your media message and
a basic fact sheet about your organization.

-Your press kit should be neat, thorough, and packaged together in easy-
to-read fashion. The easier it is for reporters to find the key issues about your
organization, the more willing they will be to do a story.

5. Develop your resources!

-Sometimes you may not need to go outside the organization to find an
eligible PR manager or spokesperson. The person may already be within your
organization.

-Use people who are the most creative and those who are into television,
movies, news, and the internet.

***These five strategic goals are all important, but each organization must
determine what their individual goals must be, as well which specific goals are
more important.

However, to successfully carry out a PR campaign, an organization’s PR
department should not be the only people involved. It must be a team effort,
which is where the “To Do” list comes in.***

PR Everyday: It's a Team Thing

If you take a look at the daily activities previously listed, you'll see that most of
them aren’t just for those committed to PR. They are for everyone, and if you
want to have success with the media, everyone must take part. This is how:

1. Everyone must think proactively.
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-When watching television, movies, news, or the internet, sometimes an
idea comes up that relates to your organization. If a worker is thinking
proactively, he or she may be able to pass on information that could lead to an
interview or an editorial in the local newspaper. For example, if The Practice
television show deals with an abused mother, and that issue falls into your
organization’s area, call a local paper or t.v. news channel about doing a segment
after the show is aired.

2. Distribute news releases by email, fax, and face-to-face.
Email and fax are fast, but human interaction is more personal. It is much
more difficult to say no to a face than a computer screen.

3. Take advantage of free advertisement

-Write to the newspapers opinion column or engage in useful internet chat
room discussions.

-Every employee has the ability to help expand the PR campaign. Word
of mouth is very free and very simple.

4. Make sure your PR staff is updated on the message you want to be received.

This is so crucial. Those who deal with the media have to know where the
organization stands on current issues, as well as the issues within the
organization.

5. Make sure everyone in the organization knows how to handle the media.
Even those not directly involved with the media talk to friends and
family, and may even have a run-in with a member of the media. For example, a
reported paying a visit to the organization may engage in a discussion with the
secretary. How would it look if the secretary had no idea of the organization’s

stance on a current issue?

“*Now that you have the tools to develop a complete communications plan,
what are some other topics and/or problems that may be key in developing a
successful PR campaign?***

How to Cut Costs on Your PR Campaign

If PR is high-priority, but you know you aren’t the Red Cross, then budgeting is
an issue for your organization. Finding help in other organizations, using vour
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1. Using other organizations.

-Sometimes other organizations similar to yours may be willing to split
advertising costs. By teaming up with another non-profit, you can still get your
message out without paying full price.

-There are non-profits that actually give money to other non-profits who
want to use the media as an aid. The Benton Foundation not only provides
funds, but also has other resources available for those trying to expand their
media capabilities.

2. Using your resources.

-Unloading extra work onto one of your employees may not be the ideal
route. Instead, interns and retired media persons who want to volunteer may be
a better choice.

3. Making the most out of free services.

-A donation of free airtime is an invaluable contribution. Instead of
asking how much for 10 seconds, tell the advertising manager how kind it would
be of the station to contribute a small amount of their time to a worthy cause.

-Libraries and public facilities will sometimes be able to donate their space
for news conferences or press briefings. If one of your volunteers or part-time
workers also works for a large company, perhaps you can seek out a meeting
room for donation.

How to Handle a Media Crisis

As you already may know, life happens. Things don’t always go as planned.
Your organization can be sued, someone could die under your care, or
mismanaged funds could be discovered before you were able to handle the
problem. When an organization is unprepared for a crisis, the impact is great.
But there are key elements in making sure the crisis is controlled, handled, and
stopped.

1. You need a plan.

-This should not be a surprise, since everything mentioned before about
PR is taken from a plan. When a crisis happens, the most important thing to do
is plan for the worst. This prevents surprise.

-Everyone should remain calm. Irrational thinking leads to irrational
actions.





[image: image7.png]-Everyone should be thinking proactively. Once again, your plan should
include monitoring news, developing your message so everyone is on the same
page, and background documents should be prepared.

2. How to prevent a crisis and identify risks.

-This should probably be number one, but this rule can also be in effect in
order to prevent further damage.

-Make sure that the press isn’t lied to.

-Be sure to know what to say to an incoming query from the media
without using “no comment.” This should be thought out in meetings
beforehand so everyone knows where the organization stands.

3. Your role and responsibility.

-Your organization needs to provide a response. It is essential to be
prepared, but it is to your disadvantage to treat the media as an enemy.

-It is the director’s responsibility to protect its employees. The media can
be invasive, and your employee’s well being should be priority.

There are several crisis scenarios that can occur, but your response should be as
follows:

Be accountable- Don’t appear to cover up and accept responsibility.
Accept that this isn’t a good situation, and don’t be afraid to show appropriate
emotion.

Take action- Blaming others will accomplish nothing. Starting an
investigation is a good way to show that your organization is trying to solve the
problem.

Commit to change- Promise (and mean it) that change will be made to
prevent another crisis. Inform the media when you have made steps towards
this change.

In Summary:

The media can be a tremendous tool for any organization. Yet every
organization that plans on initiating a PR campaign must be prepared to deal
with every factor that comes with the media. These are five essential guidelines:

1. Adhere to your mission statement 2. Develop a plan
3. Make it a team effort 4. Use your resources
5. Be Proactive
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