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Where PR Fits
Introduction Public relations IS a communications tool which has become

critical to successful SOMARC programs It adds an extra
dynamic to help your message break through other med la
clutter and attract attention to your product and your
message Public relations educates, Informs and changes
attitudes Through a successful SOMARC public relations
program, people can adopt new behaviors, provide better
care for themselves and their families and live more
productive, healthy lives Public relations IS also relevant for
all audiences -- particularly those that are difficult to reach
In SOMARC programs public relations IS frequently used to
communicate to consumers, government and religiOUS
leaders, Journalists, health profeSSionals and corporate
declslonmakers

As marketing profeSSionals, SOMARC managers are always
seeking ways to strengthen their programs ThiS booklet IS
designed to help SOMARC managers design the most
effective publiC relations campaign for their programs ThiS
booklet IS designed to help you

• think about how public relations might fit Into the context
of your program,

• understand specifically what IS meant by the term "publiC
relations" and how It fits Into the marketing miX,

• determine when to use PR,

• provide you tools for managing a PR program and PR
agencies and

• begin to think about uSing PR to help you tackle marketing
challenges

Practical PR The BasIcs D The Futures Group International 1



PRandthe
Marketing

Mix

The
Promotion

Mix

SOMARCs Contraceptive Social Marketing (CSM) programs
are Just as they are named -- marketing efforts Marketing
has four components/ the Four P's -- "product"/ "prlce"/
"place" and "promotion" Public relations IS part of
promotion

The promotion miX Includes advertising/ personal seiling,
sales promotion and public relations Integrating all the
elements In the promotional miX will create the strongest
promotional effort SOMARC calls the complementary use
of promotion "Integrated Marketing Communications", or
"IMC"

2 Practical PR The BasIcs 0 The Futures Group International



PROMOTION MIX TECHNIQUES

While some techniques can be used for different activities In
the promotion mix, here IS a categorization of techniques
available

• Advertising
-- Print, radio or N advertising
-- Direct mall advertising
-- Movie trailers

• Personal Sell ing
-- Portfolios/sales presentations
-- Telemarketing

• Sales Promotion
-- Displays
-- Contests and sweepstakes
-- Premiums
-- Combination offers and price-off deals
-- Factory rebates
-- Coupons
-- Discounts to resellers
-- Special awards
-- "Push money"
-- Sampling
-- Catalogs and price sheets
-- Demonstrations
-- Special deals

• Public Relations
-- Publicity
-- Special events
-- Public/consumer education
-- Lobbying
-- Community relations/public affairs
-- Internal commUnications
-- Speaking engagements
-- Gatekeeper training
-- Policy reform
-- Partnerships/coalitions
-- Mass media entertainment
-- Community-based theater
-- Exhibits
-- Public service announcements
-- Infomercials

Practical PR The BasIcs D The Futures Group International 3



Public
Relations

Public relatIons Involves "planned, Indirect, persuasive
communIcations to stimulate demand and favorably Influence
attitudes and opInions about a product, servIce or Idea"
The focus here should be on the phrase "Influence attitudes
and opinions II In publIc relations, Information IS used to
Influence public opinion Often this IS done so subtly that
the target audience IS not even aware that a planned
process IS behind much of what IS seen In the news or the
mobilization of advocates to a particular cause

SOMARCs advertising and public relations have certain
things In common Both have the ultimate goal of creating
behavior change And both require a strategic planning
process to be most effective Creative development IS also
Involved In many of public relations end products, Just as It
IS In advertising

4

But public relations differs from advertising In that
"persuasion" rather than paid access IS used to get Into the
media "In advertising, you pay for It In public relations we
pray for It," IS a famIliar sentiment among many public
relations profeSSIonals And publiC relations uses more
diverse media technIques to communicate ItS Information
These might Include press releases, advertonals, sponsored
events and contests, news coverage of an event or tOPiC,
symposia, brochures, public servIce announcements (PSAs)
and the like These techniques can be used In many different
ways to accomplish different types of publIC relations
objectIves PubliC relations IS the sum of all Its functIonal
parts They are used In a productive, timely miX to support
specific objectives Here's how PR IS different from other
promotional elements

Adyertising Advertising IS used to communicate a consistent message
about a product, service or Idea The advertising message
and Its placement are controlled Worldwide, commerCial
advertising IS paid Often In the developed world,
advertISIng and public relations are differentiated because
advertISing IS paid media and the use of medIa to
communicate a publiC relations message IS free, such as an
article In a newspaper ThiS IS not always the case In the
developing world as publiCity IS also paid media In some

Practical PR The BasIcs 0 The Futures Group International



Personal
Selling

Sales
Promotion

countries However, advertising IS always a dIrect means for
marketers to speak to customers -- public relations IS an
Indirect means of communications

Traditionally personal seiling has Included activities which
engage a customer and the "seller" In conversation, In person
or by phone Because of the myriad of opportunities to
communicate In today's global world, many consider
personal seiling anytime a program representative talks
about or represents a product This expanded concept of
personal seiling begins to merge With other elements of
public relations or direct marketing, such as public speaking
or telemarketing

Sales promotion IS used to promote to consumers and the
trade Consumer promotion IS any strategy that offers the
target audience an outside Incentive to use the product
Trade promotion IS any strategy that directly offers
middlemen and/or their sales staffs an outside Incentive to
stock and/or promote to consumers

PRQuiz

Answer "yes" or "no" to each of the following questions to
see If PR IS something to consider for your program

Yes No
_ 1 Political leaders are actively speaking against the

need for family planning and religious extremists
just burned our billboards

_ _ 2 We've been seiling the PIli for years now and
sales stili aren't what they should be

__ 3 We can't really sell the Injectable until women
know what It IS

4 My Injectable sales are failing -- people think It
causes breast cancer

Practical PR The BasIcs 0 The Futures Group International 5



When to Use
Public

Relations

Extends
Adyertising

_ _ 5 There are too many condoms on the market -­
ours IS not different from any others

_ _ 6 I'm afraid one day a negative news story will
break about the program and I won't be ready
to handle It

7 I must Introduce no-scalpel vasectomy, but the
men will never go for It here

Scoring If you answered yes to one of these questIons,
adding PR mIght help Keep reading -- or call for help

Public relations can make or break SOMARC programs In
every country there are Influential constituenCies capable of
directly helping or hlndenng our programs Groups hostile
to a SOMARC program may effectively block product
dlstnbutlon They may deny the program access to mass
media Or they may seek to undermine program credibility
On the other hand, constituenCies supportive of SOMARC
actiVities may become actively Involved In program
expansion They may serve as Intermedlanes, carryIng the
program's message deep Into target populations Or they
may be Influential In shaping POSitive family planning policies

HOW PUBLIC RELATIONS CONTRIBUTES

• Extends advertising Ideas
• Creates a more receptive message envIronment
• Enhances message credibility
• Communicates In-depth
• Manages cnsls situations
• Influences complex behaviors
• Affordably accesses special audiences
• Leverages public/private sector partnerships

Sales may be good but flat, advertising can only do so much
Use a PR campaign to extend and reinforce an advertisIng
campaign and boost sales

6 Practical PR The BasIcs 0 The Futures Group International



Creates a
Receptiye

Enyironment

Enhances
Message

Credibility

Communicates
In-Depth

Generating positive publicity and engaging the support of
key publics are two ways public relations helps create a
more receptive message environment for SOMARC
programs

There are many ways to generate positive publiCity -- from
masterminding feature stones and edltonals, to releasing a
research study, to sponsonng symposia and training
sessions PubliCity helps to make audiences receptive to
new Ideas dunng times of change

Public relations also provides you with tools to engage the
support of key publics on your behalf Gatekeepers,
opinion leaders and Influentlals Including population/family
health organizations, can be Instrumental In advancing
SOMARC program goals You must Identify and court
relevant constituencies, uncover areas of mutual concern
and explore partnerships Such people can work "formally"
on your behalf, for example, as members of SOMARC
advIsory counCils And they can help you Informally through
exerting positive political, business and media Influence

The quality and diversity of public relations tools and the
fact that access to such tools IS usually not paid for,
legitimizes your messages In ways that advertising cannot
Items that appear In the news, speeches by respected
advocates (e g, media personalities, village leaders,
members of the medical and religious communities) and
endorsements, bnng added credibility to the SOMARC
story You can also form special Interest groups to hold
events that prOVide platforms for speakers and
opportunities to sample products and dlstnbute Information
(e g I Mothers for Family Planning)

Many public relations techniques also allow you to bUild
understanding SOMARC messages can be complicated,
advertiSing can only say so much To communicate In-depth
try

Practical PR The BasIcs D The Futures Group International 7



Manages
Crises

Influences
Complex

Behayiors

Reaches
Special

Audiences

• Advertonals
f

advice columns or radio talk shows that can
provide detailed contraceptive Information and answer
questions

• Conferences and training programs that bUild skills and
answer questions

• Video tapes, audiocassette programming and brochures
to explain or demonstrate

• Direct response techniques, where pOlnt-of-purchase
matenals or pnnt ads contain numbers to wnte or call for
additional Information For example, telephone "hot lines"
for AIDS Information have been established successfully
In this regard

Although the objective of public relations IS to prevent
cnses, when they do occur, they can be managed through
tactics like head-to-head negotiating, bUilding coalItIons
with other groups at odds with a hostile group or finding
alternative ways to shift the program strategy and stili meet
objectives Public relations' contIngency plans for cnsls
management have become standard operating procedures
for many corporations (See PractIcal PR Cnsls
CommunicatIons)

Public relations helps create social sanctions for
contraception and provides vehicles for detailed
Information on methods and brands It thus encourages the
fundamental behaVior change that practicing contraception,
or uSing particular methods, reqUires

Often, there are several Important secondary audiences that
your program wants to reach with your message However,
such groups can be small or diffIcult to reach so mass media
expenses cannot be Justified The diverSity and
specialization of public relations tools (e g, newsletter), can
be helpful and more affordable In accomplishing SOMARC
objectIves

8 Practical PR The BaSICS 0 The Futures Group International



Quick
Turnaround

Partnerships

Strengths
and

Limitations

Your Role

Public relations can also be used as a qUick means to address
specific Issues For example, a "letter to the editor" of a
newspaper or a press release can be drafted very qUickly
to address specific problems or opportunities

There may be many local pnvate sector companies who
would find It beneficial, from a public Image perspective, to
be associated with SOMARC projects That's because
SOMARC projects Involve marketing Within a "greater public
good mandate" This can be very attractive to the nght
pnvate sector partner JOint public relations special events
can be concelvedr developed and publiCized Such
partnerships can help defray cost to the SOMARC project

Some of publiC relations' biggest strengths for SOMARC
programs are high credibility and legltlmacYr opportunities
for Increased vIsibility, ability to be highly persuasive In an
Indirect way and potential for dramatization As With
anything, publiC relations has It weaknesses, too These
Include no guaranteed placement or coverage, a lack of
copy control over publiCity generated and relatively poor
frequency (a "story" IS only "hot" once) It can also be
difficult to measure public relations results But If you
understand the Important role that public relations can play
while recognizing ItS limitations, you Will be In the best
position to use It

As the SOMARC Manager, you have a multi-faceted role to
play In public relations you may be the spokesperson for
the project among opinion leaders and other constituencies,
the contact person With the press and the leader of the
public relations planning process

As a spokesperson for the SOMARC proJect, you must
engage constituenCies to generate and maintain program
support This requires an astuteness In Identifying key
players, an ability to be honest and forthnght In prOViding
Information and an ability to "sell" diplomatically you must
qUickly establish credibility and consistently maintain
productive working relationshipS With relevant parties

Practical PR The BasIcs 0 The Futures Group International 9



Planning In precIous few cases does good public relations just
"happen" It requires the same level of planning that
developing marketing strategIes and advertising require In
countries with available public relations experts and
agencies, your plannIng and Implementing role can be much
as It IS when working with advertising agencies You must
provide relevant Information about your marketing goals and
busIness environment and Important target audiences You
must agree to objectives, approve strategies and plans for
public relations programs and approve creative work A
partnership must be developed and nurtured between you
and your agency or consultant

If you have no agency or consultant, you must become the
expert You will need to playa more active role In creating,
developing and Implementing plans This requires sound
strategIc thinking and an In-depth understanding of how
public relations works You will need to designate a media
relations specialist dedicated to facIlitatIng public relations
Implementation and providing public relations Ideas You
will also need an advertising agency or freelance creative
people to do specific creative projects

In spite of the work and potential difficultIes Involved, It IS
vitally Important for all SOMARC programs to have formal
public relations plans In effect This does not mean that
there won t be years when you might only have a couple of
public relations strategies you'll want to Implement, because
most of your budget needs to be spent on the other things
You may also want a low profile strategy at tImes-­
sometimes keeping things out of the news IS as Important as
getting things In

Media
Relations

Part of this constituency bUilding Involves promoting good
media relations Success In dealing with the media depends
on your ability to offer them something In exchange for the
publiCity they provIde They are In the Information business
You are a source

10 Practical PR The BasIcs 0 The Futures Group International



You must also be ready to respond to any request for
Information from the press You may want to designate an
expenenced SOMARC staff person or a public relations
agency to be the media relations specialist and handle all
media calls, If not handle them yourself In this regard It IS
Important to

- Determine whether the media request IS within your area
of expertise,

- Determine exactly wbat Information IS needed and when,

- Fill all requests promptly, accurately and completely,

I- Avoid off-the-cuff remarks or snap Judgments and

I- Provide only Information you wish broadcast or pnnted

Selecting a Public
Relations Agency
When possible, It IS Wise to hire a local public relations firm
They are the experts at what they do, they probably have
good contacts with the local med la and you should expect
them to be able to create newsworthy matenals and know
what "sells" to a Journalist

Where to Begin FollOWing are things you can do to start finding a PR firm

• Determine your budget -- how much can you spend?

I. Investigate other companies and use word-of-mouth to
narrow down the list of prospects You may also want
to ask your advertiSing agency for a recommendation
Ask people recommending the agencies what they liked
Did the agencies accomplish the goals of their client?
Was the client satisfied? Was It worth the cost to hire
the agency? What IS the agency known for -- creativity,
strategic thinking, account management?

Practical PR The BaSICS D The Futures Group International 11



12

• Look Into the POSSibility of hiring an Individual freelance
public relations professional or even a small two-to­
three person staffed firm Their expenses and overhead
costs are usually lower than those of a "full-service"
agency These types of firms may also serve you better
for short-term, one-time events

• Keep In mind that agencies can be retained on a project
basIs, rather than a monthly fee It all depends on how
you structure the relationship

• Determine the cntena that are Important (I e, health
expenence, publicity, etc) and create a scoring sheet
defining your crltena An example of a scoring sheet
used In India follows

Practical PR The BasIcs 0 The Futures Group International



CRITERIA FOR JUDGING PUBLIC RELATIONS FIRMS
Agency _

1) EXPERIENCE (15 POINTS)
PR Industry knowledge and experience Implementing a multi-faced public relations
program which supported Issues and/or a product and Included several elements,
such as

• placing stories In the media/placing spokespeople on radio and N shows
• getting Issues covered In televIsion programming
• training Journalists/spokespeople
• communicating dUring a CriSIS situation
• Interpersonal education (slide shows, Videos, seminars, speaking engagements)
• working With research, monitoring media, evaluating programs

2) UNDERSTANDING OF PROGRAM SCOPE AND CREATIVE, TIMELY APPROACHES
(15 POINTS)
Grasp of our problem/challenge, scope of the work, creative, practical Ideas for
reaching objectives outlined In the brief -- suggestions for adding resources to team
and getting the work done on time, attention to deadlines

3) STRATEGIC PLANNING ABILITY (15 POINTS)
Experience developing written, strategic communications plans, demonstrated by an
example

4) MEDIA PLACEMENT AND TRAINING (20 POINTS)
Media placement capability -- placing stories In the media/placing spokespeople on
radio/TV shows, CriSIS communications, training Journalists, media training of
spokespeople

5) COLLATERAL (15 POINTS)
Experience creating collateral materials, writing brochures, understanding of
materials necessary for low-literacy audiences, health profeSSionals, non-traditional
prOViders

6) EXPERIENCE WITH OUR TARGET AUDIENCES (20 POINTS)
Experience working With our target audiences -- low-Income women, health
prOViders

Practical PR The BasIcs 0 The Futures Group International 13



Written
Proposal

The Agency
Presentation

Making the
Selection

Once you have narrowed down the field to three to five
agencies

• Ask each agency! by letter! for an agency resume and a
short proposal for your business Explain that you are
lookIng for an agency! give them all the same background
Information about the program and why you need an
agency

• What you will receive from them IS a broad proposal
From this! you should be able to cut your list down to
about two or three agencIes

• Invite them to make a formal presentation to you of their
capabilities and show some of theIr work for other
clients

• Be sure you ask who your account team members would
be and InvIte them to participate

Give each agency a bnef scenano for a publIc relations
project or special event Make sure you give each agency
the project specifications You may wish to Include a
modest budget for reimbursing them for their expenses

Set aSide a day to hear all of the presentations Give each
agency enough time to present and be sure to leave time
for questIons

After heanng all the presentations, you should have a good
Idea as to the agency you want to hire Review your sconng
cntena for each agency Also, ask yourself

• Did the agency do what you asked them to do?

• Did they create and present a strategic plan that
complemented your goals and fulfIlled your needs?

• What was the scope of theIr media and government
contacts?

14 Practical PR The BasIcs 0 The Futures Group International



• Were they well-researched and thorough throughout?
Did they do their homework?

• Did they stay within the budget gUidelines you gave
them?

• Could you and your staff work with this agency? Were
there any obvIous personality conflicts?

• Are the people who made the presentation the same
ones who will be working on your account?

• Is the agency so large that your account becomes
Insignificant to them? Or so small that they cannot
perform the agreed upon tasks? Look for a balance

• Do they appear truly Interested In dOing a good job for
you?

NOTE Be sure to advise those that you reject that you have
selected another agency

Agency Billings There are baSically four ways an agency gets paid

1 Monthly retainer -- a monthly fee which covers
consulting only

2 A flat fee -- usually when an agency IS hired for a special
project for a pre-determined amount

3 A fee plus - this Includes a set monthly retainer which
covers personnel, overhead and agency expenses plus
out of pocket expenses such as travel, photography,
phone, mailing, etc

4 Hourly fee - this means the client IS paYing for all hours
Incurred on a proJect, with no set ceiling

Practical PR The BaSICS 0 The Futures Group International 15



Agency
Contracts

Situation
Analysis

If you hire an agency or Individual to handle your publIc
relations activity, It IS wIse to put them on a six-month trial
period prior to signing any long-term contracts However,
It s probably best to avoid any long-term contracts
altogether LImit contracts to one year If possible

Public Relations Planning
As with any endeavor, an effective, well-thought-out public
relations campaign at any level begins with a sound plan and
IS put Into operation effectively by Involving as many other
people as appropriate After contract negotiations, the PR
plan IS the first thing you should do with your agency

Developing a sound public relations plan IS no different from
puttIng together an effective marketing plan for your
contraceptive social marketing program In fact, many of the
elements are the same

The background of your plan IS called a sItuation analysIs It
IS a thoughtful, logical presentation of the facts describing
the environment In whIch you are operating and In which you
want to achieve your objective This should Include a factual
assessment of

1 Your program

2 External environmental pressures - Ie, what research has
shown about the need and desire for contraceptives,
perception of contraceptives, local attitudes and
opinions, level of support from the local government and
any potentIal Opposition to contraceptive social
marketing

3 Competitive Information - what contraceptives are
currently on the market and percentage of market share,
acceptance of use

4 Internal envIronmental concerns If relevant

16 PractIcal PR The BasIcs 0 The Futures Group International



Oyersll
Marketing and
PR Objectiyes

Target
Audience

Description

5 Any other factor that may affect what you want to
achieve

6 Media use and how Information IS obtained

Restate your marketing objectives Then wnte c1ear[ concise
statements about what the PR program wants to achieve
Depending on the nature of your program or project[ this
can be as broad as Increasing awareness of contraceptive
options and as specific as combating attacks from hostile
religious leaders on condoms

These Objectives will unify all elements of the public
relations plan They must be consistent with marketing goals
They should specify an action required and the behavior
change Involved They should be reallstlc[ clear and
measurable It IS not uncommon for republiC relations
objectives to be multlple[ directed at different target
audiences

Here are some hypothetical SOMARC examples

• To create favorable attitudes towards CSM
contraceptives among (government target audlence)[ so
they will support SOMARC programs

• To Inform and educate (medical target audience) about
SOMARC products so they will recommend them to their
patients

• To bUild credibility for SOMARC products among
(consumer target audience) so they will be more
receptive to our messages

Write a description of those markets/audiences you hope
to Influence

There are many potential public relations target audiences
for SOMARC programs They can range from opinion
leaders[ to gatekeepers[ to Influentlals[ to middlemen/the
trade[ to end-consumers Your task IS to segment[

Practical PR The BasIcs 0 The Futures Group International 17
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understand and Prioritize these audiences so specific
efforts can be directed to them Research and Judgment
come Into play here

POSSIBLE TARGET AUDIENCES

• Medical/Trade
Doctors
Nurses
Midwives
Pharmacists
Retailers

• Community
Community Leaders
Right to Lifers
CIVIC Associations
Women's Associations
Market Women's Associations

• Government
MInisters of Health
CIvil Servants
Population Officers
Ministers of Intenor
MInisters of Information

• Media
Censorship Boards
Editors

• Religious
Catholic Church
Evangelical Churches
Anglican Church
Islam

Practical PR The BasIcs 0 The Futures Group International



You will need to ask yourself which audiences are most
Important at the "macro" level (e g , physIcians vs midwives,
community groups vs the church) You are generally aiming
for segments of substantial size, that are Interested In our
benefits, open to our message and reachable You should
then develop a "micro" understanding of these groups Since
groups are composed of Individuals, It IS helpful to talk
about the targets on that level

Develop a paragraph that describes an Individual from the
target audlence(s) In terms of demographiCS, behaviors,
beliefs and lifestyles Distinguish your primary target from
secondary targets Everyone IS not of equal Importance

Here IS an example of a hypothetical public relations target
audience for a new, low dose, oral contraceptive In
sustaining a SOMARC program

"The mid-wives association In Las Montanas region IS
compnsed of women In their 30's Most of these women
are mothers With 2 to 3 young children at home They
have up to grade seven level of education and have
been trained In contraceptive technology and midWifery
They pride themselves In being well-lnformed and up-to­
date They promote other condoms and oral
contraceptives to their patients, In addition to their
traditional midWifery duties They want to provide
helpful, accurate advice and have expressed some
concern about the side effects many of their oral
contraceptive patients expenence These midwives
share the same media habits that other women of their
age do -- pnmanly community radio listening and reading
fotonovelas"

This level of detail helps gUide you later In formulating
strategies Some of the publiC relations techniques that
might be effective against this group Include a mid-wives
conference to Introduce and train them on the new pili,
developing a brochure they can circulate to their patients,
Including a "call-In" telephone number for the association on
radio and fotonovella advertising for oral contraceptive
Information

Practical PR The BaSICS D The Futures Group International 19



Geography

Communications
Strategy

Key Message
Points

Implementation
Strategies

This type of target audience definition IS Important for large
groups But you wIll always have key Individuals (e g,
MinIsters of Health) who must receIve Individual public
relations attention It IS VItal not to overlook these people's
Interests as public relations strategies are considered

If your public relations efforts are to be directed nationally,
that should be IndIcated If target audiences are
geographically segmented (rural vs urban, one section of the
country versus another) you should note that, with some
Indication of where the majority of your effort wIll go

Specify exactly what you wIsh to communicate to each
target audlence

Example

-- Communicate that religious leaders support use of the
Injectable

-- Communicate the Injectable IS a convenient method of
contraception

Key message pOints are the main Ideas you want to convey
when addressing an audience or participating In an Interview
or presentation They are clear, concise statements that sum
up the key facts you want your lIsteners to take away with
them Keep your primary key messages to three, If at all
pOSSible More than that IS difficult to communicate
effectively You should meld the key message pOints Into
the context of your discussions with the public or media as
much as pOSSible or appropriate Many programs and print
formats will also offer opportunities to prOVide more
detailed diSCUSSion of the pOints you want to make

Generally desCribe how you propose to achieve your
objectives

Example

Use broadcast media to dissemInate the key messages
about the Injectable

20 Practical PR The BasIcs D The Futures Group International



Tactics Each tactic IS a definite action step, which correlates to one
of your strategies Each strategy can have as many tactics as

I you think necessary to fulfill the strategy

Example of TaCtICS Relating to Above Strategy
Examples-

Write and shoot one video news release featuring an
engaged woman thinking about contraception and a
second video news release about a married couple
looking for help With child spacing Work With local TV
producers to air the pieces on TV news or dUring special
programming

How Public
Relations
Fits with

Other
Efforts

Budget

Action Steps

EYaluation

This IS a helpful statement to Include to ensure that your
efforts remain Integrated Simply think through what publiC
relations IS bringing to your marketing plans Is It broadening
the reach of your message to new audiences? Is It
extending your advertiSing campaign theme Into different
media? It may be helpful to refer to the capabilities of
publiC relations to stimulate your thinking In these areas

Estimate costs of your plan NOTE Although publiC
relations activities tend to be labor Intensive and usually take
a lot of time to accomplish, they do not have to be costly In
terms of out-of-pocket expenses

Based on the budget available to you, develop an action
plan by market or audience With a timetable and clearly
defined responsibilities

Determine In advance how you Will measure the
effectiveness of the program Keep In mind, however, that
results may be slow to develop In some cases, they may
not be measurable, espeCially If sophisticated media
monitoring mechanisms are not In place Remember, too,
that a large volume of press clips may not mean the program
was effective, look at the qualttyof the media placements In
terms of audience and reach
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Educate Your
Agency

Set Realistic
Expectations

Use the Plan

Hold Regular
Status

Meetings

Managing Your Program
and Agency
Now that you have chosen a public relations agency, It s
time to get down to work Your agency's success will
depend largely on how much Information you provide them
with, how well you manage them and provide direction

Educate your agency about your program Get to know the
account supervisor This IS the person who will manage your
account and be responsible for the agency's work It IS
Important every member of the agency team understand
your goals Be sure to Include all account team members In
planning meetings The better Informed and knowledgeable
your team IS, the better the end product will be Your
agency should be viewed as an extensIon of your marketing
efforts The more they understand your program, products
and services, the more responsive they will be In Identifying
opportunities and challenges

Before you begIn Implementation, talk specifically about
what you and the agency expect In terms of edltonal and
broadcast placements, (number of placements, subject of
placements, specific copy pOints In placements) results on
event turn-out, etc

Both you and the agency should refer constantly to your
publIc relations plan In your regular meetings and revise It as
necessary, based on your program's progress

Expect the agency to meet with you on a regular basIs
(every two weeks at least, perhaps more frequently when
you are working closely on a proJect, or less frequently
dunng down times) The agency account person should
come prepared with a status report of what was
accomplished since the last meeting, any video or pnnt clips
that may have appeared recently and an agenda of what you
are gOing to cover and what will be accomplished
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Keep a Status
Report

Determine
Deadlines

Stay on Budget

Listen to Your
Agency

Speak Up If You
Are

Dissatisfied

It IS useful for the agency to regularly submit a status report
of each project, show IS dOing what, expected next steps
and deadlines for accomplishing tasks

Let your account supervisor know what IS expected and
when and then determine the approval process Don't make
a habit of unreasonable, last minute demands Every agency
expects a last-minute project or change In direction from
their client, but try not to let It happen too often Solid
planning and anticipation of all the potential results should
help you avoid these situations You need to keep your PR
team motivated and behind the success of your program

Make sure as the months unfold that the agency IS staying
Within budget You should be apprised of the budget
situation on a monthly basIs

Don't make the mistake of thinking you always know better
In many cases, because they are also an Integral part of the
local community, they probably have a good feel for how
some of the program nuances will play With the media,
especially when dealing With a sometimes sensitive subject
like contraceptives

Like any good bUSiness relationship, It IS Important to
provide your agency With ongoing feedback about their
performance If you are unhappy With certain aspects of
their performance, use your regular meetings to bnng It up
for diSCUSSion Don't let Issues and problems bUild up and
then bllndslde them all at once With a long list

Publicity -- How To Create
News About Your Program
PubliCity Involves plaCing news or Information to a mass or
targeted audience about a product, service or program In
the form of a news story, feature story, by-lined article or
other kind of non-paid media coverage Generating
publiCity In publications read by your target audiences IS

one of the most effective ways to generate credible
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Get to Know
Reporters

What
Reporters

Need

Information about your contraceptive social marketing
program

Because the cost of publicity IS primarily the cost of
developing background materials for the media and the cost
of time spent placing a story! publiCity IS considerably less
expensive than advertising

Reporters are always In need of good sources of
Information and story Ideas Because of your position as
program manager! you may be able to be such a source As
In other business deals! developing good relationships with
the media will benefit both of you Although a one-shot
news Item IS better than nothing! the Importance of working
to bUild a continuous personal and professional relationship
with the media promises to be much more valuable In
receiving ongoing coverage

You should know that

• Reporters are motivated by having a story that "scoopsn
or beats other news media

• Reporters work on very short deadlines If you call and
the reporter says a deadlIne IS pressing! offer to call
back at a more convenient time If a reporter calls you,
return his/her call promptly

• Reporters need Information that IS accurate! timely and
complete

Only key representatives should speak to the media Be sure
that the official spokesperson or spokespeople you
designate for your program are the only people who speak
to the media about the program Because the media wants
to talk with authoritative sources! be sure that the
spokespeople are familiar with the program goals, key
messages and that they are articulate! well-groomed and
comfortable speaking with a reporter SOMARC offers
media training for SOMARC's spokespeople (See PractIcal
PR IntervIews)

24 Practical PR The BasIcs 0 The Futures Group International



Story
Angles

WHAT IS NEWSWORTHY?

Does your story Idea

• Have Immediate Importance to the community or a
technical aud fence?

• Have general human Interest appeal?

• Tie-In With other current local, state or national events?

• Look ahead and anticipate or provide Insight for future
happemngs?

• Provide unusual, Important Information for people who
want to understand and know what IS gOing on In the area
of contraceptive technology and how It relates to their
world?

• Does It hold up under scrutiny? What IS the risk that a
reporter covering the story would find and report some
negative Information about your program or opposition
to your program?

The tnck to generating media coverage for your program IS
finding angles that serve as appropnate vehicles for your
messages

You can present two different types of stones to the
medla news or feature stones News IS time-sensitive
Information which announces an achievement or event
Feature stones are not time-sensitive and they focus on
stones of human Interest

Reporters and news broadcasters are always Interested In
fresh story Ideas that will capture the attention of a
distracted public Does you story offer this kind of news? If
not, try approaching the story from a different "angle" For
example, It may not be as Interesting to the public that Depo­
Provera has been used around the world for almost 30
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years as It would be to understand the results of the clinical
trials In their country

You can assist reporters by suggesting feature Ideas
Always remain courteous and don't push Ideas Be as helpful
as possible If you are contacting the reporter, be ready
with a list of people who could be contacted for an
Interview Do whatever you can to help the reporter find
what he/she needs

Remember when "pltchlngn
, or trying to sell stories to local

reporters that, unless It IS a story of major national or local
Importance, reporters do not like seeing their stories
covered the same way by their competition Always
present the story angle In a slightly different way, offer
different Interview sources and be honest about the fact
that you are also working with their competition In this
way, If two stories do run In the same medium, each
reporter will have come at the story from a slightly different
perspective

Media Tools
Several baSIC tools are needed to support contact with the
media Once they are prepared you will be ready to
contact them

Lists Keeping current media lists IS critical to your public relations
efforts Your lists may need to be updated regularly, since
the media tend to be a transient group If you are starting
from scratch, the phone book or the library might be
valuable resources to find listings of your local media

If you are Inheriting an eXisting list, It IS always a good Idea
to call every entry Just to make sure names and addresses
are stili current

Practical PR The BaSICS 0 The Futures Group International



Newspaper
List

I Start your media list by filling In the blanks In the lists below
Be sure to leave space to make notes

Name of
newspaper:
Dally or Weekly?
Morning or Evening? _
Address

I

Telephone
Editor
General Assignment
Manager
Reporters

City Desk
Health
Feature
Government

Name of
newspaper:
Dally or Weekly?
Morning or Evening? _
Address

Telephone
Editor
General Assignment
Manager
Reporters

City Desk
Health
Feature
Government
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Teleyision
List

Name of
newspaper:
Dally or Weekly?
Morning or Evening? _
Address

Telephone
Editor
General Assignment
Manager
Reporters

City Desk
Health
Feature
Government

Name of television
station:
Address

Telephone
Station Manager
News Director
Public Affairs
Director
Assignment Editor
Reporters

Name of television
station:
Address

Telephone
Station Manager
News Director
PublIc AffaIrs
Director
Assignment Editor
Reporters
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Name of television
station:

I Address

Telephone
Station Manager
News Director
Public Affairs
Director
Assignment Editor
Reporters

Radio List Name of
radio station:
Format
Address

Telephone
Station Manager
News Director
Public Affairs
Director
Assignment Editor

I Reporters

Name of
radio station:
Format
Address

Telephone
Station Manager
News Director

I Public Affairs
Director
Assignment Editor
Reporters
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Newsletter/
Magazine List

Hame of
radio station:
Format
Address

Telephone
Station Manager
News Director
Public AffaIrs
Director
Assignment Editor
Reporters

Name of newsletter
or magazine:
Address
Telephone
Editor
Reporters

Hame of newsletter
or magazine:
Address
Telephone
EdItor
Reporters

Hame of newsletter
or magazine:
Address
Telephone
Editor
Reporters

Hame of newsletter
or magazine:
Address
Telephone
Editor
Reporters
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Media
Contact

List

Under­
standing

Media
Deadlines

Since regular contact with the media IS Important, It IS
helpful to remain In touch with the key media In your market
This can be accomplished through an Initial face-to-face
meeting and then regular phone contact to let them know
you are available If they need Information about the program
or contraceptive methods Developing these relationships
will make It easier to place your releases or announcements
Not only will you become a "known" community figure to
them, but they will respect you as someone who can be
trusted to prOVide accurate and timely Information

Create a "Media Contact List" of key reporters and make It a
pOint to call the people on the list regularly Just to touch
base and see what they are working on ThiS IS a delicate
area, so be sensitive Some reporters may feel that you are
bothering them (In which case you should call less
frequently) and others may welcome the contact Certainly
longer-lead publications do not need to be contacted
every month They typically work ahead one or two Issues,
so the editors will know what stories they are assigning a
few months out

Reporters with dally deadlines, such as those that work at
TV stations and city newspapers are more hungry for story
Ideas and therefore often more open to being "pitched"
They may be more eager to talk with you on a regular baSIS,
especially If you have story Ideas to offer

When sending press releases to local print media, remember
that publications operate under speCifiC deadlines These
vary with different types of publications, but generally the
rule of thumb IS

• Daily Newspapers (morning editions) late afternoon or
the day before

• Daily Newspapers (evening editions) late morning or
noon of the same day

• Suburban Newspapers (dailies) follow the same
schedule as City dailies
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Writings
SolidNews

Release

• Suburban Weeklies 10 days to two weeks prior to
publication

• Local Trade Newsletters and Magazines Usually
one week prior to publicatIon, but this will vary
dependIng on the publicatIon s frequency

• Magazines Usually two-to three months prior to the
month of publication

To make certain of the media s actual deadlInes, be sure to
call each publication and ask what theIr specific deadlines
are Keep this Information with you In your media list as a
handy reference when distributing press releases

Anytime you have a newsworthy Item, or would like to
respond to an event or situation, you may decide to write a
short, "print-ready» pIece for the press or broadcast media
called a news release

NEWS RELEASE

A good news release can win major coverage for your
story It IS most likely to obtain medIa coverage If It

• Reports an event or situatIon that significantly affects or
Involves many people,

• Draws attention to the sItuation through dramatic well­
documented new estimates or predictions The
Population Information Program, for example, calculated
that 58 million deaths would be avoided each year If
women In developing countries followed the safest
pattern of childbearing Through the Wire services, this
dramatic estImate was covered around the world,
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• Deals with a controversial Issue Secure and well­
established family planmng orgamzatlons sometimes raise
controversial Issues purposely to take controversial
stands -- even If they may draw cntlclsm -- to obtain
news coverage and focus public attention on Important
Issues/

• Involves or quotes a well-known person/ such as a major
political figure/ a popular entertainer/ or a sports star/ or,

• Reports an amusing or unusual event or occurrence

A news release has the best chances of obtaining coverage
If It IS wntten as a ready-to-pnnt story Reporters are
always under pressure to produce more stones, so they use
releases that need little further Investigating or rewntlng A
news story always begins With the most Important/ most
Interesting Information Details and additional, less Important
Information follow New releases should follow the same
style

News releases should always be direct and to the pOint
They should prOVide the "who, what, when, where and why"
of the story In the first sentence The standard press release
IS clear, easy to read and understand and carnes the name
and phone number of a contact person who Will field media
calls

News organizations receive hundreds of press releases each
day, so It IS Important not only to have a newsworthy story,
but to follow a format that ensures your release IS read
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News
Release

Style

Elements ofa
News Release

EFFECTIVE PRESS RELEASES DEPEND ON:

• Including the "five W's" whol whatl wherel when and
why

• Sticking with an easy-to-read style

• Captunng attentIon and Interest with the headline

• Sending them to the nght people

News releases follow a specIfic style

• Double-space your press release on the program
letterhead or news release paper and leave 11/2 Inch
margins on both sIdes

• Type "News Release" at the top of the page If It IS not
pnnted on your paper

• If the release runs over one pagel type "-more-"
centered at the bottom of the page and continue onto
the other side

• Always send c1eanl readable copy to the media and be
sure to Include your program messages

Release Date: Located at the top nght of the page, the
statement "For Immediate Release" IS used to Indicate that
the Information can be released ImmedIately If the
Information IS embargoed, or held untIl a particular date, the
InformatIon until a particular date and need to get It to the
media In advance, be sure that the release date and time you
want IS noted here (You should never release anything to
the media before the agreed upon date unless you have a
special understanding with that media person)

Contact and Phone Number: The contact person who
can be reached for more InformatIon should appear at the
top left hand of the page In most all cases this will be you
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I In the case of press releases concerning another agency or
organization, you will want to Include that contact person as
well It IS always Wise to Include a home number for the
media In case Weekend Assignment Editors need to reach
you for a story

Headline: The headline presents a summary of the release
In order to attract the editor's attention When appropriate,
try to create a catchy, teaser type headline that piques
Interest as well as Informs You may also choose to write a
short headline, called a "slug," which precedes the body
copy of the release The slug allows editors to know the
subject of the news at a glance

Dateline: ThiS IS the first line of the press release
containing the City of origin, state and date Even press
releases which have no specifiC time relevance ALWAYS
need to Include a date so that there IS some IndIcatlon of a
time frame ThiS enables the editor to know how tlme­
sensitive (or old) the Information IS If they have filed It away
for future use

Lead Sentence: A good lead sentence IS Important
because a busy editor may have only a few seconds to
focus attention on your release Be sure the first sentence
gives a clear Idea of what the news Item IS and why It IS
Important Don't Write a clever Introduction and fall to get
the pOint across or you may lose a good opportunity Your
lead sentence should be tightly written -- 18 to 25 words
long

Quote: Most press releases should Include a quote from
one of your deSignated program spokespeople Generally,
the quote should appear within the first three paragraphs of
the press release Quotes can contain a general statement
of support, a remark to bolster a pOint or provide statistical
Information Press release quotes are sometimes picked up
verbatim, other times they offer a spokesperson for the
media to contact and get their own quotes All written
quotes should be short and to the pOint Avoid the use of
flowery language and try to offer useful Information
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Length: A press release should rarely run over two pages
In length Don t try to cram a long story onto one or two
sheets of paper ThiS makes the release look very crowded
and could cause the edItor to completely disregard It

Program Tag: Most releases end With a stock paragraph
that describes the program or organization Be sure to give
attribution to USAID If they desIre It

Ending the Release The end of the last page should be
noted With a "# # #" or "30" centered In the document ThiS
Indicates It IS the last page of the release and the story IS
over

Practical PR The BasIcs 0 The Futures Group International



Example HEWS RELEASE

FOR IMMEDIATE RELEASE October 2, 1995

FOR MORE INFORMATION CONTACT Bal Bagasao, 813-0478, 812-8425

"CONDOMS FIGHT AIDS" CAMPAIGN LAUNCHED

(Manila) Kaballkat Foundation launched Its "Condoms Fight AIDSn Information campaign today

to encourage people to use condoms to fight AIDS and challenged the private sector to

become Involved In condom promotion The effort IS supported by Sensation Condoms

In a press conference at the Cafe Rlzal, Bal Bagasao, Executive Director for the Condoms

Fight AIDS Campaign, played radio ads produced by Kaballkat and Phllusa Drug which are

slated to be aired later thiS month Their message "Mamguro Make It safe n

Dr Juan Flavler, Minister of Health, described the prevalence of the human Immunodeficiency

virus (HIV) In the Philippines "We are no longer untouched by HIV/ he said "It has swept

Africa, Europe, the United States and IS now devastating our neighbors In Thailand The

World Health Organization estimates 14,000 Filipinos are now Infected and 50 people have

already died ThiS disease IS cruel It affects men, women and children While we are where

Thailand was 5 years ago, unprotected sex could devastate our small Islands much qUicker

than AIDS IS devastating Thailand AIDS IS spreading In the Philippines by sex between men

and women Men who don't use condoms In extramantal sex risk taking AIDS home to their

wlves n

-- more--
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Use of the latex condom IS the only way to slow the spread of AIDS when having sexual

Intercourse with an Infected person Laboratory studies prove that sperm and dlsease­

contracting AIDS (Population Reports, 9/90) Sensation IS a latex condom made In the USA

It was selected for the Condoms Fight AIDS Campaign because It IS the thinnest condom

made In the United States, giving It maXimum sensation while meeting the World Health

Organization s standards for tensile strength and AIDS protection Phllusa Drug sells It

throughout the Philippines "Our partnership with Sensation Condom IS Just the beginning of

the Campaign s efforts We challenge all private sector groups to help us spread the word

that condoms can help the Philippines fight AIDS,' Bagasao said

Kaballkat IS a 13-year-old non-governmental agency which specializes In programs to benefit

the health of the Filipino family

###

Sending
Photographs
to the Media

The media can make use of the standard press release you
will be sending, but you should also take advantage of
"visual" opportunities to Increase awareness of the SOMARC
program whenever you can A picture IS really worth at
least a thousand words, espeCially If It IS a good quality
photo or a well-marked diagram

Black and white photos or drawings are very useful to
newspapers, color and black-and-white photos work well
for magazines and slides or Videotape (check the preferred
format With your local stations) work best for TV

If you are sending a photo to the media that you have had
taken, or taken yourself, there are a few tiPS to keep In mind
that Will give It a better chance of being used
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Photos That
Will Interest

the Media

The Right Shot

The media are Interested In photos that

• are unusual
• feature Important people
• tell a story
• show something new

Getting the right shot Involves

• taking more than one shot

• making sure that the people Involved are dOing something

• ensuring that there IS some kind of program logo In the
shot This may be as simple as a poster, banners or
T-shirts

PICTURES COULD PORTRAY...

• PhysIcians or pharmacists being trained

• An advIsory board meeting

• Shots of the ads or logos hanging In a pharmacy

• Product shots of the contraceptives, clearly showing
your program's logo

• An event sponsored by SOMARC

• Shots of the ad agency filming the ads

• A program spokesperson delivering a keynote speech

• A consumer bUying product In the pharmacy
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Photo
Format

Hiring a
Photographer

Media Alerts

The media prefers

• 51 x7" black-and-white prints, screened If possible

• photos wIth borders

• line art

• graphs containing facts

• captIons for photos, art and graphs double-spaced,
IdentIfyIng who the people are In the photo and what
they are dOing Be sure to Include your name and contact
number and a headline In the caption Tape your photo
to the caption sheet, which should be typed on your
letterhead or "news release" paper

If you are hlrrng a photographer for an event

• Be sure the person IS an expert In black-and-white prrnts,
has a photo-Journalism background and has a strong
portfolio of JournalistIc photos to show you

• Contact the photo edItor at the paper dIrectly for a list
of names Many times the photographers at the local
papers will free-lance to make extra money

In some Instances, you may want to use what IS known as a
"media advisory" or "media alert II Media alerts Inform the
press of an event or Item qUickly so that you will get
coverage as soon as possible The media alert IS a short,
one-page, easy-to-read bulletin which Includes the baSICS of
your announcement who, what, when where and how you
will find a sample medIa alert on the next page

Media alerts typically pique Interest about a subject and
offer IndiVIduals as sources for quotes about contraceptIves
or program Information They are also useful to InVite the
press to an event or press conference, to announce a
newsworthy award or citation and are a good, qUick source
of Information to the media dunng emergency situations
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If you are offering a spokesperson In your media alert, It
may be helpful to prepare Q&As about the tOPiC before
you send out the alerts This way you have something to
provide your spokesperson once you set up the Interview

Media alerts are typically sent to Wire serVices, assignment
editors at TV stations/ news-gathering radio stations and the
local newspapers They can be mailed or faxed

Remember -- timing IS everything Being newsworthy means
being ahead of the story so that the press can Inform and
alert their audience and have time to write an event down In
their calendars Don't walt until the last minute to send out
an alert about a press conference If possible, for best
chance of obtaining a good attendance, give the media at
least two weeks notice for an event and be sure to follow
up with them again a day before
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EXAMPLE: MEDIA ADVISORY

November 1, 1994

Contact In Kazakhstan Don Ruschman, SOMARC Advisor, 63-54-93

WHAT: On November 8 a press conference will be held to launch a new social

marketing Initiative In Kazakhstan to promote the use of and better access to safe,

high-quality contraceptive methods The program IS a partnership between the

United States Agency for International Development (USAID) and the Government of

Kazakhstan It IS being Implemented by The Futures Group's Social Marketing for

Change (SOMARC) project In close collaboration with the MInistry of Health and

local agencies

Four kinds of new low-dose pills, condoms and an Injectable hormone Will prOVide

an alternative to abortion, currently the most common method of fertility regulation

In the country USAID has projected an Investment of approximately $12 mIllion over

a two-year penod for the development and Implementation of thiS SOCial marketing

program The pnmary goal of thiS program IS to assist the public health system by

stimulating the commerCial sector to prOVide affordable, modern contraceptive

measures

The new program consists of an advertiSing campaign, consumer Information and

other promotional matenals and It also Involves a major training effort among

-- more--
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pharmacists and physIcians Beginning November 11, colorful sllce-of-llfe ads will

appear In prlntl radio and on TV Brochuresl posters and other Informational

materials will be available In pharmacies to let consumers know about new

contraceptive choices available to them

The press conference will cover the specifics of this new program as well as offer

an opportunity to preview the campaign materials

WHEN: November 81 1994 at 300 pm

WHERE: The Press Club Room on the third floor of the House of SCientists

WHO: The following Individuals will also be available for Interviews Immediately

following the press conference regarding this new program

Mr Craig Burchl MIssion Director, USAID Kazakhstan

Dr TA Izmukambetov1 Chairman, Kazakhstan Reproductive Health Advisory Board and

Member, Cabinet of MInisters

###
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QuestiDns and
Answers

Backgrounders

Bios

DevelopIng que5tlons and answers IS a helpful exercIse for
shaping the key messages you want to get across to the
media As a rule of thumb, you should develop a
corresponding Q&A for each press release The exercise IS
helpful In antIcipatIng potential questIons the media may ask
when contacting you or other spokespeople about a
release

Often when you are pItching a story to the media they wIll
ask you to send them a backgrounder This IS a succInct
overvIew of your program, ItS goals and objectives and
should Include any statistical Information you feel IS relevant
It allows the reporter to absorb the main pOints of your
program In a few mInutes

BiographIes, or bIOS, of key program representatives, health
offIcials and designated spokespeople are necessary for a
number of reasons When program representatives engage
In public speaking activities or other community events,
biographical Information may be requested In additIon, the
media often asks for biographical data to Include In their
stones

Keep the format for all of your bios consIstent The order
of Information should flow chronologIcally from current
responsibilitIes down to education and finally, family
InformatIon If It IS deemed relevant

Spokespeople ChOOSing credible spokespeople IS cntlcal to success of
your publiC relatIons efforts Your spokespeople are your
program's face to the publiC They need to be not only
credible through their expenences, but also through theIr
actIons and appearance

Select program spokespeople who are well-spoken, have
expenence speaking In front of groups and present
themselves well Appearance IS Important, espeCially for N
IntervIews How many times have you watched someone
who was supposed to be the authonty on a subJect, yet
you were distracted by his or her disheveled appearance or
annoYing vOice?
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Your spokespeople need to be familiar with the program,
the key messages and what the objectives are They should
also be prepared to answer tough questions should they
anse See PractIcal PR IntervIews and PractIcal PR Pubhc
Speaking for more detail on skills for spokespeople

Media Placement
I

Choosing the nght medium for a story requires an
understanding of the difference between TV, radiO and the
pnnt media Knowing the differences, as well as your
objectives In seeking coverage, Will Increase the likelihood
of a successful story

ELEMENTS OF THE MEDIA

Newspapers
• Good reach, particularly among educated, politically

Interested Individuals
• Photo opportunities
• In-depth opportunities
• One day turn-around

Television
• Good reach of a broad spectrum of the general public
• A Visual format that IS exciting/ easy to watch and memorable
• Usually same day turn-around

Radio
• Good reach/ particularly of speCial audience segments based

on age, tastes and Interests
• Audio requires good copy
• Format allows reach to commuters dunng dnve time
• Programming features local organizations and businesses

Magazines/Newsletters
• Good reach, particularly of speCial groups/ trade, military,

CIVIC organizations
• Format allows detail and offers photo coverage
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Do Some
Homework

General Tips
on Teleyision

Placement

Your media contacts will vary depending on the type and
size of medium you are approaching and your story angle

• Call the stations to find out who the appropriate
reporter IS who covers reproductive
health/contraceptive Issues

• Watch and read the various media outlets to understand
their style and the reporter's style before you pitch a
story

• Watch for the tone of the reporting, the angles of
Interest to each reporter and the quality of coverage of
a story

• Read local newspapers' editorials to get a sense about
their position on contraceptive SOCial marketing

• Listen to radiO stations to become familiar With the
announcers' personalities and the stations regular
programming features, such as call-In shows This WIll
also help familiarize you With their audiences

TeleVISion IS perhaps the most Influential medium of mass
communication today Dealing With TV media requires
planning, foresight, good timing and attention to detail

• The news assignment editor IS basically the counterpart
to a city editor at a dally newspaper It IS his/her
responsibility to assign a reporter and/or camera crew
to cover a story AssIgnment editors tend to be more
telephone-oriented than print reporters Rather than
sending a lengthy release, a short media alert works best
With the basIc story Information Included

Follow-up With the assignment editor by phone and be
sure to have your "pitch" down Use notes to organize
your thoughts If It makes It easIer and be prepared to
"sell" your story If there IS heSitation Be sure to Include a
brief description of what you have to offer VISUALLY
ThiS can sometimes be a deCiding factor, especially on a
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General Tips
on Radio

Placement

slow news day Keep In mind that assignment editors are
usually very pressed for time

• Be aware of a station's deadlines and learn the news
times Mid-mornings and early afternoons are usually a
good time to call Never call an assignment editor 30
minutes before a newscast or nght after the news

• In addition to the news, there may be publicity
opportunities on local talk shows These types of
programs are constantly on the look-out for new tOPiCS
and Interviewees Be sure to watch these shows
carefully, since some talk shows tend to lean toward the
controversial, to keep audiences tuned In You Will have
to make the decIsion about whether local talk shows are
the nght forum for your messages

• As you approach N stations with your pitch, you may
wish to have the follOWing matenals handy

-- program backgrounder or press release
-- Videotaped footage of your event, ads, etc

Because radiO technology IS comparatively Simple, radiO IS
lighter on ItS feet and can respond more qUickly In reporting
news than the press or N Very specialized audiences
listen to each radiO station and Information IS available on
the demographics of station listeners For these reasons, It
IS a very efficient way to deliver Information Listeners tune
In at work, In the car, at home or even while running

Like N, the assignment editor IS the person you deal with
first on a story Be sure that the station you are pitching
produces news Many stations take their news off of a
national or local feed Some stations only play musIc and
then "np and read" the news at the top of the hour direct
from the Wire services RadiO news stones tend to be
shorter than N spots and the Interviews are sometimes
conducted over the phone Again, a media alert usually
works best to catch these very deadllne-onented people's
attention
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General Tips on
Print Placement

Don't overlook radio talk shows or call-ln shows You will
want to talk directly to the producer of these programs
about getting your guest on the air It IS advisable to select
a spokesperson with a pleasant VOice for a radio Interview

Also, remember that on the air radio announcers typically
read notices about upcoming events or other Information
free of charge These types of announcements would be
handled by the Public Affairs Director You will want to
speak With him/her about publiCIZing this type of
Information

Be prepared for the POSSibility of speaking directly on the
air Know how to make your pOints clearly and concisely

Stations may require that Information submitted for
announcements be on a certain size paper or card and
contain the who, what, when, where and why, plus a phone
number If you would like your Information read over the air
by the announcer, double-space your copy so It can be
read eaSily

In many towns newspapers are the strongest and sometimes
the only outlet for local news Once something appears In
the newspaper, It IS often conSidered newsworthy for the
other media Newspapers can devote more time and space
and prOVide more detailed coverage of a story than can TV
or radio

Dally newspapers operate on a very tight schedule Most
news IS covered one day and then pnnted the next Feature
stones have longer lead times The newsworthiness of a
given piece can vary depending on the time of day a
particular event happens Dunng a slow news day, you have
a better chance of getting your pitch heard Dunng a penod
of Intense breaking news It Will be almost Impossible to get
a reporter to listen to you Try to antiCipate your news as
much as pOSSible and contact a reporter as soon as you
know It Will happen

When contacting pnnt reporters, generally, the same rules
apply to pnnt as do for TV, except that deadlines Will vary
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Contacting
Magazines

Rather than a vanety of news showsl pnnt reporters have
one deadline It may be dailYI weeklYI or monthly Be
sensitive to those deadlines and don't call reporters around
the time their copy IS due For morning papers this IS late
afternoonl for evening papers It'S late morning Weekly or
by-weekly papers may have deadlines several days In
advance of publication Magazines require matenal much
earlier -- as much as three months pnor to publication

Many pnnt reporters will conduct their Interviews over the
phone The publication's photo editor may dispatch a
separate photographer to take a photo

Newspapers provide opportunities to pitch the story In a
vanety of ways to different people Depending on the
angle of your StOryl you can try a different pitch to

• The Business Reporter
• The Health Reporter
• The Feature/Lifestyle Reporter
• Op-Ed Page EdItor

When calling I make sure you have the essentials of your
story Ideal ready to "pitch" by phone and ready to mall ThiS
Includes

• a news release
• a program backgrounder
• other background Information
• any black-and-white photographs with captions

Magazines are similar In structure to newspapersl but most
operate on much longer lead times because they specialize
In feature stones rather than news stones Magazines may
need three months or more In advance of the publication
date to run your story

Magazines are especially good media for SOMARC program
stones because they offer the opportunity to target
specific segments of the public and can provide In-depth
Information about your contraceptive social marketing
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Following Up

Dealing With
Access

Problems

If the Media
Calls You

program Many magazines also offer good opportunities for
numerous photographs

Check the masthead of the publication to Identify the editor
and correspondents for the magazine A telephone call to
explore your story Idea IS usually the best way to start
They will probably ask you to send along printed materials
and a letter outlining their pitch to review with the edltonal
staff

Once you have had an Initial conversation, follow up with

• a letter
• a backgrounder
• a news release
• possible photos to pique Interest and provide more

detail

Following up with your contacts at media outlets IS one of
the most Important things you can do Don't be discouraged
If your story Idea IS turned down the first time Use the
opportunity of talking to a reporter to determine Interests
In relation to your program Take some time to think about It
and formulate a new approach that will meet the reporter's
needs If your story IS used, follow up With a note to
compliment the reporter on the piece, or offer to take the
reporter to lunch and establish a base for ongoing
conversations

If you have trouble generating media Interest In your story,
you may need to rethink your story angle and approach In
what sort of stones IS the reporter Interested? Can you
turn your program's story Into something that will meet the
reporters Interests? Does he or she need a more local or
more national angle for the story?

Due to the nature of news, the media will most likely call
you today for a story they needed yesterday You may be
required to act fast and determine who your best
spokesperson IS In a tight time frame and a certain situation
It will help to have your designated list of spokespeople
and their phone numbers handy
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Anticipating
Publicity

Outcomes

WHAT TO DO WHEN TALKING TO THE MEDIA

• Make sure you have your facts straight before answenng
any questions

• Remember! nothing IS "off the record"

• Be posItive and congenial! turn negatives Into positives

• Keep the Interview on track and stick with the subject

• Talk slowly and In clear sentences

• AVOid making seXist remarks or off-color Jokes

• Have plenty of back-up Information and facts and figures
handy

• If you don't know the answer to a questions! say so
Then tell the reporter you Will get back to him/her with
the answer

• Conclude the Interview on a fnendly note

There IS always the possibility that an unflattenng story may
appear about your program! even though the Interview for It
was upbeat and complimentary The reporter may also Wish
to contact others! such as religiOUS groups that oppose
contraceptive marketing, to get their perspective for the
story

Your best bet IS to be sure the reporter has all of the facts
on the value of the program For example! emphaSize that
the program's Intent IS not to promote sexual promiscuity,
but to provide couples With the ability to help space their
children

If you believe you have been treated unfairly by the media,
you may Wish to wnte a letter to the editor of the
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publication or the station manager of a TV or radio station
Remember, all media IS set up to distribute Information

about opposing vieWpoints Be sure your letter IS factual
rather than emotional Back statements up with figures
SOMARC has created questions and answers for most CSM
methods to help you respond to difficult questions

If a supplement IS planned related to SOMARCs Issues, send
the advertising director your feature news release, fact
sheets and other background InformatIon which an edItor
can convert Into news articles If no supplement IS planned,
suggest one Typically, these special supplements rely
heavily on edltonal matenal from outside sources You can
also place SOMARC ads In this context for synergy

WHILE O~ THE PHO~E WITH THE MEDIA

• Be sure to confirm their deadline and projected Interview
date/time

• If you don't have the Information at your fingertips,
promise to get back to them as soon as possible

• If you are scheduling an Interview at a future date, be
sure to reconfirm the Interview with the media the day of
the appointment It IS Wise Just to ensure they haven't
been pulled onto some breaking story and have
forgotten to cancel with you

• Send a qUick thank-you note to the media Never thank
them for dOing the story -- they don't want to feel as If
they were the pawn/mouthpiece of a PR person
Instead, tell them you were glad to be able to help
provide them with Information for their story and you
felt they did a good/comprehensive Job covenng the
tOpiC, or you enjoyed watching/reading/listening to the
story Always offer your assistance In the future

Media Training IWorking with the media can often be a daunting expenence
Whether It IS the glare of the camera lights In your eyes or
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How to Extend
Publicity

the presence of a hand-held microphone/ If you are not
prepared for what to expect/ you may be caught off guard

Effective media training can help ensure that your key
message pOints make It on the air and In print and can
prepare you for every potential Interview situation
SOMARC has created a Practical GUide Interviews
specifically on this tOPiC Ideally/ a SOMARC PR consultant
should formally train you and your spokespeople by putting
you on-camera to observe and learn from your actions If
this IS not possible/ Interviews should provide you with an
outline of what to expect and help you anticipate any
potentially negative situations

Once the excitement of a program launch has passed/ or a
new contraceptive has been Introduced to your country/
what are some of the ways you can continue to seek out
public relations opportunities?

• Go back to your list of angles What IS happening In the
program on a day-to-day basIs that might be
newsworthy?

• Look at the POSSibility of special events (covered In next
section) to garner VISibility

• Try to meet with reporters one-on-one to determine
what they are working on Descnbe your program and
brainstorm Informally with them about what might be of
Interest to them

• Is there any new research or statistics that might be
newsworthy and have a local angle for the media?

• What IS happening globally with contraceptive
technology and marketing? Is there a local angle to make
It newsworthy? Are there any new developments
reporters might be covering and you could prOVide a
local contraceptive marketing perspective?

• Are there opportunities to showcase your distributors
and allow them to be quoted uSing your program name?
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Issues to
Consider

• Are you fIlmIng a new generatIon of ads that could be
covered by a lifestyle reporter? They may want to
come out to the shoot and Interview those Involved

• Are your physIcIans or pharmacists undergoIng traInIng
for a new contraceptive method?

Look at the whole universe of your marketIng efforts and try
to wear your reporters hat EspecIally on slow news days,
you may be sittIng on a story and not even know It

News Conferences
News conferences are used to assist the med la In covenng a
story of major Importance that IS too complex to be
handled adequately In a news release News conferences
have been held by SOMARC projects throughout the world
They are Integrated Into kick-off programs, used to
publiCIze new advertiSing campaIgns and are penodlcally
called for any number of Important sustaining events

Before scheduling a news conference, contact a few
fnendly media representatives to soliCIt their adVice of the
tOpICS, timIng, venue and other details Planning should take
Into account the d Iffenng Interests and needs of pnnt and
electronIc media If the local press associatIon IS Willing to
co-sponsor It, the news conference WIll take on added
Importance and VISibility

Important Issues to consider In scheduling a news
conference are

• Speakers·· IdentIfy one to four articulate, pOIsed
experts or leaders who know the tOPIC Will and can
respond to questions accurately

• Place·· select a site convenient for media
representatives If Indoors, make sure that It can
accommodate lightIng and sound equIPment, that
microphones are avaIlable (,f needed) and there IS enough
room for reporters
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Media Alert

Reminder Calls

Background

• Timing .. schedule the conference several hours ahead
of most reporters' deadlines Typically, morning hours
are best, since deadlines are In late afternoon for the TV
and radio news and morning newspapers Try to pick a
slow day, mid-week IS usually best

Once the news conference IS set, prepare a "media alert"
which clearly states the tOPiC to be covered, date, time,
place and speakers If possible, two weeks In advance of
the conference, this alert should be sent or hand-carned to
all local media outlets -- City editors of newspapers and
wire services, news editors of radio and televIsion stations,
as well as staff of specialty publications or programs
covenng health, SCience, social welfare or related areas If
your City has a dally listing of media events, be sure your
conference IS listed

The day before the conference, call key media outlets and
contacts you know personally to remind them of the event
If they cannot attend, offer to hand-deliver background
matenals, a news release summanzlng the results, or other
Items they may need to cover the story Don't overlook the
POSSibility of making audiO or Video recordings of the
conference or Interviews With the main speaker(s) and
providing copies to radiO and TV reporters

Pnor to the conference, prepare or collect all necessary
background matenals, Including a list of participants, a news
release, brochures and press clippings Compile and
circulate media press kits to the participants DeSignate a
coordinator, whose Job IS to greet reporters, supply
Information and adVise on the position of cameras and
microphones and an assistant coordinator, who should be
available to order coffee, make a phone call or locate a
repairmen Bnef the speakers and make sure that they are
able to answer difficult questions and that they can reflect
your POSition on key Issues

On the day of the conference, arnve early to make sure that
all arrangements are In order Ask the press to sign In so that
you can contact them In the future Start the conference on
time Speakers should make brief presentations and offer to
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Media
IncentiYes

answer questIons The coordinator should stay In the
background but be prepared to Intervene If the diScussIon IS
side-tracked from the main Issues or If the session goes on
for too long

You might want to consider providing Incentives to the
media which recognize the contnbutlon they make towards
getting SOMARC programs positive, constructive publicIty
Productive working relationships with the media are
enhanced by awards presentations For example, you
should recognize programs that portray positive family
planning values SimIlarly, you should provide Incentives for
wnters to Incorporate messages on sexual responsibility
Into their scnpts

Awards can be presented to IndIVlduals who have
Influenced programming or to particular films or program
episodes which exemplify the media at ItS best In promoting
responsible sexual behavior The Center for Population
Options (CPO) offers the following gUidance In establishing
media awards

• Base your cntena for the selection of a wInner on the
media resources avaIlable In your country If film, radIo
or TV programs are not produced nationally, for
example, the award can be designed to honor the
IndivIduals who determine local program selected rather
than wnters or producers

• Since the objective of such awards IS to pOint up the
need for responsible programming, make sure that the
competition IS publIcIzed well In advance and that the
awards presentation Itself IS covered by the media

• Involve local media professionals In the nomination of
contenders and/or selectIon of Winners Their
Involvement wIll Increase the number of media people
who are sensitive to the Issues

• Don't spread the awards so thIn that you end up hononng
every production that carnes positive messages A more
competitive contest will recognize high quality work
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Planning a
Special Eyent

• The awards ceremony Itself must draw attention to the
Issue of responsible programming Your first several
presentations might be planned to cOincide with an event
sponsored by the media Industry Itself -- for example
and annual wnters gUide dinner would provide a bUilt -In
audience of the winners' peers

• Cash prizes are only appropriate If the amount
represents a real Incentive to wnters and producers A
trophy or certificate IS usually sufficient CPO has
created a scholarship named after the winning
production/ to be awarded to a student pursuing a field
of study related to teenage pregnancy prevention

Special Events
I
VIsibility In the community through sponsoring events or
causes IS another way to generate positive publiCity When
executed properly/ Involvement In community events can
have great public relations value

If you choose to work With community causes/ be creative
and be aware of the groups' goals and projects Tap Into
the pulse of your community and surrounding area
Brainstorm for Ideas that will not only benefit the
community/ but will add POSitive recognition and generate
positive publiCity for your program Special events also
present the perfect chance for a "photo opportunity"

The main Ingredients of a special event are

• Time
• Place
• ActiVities
• Drama
• Excitement/ or pizzazz

A special event may have smaller events such as contests/

I
speeches or kick-off banquets associated With It Some
examples of popular types of special events Include
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Publicity for
Special Events

For Maximum
News

Coverage•••

Sponsoring an
Existing Eyent

• Displays and exhibitions
• Paradesf pageantsf contests
• Athletic events or other types of competitIons
• Stunts
• Theatncal eventsf such as street plays

Special events require special publiCity arrangements These
Include

• Developing media action steps for full media coverage

• Prepanng announcements for TVf radiO and pnnt

• Prepanng a press kit of stonesf photosf features

• You may also want to hold a media reception Have a
sign-In desk staffed with someone to assist If needed

• Hire a photographerf or take pictures yourself for post­
event dlstnbutlon

• Send follow-up Information to the media about the
results of the eventf as well as thank you letters for
attending

For maXimum coverage by your news media

• Be alert to the general news flow In your area For
examplef weekends are typically "slow" news days
Press conferences or press bneflngs are better
conducted on Tuesdays through Thursdays

• Check to see If there IS a local Wire service In your city
that operates a community events calendar If they dOf

have your event listed on the calendar so that local
newspeople you may have missed Will be alerted to your
event

If creating your own event IS beyond your budget or time
reqUirementsf you may wish to sponsor an eXisting
community event Although you may not "own" the event

l
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there are stili very good opportunities to get your program
name out and Increase awareness

You can start by compiling a list of the key events which
happen annually In your area This can be easily obtained
from any number of sources, whether ItS the Department of
Tourism In the country, or the equivalent of the Chamber of
Commerce Explore a number of different sources and
create a short list of those events (and the contact
people/organizers) that make sense or are a good fit for
your SOMARC program Be sensitive to the fit between
your program and the organization

The next step IS to draft a letter of InqUiry to the event
organizer and determine If there IS a role for your program
When you have narrowed down the field, you should begin
to determine what It will cost, manpower hours and other
factors which will determine the level of Involvement In
each particular event You should be able to JUStify why the
particular event IS good for SOMARC

Launch EYents Launch events are used to announce the Introduction of a
SOMARC program With creativity, Imagination and
constructive publiCity They are mainly used to "generate
excitement" In many countries, launch events fit With
Introductory objectives of generating widespread, public
awareness qUickly When a lower profile IS preferable,
launch events obviously should not be done

Think of the event as the beginning of a continuation of
publiC relations efforts -- It IS the pOint of origin which sets
the stage for other events to come over the life of a
SOMARC project Launch events, thus, require several
conSiderations

Logistics Establish the date, place(s) and time of the kick-off, making
sure It Immediately precedes major marketing efforts (e g ,
advertiSing launch), but that your program IS In place to
move forward (e g, distribution achieved) The kick-off may
be In one location or several For example, In IndoneSia the
kick-off spanned 11 Cities Make sure you have administrative
help to assist you With the many details
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Guest List Carefully consider everyone who needs to be Invited Err
on the side of being more comprehensive rather than less
comprehensive Include key opinion leaders, Influentlals and
gatekeepers Make sure your list of media personnel
doesn't overlook anyone

Theme Identify a theme for the launch Tie It to your other
communications tools If possible

Host It IS helpful If you can get a prominent local leader to host
the event This adds to ItS prestige, legitImacy and publiCity

Speakers Determine who will speak and how many speakers there
should be Speakers could Include some of the following

• the governor or country presIdent
• the MInister of Health
• a celebnty or consumer advocate
• a representative from USAID
• a prominent health profeSSional
• a member of your advIsory board
• the leader of the local sponsonng organization

Strategies Will there be a main attraction? What excIting pnnt matenal
or other devices Will you use? Will you Include an open
question and answer forum? There IS no end to the diversity
here For a launch event among opinion leaders In the
Phlllppinest a Sensation condom portfolio and umbrella were
gIveaways Consumer launches have Included such fanfare as
parades, rock concerts or mobile vans broadcasting radiO
messages or beanng billboards Balloons, sticker giveaways,
logoed T-shirts or caps, even condom giveaways can add
fun and excitement

Materials Naturally you Will need to obtain matenals for all the
strategies you Identify Beyond these you should also
Include

• Press kits - containing news releases, copies of speeches,
photographs, fact sheets and the like

• Refreshments - plan what Will be served
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• Audio/visual aids - determine what will be needed In this
regard

• Invitations

• Prepared question and answer Information sheets - these
will assist speakers with the facts In question and answer
sessions

• Advertising and other communications material

Advisory Councils
AdvIsory Councils are organized groups of IndiViduals
representing diverse factions, constituenCies or
organizations who agree to work together to help achieve
SOMARC goals The Importance of a strong, helpful Council
cannot be underestimated In the Introduction and
sustainability of SOMARC programs Its composition will
vary by SOMARC country and It may be more or less
productive depending on Its composition and mandate

Composition There IS no "Ideal" composition for AdvIsory Councils, as the
'·Ideal" vanes by the task at hand While there may be little
choice In some of the members who Sit on the Council,
carefully Identify and recruit the members you can Look at
the various constituenCies you need to affect -- the
government, the church, the media, women's groups, family
organizations, the medial community and recruit the most
Influential In the religiOUS community IS a prominent
businessman with strong religiOUS Involvement Seek
Individuals with a strong SOCial sense who Will be advocates
for the SOMARC program

In Kazakhstan, for example, the overndlng principal of
AdvIsory CounCil recruitment was to select potential
members as SOMARC advocates This can often be pre­
determined by the sorts of social Issues prospective
members are active In AdvIsory counCil s have Included
members as diverse as a female religiOUS leader with
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Mandate

Identify
Groups

social/family concerns, a consumer advocate, one who
specializes In women's health, a teleVIsion personality who IS
capable of discussing sensitIve personal Issues on the air and
desensitizing them, a respected physIcian who talks to the
medical community, the MInister of Information acting as a
government communIcations liaison or businessman who
supports the Involvement of the pnvate sector

Establish a clear mandate for your AdvIsory CounCil
Regularly schedule meetings with members and provide
honorana, luncheons and the like The SOMARC Manager
should "formally" appnse CounCil members of marketing and
commUnications deCISions CounCil member provide Input
and advice, but are not Involved In operating activities
"Informally" CounCil members should be expected to exert
Influence on key sectors of the community that can help or
hinder SOMARC programs Identify further ways to
motIVate this group (e g , publicity for ItS achievements,
dinners and awards) to maintain their Interest and
commitment

Speaking Engagements
Public speaking engagements are a ternflc way to establish
credibility for your spokespeople and the program
Whether It'S speaking to a classroom of teens about condom
use or addressing a local business group about the role of
pharmaceutical pnvatlzatlon, these public community forums
create positive public relations for SOMARC programs
around the world

Much like the sponsonng a commumty event, some of these
opportunities may be presented to you Many groups look
for speakers who can appear for a luncheon or dinner and
provide remarks on a current Issue

you can begin by compiling a list of the groups and
organizations In your area Again, start at the library or
Chamber of Commerce Be sure to poll the people Involved
In your program regarding their membership In CIVIC and

62 Practical PR The BasIcs 0 The Futures Group International



Topics

Make
Calls

professional organizations and what forums they think would
be appropriate for public speaking engagements

Once you have targeted groups, you need to then meet
with your prospective speakers to discuss potential tOpiCS,
decide who would speak about what tOPiCS and begin
drafting speech outlines, If necessary Be sure to offer
speakers that have credibility and prestige

With your list of organizations compiled, you can begin to
call each organization to determine whether or not they
accept outside speakers

• Have several tOPiCS In mind when you call that might be
of Interest to the meeting attendees

• Talk to the meeting planner or the person who organizes
the speeches about the type of speaker that IS needed
and the theme of the meeting Tailor your "pitch" to the
planner's needs

• If you are refused, don't give up Ask what future
meeting plans are and the meeting themes

• Confirm everything In wntlng Once you have picked
your date, speaker and tOpiC, wnte a letter to the
planner and confirm all the details Provide your speaker
With a copy

• Arrange for any audiovisual equipment If necessary Your
meeting planner may also be able to handle those
requirements

• Confirm the speaking engagement three days before the
meeting If the speaker Wishes to dlstnbute hand-outs,
notify the planner so that special arrangements can be
made
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Consumer
Education

Gatekeeper
Training

• Arnve at the site pnor to the beginning of the meeting
Make sure the equipment IS available and working
properly and that the speaker IS comfortable with the
room arrangement

After the presentation, thank the meeting planner for
assistance and explore opportunities for future speaking
engagements

Other PR Tools
There are many opportunities to educate the public about
SOMARC programs and available contraceptive methods
Some common consumer education tools Include booklets
and pamphlets that can be dlstnbuted free at pharmacies,
doctors' offices, at speaking forums Group meetings,
school classes and presentations are also an effective way
to educate consumers about your key messages

POInt of purchase or "POP" matenals are designed to pIque
the consumers Interest when he or she IS In a store They
can be either designed to fit on the counter near the
product they are promoting, or they can be a separate
stand-alone display POP materials are usually catchy and
contain brief slogans tYing In wIth advertising Their purpose
IS to grab the consumer's attention In the store and motivate
purchase

The gatekeepers or experts In your program, such as
pharmacists or physIcians, are a vital lInk to your program's
success, since they are the ones who have the contact with
the consumer Training sessIons to educate them about
contraceptive methods, how to deal wIth customers
effectively and how to answer questions about
contraceptive methods are an Important part of the
marketing and sales process These gatekeepers can also be
educated about your sales materials and sales promotion
efforts and trained to be spokespeople for your program
They can be an Important tool In promoting the use of
contraceptives and dispelling any myths or misconceptIons
that eXist
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Policy
Reform

Partnerships

Entertainment

Publicity about Issues can make a difference In how
legislators and other government officials feel It can
ultimately change the face of how a country feels about
contraceptives and contraceptive social marketing Whether
It'S uSing legislative publications to reach these Influentlals,
sending a direct mall piece to their offices, or scheduling a
lunch to brief them on your program, public relations efforts
can playa key role In policy reform

Effective partnerships with Influential organtzatlons can
greatly benefit your program Working with women's
groups or clubs, health care associations or other grass
roots operations can help get the word out about your
program and available contraceptive methods For example,
In Uganda, the SOMARC program established a relationship
with midwives and educated them In contraceptive
technology They then began working at market days to talk
to women about the PIli and sell It Looking for combined
educational and sales opportunities like these can greatly
extend your program's reach, Increase sales and bUild

I awareness

Numerous opportunities eXist In the "popular culture" to
Inject messages, whether It'S by creating a vehicle, or
altering one that eXists Entertainment can be utilized
through the mass media, or through community-based
actiVities In the mass media, popular program messages or
slogans can be communicated through musIc videos or pop
songs Soap operas also prOVide an entertainment forum to
disseminate responsible messages about the benefits of
contraception At the grassroots level, community theater
prOVides an outlet via public concerts, traveling minstrels,
storytellers, street plays and coffee houses These are
excellent platforms to disseminate your program's messages
to speCific target audiences

Practical PR The BasIcs 0 The Futures Group International 65



Formative
Evaluation

Evaluation
As mentioned at the outset of our diScussion on PR, "In
advertising you pay for It In public relations we pray for It"
If you've developed sound plans and built the rrght kind of
relationships with key constituencies and the media, you
have maximized your chances for a successful public
relations program While there are no guarantees that all
your publiCity will be Implemented, many of your efforts
will be rewarded

Because of the uncertain nature of public relations, It
becomes even more Important to track Its performance
Without evaluation you will not know whether to contInue
strategies In successive years

Let's take a look at what needs to be evaluated In public
relations and how to go about this process The evaluative
tools you use will vary depending on the strategies you've
chosen for your program

Formative evaluation, Including pre-testing, IS designed to
assess the strengths and weaknesses of materrals or
campaign strategies before Implementation It permits
necessary reVISions before the full effort goes forward Its
basIc purpose IS to maXimize the chance for program
success before the commUnication activity starts Evaluation
techniques that can be used In this regard are

• Concept testing. This examines how a particular Issue
or product should be presented and helps Identify the
strongest supporting arguments Focus groups or In­
depth Interviews with members of the target audience
are conducted for Input The testing format will vary
based on the medium In question This type of testing
may be helpful for brochures, newsletters and Public
Service Announcements, for example
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Process
EYsluation

• Materials testing. In a simIlar qualitatIve format It IS
also helpful to assess whether the matenals beIng
developed actually communicate what IS Intended For
example! do the visuals In a condom brochure clearly
Indicate how to put on and remove condoms
effectively?

Process evaluation examines the procedures and tasks
Involved In Implementing a program This type of evaluation
also can look at the administrative and organizational
aspects of the program It tracks such things as the number
of matenals dlstnbuted, number of people who attend a
special event! number of stones on TV or In newspapers and
similar actiVIties In addition to quantity, It helps you see
whether or not publIc relatIons messages are clear and
consistent with previously determined copy pOInts

For those of you working with a public relations agency or
consultant, you can ask them for this sort of evaluation If
you have developed your own plan, your In-house media
relation/public relatIons specIalist might perform this duty
AlternatIvely! an administrative assistant might devote
several hours a month to thIs project

It IS also Important to put some checks and balances In place
with your agency to ensure that everyone IS stayIng on top
of their responsibilities Here are some ways you should be
evaluating your agency

• Your agency should provide monthly activity reports or
regular project reports which Include clear, concIse
billings as well as outlines of projects underway and
proposed activities

• Evaluate your agency s use of time and money Ask for a
monthly time sheet report showIng you exactly how
much time was spent on a project and by whom
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• Evaluate all results of completed projects Hold a
meeting with your agency to discuss how things went,
what could have been done better Hold your agency
accountable -- remember you are paYing them to get
results

• Ask for a monthly report that Includes

-- Copies of articles, noting when and where broadcast
messages were run Did you receive the volume and
media articles you'd planned on? Right after an event or
press conference you should also expect the agency to
present you with the results, complete with audience
reach and circulation figures

-- Identification of whether messages were on strategy
and If there was confusion or negative coverage

Communication strategies and key messages pOints
agreed to early In the process provide gUidelines here

-- MOnitor logs of TV/radio stations for frequency and
time of PSA alrlngs and discuss results with public service
directors

-- Dlstnbute and replenish pnnt matenals, by site, to
assess matenals use

-- Phone or meet with participating organizations to
review progress and problems

• Ask for a status report of media placement "pitches"
This report will help you keep track of exactly what the
agency IS talkIng to the media about It can also let you
see the progress and problems the agency IS

experiencing as well as what their next steps will be See
the following "Media Placement Pitch Sheet" for an
example
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MEDIA PLACEMENT PITCH SHEET

SUBJECT __DMPA/lnJectable
__Couple's Choice program

PIlls--"
__HIV/AIDS
__Church response/reason for famIly planning

PUBLICA­
TION

PERSON
MAKING
PITCH/
WRITING
STORY

ANGLE NEXT
STEPS/
RESULTS/
DATE TO
CALLBACK
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Outcome
Eys!uation

Outcome evaluation usually consists of a comparison
between target audience awareness, attitudes and behavior
before and after the public relations program It uses
quantItative and qualitative measures necessary to help you
draw conclUSions about the program's effects Outcome
evaluation should provide more Information about value than
quantity of activIty

Techniques here Include

• Tactics evaluation -- Qualitative research (focus
groups, one-on-one Interviews, telephone Interviews)
among selected targets to assess the Impact of speCial
events, media tours, speakers programs, trainings

• Tracking studies -- Include public relations questions
(e g, what sources are trusted, how do consumers learn
about health Issues, etc) In broad-scale tracking studies
or field speCial studIes to see how awareness, attitudes
and behaViors have changed as a result of these efforts
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In Conclusion This booklet IS packed With Information about some of the
tools to help you do PR We hope It has provided you With
a better understanding of the disCipline and some Ideas
about how It might work for you Good luckl
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