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1. Introduction
The Government of Pakistan is undertaking a very ambitious program of economic reforms, which
includes the privatization of State Owned Enterprises (SOEs) from a variety of sectors (power, banking,
insurance, steel mills, aviation, etc.). The Privatisation program is part of the economic and structural
reforms agenda of the Government of Pakistan. It aims to reduce the fiscal burden of loss-making SOEs
on the government budget, enhance the private sector’s role in the economy and create a liberal economic
environment that fosters domestic and international investment and is conducive to promoting
competition. The program uses an integrated approach that goes beyond the transfer of public assets to the
private sector by identifying the linkages and role of regulation, good governance and market competition
that will result in the provision of quality goods and services to the public.

Privatization is however a politically and economically sensitive reform. It is prone to face opposition and
resistance, which is why it is important that privatisation is widely understood and accepted by the
general public, and more specifically, by the labor force and service consumers provided by public sector
entities (PSEs) as well as other stakeholders.

This communication manual provides guidance and advice on how to carry out information and publicity
activities by the Privatisation Commission of Pakistan.
The manual briefly presents the main communication requirements of the Privatisation Commission and
provides advice on communication planning, event management including information dissemination and
outreach to both traditional and digital media.

This manual should be used by every staff member, who is directly involved in the development, delivery
and management of the Privatisation program. By using this communication guide, PC staff members will
be able to carry out communication in a strategic manner, which will actively and openly promote the
activities and results of the Privatisation program. This will promote transparency and increase awareness
of the Privatisation Commission’s work and achievements to the larger public and the other key
stakeholders in the privatisation process.

WHAT AND WHO IS IT FOR?

The purpose of the manual is to help PC get the best results and value from its communication
activities; and ensure that all partners involved in the privatisation and restructuring of State-
Owned Enterprises (SOEs) communicate in a consistent and complementary way.
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PART l -
Communication
Guidance
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2. What, Why and How to Communicate?

2.1. What does the PC need to communicate?
Over the three plus decades of its practice, privatisation in Pakistan has been strongly affected and mostly
driven – or lack thereof - by the national, financial and political situation of the country. However, the
basic concepts behind privatization have not changed in that time and they include:

1. Efficiency – global experience has shown that private operation of entities tends to be two to three
(2-3) times as efficient as their state-owned enterprises (SOEs). If inefficient SOEs are privatized,
this also tends to lead to,

2. Lower cost products and/or services, better collection of revenues, and these, in turn, lead to,
3. Reduction of the fiscal burden on the government, and
4. More capital available for investment in the expansion of the enterprise.
5. The reduction of the fiscal burden on the government can allow for an increase in government

investment and resources available for other government provided social services and development.
6. Sale of SOE shares in domestic stock exchanges can allow for broader participation in investment

in the domestic economy.

These basic concepts are clearly stated in both the original
Privatisation Policy approved in 1994, and were reiterated in
the Privatisation Commission Ordinance of 2000.
Unfortunately, many people in Pakistan, ranging from
politicians, senior management of perennially loss-making
SOEs, to the general public either do not know about or
understand these principles. Therefore, the need to
communicate about Privatisation is one of the key strategies
identified in the PC Strategic Plan1. In order to build public
support for privatisation and promote transparency and
accountability, it is important that PC maintains an open and
transparent communication approach and lets the public know
about the direct benefits of and progress on privatisation and
restructuring of Public Sector Entities (PSEs). More
awareness based on facts and information, is a key driver to
reducing the risk of misinformation leading to wrong and
negative perceptions about privatisation and all of the work
that the PC is doing related to restructuring and public-
private partnerships (PPPs) of whatever sort. That ongoing
communication remains a key challenge for the privatization
program in Pakistan in general as well as for the PC itself.

Key Benefits of Communicating about Privatisation:
1. Promotes Transparency and Accountability
a) The public remains informed about key progress on each transaction and PC’s major milestones.

This will ensure transparency of the transactions and promote PC’s self-accountability.

1 See PC Strategic Plan 2016 and/or any subsequent update strategic plan.

The aim of the
privatization program is
to achieve higher micro-
economic efficiency and
foster economic growth
as well as reduce public
sector borrowing
through the elimination
of unnecessary subsidies.
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b) Increase awareness on the social and economic benefits of privatisation and/or restructuring loss-
making public sector entities.

c) Create a flow of information based on documented facts and results. This will build better
understanding and consensus on the need to privatize the selected entities.

2. Openness and accessibility:
a) Provision of ready and easy access to information creates opportunities for dialogue, relationship

building and trust building between PC and stakeholders.

b) Having access to available and correct information helps people, politicians, managers, unions,
line ministries, potential and actual investors make informed decisions.  In the case of completed
restructurings and strategic sale privatisation, the availability and accessibility of information can
also provide needed knowledge about their results and achievements; thereby making it easier for
stakeholders, including public at large, to communicate about the benefits to international,
regional and local audiences.

2.2 Communication Plan
Having identified the need to communicate, the next step is to
prepare a communication plan that is both effective and
efficient. With a communication plan in place, PC will have a
structure to determine whom its needs to reach and how, thereby
target its communication accurately.

The Privatisation Commission annual communication plan
needs to be a dynamic and very practical document. It has to be
added to, adjusted and adapted as the environment in and
around specific privatisation transactions and privatisation in
Pakistan in general evolve or change over the course of a year or
over several years. At a minimum, the annual communication
plan should contain/address/include at least the following:

1. Definition of the key target audiences to be focused on and
some sense of the order of priority of reaching all of those
audiences in the coming 3 to 6 to 9 to 12 months and
beyond.

2. Key topics/messaging frame for each audience, while
ensuring consistency and integrity between what is
communicated to all audiences.

3. Research/feedback methods to be employed in periodic sounding of specific audience knowledge,
attitudes and emotions related to privatisation and the PC itself.

4. Media monitoring and analysis to be conducted, by whom and with what frequency.
5. Media engagement strategies and tactical plans.
6. Stakeholder engagement / involvement strategies and tactical plans.
7. Periodic reporting – status updates, achievements, results (by transaction – efficiency, revenues,

employment, quality of services, etc.

2.2.1. How to Prepare an Annual Communication Plan

“Effective
communication” -
providing information in
the right format, at the
right time, and with the
right impact.

“Efficient
communication” -
providing only the
information that is needed.

Source: Effective
Communication: A Challenge To
Project Managers by Mei Yuen
Foong
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The Process
To develop a plan for communication, it is important to consider some key questions:

The answers to these questions will constitute the communication plan and outline what needs to be done
by the PC in order to communicate successfully with its target audiences.

Stakeholder Survey/Audience Research
A crucial element of planning PC’s communication is to first find out the public opinion about
privatisation and the Privatisation Commission itself. This can be done through a stakeholder survey or a
general opinion research. For PC, a stakeholder survey would be more useful, as it would provide useful
information and feedback from those who have a direct or indirect influence in the privatization process
and are important to achieving the successful outcomes of the program.

For the stakeholder survey, the first step is agree on what the objective of the survey would be. Then it is
important to identify all stakeholders into groups after which the survey is designed according to the
objectives.  It is always useful to use both qualitative and quantitative tools.

Conducting a stakeholder survey is also part of engaging key stakeholders while it also gives them a
positive message that their needs and views are important and integral to the organizational work.
Conducting a stakeholder survey on an annual basis is a very good opportunity to benchmark progress
and to let stakeholders know that the Privatisation Commission is committed to ensuring all stakeholders
are engaged and consulted on key matters related to privatization and also that PC has not become
complacent.

What do different
stakeholders think of
privatisation and the
PC?

What is PC’s purpose to
communicate? - why
does PC want to
communicate with its
stakeholders?

What does PC want to
communicate? – What
is PC’s message?

Who is PC’s target
audience? – With whom
does PC want to
communicate with?

How does PC want to
communicate? - What
communication
channels will PC use?

How will PC distribute
its message? Who
should PC contact what
should PC do in order to
use those channels?
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The PC Stakeholder
Surveys can be done
among following groups:
1. Parliamentarians
2. Line ministries
3. CBAs and Union

members
4. SOE management,

employees and
suppliers

5. Regulators
6. Supervisory

agencies, SOE
product or services
users/consumers

7. General public
8. Youth
9. Elderly
10. Workforce

With the knowledge derived from the survey, PC can determine what kind of opinions prevail among
different stakeholder groups. It can then identify the needs and messages to communicate in order to
maintain any positive thinking while convincingly move any negative thinking in the direction of more
accurate and constructive thinking. With those ideas, it can decide who will communicate with whom and
who will receive what information. For that, the first step is to develop a ‘message framework’ based
upon the information form survey and other forms of audience knowledge, attitudes and emotions. This
framework will consist of key messages, which reflect the Privatisation Commission’s messaging
priorities and its communication goals. By having such a messaging framework in place, it will help PC
deliver consistent messages to targeted stakeholder groups, addressing the level of information and
understanding required for each stakeholder group. Below is a template on how such a framework should
be built up:
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Figure 1: How to Create a Winning Message Framework2

Successful communication is an ongoing process, not a one-time event. More importantly,
communication works best when it is planned and implemented using an integrated approach. As soon as
PC begins planning its objectives and activities, it should integrate it with other pockets of activities, as
presented in Figure 23 below.

2 How to Create a Winning Message Framework, Jeanne Tiscareno (2015)
3 Internal Communications Harley Davidson, 2015
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Figure 3: Focus Areas in Communications – Integrated Planning

To ensure PC has a communication plan that fulfills its short and long term needs, it needs to periodically
update its research, and review and update the communication plan (minimum bi-annually), adapting it to
new challenges and opportunities and audience responses to previous communications and changing
conditions in the economy, society and politics and predominating communications media. Some of the
key parts of the plan, which need regular revision are:
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The purpose, audience, message, and channels may change, but the need to maintain active relationships
with the media and with all stakeholders remain.

Below is a preliminary identification of key audiences and stakeholders with whom PC needs to target its
annual communication plan for.

OBJECTIVES
• What are PC's key

communication goals?

• What results does PC
wants to achieve - What
are PC's key targets?

• Specific end-result that
can be measured.

AUDIENCES

• Who are PC's key
audiences/target
groups?

• PC's stakeholder list
(both targeted and
broader outreach)

• Which communication
tools are needed to
reach out most
effectively to PC's
target audience?

MESSAGES

• What are PC's key
message(s). This should
reflect the most
important points that
PC wants its target
audiences to know
about privatisation.

• Availability of
documented facts and
figures to back up PC
statements

• Each message to match
target audience to
achieve desired
response
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After completing the basics of the research-based communication plan in which objectives, audiences and
messages have been defined/revised, the next step is to decide how the plan will be carried out through
practical activities and which effective communication tools to use. These would include activities such
as stakeholder engagement4, especially media engagement using both print, electronic, radio and social
media. For that, PC needs to prepare an editorial calendar.5 This will complete the communication plan.
However, it is also important to identify who will do what for the planning and implementation of this
plan.

Because of limited communications staff in the PC, plans will need to include the hiring of outside
resources, possibly for research, media monitoring and analysis, messaging frameworks and campaign
designs and execution.

2.3 Roles and Responsibilities
There are numerous actors involved in the running and promotion of transactions being implemented by
the Privatisation Commission. For this communications manual, we will focus on two main groups, who
are core actors on all transactions including one other support group, which provides the necessary
communication support to the other two groups to ensure they are well prepared for their communication
tasks.

4 PC Guide to Stakeholder Engagement, 2017
5 An editorial calendar is used by bloggers, publishers, businesses, and groups to control publication of content
across different media, for example, newspaper, magazine, blog, email newsletters, social media outlets, and TV and
radio.

Employees/Labor (via
Labor Unions) SOE Management

Direct Users -
Customers -
Beneficiaires

General Public
Line Ministries

(To whom SOEs report
to)

Regulators

Standing Committees
of Parliament

Financial Experts
(Academia/Opinion

Makers)

Politicians - Leaders
and others including

opposition parties

Investors+ Business
CommunityMedia Other vested interest

individuals/groups



COMMUNICATION MANUAL 12

Senior Management
The Senior Management team of the Commission includes the Chairman, Secretary and DG Admin (to
whom the Communication and Media Department directly reports to). They are responsible for the
management and implementation of the privatisation program. They are also responsible for ensuring
adequate communication and information about the programme is made available to specific stakeholders
as well as to the Parliament, the Ministry of Finance, and leadership in other ministries and regulators and
the general public.

The Minister of PC is the official spokesperson(s) for the Privatisation Commission and is the
primary official representative, who can speak directly to the media.  The Minister may – on his
discretion – give the Secretary PC the permission to speak to media. Any such media interaction
may however need a prior approval from the Minister.

The PC Senior Management team holds the following communication responsibilities:

a) Develop and implement a communication plan that includes strategy, target audiences, messages and
methods for achieving the objectives of the communications. This will be done with information and
other support from the Communications and Media Section of the PC including the management of
the SOEs. The SOE management will play a key role in providing information relevant to key
stakeholders involved in the privatisation process of the relevant SOE, especially labor.

b) Carry out information activities through direct outreach as well as traditional and digital (including
social) media that provide updates on progress, achievements and results of the programme, such as
completed transactions, improved efficiency of PSEs and financial proceeds.

c) Engage stakeholders in the communication process, such as line ministries, financial institutions,
business analysts, academia, labor unions and media that may help disseminate information about the
programme to build support and consensus around PC program activities.6

Transaction Managers/Financial Advisors
The transaction managers, with support from externally hired financial advisors and/or communications
advisors, must identify and communicate the progress and achievements of their transaction to the senior
management team and the PC Communications Team. The Financial Advisors may be called upon to use
their separate communication channels to communicate about the progress on the relevant transactions.
This should however be done only with approval of the Privatisation Commission of a specific
communications plan aligned with that of the Commission’s. Such decisions are to be discussed and
approved by the PC Transaction Team7

The TMs and FAs primary communication roles and responsibilities include:

a) Ensure that PR & Media planning and delivery is a mandatory requirement of services being offered
by the bidding Financial Advisors – TMs

b) Ensure that PR and Media management begins early in the due diligence process and continues
through the end of the sale – TMs and FAs

6 See The PC Guide to Stakeholder Engagement for more detailed descriptions of different kinds and methods of
stakeholder engagement.
7 PC Transaction Team is part of the restructuring plan of the PC (in process) which will constitute one
representative from each department. This team aims to work together on each transaction, providing expert input
within their relevant area for a successful transaction.
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c) Develop a Public Relations and Media plan as part of the transaction proposal / bid that details
stakeholder survey results and the aims of the communication activities, target groups, methods and
timescales – FAs

d) Carry out information activities, such as periodic events or press conferences, on progress,
achievements and results (these should include the launch of the DD process as well as the bid
opening, and closing activity for the transaction)- FAs & TMs

e) Prepare information about the transaction which can be used for a broader dissemination plan – FAs

f) Prepare data sheets for Senior management use with interactions with the PC Board, Standing
Committees in Parliament, the CCoP and as called for by other GOP authorities – TMs

Communications Section Staff

The roles and functions of the PC communications and media staff include the following:

a) Prepare and manage the annual communications budget – Director
b) Design and implement PC’s communication and stakeholder engagement strategy - Director and

Coordinator
c) Manage media relationships, which may include identifying key journalists, building a media

database, organizing media briefings and other media engagements – Director, Coordinator and
Assistant

d) Oversee and implement social media strategies to build public support through online community –
Director and Coordinator

e) Oversee preparation and distribution of press materials including: press releases, media alerts, talking
points, pitch kits and advertisements via traditional and new media/social media and stakeholders –
Director and Coordinator

f) Organise high quality media events, briefs and interviews, including evaluating incoming media
requests for interviews, making recommendations on participation – Director and Coordinator

g) Support PC management in all Executive Communications, including speech research and
preparation and written executive correspondence - Director

h) Provide communication counsel including crisis management – Director
i) Manage creation, production, and dissemination of printed publications such as annual and bi annual

reports and other communication materials – Coordinator and Assistant
j) Research based information collection including liaison with all departments and relevant partners for

needed information, fact checking, and draft content – Director and Coordinator
k) Manage creation and selection of photography, videography and advertisements (paid) for print,

electronic and digital communications – Coordinator and Assistant
l) Develop and execute identity and collateral materials for major organizational initiatives – Director,

Coordinator and Assistant
m) Coordinate all the activities identified in the monthly and annual communications calendars –

Coordinator and Assistant
n) Collaboratively manage and coordinate creation and updating of web-content – Coordinator
o) Daily media monitoring and media trends analysis – Communication Assistant and Coordinator
p) Establish and maintain digital library with easily accessible videos/photos – Communication

Assistant
q) Provide all necessary support to Transaction Teams on specific transaction communications.
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The remainder of this manual provides guidance on different communication tools and activities which
are recommended to use and implement.
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Part II -
Communication
Tools & Activities
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3. COMMUNICATION TOOLS

3.1. Website
PC’s website is the first communication point for majority of its stakeholders looking for information
about the privatisation program. The website should provide consolidated but clear information about
PC’s operational activities and key milestones, including specific information for each transaction, news
updates and media articles showcasing positive stories about PC.

Web writing is different from writing for print or internal (organizational) writing.

Here are some key tips to ensure PC’s website is an effective communication tool, read and followed by
stakeholders:

3.2. Print and Presentations
The Privatisation Commission needs to tailor its publications to the stakeholders, it wants to reach out to.
The publications can include annual/bi-annual reports, fact sheets, leaflets or brochures. These can be

TIPS FOR MAKING EFFECTIVE WEBSITES

 Make sure the website domain name (URL address) has the official ‘gov.pk’ in its
address to mark it being an official government page.

 Develop a site map before designing the website, as it will help identity the needed
information/content with more effective site placements. This will also make the site
more user-friendly.

 Keep web pages to half the length of a paper equivalent.
 Keep short paragraphs with ideally one idea in each.
 Use strong key words in titles. This will optimize the ranking of search engines.
 Break up information by using meaningful sub-headings for long pages and break up

the texts with bullet points.
 Use reader friendly fonts and format – Avoid clever formatting, colors, capitals,

underlines, or italics.
 Set up Google Analytics for the page. It is free and provides valuable information

about the website users. You can see who visited the site, how long they stayed on
individual pages, what link they followed to reach the page and more.

 Always remember to spell check.
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distributed at stakeholder meetings, investment conferences, media briefings, and parliament briefing
sessions. The publications can also be published through traditional and social media including PC website.

As with all communication material, it is important to:

 Keep the material simple,
 Focus on achievements and results, and
 Keep the content free of jargon.

To ensure consistency in explaining how privatisation benefits and what the Privatisation Commission does
as an organization, it is useful to use a standard template explaining both.

Below is a suggested “boilerplate” to be used in all printed communication material8.

3.2.1. Photographs
Publications always benefit from having high quality photos and designed illustrations to complement the
text. It is therefore important to build and use a dedicated photo library, which consists of high quality
photos of key achievements or milestones. These could include photos of investor conferences, final sale
agreements, parliament sessions or board meetings, meetings with key stakeholders, press conferences
and other key visits of delegations. The photos can also be of the privatized organizations showing
efficiency, growth and satisfied employees and customers. The illustrative material can be used for
publications, website placement, and social media campaign or to share with journalists. The
Communications and Media section should be the custodians of such a photo library and provide the
photo material as and when requested by members of the Commission, line ministries or with media.

8 The content of this boilerplate is aligned with the PC Communication Strategy 2017 but requires to be updated
when needed.

“The Privatisation Commission is the implementing arm of the
government in all areas of privatisation of selected public sector
entities. Privatisation is an economic reform, which has evident
impact on the growth of the economy, poverty reduction,
improvement in goods and services for the consumer and
effective management of state owned enterprises. It also has a
direct and positive impact on reducing national debt burden as
well as in creating job opportunities in sectors which have not
shown optimal growth to date and thereby fulfilling its
objectives and benefiting society and the country.”
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TIPS FOR PUBLICATIONS
 Keep the texts short and to the point
 Make your publications more attractive by using high

quality photos from key activities.
 Use infographics (tables, charts, maps combined with

text) to summarize detailed information into bite-
sized chunks.

 Use low-resolution photos on the website but for
professionally printed leaflets and brochures, it is
recommended to use print-quality photos (300 dpi).

3.2.2. Audiovisual Material
In addition to using photographs, using audio-visual content such as short
video clips, are also useful for communication and publications. These can be published
on PC’s website and also be shared on both traditional and social media channels.

The video and audio recordings can focus on proposal and bid openings, stakeholder engagement
meetings, transactional closing ceremonies, award events, press conferences as well as other outreach. It
can also be recording of statements by the PC management on a specific issue or as general information.
The audiovisuals can be used by TV and radio journalists as part of a news package. The recordings can
be provided to the media on a CD or through online file sharing tools (such as drop box, we-transfer and
I-Cloud).

Recording various stages of a transaction or a series of meetings or other outreach, also provides PC the
opportunity to build and select content around a certain key message and showcase the “life cycle” for
each transaction. In addition to publishing these through media, they can also be uploaded on social media
platforms such as you-Tube, Vimeo and Daily-motion.

IMPORTANT!

Be sure to get written permission
to use photos, figures and graphs

provided by the entities and
Financial Advisors, and to

establish who should be credited
for the material
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3.2.3. Presentations
A power point presentation is an effective communication tool that can capture the objectives/targets,
achievements and results of the privatisation program including individual transaction in a clear and
accessible way. By using eye-catching slides with images or graphs, it often helps reinforce the key
message without long lists of bulleted sentences, which quickly lead to audience boredom.

A good presentation is one that helps the audience better understand what is being explained. It is not to
help the presenter remember what to say.

Preparing a Presentation
Preparation is the single most important part of making a successful presentation. This is the crucial
foundation and one should dedicate as much time to it as possible. Before preparing material for a
presentation, it is worth considering….”what the purpose of the presentation, what is the objective, what
outcome(s) do you and the audience expect?”9

Another important element that decides how effective your presentation is how you tailor your
presentation according to the target audience. Talking to a group of journalists will be very different
from one aimed at parliamentarians or investors. It is also important to bear in mind what the audience
needs and wants to know.

9 https://www.skillsyouneed.com/present/prepare-presentation.html

TIPS ON UPLOADING VIDEOS ON SOCIAL MEDIA

While uploading videos on social media platforms, it is always important to include the
following:

 Add an explanatory text in English and Urdu that includes information about the
privatisation program – and specifically about the specific activity showcased
through the video.

 Use relevant keywords in the title and description that people are likely to use when
searching videos on google.

 If the video is made in Urdu, consider adding English subtitles so that the video
might be shared with a broader audience, including international investors and
stakeholders.

 Include the PC website or webpage address in the uploaded videos, so it is easy for
people to get direct link to PC’s information portal.
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3.2.4. Case Studies

Case studies are typically used in research and increasingly by business to carry out in-depth
investigations of individuals, groups, or events. A typical case study has three main elements: the
problem, the implementation and the results.

Case studies can be analytical or more descriptive or anecdotal for easier reading.

TIPS ON PRESENTATION MAKING

1. Be clear about the objective of your presentation
2. Know your audience and their information requirements. Build your content around what

the audience needs and wants to know.
3. Use your allocated time wisely; rehearse your timing (standard allocation is 25% intro,

65% body, 10% round-up).
4. Use the 10-20-30 Rule: No more than 10 slides; Last no more than 20 minutes; and use a

font size of no less than 30 point
5. Slides should enhance what you say, not distract the audience from your messages.

Therefore, visual images should illustrate the material /concepts being presented.
6. Remain focused on the audience response and always react to it in a positive and open

way.
7. Do not speak too fast (especially if there is interpretation).
8. Do not be afraid to move around the podium (it keeps people alert and focused on you) but

do not stand in front of the projection.
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A case study should present tangible results to promote the cause of privatisation. Any claims of success
should be supported by measurable results – statistics, figures or tables – to be perceived as truly credible.
It is also useful to include testimonies or contributions from those who have benefited from the
transaction, preferably employees and general public. It is always easier for people to relate to human
stories than to stand-alone facts and figures. By highlighting information, which is based on tangible
results and experiences of people, it will improve the understanding of the subject among journalists and
the public at large.

A good case study can be cited on PC’s website, as part of social media and PR activities, in press kits
and brochures, or by PC staff in interactions with stakeholders. At times, a good case study is also a
story opportunity to be pitched to the media to be published in the form of articles, human stories
or used as reference in op-eds.

3.3. Social Media
Social media are free and easy-to-use tools to communicate directly with target audiences and provide a
great platform to share news updates, photos and press statements. It also provides opportunity to have a
direct dialogue with both stakeholders and the general public, who may raise queries or comments on
certain aspects of the privatisation program and/or related to individual PSEs listed to be privatized. Using
social media provides PC the platform to address any such query or comment by providing a direct reply.
Such direct communication also increases PC’s opportunity to provide factual information and reduce any
risk of misinformation being spread.

Using social media can also be a way of getting people to visit PC’s website, if the web link is provided
in the social media post. Sharing content from PC’s website on its social media platforms, will also
increase PC’s search engine ranking through in-bound links (other websites referring to yours).

Ensuring approvals

IMPORTANT STORY TO
TELL!

Write case studies about entities, which have
experienced growth and operational
efficiency and improved public services after
being privatized.
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It is however important to keep in mind that the Privatisation Commission is a government organization,
hence it is important to remember that any content that is published will be taken as an official statement
by the Government. It is therefore very important that whoever manages the social media platforms in the
PC, ensures, that all content is pre-approved by the senior management before being published. Similarly,
any response that includes facts or leads to any kind of commitment or statement on behalf of the PC also
has to be vetted by the management, as no response should be given that is not agreed by the PC
management. Not adhering to such protocols could have serious drawbacks to the credibility and
transparency of the PC.

The most effective social media platforms for the PC to use are Facebook and Twitter, as these are two
most used platforms by the stakeholder groups which the PC would/should be targeting at.  The digital
outreach can be further supported through use of other platforms such as You-Tube, DailyMotion,
Instagram, Snap-Chat etc.

3.3.1. Facebook
Facebook is the most predominant social media channel being used in Pakistan. It is easy to set up a page,
where you can share updates on the privatisation program, individual transaction or link to news items on
the website and draw in content from other sources. It is also the realm of real people, so it is important to
keep updates conversational and useful.

Having a responsive page with regular updates is key to a successful Facebook page, which will also
increase followers. It is also possible to increase number of followers and the outreach of a social media
post by running paid campaigns10. These campaigns can also be tailored to specific target audiences (age,
gender, location). Ensuring a positive engagement with the page follower is also important. See Figure xx
for rules of engagement.

3.3.2. Twitter
Twitter is the second largest social media platform being used in Pakistan. It is especially used by key
opinion makers such as media, government, political parties and the business community in addition to a
large part of the general public from larger cities. It is a valuable communication tool for the PC to use as
many of its target groups (mentioned above) use twitter very actively11. Users tend to use this tool to
express their opinions, endorse or criticize statements or events. It is a great tool to disseminate
information to a larger audience, as the multiplication of tweets is the fastest way to get your message
across.  However, as the subject of privatisation is a sensitive matter, any debate on the subject may also
create unwanted responses, which can easily get out of control. Therefore, PC should only focus on using
twitter as an information tool, i.e. only tweet with the objective of informing stakeholders of any update
or achievement by the PC as an organization or related to a transaction, or even sharing a press release. It
should also – if deemed appropriate – respond to queries which are based on need for factual information.

The PC should avoid getting into emotional, personal or heated debates at any given time, as this leaves
an unprofessional expression and may also give media an opportunity to stir up more negative focus,
which should be avoided at any cost.

PC’s twitter account should always ensure its handle/user name communicates the organizational name,
so followers know it is the official account of the Privatisation Commission. The PC Communication

10 See PC Social Media Strategy 2017
11 The PC has a Twitter account which is being used in a limited manner, as it only restricts to posting news updates.
It does not respond or engage with key influencers, as any official response (other than an approved media response)
is restricted to be done by PC Chairman or Secretary only.
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team should ensure that the Twitter account is regularly updated – as the more tweets are made – the more
PC gets to connect and reach out. These updates should be in line with the published news and updates on
the website and/or Facebook page, so there is consistency in the updates and messages. As Twitter, like
Facebook, also provides the opportunity to build a direct communication channel with PC’s target
audience, hence same ‘rules of engagement’ applies to Twitter as it does to Facebook (See Figure 3A)

4. COMMUNICATION ACTIVITIES

4.1. Events
Events are great opportunities to promote the visibility of the Privatisation Commission and its mandate
and create more awareness about the privatisation program to larger audiences. The Privatisation
Commission should identify key transactional activities that may be organized as events to mark its
importance and take advantage of the occasion, highlighting the Commission’s milestones on each
transaction. The PC can organize following events:

 Launching event of a transaction
 Final Sale agreement signing ceremony
 Investor conferences and roadshows
 Stakeholder consultations
 Media briefings or press conferences

Figure 3A: “Rules of Engagement” for Effective Use of Facebook and Twitter

 Use a helpful and open approach by allowing people to share their
thoughts on economic reform policies and how to improve inefficient
public sector entities and service delivery

 Politely correct the facts if someone shares inaccurate information and
address the person you reply to.

 Do not be too fearful of comments – show that you are open and available
for comments.

 Be sure you read and understand the terms and conditions of social media
sites and their policy on content ownership and what information you are
prepared to make public.

 With people’s direct access to comments, things can easily get out of hand.
Always monitor social media activities closely and often.
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While planning any event, PC should always consider what PC
wants to communicate, who the target audience is and what the
target audience would/should learn from the event. This will
build stronger interest for participation and engagement by
the event participants and increase participation and
outreach. Having a defined agenda will also give the
participants a set of expectations, which will be easier to
meet and satisfy while ensure the event stays focused as
well as the communication of key messages.

Whenever PC organize any kind of event, it is important to
prepare an event plan. Event branding and media
invitation/coverage12 should also be considered to give the
event (and PC) higher visibility.

PC’s event plan should include the following:

1. Event Goal and Objectives - why is the PC organizing this event and what does it hope to
achieve?)

2. Organize a Team and allocate responsibilities- Any mid-to-large scale event takes a concerted
team effort to handle all of the details. Set up a team and allocate roles and responsibilities for
separate activities such as:

 Preparing guest lists+ invitations
 Venue, logistics and catering management
 Event branding
 Speakers/presenters (identifying, confirming, logistics & management)
 Publicity plan and media management

3. Set a Date – if the event is very large scale, it is always useful to send out a ‘save the date’
notification, so the desired attendees can block the date in good time. Make sure the chosen date
does not collide with statutory and religious holidays. It is also important to check dates with all key
participants – e.g. PC management, key speakers, presenters, VIP guests, etc.

4. Event branding – Make sure the event is well branded with PC logo and key messages reflecting
the objective of the event. The event branding items can include backdrops, banners, standees and
small giveaways – The PC logo should ALWAYS be printed on all branding items.

5. Create a Publicity Plan – Start the event promotion with the initial notice on PC’s website or email
to the targeted participants/stakeholders to save the date. In case of the event being an open public
event, build the promotion by including online and off-line publicity, media relations and on-going
outreach to encourage participation. In cases, where PC’s events would be targeting specific
stakeholder groups, the promotion of the event should be done through invitations and media
participation. No event is ever complete without the post-event thank-you letters to key speakers
and articles about the event’s key messages. Promoting the media coverage on PC’s social media is
also an effective way to show case the success of the event.

12 See section 4.2 ‘How to work with media’ p. xxx

While planning any kind of event,
it is always useful to prepare an

EVENT PLAN, which
outlines the objectives, target
audience, program run down and
action points (with allocated
budget and responsibilities) to
implement the activity.



COMMUNICATION MANUAL 25

6. Budget planning – PC should allocate a budget for events in their annual budget as part of the
communication budget. Based on that, every event budget should be prepared which includes cost
estimates for all of the key items identified in the event plan. The budget should be prepared well in
time so all the needed approvals can be obtained to ensure a smooth release of funds.

In addition to organizing events, PC should also avail opportunities to represent itself at other public or
individual events to raise awareness of the Commission’s work as well as strengthen its outreach and
networking. Such events can include business and financial seminars, national conferences and other
economic related events or debate programs.

4.2. Working with Media
There is never a guaranteed way to ensure media coverage. However, the following section aims to
provide PC with recommendations to maximize its media opportunities and plan its efforts to attract
positive media attention.

One of the biggest mistakes made by many organizations searching for media interest is when their
communications is focused on self-promotion – this often makes the media feel that the news is coming
from a marketing perspective and for the sake of public information. In the case of privatisation, the
Privatisation Commission would also be facing the challenge of dealing with many journalists, who are
either critical towards government plans or want to keep an arm’s length so not to be seen as ‘government
supporters’.

The tips in this section are particularly relevant for PC’s press activities, but also important to remember
when developing other communication materials for print, television or social media.

4.2.1. How to make News?
When making news, it is important to think about news
relevance i.e. if the information is genuine news and has
potential interest to outsiders. It is also important to think
about whether the information would only be interesting to
local media or if the new development has regional
implications, or ground-breaking national, or international
news value?

PC’s mandate is part of a national economic reform policy;
hence PC should focus on preparing and disseminating large
parts of its news and information tailoring it to the needs of
the national media. However, the privatisation program does
call for investments in PSEs, which opens up for international
investors to come forth and invest in Pakistan. Therefore, PC
should also focus on getting its news out to the international
outlets, so it can promote the investment market in Pakistan.
This would also help in building trust among the international
business community for investing both in Pakistan in general,
but specifically in the PSEs listed for privatisation.

PC should also consider approaching sector-specific publications, which publish research, updates and
information about Pakistan’s economy, through which PC may disseminate the economic aspects and

TIPS ON MAKING NEWS

The best news is usually about
people not things, and concrete
events rather than abstract
ideas or intentions.

Develop a quarterly/annual
editorial calendar of important
events and actions related to
each on-going transaction,
around which communications
campaigns can be built,
including press releases.
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benefits of privatisation to a more targeted audience, such as financial analysts and business community
members.

4.2.2. Dealing with Journalists
The key to developing good relationships with the media is accessibility, cooperation and credibility.
The media will have strong trust in the Privatisation Commission’s integrity if they can obtain useful,
accurate and timely information that best meets their needs. The following tips should help prepare PC to
work effectively with media and become comfortable with taking media calls and giving interviews.
Some of these tips are inspired by the globally renowned media-training guru, Brad Phillips13

1. Prepare a media database - Create a targeted media database, which consists of editors, national and
city level journalists (print, electronic, radio and even bloggers) from all key media outlets.  It is
important to remember that not every journalist would be interested in news about privatization; hence
it is important to identify those who report on economic related matters – those who have been given
the ‘beat’ of economy. These journalists would remain the key journalists with whom PC should
engage with on regular basis – either through invitations to press conferences, distribution of press
releases or providing opportunities for exclusive interviews. As there is a huge turn over in the local
media houses, it is important to always keep updating the media database to stay updated on the
nominated economic reporters of each media house.

2. Be prepared. It is always important to prepare before an interview. The preparation should include a
review of anticipated possible questions with suggested answers. It is also important to think about if
any topic may be controversial or sensitive, thus important to prepare a reply accordingly. Lastly, it is
always useful to gather background materials for the reporter that help reinforce details. Sometimes,
one may also ask the journalist if the questions may be provided in advance.

3. Prepare key points. Before an interview, it is important to identify at least three main points that the
Commission wants to make through that given interview. For each point, develop three responses that
support or help communicate that point. Work on making key points in 20 seconds or less. Come up
with a couple of 10-second or under responses.

4. No jargon: It is important to simplify the key messages so they are better understood. Technical terms
and acronyms are confusing or meaningless to the public. By using everyday language and examples,
common people can better relate to the information.  It is important to emphasize on why this
news/activity is important and what (positive) impact does it have on the general public?

5. Never lie. Always tell the truth. If one doesn’t know the answer or one is not sure, say so and don't
guess. The Privatisation Commission’s credibility is at stake. Being truthful does not mean telling
everything. It is important to use good judgment.

6. Respond promptly. Return media calls promptly. In case a journalist calls or visits unexpectedly,
spend that time finding out what he/she is looking for and offer to respond at the earliest. Then plan the
response and contact the journalist. Dodging a reporter will not make the story disappear; it will be
reported but without the perspective of the Privatisation Commission.

7. Lead with the bottom line. Remember to provide key facts or points first. Add details if time allows.
Any key message can get lost in too much detail and technical information.

13 The Media Training Bible: 101 Things You Absolutely, Positively Need to Know Before Your Next Interview by
Brad Phillips
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8. Talk slowly. The reporter will write furiously during the interview. Some will use tape recorders. Talk
slowly and be clear. Leave nothing to chance.

9. Keep answers brief. The key main message will get lost unless answers are concise. Radio or TV
reporters often must tell an entire story in 20 seconds to a minute.

10. Everything is on the record. Anything communicated to a journalist becomes a fair game for a story.
If the Commission does not want something reported, it should not be said.  Asking a reporter to go
“off the record” is not appropriate. Never ask journalists not to print something after it has been said.
Therefore, do not say anything that should not appear in print or in broadcast news.

11. Always comment. Never say ‘no comment’ to journalists if they ask about something that may be
controversial or sensitive; it sounds like the Commission is hiding something. It’s best to say you don’t
know the answer and offer to find out or connect the journalist with the right person to comment.

12. Never tell a reporter how to report a story. It is the media’s job to tell all sides of a story and that too
objectively and even if views are unpopular. Do not expect journalists to present only the perspective
of the Commission.

13. Offer to review. Asking a journalist to be given the chance to ‘read back’ the way (s)he has quoted you
and to check the facts is not always taken well by a journalist, as they feel it attacks their professional
capacity. But if the Commission offers to review any complicated material or issues with the journalist
prior to its appearance, it will be taken in a more positive way, as the journalist would also want to
ensure he/she gets complicated technical facts right. Also, always follow up with the journalist if new
information develops that changes what has been said or communicated in the past.

14. Send PC news to individual journalists from the media database and not to generic email addresses
like ‘editor@dawn.com’ which get flooded with such press releases Always follow up with a phone
call after releasing a press release to ensure they know about the news. This will improve coverage.
Keep a record of all articles or mentions of PC, privatisation and important PSEs listed for privatisation
(clippings). This would help monitor and track what the media focus and issues are based on which PC
can prepare its media responses and briefings accordingly

15. Place PC press contacts on PC’s website, so the journalist(s) know who to contact and how.

Another useful tool is creating a fact sheet that provides background information on the overall
privatisation programme and/or individual transaction for journalists to consult. It might also be a good
idea to create a stock of likely ‘question and answers’ which could double as frequently asked questions
(FAQs) on PC’s website and for the PC press kit/information package14.

4.2.3. Press Conferences/Media Briefings
Press conferences and media briefings are indispensable tools for getting media attention and allowing the
PC to present news updates and clarify misperceptions to the media in a direct meeting. It is also an
opportunity to respond directly to media queries. The PC should plan to hold such conferences/media
briefs on bi-monthly basis for updates on important transactions or key milestones. However, the
Commission should be prepared to organize such an event on immediate basis to correct misconceptions,
if any, reinforcing PC’s key messages and sustaining attention.

14 See section 4.2.4 ‘Press kit/Information Package’
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How to organize a press conference
It is important to organize a press conference very carefully to get a good and positive media coverage.
The PC spokesperson, financial advisors and transaction managers need to be well prepared with all the
necessary information relevant for the press news, so they can respond with facts and figures on the spot
in addition to the information being provided in the press kits distributed among journalists.

Some of the key preparatory steps to organize a successful press conference include:

1. Focus on the key messages – Define what PC’s key messages are so the presentation and
discussion remains focused and the media (coverage) also focuses on the same.

2. Schedule the date and time -Ensure the date and time for the press conference does not conflict
with other press events or media deadlines. Check with few journalists whom PC regularly
interacts with to learn about their upcoming commitments. It is usually best to keep such
conferences/briefings on the ‘slower’ news days (such as mid-week or on a Saturday). Avoid
planning them on a Monday or Sunday and especially during late hours. The media has a filing
deadline for around 17:00 hrs, so it is recommended that the timings are planned anytime between
11:00 – 15:00 hrs to ensure the news gets filed/aired on the same day. Allocate half an hour (30
minutes) for registration time before the conference starts. Remember to mention exact time slot
of each activity in the media invite.

3. Choose a venue that is easy to access - Choose a location for the press conference that is easy to
reach and not too far for journalists to travel. Choose a place with little background noise (for
clearer recording) and which has all the adequate electrical needed for and extension cords for
lighting and other purposes. The most effective venues would be the Press Information
Department (PID) of the Government or the Privatisation Commission building.

4. Get a good moderator: Find a moderator who is experienced with the press and the matters of
economy and specially privatisation. She/he will keep the press conference running smoothly and
on message, and to help field questions from the media, while being a time-keeper so that
questions and answers are kept brief. Such a moderator could be a representative from the PC, PC
Board or a professional if the conference is at a larger scale.

5. Select professionals as effective speakers for panel – In addition to having PC
Chairman/Secretary sit and lead the press conference, it is recommended they are joined in by
other professionals, who have knowledge about the issue and can speak in favor of the PC
mandate and process. The person must be one with high credibility, is articulate and able to
handle press questioning. He/she could be a representative from the line ministry, PC Board or a
financial analyst. The selection should depend on what the key messages are and how they need
to be supported through experts or the government for stronger validation.

6. Contact the media – Send out media invitations to journalists listed in the PC media database15.
Make sure these include reporters who may have covered the issue in recent months, both in a
positive or negative way or frequently contact the PC with media queries. The media invitation
should be emailed 2-3 days before the press conference and then again on the day before the
conference. Always remember to follow up with phone calls on the day the invite is sent out
followed by a reminder call on the morning of the press conference.

15 See section 4.2.2 – how to deal with journalists
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7. Develop a press kit16 - prepare a sufficient number of copies to be distributed among the
participating journalists.

8. Prepare the room - Set up the room with a table long enough to seat all the spokespeople, with
name cards and  provide enough seating in the room for reporters, and room for their equipment.
Make sure all the electrical outlets are working so the reporters do not face any issues setting up
their microphones and lights. Arrange for coffee, tea, water, and any other refreshments. Have a
registration sheet ready for media attendance.

Proposed area set up for press conference:

16 See section xxx press kits

MEDIA

PC Speaker Panel

MEDIA TV
Cameras
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How to run a Press Conference

•Ask arriving journalists to sign up with their affiliation and
contact numbers

•Distribute press kits to all participating journalists.

Media
Registration

•PC representatives to be present to greet and welcome the
media.

Meet and Greet
the Media

•Event photography and Video recording  to use on social
media and other media for future

Document the
event

•Do not start too late. Try to keep the time mentioned in the
invite, as the media usually has other commitments and plan
their participation accordingly. Starting late would also leave
a bad impression of PC’s management skills. Rather
following the given time frame would reinforce PC’s
professional way of working.

Start on Time!

•Have the moderator welcome the press, and introduce the
issue and participants.

•Each participant should present for no more than 3-5
minutes, making his/her 3-5 key points.

Start off

•Once all the presentations/speeches have been given, the
moderator should open up the floor to the media for
questions.

•Keep the formal conference within the time frame of 30-45
minutes and then close it by thanking the participants and
the media for attending

Media Questions
& Closing

•Encourage the media to stay for further informal
conversation with the PC Chairman/ Secretary and other
speakers over tea and refreshments

Networking &
Refreshements
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4.2.4. Press Kit/Information Package
Journalists are busy people and appreciate having all the relevant information they need at hand. To cater
to the media needs, and also to ensure that the Privatisation Commission has a consolidated information
package available for any given time and use, the PC should put together a press kit/information package,
to be available all the time.

This kit/information package should include:

 PC Annual/bi-annual reports (latest version)
 Fact sheets covering the privatisation program, including its objective, key achievements, results,

and contact information
 Financial overview of sale proceeds and transactional costs (to date)
 Overview of PSEs listed for privatisation (For early implementation)
 Case studies illustrating impact and benefit of privatisation/PSE reforms
 FAQs about privatisation

For specific events, the kit should further include:

 Profiles of PC Chairman and other key speakers (speaking at PC event)
 Brochure relevant to the theme of the event/transaction (if it does not repeat what is already

available in the provided fact sheets)
 Press release relevant to the event or briefing

The information kit should be kept up to date and contain all relevant information in a handy package. It
will be useful for distributing at events/roadshows organized by the Privatisation Commission and at
press briefings on specific issues, alongside the press release written specifically for that briefing.

Do not over stuff the information kits with every communications tool available. Always tailor it to
the needs of the event and media.

4.2.5. Press Releases
Using press releases as a formal and regular information tool is also a useful outreach. It helps get
targeted and specific information, which the PC wants to communicate, out to a larger audience. In
Pakistan, press releases are mostly always published in the way it has been prepared with very little input
or analysis provided by the journalists. This provides PC with even better opportunities to get its key
messages out in a structured, precise and desired precise manner. The more news the Commissions’ press
release is, the bigger chance it has to be picked up by journalists.

It is important to always write a press release using a standard ‘template’ to maintain and document that
the news is officially coming from the Privatisation Commission of Pakistan (See section ‘press release
template’)
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How to write a press release
Writing a press release requires certain communication skills and should be prepared by the Media and
Communications department of the Privatisation Commission. There are however some key tips17 on how
to prepare and disseminate a press release:

The Headline
 Write a genuine headline. It should be brief, clear and to the point. The headline is known as the

eye-catcher and is very important to the whole release. It is mostly recommended to write the
headline at the end, after the rest of the release is written, by extracting the most important
keywords from the press release.

 News release headlines should grab the attention of the journalist the same way a newspaper or
TV headline is meant to grab readers and viewers.

 Headlines should be written in bold. A bold headline also typically uses a larger font size than the
body copy. Conventional press release headlines use the present tense and exclude "a" and "the",
as well as forms of the verb "to be" in certain contexts.

The Body Copy
 The press release should be written as you want it to appear in a news story. Remember that most

journalists receive hundreds of press releases every day and are too busy to go through each one of
them or work much on them. Much of what will be written in the press release will be what the
journalists use in their write-up of PC’s news story.

 Start with the date and city in which the press release originates.

 The lead, or first sentence, should grab the reader and say concisely what is happening. It expands
the headline enough to fill in some of the details, and brings the reader further into the story. The
next one to two sentences should then expand upon the lead.

 The press release body copy should be compact. Avoid using very long sentences and paragraphs.
Avoid repetition and overuse of fancy language and jargon. Strive for simplicity, and no wasted
words.

 The first paragraph (two to three sentences) should sum up the press release, and the additional
content must elaborate it. In a fast-paced world, neither journalists, nor other readers, would read
the entire press release if the start of the article does not generate interest.

 Deal with actual facts ––Provide maximum use of concrete facts. This is news.

Communicate the "5 W's" (and the H) clearly. Who, what, when, where, why ––and how

Tell the reader everything they need to know. Consider the checklist in context with the points below,
using the example above to generate your press release:

1. Who is this about? The Privatisation Commission of Pakistan.
2. What is the actual news? The Privatisation Commission signs agreement with XXX investor for

the strategic sale of Pakistan Still Mills
3. When does this even happen? Today.

17 http://www.wikihow.com/Write-a-Press-Release
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4. Where does this event take place? Islamabad.
5. Why this is news? PSM is Pakistan’s largest steel mills which has remained out of production

since 2016. It causes an annual loss of PKR xxx to the national kitty while employees await
salaries and start of production.

6. How is this happening? The signing ceremony is taking place at an exclusive event in Islamabad,
attended by key government representatives, business community members and investor group.

The End
 Signal the end of the press release with three # (hash) symbols. Center these directly underneath

the last line of the release. This is a journalistic standard. It may look like you're over-tweeting,
but you're not. This is how it's done.

Dissemination
 Send your release by email to all of the journalists in the PC media database.

 Use your headline as the subject line of the email. If you've written a good "grabber" headline,
this will help your message stand out in the editor's email inbox.

 Put the release in the body of the email, not only as a pdf attachment, as newspapers especially,
are on tight budgets now, and many have not upgraded their computer systems. It is also more
convenient for journalists, who check emails on phones to read text emails than open up an
attachment.

 Use formatting sparingly. Giant type and multiple colors don't enhance your news, they distract
from it.

 Always call up the key journalists to ensure they got your email and will review the press release.
In case they do not pick up your call, leave a text message telling them about the press news and
refer to the title of the news.
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What ‘TO DO’ and what ‘NOT TO DO’ when writing press releases:

WHAT TO DO

Write in an upside-down
pyramid style with the most
important information first
and the least last.

If possible and/or
appropriate, provide
audiovisual material such as
photos or video to
accompany your release.

Apply the ‘keep it short and
simple’ (KISS) approach – no
long sentences

Write simply and objectively
(many journalists will reuse
your formulations)

Include a quote from PC
Chairman/Secretary or
relevant lineministry.

Carefully indicate and check
facts and sources

Time your release well (can it
be linked to bigger news?)

WHAT 'NOT' TO DO

Forget to issue release instructions:
embargoes must be respected by
journalists, so be clear that the
information should not be published
before a certain date

Get upset with the journalist for not
publishing your news. Journalists do
not like to be ‘told’ what to do.

Give up; a journalist or media that
does not pick up on a story might just
be too occupied with other things
but might be interested next time

Use marketing jargon/hype in
press releases

Worry about a lack of response:
sometimes this information is
stored for later use
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Figure 4A: Press Release Template

PRESS RELEASE

[INSERT PC LOGO]

The Privatisation Commission of Pakistan
Government of Pakistan

FOR IMMEDIATE RELEASE [‘EMBARGO XX MONTH, YEAR]

Headline

City, country, date – Opening paragraph starting immediately after the dateline should contain
the basic who, what, when, where, why of the press release.

Remainder of body text – should include any relevant information about your announcement,
about the project, for example.

Be sure to include benefits and the true news angle that a journalist can pick up on, his/her
‘hook’.

Also include statements/quotes using “double quotation marks like this” attributed to
company spokesperson. You may also add a quote of someone closely involved in the news
or information (i.e. industry expert or from the line ministry).

About the Privatisation Commission (one short paragraph/use boilerplate)

###

For Further Information:
Contact person/Designation:
Company name:
Telephone/Mobile:
Email address:
Website address:


