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Learning Objectives

1.1 The public relations environment
Knowledge and understanding of the purpose and types of public 
relations.

1.2 PR publics and users
Knowledge and understanding of types of PR publics and users of PR 
services.

1.3 Provision of PR services
Knowledge and understanding of PR services provided to individuals and 
organisations, how and why each of these is supplied.

1.4 Public relations activities
Knowledge and understanding of types of public relations activities and 
be able to create short press releases.

CHAPTER 1
THE PUBLIC RELATIONS 
ENVIRONMENT
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 1.1 The public relations environment

Purpose of public relations
Public relations (PR) is undertaken on behalf of an organisation or individual (for example, a celebrity or 
politician) to build, protect or enhance their reputation. An organisation or individual’s reputation is also 
referred to as their ‘brand image’ and it is a PR professional’s role to help ensure that an organisation or 
individual’s brand image/reputation is viewed in a positive light. 

Reputation or brand image is not something which can be easily measured or valued but the term ‘goodwill’ 
is often used as a (subjective) measure of how well-known and/or well-regarded a brand is. 

PR involves communicating and building relations with a range of ‘publics’. The term publics means the 
groups or audiences with which an organisation or individual needs to communicate. Another commonly used 
word for publics is ‘stakeholders’ and the term should not to be confused with the term public, which refers to 
the wider general public.

PR aims to persuade investors, customers, partners, sponsors, employees and other stakeholders to maintain 
a certain point of view about an organisation or individual, including its leadership, products or decisions. PR 
may help to support an organisation’s business objectives and strategy by building favourable relationships 
with its publics, for example by: 

• building long-term relationships with customers, using PR to develop customer loyalty and 
customer advocacy (encouraging customers to promote a positive message about a brand). 

• developing long-term relations with key media contacts in order to understand their needs and 
requirements with the aim of gaining positive exposure around their brand. 

• developing long-term relationships with public bodies such as government agencies or regulatory 
bodies to raise awareness of issues and ensure an organisation’s views are understood and visible to 
policy makers.

• planning and managing communications activities that engage publics and develop or manage an 
organisation or individual’s reputation/brand image. This can include a range of activities; there is 
an increasing focus on digital communication and social media, but it also includes print and broadcast 
media and events.

PR as part of the marketing mix
Public relations forms part of what is commonly referred to as the ‘marketing mix’. The marketing mix is 
defined as a set of tools that an organisation uses to pursue its marketing goals and objectives. 

The marketing mix is also often referred to as the 4Ps; product, price, promotion and place. PR, along with 
advertising, falls under the promotion element within the marketing mix. Its aim is to promote a product, 
service or brand. 

PR differs from advertising, which is generally focused solely on increasing sales, and therefore it is 
easy to identify a link between expenditure on marketing and increased sales income. This is called ‘return 
on investment’ (ROI). It is difficult to identify a return on investment for public relations activity as PR is 
concerned with building image or brand or reputation and this is difficult to measure in monetary terms.

Another factor which differentiates PR from advertising, is that advertising is generally a ‘paid-for’ activity 
whereas PR related promotion or media coverage must be ‘earned’ (for example, through developing media 
relations and delivering engaging content).



3THE PUBLIC RELATIONS ENVIRONMENT

Management of the media and media relations
Managing relations with the media is an important part of overall PR activity. It is good practice for PR 
professionals to build strong, long-term relationships with key media contacts to get to know what kind of 
stories they will be looking for and when. This tends to be much more effective than simply ‘pitching stories’ 
or ‘issuing press releases’, which may or may not be picked up by the media. This is covered in more detail in 
Chapter 2.

Examination Tip
You need to be able to explain what is meant by the term ‘public relations’ (PR), why it is used 
and how it differs from other marketing or communications activity. Specifically, you should 
understand that the aim of PR is to build, enhance or protect the reputation of an individual or 
organisation. 

Types of PR
Public relations covers a range of specialisms. These specialisms are often characterised by the types of publics 
with which the PR specialists interact.

Financial PR (investor relations) 
This involves looking after the relations with investors, and potential investors, as well as other organisations 
and interest groups within the industry. The purpose of investor relations is to ensure that current investors 
retain confidence in an organisation, and that potential investors gain a positive view of the organisation and 
a good place to invest their money. It is also important to retain investor confidence within the wider sector 
in which an organisation operates. For example, positive or negative PR around the green/renewable energy 
sector compared to the tradition oil, gas or coal energy sector can influence investment decisions.

Consumer/lifestyle PR
This is a growing area of PR focused on consumer goods and services. It involves presenting these goods 
or services as part of a lifestyle to which consumers are encouraged to aspire. Often this type of PR aims to 
associate influential people such as celebrities with a brand and publicise this association (for example, though 
magazines and social media).  

Crisis communication
This involves looking after the management of publicity around unexpected events. It often involves minimising 
the negative impact of an event on an organisation or individual’s reputation. However, it can also involve 
ensuring that organisations get the most impact out of unexpected positive events.

Government relations
This type of PR involves working with government departments, agencies and law makers, usually on behalf 
of an organisation. This activity is commonly referred to as ‘public affairs’ or ‘lobbying’ and helps to ensure 
that public bodies are aware of the organisation’s interests and take them into account when developing new 
policies or regulations.

Community relations
This involves working with communities particularly during periods of change. For example, if an organisation 
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is planning to undertake some activity which will impact on the local environment, the organisation will seek to 
put forward their own messaging in a way which helps to gain the support of the local population. 

Corporate social responsibility (CSR)
Corporate social responsibility (CSR) is a growing area of PR and is used predominantly by companies 
(usually large corporates) that are involved in the promotion and publicising of an organisation’s support 
for charitable causes. By associating itself with a popular ethical cause, the company can position itself as 
a socially and environmentally responsible organisation, thereby showing the company brand in a positive 
light. This is particularly important if an organisation or individual has been associated (rightly or wrongly) 
with disreputable behaviour or practices. It is also useful if the sector within which a company operates has 
been associated with negative PR for example, the discount fashion retail industry (a sector which may have 
been associated with child labour), or the mining industry (a sector which may have been associated with 
environmental damage or exploitation). 

Employee relations
Employee relations, often known as ‘internal communications’, helps to build a strong organisational identity 
and a shared understanding of an organisation’s mission. As a result, it can help to promote a satisfied and 
productive workforce, and ensure that staff who have an outward facing role (for example, customer-facing or 
media-facing) present a consistent image of the organisation. Employee relations PR is also crucial to ensure 
that staff are communicated to effectively during times of organisational change.

Examination Tip
You should be able to identify the different types of PR (or PR specialisms) and the purpose 
of these different types of PR. You should also understand how different types of PR focus on 
different publics.

 1.2 PR publics and users

PR publics
PR publics, sometimes referred to as ‘stakeholders’, is often used in PR and is defined by the Chartered Institute 
of Public Relations (CIPR) in the UK as “audiences that are important to [an] organisation”. Publics are groups 
of individuals who have an interest in an organisation or may be impacted by the organisation. However, PR 
is also used by individuals (for example, celebrities, sportspeople and politicians). It is therefore important to 
understand that these individuals will also have their own publics. 

Types of PR publics 
Publics can be very diverse. They often have an active interest in the actions of an organisation/individual 
(for example, they may be customers, investors or sponsors). However, publics do not have to have an active 
interest in an organisation or individual; they may be indirectly impacted by the organisation or individual’s 
actions. For example, motorists may experience long delays due to construction of a new housing development. 
Whilst they may have no particular interest in the housing development they are indirectly impacted by its 
construction and are therefore considered to be publics. 
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Some examples of ‘publics’ are:

• general public
• potential/existing employees
• organisations
• potential/existing customers
• potential/existing suppliers
• potential/existing shareholders
• media representatives
• market analysts
• financial institutions and stock markets
• politicians
• professional and trade bodies
• regulatory bodies
• special interest/pressure groups.

Users of PR services
Public Relations expertise is generally used by individuals or organisations needing to build, protect or enhance 
their brand or reputation. Individuals who would likely use PR include: celebrities (to gain publicity for their 
music, movies, books and so on), politicians (to persuade and gain the support of voters), and campaigners (to 
raise awareness of issues and change behaviours or policies).

Organisations of all sizes across the public, private and not-for-profit sectors use PR. Central and local 
governments use PR (for example, to gain or maintain the support of the voting public, to maintain business 
confidence, and/or to encourage investment into a country or region). Companies use PR to help promote their 
products and services to customers as well as to build confidence amongst current and future investors and to 
develop brand support from within their organisation through strong employee relations.

Not-for-profit organisations such as charities and NGOs (non-governmental organisations) use PR to raise 
awareness of issues amongst supporters and policy-makers, to change attitudes and behaviours and to raise 
funds to help them carry out their mission.

Examination Tip
You should also know and understand that PR is directed at different publics (groups or 
individuals) and these publics may be impacted either directly or indirectly by the actions on 
the organisation or individual seeking PR. You should also know the different users of PR and 
understand that different types of organisations may seek different outcomes from their PR 
efforts.
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 1.3 Provision of PR services

In-house (internal) PR 
Some organisations choose to maintain their own in-house (internal) PR department. This means PR experts 
are directly employed by the organisation, often within a communications, marketing or press/media relations 
department.

There are many reasons why an organisation may choose to maintain their own internal PR department:

• PR staff will already have a good understanding of the organisation’s mission, culture and background. 
PR campaigns may therefore be more authentic and delivered faster as staff will not have to learn about 
the organisation. 

• PR staff will be focused solely on the organisation and not distracted by other ‘clients’.
• Depending on the size of an in-house PR department, there may be spare capacity which can be 

effectively utilised to deliver PR activity.
• PR staff will probably be employed at a cheaper hourly rate than a PR agency will charge.

However, there are on-going costs and obligations associated with maintaining an in-house PR department. 
The most significant costs and obligations relate to employing staff. For this reason, PR agencies may be 
cheaper as they can be appointed on a fee-basis and their services terminated when no longer needed with 
no on-going staff or office related costs or obligations. Also, internal staff may lack the specialist skills and 
knowledge of PR agencies particularly if the organisation is delivering a particularly challenging PR campaign.

Functions of an internal PR team 
Internal PR teams carry out many functions. These may include: 

• Developing PR strategies and plans linked to an organisation’s business and marketing goals and 
objectives.

• Managing press office activities to deal with requests from the press for stories, comment and 
interviews, as well as building strong relations with the press in order to gain future coverage.

• Liaising with marketing and sales departments to coordinate campaigns in order to ensure a joined-
up approach to marketing and PR activities.

• Building internal networks of media spokespeople and subject matter experts so that the organisation 
can present knowledgeable and prepared individuals for comment and interviews.

• Evaluating effectiveness of PR activities. This is an essential aspect of all PR campaigns in order to 
assess the extent to which PR activity has been effective in achieving its goals. It is also useful to learn 
lessons for future PR campaigns.

• Reporting on PR activities to senior management. PR professionals must be prepared to report on their 
activities to senior management to inform them of what is going well and alert them to any problems 
or issues.

• Managing PR budgets. All PR campaigns will have budgets and it is the responsibility of PR 
professionals to provide best value for money within these budgets.

• Managing services provided to the organisation by an external PR agency or other suppliers. Even 
when there is an internal PR department there may still be a need to engage external PR agencies 
(see below) which are supplying additional PR support. PR staff will also be required to engage with 
suppliers such as suppliers of publicity materials, event venues and so on.
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Outsourcing (external) PR 
Many individuals and organisations choose to outsource their PR activity to a PR agency. A PR agency is an 
external organisation which specialises in PR. They can manage some or all of an organisation/individual’s PR 
activity. There are a number of factors which determine whether an organisation or individual will choose to 
outsource its PR to an external PR agency. 

An organisation or individual may choose to appoint an external PR agency to deliver its PR because they 
require specialist resources, knowledge and skills. Even organisations which have their own in-house PR 
department may seek specialist PR expertise from PR agencies when their internal capacity or knowledge is 
insufficient. For example, if there is major crisis such as financial mismanagement within an organisation or 
if a company’s products have caused serious injuries, it may be more effective to bring in a PR agency which 
specialises in crisis management. On the other hand, if a company is experiencing financial difficulties it may 
decide to bring in a PR agency with expertise in investor relations to ensure that rumours do not affect investor 
confidence and the value of its shares. It may also need to bring in expertise in employee relations to manage 
internal communications if it is looking to reduce its staff/make staff redundant. 

PR agencies are fee-based so there are no on-going staff costs and obligations beyond the work for which 
they have been appointed. Therefore, despite potentially high fees, external agencies may be a flexible, cost-
effective option overall.

External PR agencies carry out many functions, including full-service PR as well as specialist PR services 
drawing on their specific skills, knowledge and resources. 

Skills
Whilst all PR professionals will have strong writing skills, some PR agencies specialise in providing 
professional writers (often referred to as copywriters). Their focus is on content creation rather than other 
aspects of PR such as communication strategy and dissemination of content.

Some PR agencies also specialise in events management which means they are skilled at organising and 
managing events aimed at promoting a brand, organisation or individual. This could be anything from a product 
launch to an open day or an awards dinner.

PR agencies tend to have specialists who are expert at media pitches. In other words, they can draw on 
their extensive contacts in, and knowledge of, the media to craft effective, tailored messages to promote a story.

Knowledge
PR agencies may be better placed to help an organisation or individual looking to promote themselves through 
a particular type of media. For example, they may have knowledge of how to use television for the purposes of 
PR and will be able to identify opportunities to be featured and format material for this specific type of media. 

A PR agency may have specific knowledge about media in various local, national, or international 
regions. Their services will be particularly valuable if, for example, a company is looking to begin operating 
in a different country or continent but has no experience of the media environment there.

Some PR agencies may focus on specific industries and have in-depth knowledge of how to engage 
effectively with the media in that sector. PR agencies may have specialist knowledge or specific PR types or 
specialisms (for example, government relations, investor relations, community relations or crisis management).

Resources 
PR agencies will likely have access to a wide range of media and celebrity contacts and have access to useful 
resources such as databases, distribution systems (for example, news wires such as paid for services which 
provide access to large databases of media contacts to help get stories about your brand to the press).
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PR agencies will also have effective systems to monitor and analyse an organisation or individual’s media 
coverage. PR agencies may have specialist resources and expertise in areas such as audio-visual techniques 
and photography.

Examination Tip
You should know and understand why an organisation may wish to maintain its own internal PR 
team and why an organisation or individual may engage the services of an external PR agency. 
You should be able to explain the advantages and disadvantages of both in-house PR and 
external PR agencies.

 1.4 Public relations activities

Types of PR activities
The role of a PR professional can be very varied. They may be expected to undertake a wide range of activities 
in their day-to-day job. 

Planning and executing campaigns
A PR campaign is a series of PR activities developed with specific goals (for example, to raise awareness or 
to change the behaviours of publics or for a specific purpose, such as a product launch or a political election 
campaign). A PR campaign differs from day-to-day PR activities as a campaign has specific objectives and a 
limited timeframe. PR specialists plan, manage and measure PR campaigns to ensure that they are delivered 
effectively and to check if they achieve their intended outcomes.

Managing media and media relations
PR experts build and maintain databases of media contacts (for print and online media) in order to target their 
campaigns appropriately at contacts who are likely to publish their PR stories.  

Targeting media contacts, however, tends to be more effective when PR experts have built long-term 
relationships with contacts within the media. This involves developing and managing relationships with 
journalists, being aware of key industry publications, researching which types of media and publications are 
relevant and what type of content media contacts are looking for. 

These days, social media management also plays a significant role in a PR professional’s job. It can 
include creating, publishing and sharing relevant content as well as moderating and mediating content posted 
by publics. It is important to respond to comments and feedback from publics in a timely and appropriate 
way which will reflect well on a brand’s reputation. Where a PR professional creates content for social media 
(or any other online media) they will need to ensure that it is optimised for search engines. Search engine 
optimisation or SEO is covered in more detail in Chapter 2.

Developing messages to be communicated
PR experts are closely involved in the development of key messages to be communicated to publics. Any 
key messages developed on behalf of an organisation require PR professionals to work closely with senior 
management in order to ensure that any messages accurately reflect the mission and values of the organisation. 
In structuring key messages there are a number of tools which can be used to help plan out and structure 
content, including message mapping and storyboarding.
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Message mapping 
This is a way of creating content which is mapped to particular audiences (publics). It helps PR professionals 
to craft messages which are relevant to each audience. In this way they can develop messages from an audience 
perspective, highlighting why the organisation is beneficial to the particular audience and taking into account 
what the audience knows or does not know already about the organisation or individual. They also tend to 
include supporting messages or proof points which provide evidence of the credentials of an organisation/
individual (for example, experience, success stories and staff expertise).

Storyboarding
This is a planning tool to help organise content and is a great way to help the creative process. It can be done 
on a piece of paper or through dedicated story boarding software and it involves planning content in a visual 
manner (a little like a comic book strip). It is particularly useful in today’s media environment which focuses 
increasingly on visual content (for example, videos, photography, infographics, memes and slides) as well as 
written content.

Producing a press release
A press release (sometimes also called a ‘news release’ or ‘media release’) is an official written communication 
provided to the media to provide information on something newsworthy about an organisation/individual, in 
the hope that it will lead to publicity.

The ability to prepare a good press release is an important skill for PR professionals and involves researching 
content, writing the press release itself and distributing it, either directly to relevant media contacts or via a 
news agency or news wire, which is a service which distributes press releases to a database of media contacts. 
More detailed information on how to prepare a press release can be found in Chapter 3.

Thought leadership
Though leadership is a form of PR in which organisations and individuals put forward their opinions on various 
issues. It can help them stand out as an expert or an authority in a particular field. It also familiarises their 
audiences with their views and helps to build the brand’s reputation as trustworthy and reliable. It can be 
an effective way of engaging with public bodies such as law and policy makers on relevant issues and it 
builds relationships with customers, investors and sponsors by helping them to develop a clear picture of an 
organisation or individual’s brand values. A PR professional can help organisations or individuals to promote 
their thought leadership through publications and broadcasts (both online and offline). It can be developed in 
a variety of ways, such as:

• Publishing the organisation or individual’s own views in ‘opinion pieces’ or articles (in magazines, 
newspapers or trade press), or through more in-depth reports (often termed ‘white papers’).

• Commissioning or publicising research from external experts in specialist subjects in support of the 
organisation or individual’s viewpoints.

Developing brand advocates
Increasingly, PR professionals are tasked with developing brand advocates. Brand advocates are supporters 
of a brand (organisation or individual) who are happy to ‘spread the word’ about it and promote it in a 
positive light to a wider audience. Brand advocates will typically promote the brand through ‘word of mouth’ 
or through social media (often with images and the use of hashtags). PR professionals will often seek to 
develop highly influential brand advocates such as popular bloggers (or vloggers) or other celebrities. Brand 
advocates are similar to brand ambassadors who perform a similar function but tend to be paid to promote 
the brand. 
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Managing corporate sponsorship
PR professionals may also be responsible for managing corporate sponsorship. Sponsorship is an effective way 
for brands to gain publicity and to align themselves with certain causes or activities (such as charitable events 
or sporting competitions). Sponsorship management involves seeking out relevant opportunities, building 
relationships and presenting a positive brand image. PR professionals may also be tasked with seeking external 
sponsorship for a brand which they manage. This is often the case for individuals (for example, professional 
sports people or charities, NGOs and sporting teams). This role again involves identifying suitable sponsors, 
building relationships and presenting a positive brand image. 

Employee communications
Internal employee communications is another area that PR professionals may focus on; writing newsletters, 
preparing announcements, managing internal social media (such as intranets), organising events and developing 
awareness campaigns. They may also conduct media training to ensure that staff who will appear in the media 
(particularly through broadcast interviews) are able to present key messages effectively. 

The role of a PR professional can be very varied and involve a wide range of activities (depending on specific 
job descriptions). In addition to those activities detailed above the role may include: creating speaker 
opportunities (conferences, panels), writing speeches, organising events (such as press conferences, 
product launches, parties, face-to-face meetings, public meetings and conferences), developing and updating 
website content, managing social media channels and activity and tracking and reporting on the results of 
PR activities.

Examination Tip
You should be familiar with the main activities undertaken by PR professionals, including 
managing PR campaigns, managing relationships with the media, writing a press release, 
developing brand advocates, thought leadership, event management and updating web and 
social media content. You should also understand what the various PR activities involve and how 
and why they are used by PR professionals in their day-to-day role. You will be required to apply 
your knowledge to real life PR contexts/scenarios and be able to create a short press release.

Chapter 1 Summary

What you have learned:

• The purpose and the different types (specialisms) of public relations, and PR’s relationship as 
part of the wider marketing mix.

• The different types of PR publics and the users of PR services.

• PR as a service provision to individuals and organisations, and how and why each service is 
supplied, including the difference between internal (in-house) and external (PR agencies) PR 
services, and the advantages and disadvantages of each.

• The different types or PR activities.
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Activity

1.1 Read the following information about ‘Billy’s Burgers’. Then match the actions taken by Billy’s Burgers 
to the PR specialisms below.

Billy’s Burgers is a national burger chain. There are approximately 50 Billy’s Burger restaurants 
around the country serving food to eat in and to take away. 

Recently Billy’s Burgers has received a lot of negative publicity because it uses food packaging 
which cannot be recycled. Many people have stopped eating at the restaurants because they are 
concerned about the impact it has on the environment. As a result, the restaurant chain’s wealthy 
investors are concerned about the recent falling sales and the impact this has had on the company’s 
profits.

Billy’s Burgers has recently taken steps to change its packaging and the company’s PR department 
has been tasked with managing a campaign to counter any negative publicity and promote a 
positive view of the Billy’s Burgers brand. The restaurant chain now uses burger wrappers which can 
be recycled, it only provides plastic straws to customers if they ask for them and it offers a discount 
on drinks served in re-usable cups.
Pearson LCCI Level 3 Public Relations and Media Relations 

 
 
 
 
 

Practice questions  

 
1.1 Identify four PR specialisms 

(4) 
1	_____________________________________________________________________________________	
	
2	_____________________________________________________________________________________	
	
3	_____________________________________________________________________________________	
	
4	_____________________________________________________________________________________	

 
 
 

1.2 Which of the following are examples of publics. Tick all that apply. 
(1) 

£      A Current employees 
£      B  Potential customers 
£      C  Social media 
£      D  Elected politicians 
 
 
 

1.3 Explain one reason why an organisation or individual would undertake PR. 
(2) 

_____________________________________________________________________________________________
_____________________________________________________________________________________________

Community	relations

Investor	relations

Consumer/lifestyle	
PR

Employee	relations
The CEO of Billy’s Burgers has given an 
interview to be featured in the financial 

supplement of a national newspaper. 

Staff have been informed about the 
environmentally-friendly policy and encouraged to 

offer customers reusable cups.  

Senior staff have volunteered to pick up litter in 
local parks near Billy’s Burgers restaurants. 

Billy’s Burgers introduced branded reusable cups 
and encouraged customers to post photos of 

themselves drinking from them on social media. 

’
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Practice questions

1.1 Identify four types of PR activities.

(4)

1 ............................................................................................................................................................................

2 ............................................................................................................................................................................

3 ............................................................................................................................................................................

4 ............................................................................................................................................................................

1.2 Which one of the following is not an example of a public?

(1)

□ A Current employees

□ B Potential customers

□ C Social media

□ D Elected politicians

1.3 Explain one reason why an organisation or individual would undertake PR.

(2)

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................



Learning Objectives

2.1 Media
Understanding and application of how the different types of media are 
selected and used by organisations to support PR activities.

2.2 Media relations
Knowledge, understanding and application of methods of managing 
media relations.

CHAPTER 2
THE MEDIA AND 
MEDIA RELATIONS 
ENVIRONMENT
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 2.1 Media

Media is the collective term for channels of mass communication. Types of media include print, broadcast and 
digital/online. It’s important for PR experts to identify the best type of media for communicating messages on 
behalf of a brand (organisation or individual).

Types of media

Print and broadcast media
Print and broadcast media have traditionally been the most popular form of media for public relations. 

• Print media includes newspapers (local, national), magazines, industry trade publications, newsletters, 
fact sheets, brochures, posters, reports and white papers (detailed reports).

• Broadcast media includes radio and television. 

However, there are many limitations to print and broadcast media. Firstly, both these forms of media are 
‘one-way’ communication channels. In other words, the message is communicated to the audience (or publics) 
but there is little or no opportunity for the audience to engage or provide feedback. 

It is also difficult to target specific audiences through print and broadcast media. Whilst it is possible to 
focus on certain publications or broadcast timeslots, it is not possible to guarantee that the message will reach 
a specific audience. Without audience feedback or reliable metrics, it is difficult to measure how engaged the 
audience is with traditional print and broadcast campaigns, and therefore how much impact the PR activity is 
having. Print newspaper metrics, for example, will show how many papers have been sold, however they will 
not provide any insight into who has read what within the newspaper. 

Added to this, both print and broadcast media can be very passive. Often the television or radio is on in 
the background without attracting the concentrated attention of the viewer or listener, who may be busying 
themselves with other activities. Similarly, with print media, messages tend to be delivered to the recipient 
rather than the reader actively seeking them out. Therefore, newspaper and magazine articles may be skipped 
or skimmed over if they do not spark the interest of the reader. By contrast, in the internet age, the public has 
freedom to decide what information it will consume and how and when it will consume this information. A 
journey through a website can take an almost infinite route, whereas a TV show is a linear experience. 

However, there are advantages of using print and broadcast media. In general, there is less competing 
information within the realm of traditional media. Compare the experience of watching TV with reading a 
social media stream. Social media is characterised by the constant appearance of stories competing for the 
audience’s attention. There will no doubt be significant ‘click-bait’ (an enticing link with the aim of taking you 
to a different website) and dramatic headlines designed to peak the readers’ curiosity and entice them towards 
other content. Televised content, by contrast, is designed to provide coherent messages which the broadcaster 
wants the viewer to see in full and, apart from the odd advert break, they are not littered with competing 
messages to draw attention away from the programme.

Also, because print and broadcast media is one-way, with the public not generally contributing to the 
conversation, organisations may have more control over their messaging. However, this does not guarantee that 
an organisation’s publics will receive a message as it is intended. PR is rarely something that can be completely 
controlled, and the media can edit messages to suit its own audience and its own agenda. 

For example, if a supermarket chain is opening a new store it may issue a press release highlighting how 
the new store will create 80 new jobs. A newspaper may pick this story up but focus on how the new store will 
impact negatively on smaller, local shops. 
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Online media
Over the past couple of decades, online media has grown exponentially as a channel for communication. 
PR professionals need to create or oversee the development of material for a range of online platforms. This 
content may be presented in a number of formats (such as written, video and graphics) and they need to present 
an engaging message and a consistent image of the organisation or individual. Examples of current online 
media include:

• social media (social websites, video sharing websites, image sharing websites, social bookmarking 
sites)

• blogs, micro blogs, vlogs
• discussion forums, question and answer websites
• news sites
• newsfeeds
• reports
• emails, e-newsletters
• websites (external communication)
• intranets (internal communication)
• webcasts
• wikis (internal and external).

As with traditional broadcast and print media, online media has many advantages and disadvantages. 

Advantages of online media

Online media offers an opportunity for organisations to engage in direct communication with 
its publics, (for example, even newspapers tend to enable readers to comment and feedback on 
stories).  

It is possible to target social media campaigns demographically (for example, by age, geography, 
interests and so on).

Online media can provide instant and detailed feedback, enabling organisations to monitor and 
measure the effectiveness of a campaign, (for example, often it is possible to see exactly who has 
engaged with the content and for how long, as well as where they found the content in the first 
place).

There is often a ‘snowball effect’ with online media. Successful social media campaigns, for example, 
succeed in turning friends of fans into followers by promoting content, sharing and tagging.

Social media can be a cost-effective means of communication. Effective organic campaigns (non-paid 
campaigns) can grow and even go viral.

In terms of paid for media, online campaigns can be effectively targeted and scaled to provide a 
good return on investment (ROI).

Search engine optimisation (SEO) techniques can be used to get the message seen by larger or more 
relevant audiences.

Organisations can have complete control of stories they put on their owned media (for example, on 
an organisation’s own website or through their email list). 

Earning publicity (and particularly hyperlinks) from credible external online publications to a website 
can really benefit an organisation’s SEO.
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Disadvantages of online media

Online media management can be time-consuming. There are many social media channels and, 
even if an organisation is not actively promoting itself through a particular channel, it should still 
be monitoring it for any user generated content (UGC), comments, complaints, compliments or 
questions. 

The rise of social media has provided an outlet for the masses to post content about brands, 
organisations and individuals. As people are more likely to post about bad experiences than good 
experiences, social media often leads to negative PR and PR experts have to spend an increasing 
amount of time in being reactive.

The ease of publishing content through online and social media means there is a lot of ‘noise’ 
against which organisations must compete. In other words, it’s difficult to ‘stand out’ amongst all the 
competing stories on the internet. 

Search engines and social networks use software formulas or ‘algorithms’ to determine what content 
will be shown to their users, and in what order. If you are using a website or an online social media 
channel, it is not possible to control the algorithms and therefore it is difficult to control who sees the 
content.

Demographics can affect the accessibility of online media. For example, people in remote geographic 
regions may not have internet access, and older people may be less likely to have social media 
accounts.

Email lists are populated by people who have subscribed to receive your emails. By default, they 
are already supporters or ‘advocates’ of your brand. Whilst fans are more likely to be customers or 
supporters, it’s hard to reach new customers through email lists as they will not have subscribed to 
the emailing list.

Online media is very easily shared, so bad news (as well as good news) can go viral very quickly. 

Like it or loathe it, online media is not something which PR professionals can ignore. Furthermore, over the 
past couple of decades, online media has not only become more prevalent, it has also fundamentally changed 
the way organisations and individuals interact with their publics. 

The internet facilitates a more symbiotic relationship between organisations and their audiences:

• It has led to an increase in consumer/lifestyle media. For example, PR specialists may target influential 
vloggers, as their endorsement may enhance the aspirational value of a brand.

• It has led to the emergence of user generated content (UGC), whereby consumers themselves create 
content which can enhance an organisation’s brand.

Marketing expert Seth Godin talks of social media leading to the emergence of permission marketing which 
involves publics (particularly consumers) opting in to receive information about a brand. This contrasts with 
traditional marketing, which Godin terms interruption marketing, whereby an organisation or individual targets 
publics in the hope they will be receptive to its messaging. Interruption marketing is usually a type of paid for 
marketing.

Permission marketing is often termed ‘organic’ or ‘earned’, and refers to marketing that is not paid for. 
This kind of content must therefore be good enough for people to opt-in. Paid social media marketing, by 
contrast, is a form of interruption marketing, which is when organisations/individuals pay money to interrupt 
people with their marketing message. For example, pay-per-click marketing (PPC) or sponsored posts.

As online media and internet communication continues to evolve, the distinction between permission 
marketing and interruption marketing is becoming blurred. Take for example an organisation’s video hosted 
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on a vlogging website, if the audience is made up of subscribers or people who have actively searched up the 
content, it is clearly a form of permission marketing. However, if the vlog content is served up automatically 
by the vlogging website’s algorithms, often because it has many views already or is ‘sponsored content’, it is 
a form of interruption marketing. 

Factors to consider when choosing media channels
With such a wealth of media options available today, it is important for PR professionals to analyse the best 
options for the organisational and PR objectives of the brands they represent. It is important not to use a 
‘scatter-gun’ effect, in other words targeting a wide yet random range of media with little or no rationale. It is 
crucial to focus on what the best primary media should be for your audience and your message.

Primary and secondary media  
Primary media means the main media channels publics will engage with and, as a result, campaigns and 
messages should be designed primarily around this media. To get this right, PR experts need to understand the 
organisation or individual’s target audiences. 

PR professionals therefore need to be able to answer key questions about the demographic profile of their 
audience in order to build a clear picture of their ideal customers or supporters. This will help them to identify 
the most suitable media channels. Key questions could include: 

• Are they young or old? 
• How much do they earn? 
• Where do they live? 
• Where do they work? 
• How do they travel and how long is their commute? 
• Are they ‘time rich’ or ‘time poor’? 
• What are their hobbies? 
• What technology do they engage with? 
• What are their preferred social media networks?
• How well does your audience know your organisation or understand the topics in your messaging? 
• What is the size and potential growth of audience?
• Is your audience local, national or global?
• What is the scope for your message to spread (or go viral)? 
• Do you audience prefer one-way and two-way (interactive) communication?
• How regularly do they need to communicate?
• Are there any international contexts (such as language, culture, time zones)?

The list above is not an exhaustive list but these kinds of questions help to build a clear picture of the target 
audience and helps to identify the best media channels to focus on and how to pitch messages. Gaining an 
in-depth understanding of audience profiles helps PR professionals to make key decisions on which type of 
media to target. For example, depending on whether or not audiences require frequent communication they 
may target daily, weekly or monthly publications. Similarly, an audience’s access to various technology (such 
as mobile phone and social media applications), will influence media choice. 

Other factors which influence media choice include the size of the audience and its potential for growth 
and whether it is local, national or international as well as international contexts (such as language, culture 
and time zones. An organisation looking to raise its profile to a large audience in a local area would likely 
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Figure 2.1 – Owned, earned and paid media 

 

Successful brands use a mix of media to develop a comprehensive marketing strategy, with the different 
elements linking together. For example, paid for content may point audiences to an organisation’s website; 
an organisation’s own blog may encourage sharing via social media networks; and earned coverage in online 
newspapers can really benefit an organisation’s own website SEO (search engine optimisation). 

Search Engine Optimization (SEO) 
The major factor determining visibility of your brand or message in the online world is how well your digital 
content is optimised for search engines. Search engines are what people use to help them find relevant 
content online. Search engines use complex algorithms to point people towards appropriate, high-quality 
content.  

Each search engine has its own algorithms and they are constantly changing to improve viewers’ 
experiences. Search engine optimisation is the process of ensuring that an organisation’s website ranks 
highly for its content and also increasing the likelihood that a potential audience will click through to the 
website.  

SEO can require very complex skills but it tends to include effective keywords and metatags (descriptions of 
your content within the code of your website), search-friendly URLs (web addresses), and effective 
copywriting (ensuring your web content is relevant and reads well).  

As well as ensuring you have optimised your website for search engines, it is important to understand that 
gaining publicity from earned media can also be an incredibly effective way of enhancing your SEO. Search 
engines tend to rank websites more highly if they have inbound links from other trustworthy or influential 
websites, this is known as ‘link-building’. 

Getting featured in major online publications with editorial content that links back to your website is 
incredibly powerful and makes PR an increasingly important component of modern marketing.  

Figure 2.1 Owned, earned and paid media

choose to target different media than an audience looking to reach a specialist international audience. Whether 
or not the target audience is already highly knowledgeable about the brand (organisation or individual) and the 
subject matter being communicated would also influence a PR professional’s choice of media.

Whilst media campaigns should be designed around primary media channels, secondary (or additional/
complementary) media should be kept in mind. Secondary media helps to complement the coverage being 
sought from primary media. Developing an effective media mix (outlined in figure 2.1), with primary and 
secondary media across paid, earned and owned channels, can really benefit your PR effort, where different 
online channels interlink. 

Owned media
With the rise of internet communication, organisations have been able to develop their own media outlets and 
so become less dependent on traditional media. Against this background, it is important to understand what is 
meant by ‘owned’ media and how this interacts with earned and paid media.

Owned media is anything under an organisation or individual’s direct control (such as websites, newsletters 
and blogs). Social media is usually regarded as a form of owned media. The rationale is that brands own their 
own social media accounts or channels and they can communicate their messages to their subscribers how and 
when they wish. 

However, it can be argued that social media is not truly owned by an organisation or individual. This is 
because visibility on social media must to some extent be ‘earned’ (often through encouraging social sharing of 
posts). Social media platforms have control over visibility due to their complex algorithms which filter content 
for users and often favour paid content over organic content. Social media platforms also develop their own 
content rules and are ultimately able to shut down accounts if they do not conform. 

Developing an effective digital media mix
Successful brands use a mix of media to develop a comprehensive marketing strategy, with the different 
elements linking together. For example, paid for content may point audiences to an organisation’s website; 
an organisation’s own blog may encourage sharing via social media networks and earned coverage in online 
newspapers can really benefit an organisation’s own website SEO (search engine optimisation).
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Search Engine Optimisation (SEO)
The major factor determining visibility of your brand or message in the online world is how well your digital 
content is optimised for search engines. Search engines are what people use to help them find relevant content 
online. Search engines use complex algorithms to point people towards appropriate, high-quality content. 

Each search engine has its own algorithms and they are constantly changing to improve viewers’ experiences. 
Search engine optimisation (SEO) is the process of ensuring that an organisation’s website ranks highly for its 
content and also increases the likelihood that a potential audience will click through to the website. 

SEO can require very complex skills but it tends to include effective keywords and metatags (descriptions of 
your content within the code of your website), search-friendly URLs (web addresses) and effective copywriting 
(ensuring your web content is relevant and reads well). 

As well as ensuring you have optimised your website for search engines, it is important to understand that 
gaining publicity from earned media can also be an incredibly effective way of enhancing your SEO. Search 
engines tend to rank websites more highly if they have inbound links from other trustworthy or influential 
websites, this is known as ‘link-building’.

Getting featured in major online publications with editorial content that links back to your website is 
incredibly powerful and makes PR an increasingly important component of modern marketing.

Case Study 2.1 An example of an individual using 
online PR

Banjo is a vlogger who vlogs about video games. His audience of followers is growing rapidly and 
he currently has nearly 50,000 followers who subscribe to his vlogging channel. 

He is focused on building his brand as a vlogger in order to gain advertising revenue and 
sponsorship. He has been featured online: on gaming websites, as a guest on other vloggers’ 
channels, and he has a growing following of minor celebrities and other vloggers following him 
on social media.

Recently he has been approached by an app development company who want him to be the first 
to showcase their new app-based game.

Banjo’s story highlights the evolving, symbiotic relationship between brands and the media in the 
online world. On one hand, Banjo is an aspiring celebrity who is using various PR techniques and 
media channels to build and enhance his own personal brand. On the other hand, Banjo himself 
is beginning to become an attractive proposition for ‘lifestyle PR’ as companies, such as the app 
development company who has approached him, wish to associate their app brand with him and 
gain exposure through his vlog’s growing audience. 

Banjo is therefore a brand using PR to enhance his reputation as well as providing a channel for 
other brands to enhance their reputations through his growing media presence.

How a message is perceived
In many ways, ‘what’ we say is not as important as ‘how’ we say it, and an organisation/individual’s choice of 
media can greatly influence how a message is perceived. This concept was summed up by the academic Marshall 
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McLuhan when he introduced the phrase “the medium is the message” in his 1964 book “Understanding the 
Extensions of Man”. 

The concept of the “media being the message” means that we need to consider how our choice of media, 
particularly online, can affect how our message is perceived by our audience. For example, some social media 
platforms have implemented character limits, meaning messages are expected to be short and to the point; 
some networking sites symbolise professionalism whilst others are regarded as more fun and casual. Also, 
as images become increasingly important across all types of media, perhaps because it is easier to capture an 
audience’s attention with a picture or short video in an increasingly crowded media landscape, certain social 
media channels have been purposefully designed around the idea of image-based posts.

Examination Tip
You should keep in mind the differences, advantages and disadvantages between the different 
types of media including one-way media communication (such as print and broadcast) and social 
media. You should also understand the factors which influence your choice of media. You will 
need to apply your understanding to real life PR contexts/scenarios.

 2.2 Media relations

Methods of managing media relations
There are different ways to manage media relations; proactive PR, reactive PR or through helpful behaviours.

Pro-active PR
Pro-active PR is planned on behalf of an organisation or individual in line with overall strategy. It is scheduled 
activity rather than undertaken in response to external events or beyond their control. When managing relations 
with the media (maximising brand visibility across earned media), it is important for PR professionals to 
familiarise themselves and build and maintain networks of key contacts in the media industry (these can be 
local, regional or international) and develop effective relationships with these contacts. 

There are many benefits to building media relationships. Firstly, building strong relationships makes it 
easier to understand the media’s editorial requirements, schedules and deadlines and thereby target (or 
pitch) stories accordingly. Every media channel will have its own editorial requirements which PR professionals 
need to research, but will likely involve:

• avoiding product promotion (which could be considered to be an advert)
• ensuring factual accuracy
• ensuring your website is high quality and up-to-date
• providing quotes 
• providing images 
• ensuring images do not breach copyright
• ensuring all relevant information is provided.

Images are increasingly important, especially in the world of online media. Not only do accredited images 
help SEO, they have been shown to help retain readers’ attention and engagement with a story.
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Developing strong, long-term links with media contacts is an effective way to make an organisation known 
to the media and means the organisation can find out what kind of stories certain journalists are interested 
in. Publications plan a certain amount of their content many months (often a year) in advance and welcome 
stories or contributions which fit their content plan. Most publications release what is often called a ‘forward 
features list’ which includes editorial calendars outlining the future content schedule including a list of topics, 
brief descriptions, submission deadlines and dates of publication. This means that when PR professionals are 
preparing a PR plan they can include key editorial opportunities far in advance. PR professionals understand 
that pitching stories on relevant topics at times which suit the editors is far more effective than simply issuing 
speculative press releases at times which suit their own organisation. Creating and providing content, in the 
correct format, to fit editorial schedules makes a journalist’s job much easier and, as a result, content is much 
more likely to be published.

Once you have established strong links with journalists and demonstrated that you are able to provide 
quality content which suits their needs, you will become a trusted source of information, and journalists are 
also far more likely to come back for future stories. 

PR professionals can also be expected to be proactive in arranging and managing interviews with key 
spokespeople with whom the media would like to speak, or to provide relevant commentary on newsworthy 
stories related to their industry. This involves being proactive within an organisation such as finding the right 
people to be interviewed (spokespeople), providing media training to these spokespeople, and drafting copy 
or editing comments for journalists. It also involves being pro-active externally; liaising with journalists and 
broadcasters, researching publicity opportunities through online networks, sending media alerts to key media 
contacts (promoting specific events, providing details of purpose, location and media contact points) and 
preparing media packs (with all the relevant background information journalist would require to write a story).

Press conferences, press briefings and journalist visits can also be an ideal way to engage the media. 
Although such events can be time consuming, well planned and managed media events help to portray a 
professional image to the media. We will look at the key factors to consider when organising briefings and press 
conferences in Chapter 3.

Whilst it may be challenging to connect with the media, it is important to remember journalists need stories 
to fill ‘column inches’ in their publications or online content, and broadcasters need to fill airtime. It is therefore 
in the interest of the media to have good quality contacts in their specialist areas and therefore often welcome 
the opportunity to build good quality connections with relevant organisations and individuals.

When pitching a story to the media it is quite common to offer exclusivity. In other words, an organisation 
or individual will agree not to provide the story to other media, often for a certain time period. It is important 
to recognise the risks and benefits of offering exclusivity to a media outlet. Offering an exclusive story can be 
a big incentive to the media, but this is usually only when the story is so significant that it will offer them a 
competitive edge and help them sell publications and make revenue. 

Much of the time PR coverage doesn’t warrant an exclusive deal. For example, a product launch is generally 
something for which an organisation would likely seek coverage from multiple media channels. The risk of 
offering an exclusive deal is that the media outlet with which the exclusivity deal is signed gets a bigger 
alternative story and ends up publishing that story instead. In the meantime, no other outlet is permitted to 
run the story, or can only do so once the agreement has ended. By this point the story may have become old 
news and not worth mentioning. You can also potentially damage relationships with other media channels by 
refusing to let them run a story due to an exclusivity deal with a competitor.

In the online world, the media are more likely to ask for exclusivity to ensure that, if they invest their time 
a story, it has not been published elsewhere on the web. This is largely because duplicated online content may 
negatively affect a website’s SEO. 
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Reactive PR
Reactive PR involves responding to press enquiries usually related to unexpected events outside of the control 
of the organisation or individual. This often means dealing with negative events such as customers being injured 
by a product, data protection breaches or allegations of mismanagement. This is referred to as ‘crisis PR’ or 
‘crisis management’ (discussed further in Chapter 3). However, reactive PR can also involve responding to 
a positive event such as a brand unexpectedly going viral (in a positive way) on social media, or something 
unexpected happening in the news which would give the ideal opportunity to portray a brand in a positive light.

PR professionals need to monitor media coverage of their own brand as well as keeping up to date with 
what’s going on in their industry and in the wider world to explore if there is an angle to build on. These days it 
is relatively easy to follow journalists and monitor the media (for example, by setting alerts for trending topics 
within search engines, engaging with journalists or following hashtags on social media).

Helpful behaviours
When dealing with the media, it is important to display certain positive and helpful behaviours, such as:

• dealing honestly and reliably with journalists
• sending helpful information and materials (such as statistics, data, facts or anecdotes)
• responding quickly to media requests (because journalists work to deadlines)
• timing press releases around media publication schedules
• ensuring the subject matter of a press release is relevant to the audience
• ensuring press releases are correctly formatted and use graphics where necessary to ensure journalists 

have everything they need.

Examination Tip
You will need to have knowledge and understanding of the different methods of managing 
media relations including proactive PR, reactive PR and managing behaviours. You will need to 
be able to apply your knowledge to real life PR context/scenarios.

Chapter 2 Summary

What you have learned:

• The characteristics of different media and the advantages and disadvantages of each 
(broadcast, print and online media).

• How online media is changing the relationship between organisations (or individuals) and 
their audiences.

• The key factors to consider when choosing media channels and how the choice of media can 
influence the perception of a brand and its message.

• The difference between pro-active (planned) PR and re-active PR (in response to events 
outside of your control).

• How PR professionals manage media relations and engage with the media in both pro-active 
and re-active situations, including the behaviours and information which is helpful to the 
media and therefore more likely to result in content being published.
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Activities

2.1 For each of the four statements below, which are true and which are false? Circle the correct answer.

 (a)  PR professionals should always seek to sign exclusivity deals with the media when pitching stories. 
True/False

 (b) Crisis PR is a form of reactive PR. True/False

 (c) Issuing a press release is more effective than building relationships with journalists. True/False

 (d) The media plan much of their content up to a year in advance. True/False

2.2 Place the following four online media into the correct boxes.

• E-newsletter

• Social media shares

• Company blog

• Online newspaper content

Earned Owned

Practice questions

2.1 Give two advantages of using online media rather than print or broadcast media.

(4)

1 ............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................
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2 ............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

2.2 The Department of Environmental Sciences at a University has a global reputation in the field of air 
quality. The Head of Department has published many widely-cited research papers on the effect of cars 
on air quality. A news story has recently broken about the mistakes on the testing of diesel cars, revealing 
that diesel cars are much more harmful to the environment than previously thought.

 Explain two PR activities the university could do in order to maximise the university’s brand in response 
to the news story.

(4)

Activity 1

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

Activity 2

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................



Learning Objectives

3.1 PR campaigns
Knowledge, understanding and application of different types of PR 
campaign.

3.2 Campaign planning
Knowledge, understanding and application of elements of a campaign 
plan.

3.3 Preparing a press release
Knowledge, understanding and application of preparing a press release.

3.4 Organising a press conference
Knowledge and understanding of organising a press conference.

3.5 Monitoring and evaluating a campaign
Knowledge, understanding and application of methods of monitoring 
campaign outcomes.

CHAPTER 3
PR AND MEDIA 
PLANNING
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 3.1 PR campaigns

Types of campaign (goals)
Before developing a detailed PR campaign plan, it is crucial to determine the campaign goals; what type of 
campaign is being planned and what the intended primary outcome is. 

Goals should be broad and long-term. At this initial stage, you should avoid adding too much detail (such as 
target numbers or specific timeframes), this detail will be addressed later when setting campaign objectives. By 
nature, goals are broad, purpose-driven and difficult to quantify. 

Planned PR
Planned PR activities would tend to have the following types of high-level campaign goal:

• raising awareness
• information campaigns
• public education campaigns
• attitude reinforcement
• attitude-changing campaign
• behaviour-changing campaign.

Raising awareness
Awareness raising is a highly-planned type of PR, often focused around a specific issue or event such as the 
launch of a new product or an organisational rebranding or a charitable mission. 

Information campaigns
Information campaigns tend to be fact-based and can involve publishing results from commissioned surveys 
or reports. They may be focused on specific publics (such as engaging industry bodies or lobbying government 
departments) or they may be aimed at the wider public (such as through public education campaigns). 

Public education campaigns
This is a type of information campaign aimed at the general public. These campaigns are particularly successful 
in areas such as public health awareness, safety and environmental issues. The aim of public education is 
generally to change attitudes or behaviours through the presentation of relevant facts and information. 

Attitude reinforcement
If an organisation or individual is already highly visible and has a good reputation, it is important to maintain 
that position in order to maintain customer loyalty, charity donations, sponsorship and investor confidence, for 
example. As well as gaining positive exposure in the media, positive reputation management involves claiming 
authority for the brand or organisation. For example, if someone searches for a product or organisation online, 
PR should make sure that the organisation’s website is the first site to appear. Organisations have control over 
the content on their own website and must make sure it presents the brand in a positive light. 

Attitude-changing campaign
The goal of an attitude changing campaign is to change customers’ attitudes towards a product or brand from 
those that are negative to positive ones, or it could be issue-related (for example, changing social attitudes). 
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Behaviour-changing campaign
A campaign focused on changing behaviours is very similar, and often linked to, an attitude-changing 
campaign. For example, a campaign aiming to changing attitudes to HIV may also encourage people to go and 
get screened for HIV. 

Behaviour-changing campaigns may also result in changes to internal corporate behaviours, such as the 
adoption of new processes and procedures within an organisation.

Unplanned PR 
Unplanned PR is something which is undertaken in response to something in the external environment beyond 
the control of the organisation or individual. However, unplanned PR is a slightly contradictory term as PR 
professionals should always have plans in place, even for the most unpredictable circumstances. When we talk 
about unplanned PR, we refer to PR which is undertaken in response to events which are outside of the control 
of the organisation. Unplanned PR is often reactive however there should be a strategy in place before any 
crisis occurs.

It may involve dealing with unforeseen changes in the market (related to suppliers, competitors, industry, 
government or the general public) which it has little or no control over. For example, a company may be faced 
with a problem in its supply-chain which prevents it from manufacturing its products in time leaving customers 
disappointed.

Through social media and review websites customers themselves are able to provide very visible feedback 
(positive and negative) on products, services and even their views on an organisation’s management or ethical 
behaviour. PR professionals need to be able to respond in a timely and effective manner to such feedback or 
points of view. There should ideally be systems in place to monitor social media and policies in place about 
how to respond in order to maintain a strong reputation/brand image.

Crisis management
The most common type of unplanned PR is crisis management which is where something has occurred (a 
crisis) which may have a severely detrimental effect of the reputation of an organisation or individual. Crises 
can include such instances as product recalls (where a product the organisation has produced may be harmful), 
management or staff problems (including bullying, harassment, discrimination or fraud) or disasters (both 
natural and man-made). 

The role of a PR professional in crisis management is to mitigate the impact and help maintain/rebuild the 
reputation of the organisation or individual. There are a range of PR strategies which can be used to manage 
reputation during a crisis:

• Pre-emptive – This strategy involves taking action before anything has actually happened. It may even 
be undertaken in response to unfounded rumours which could impact on brand value and investor 
confidence. Pre-emptive PR is also often undertaken when an organisation knows that something 
negative is about to be made public. The advantage of this approach, is that it allows the organisation 
to control the media environment as PR are the first ones to tell the story and can therefore tell it from 
their point of view. 
 The strategy of releasing bad news about your own organisation is called a ‘prebuttal’ (or ‘pre-
emptive rebuttal’). It is reasonable for an organisation/individual to take this approach when its publics 
will inevitably hear the story anyway and when there is strong evidence for the publics to disregard the 
bad news or excuse the organisation/individual. 

• Offensive – This strategy involves the organisation going into an aggressive mode in order to discredit 
those attacking its reputation. It can involve embarrassment, shock, threat, or simply standing firm in 



28 LCCI LEVEL 3 CERTIFICATE IN PUBLIC RELATIONS AND MEDIA RELATIONS

response to criticism. When using this strategy an organisation needs to be sure it is operating from a 
position of strength and that any accusations are lacking in evidence.

• Defensive – This strategy is a less aggressive response to criticism. It involves denying any knowledge 
or responsibility, or excusing or justifying its actions.

• Diversionary – This involves directing attention away from the problem. It can include providing 
concessions (such as either financial or non-financial compensation) or disassociation (such as severing 
ties with the cause of the problem. For example, sacking someone or dropping suppliers).

• Commiseration – This is usually involves issuing a statement or empathising with affected publics. It 
could mean the organisation/individual expressing regret, concern or even apologising.

• Rectifying behaviour – This is a strategy intended to repair any damage done. It can involve investigations, 
corrective action and compensation.

• Deliberate inaction – This strategy involves the organisation/individual offering no substantive 
comment, deciding to respond vaguely and indistinctly (‘strategic ambiguity’); or to say and do nothing, 
and let the problem blow over (‘strategic inaction’).

Case Study 3.1 An example of crisis management PR

A major fast food chain was facing unexpected problems in its food supply-chain and, as a result, 
it did not have sufficient chicken to meet customer demand. Faced with increasing customer 
frustration (which was going ‘viral’ on social media) and growing media coverage, the company’s 
PR department went into crisis management mode.

At first the company had decided to employ deliberate inaction in the hopes that the situation 
would quickly blow over. However, as the situation with suppliers did not improve and there was 
growing media attention the company decided to change its approach.

The company quickly went into diversionary mode; publicly stating that it had dropped its 
suppliers as a result of their poor service and offering discounts to customers on all its other 
food offerings.  

The company also showed how it was rectifying its behaviour. The Chief Executive issued a 
statement to show that the company was thoroughly investigating the situation, taking corrective 
action and offering compensation to customers who had been affected by any unsatisfactory 
products.

Finally, once the company was sure that the situation had been remedied, and reliable new 
suppliers had been found, the company launched a pre-emptive campaign. It took control of the 
media environment and acted to dispel any ongoing rumours about its food quality and supply 
by stating that if any customers were unable to order a satisfactory chicken product they would 
receive a year’s free supply of chicken.

Although the company was responding to an unexpected event, it was well prepared to 
manage the crisis from a PR point of view. It had ensured staff had capacity and training to 
monitor and respond appropriately to social media posts. It had dedicated, experienced PR 
staff to develop responses, write press releases and deal with media enquiries. It had provided 
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senior staff, including the Chief Executive, with media training to ensure they were able to get 
their key messages over in a way that reflected well on the company when interviewed by the 
media.

This shows that it is important to plan and be prepared for crisis management even though it 
is a reactive activity undertaken in response to an unexpected event outside the control of the 
organisation. 

Examination Tip
You should understand that there are various types of PR campaigns which involve both planned 
and unplanned activities, and have an understanding of the reasons why each of these types of 
PR campaign might be undertaken.

Although you will not be expected to have an in-depth understanding of the different strategies 
for managing PR in a crisis, you should have a general understanding of how PR activity can help 
mitigate against reputation damage.

 3.2 Campaign planning

Plan for the long term
In order for PR professionals to achieve their campaign goals, a robust PR campaign plan needs to be developed. 
A plan sets out activity over the long-term but should be measured, reviewed and adjusted if necessary at 
regular intervals (see section on ‘schedule of activities’). PR campaign plans, for both planned and reactive 
campaigns, reflect an organisation or individual’s overall strategy and values. 

Elements of a campaign plan
Campaign plans will be different by organisation, industry and campaign, however they will all tend to have 
common elements. This could include:

• a situational analysis 
• SMART campaign objectives
• the target audience
• other stakeholders
• what messaging is to be communicated
• a schedule of activities (including milestones and deadlines)
• a media plan (outlining the different media to be used and the media relations activity, including press 

releases and press conferences) 
• what assets are to be used (such as promotional materials and creative services)
• the budget available for the campaign
• how the PR campaign is going to be evaluated.
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Finally, it is important in any analysis to look at what lessons can be learned from previous PR campaigns. 
Reviewing what worked well and what didn’t work well, will help inform any new campaigns and help them 
to be more effective.

Situational analysis
All PR campaigns should include a situational analysis. This is a tool used to analyse and identify:

• the exact nature of the challenges or problems to be resolved
• the opportunities that exist for the brand
• the current perception of the organisation by its audiences
• key topics to be communicated by a campaign
• outcomes to be assessed from any previous PR activity (what worked well, what didn’t) and how this 

assessment can inform future campaigns.

The most commonly used analysis methodology is ‘SWOT’. The acronym SWOT stands for strengths, 
weaknesses, opportunities and threats. This methodology is widely used across a range of business planning 
processes and is particularly effective for PR planning. It involves taking a critical look at the internal 
strengths and weaknesses and the external opportunities and threats for an organisation/product/brand 
so that PR can address them through effective communications.

In undertaking a SWOT analysis, PR professionals need to take an impartial approach and ask critical 
questions.

Positive Negative

INTERNAL Strengths are positive internal 
factors identifying, for example: 
• What is being done well?
• What do other people think is 

being done well? 
• What does the product do that 

other companies’ products don’t?

Weaknesses are negative internal 
factors identifying, for example 
• What is being done badly?
• What could be improved?
• What are the limitations of the 

product (good or service)?

EXTERNAL Opportunities are positive external 
factors identifying, for example: 
• What current trends are there that 

can be utilised?
• Can the customer base be 

broadened?
• How can social media be better 

utilised?

Threats are negative external factors 
identifying, for example: 
• What are other organisations 

doing?
• Is competition increasing?
• What social, legal and 

environmental challenges need to 
be considered?
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Case Study 3.2 An example of a SWOT analysis

The Coffee Bean Café is a local coffee shop which has been located on a high street in a small 
town for ten years. A major coffee shop chain is opening a coffee shop nearby soon and the Coffee 
Bean Café is analysing its strengths, weaknesses, opportunities and threats. It is carrying out this 
exercise to assess the competition from the new coffee shop and what to focus on to help ensure 
the future success of the Coffee Bean Café. The SWOT analysis is set out in the table below:

Positive Negative

INTERNAL Strengths
Coffee Bean Café’s staff are 
committed to the success of the 
business.

Customers love Coffee Bean Café’s 
home-made cakes.

The Coffee Bean Cafe is a local 
business with many loyal customers.

The Coffee Bean Café knows 
its customers very well and 
understands their personal likes and 
dislikes.

The Coffee Bean Café can respond 
to its customers’ feedback quickly 
and has the freedom to change its 
products.

Weaknesses
The Coffee Bean Café lacks 
marketing and PR expertise 
and budget so will find it hard 
to compete against the coffee 
shop chain.

The Coffee Bean Café staff do not 
present a consistent marketing 
message to customers which 
means the brand identity is not 
very strong. The Coffee Bean Café 
cannot afford branded cups etc.

EXTERNAL Opportunities
The Coffee Bean Café can brand 
itself as a local business, using 
locally sourced ingredients.

Social media can enable the Coffee 
Bean Café to reach local customers 
effectively.

Coffee Bean Café’s customers are 
keen to share social media content.

Threats
The coffee shop chain has huge 
marketing budget so can reach 
more potential customers and 
also target the Coffee Bean Café’s 
customers

The coffee shop chain has huge 
international brand value and 
therefore people are familiar with 
the brand and know what to expect 
from them in terms of products and 
service.

The coffee shop chain can attract 
high profile influencers to be seen 
to use their product and become 
‘brand advocates’.
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Campaign objectives (SMART)
Any successful PR campaign plan should have clear objectives. Objectives are the measurable steps or actions 
you need to take to reach your goals. They are vital in supporting the wider marketing and organisational 
objectives. Effective objectives are often defined as SMART objectives. SMART is an acronym for specific, 
measurable, achievable, relevant, and time-bound.

SMART objectives are useful because they can help you to develop effective communication, quantify the 
amount of resource required and evaluate the success or impact of a PR campaign.

• Specific – Being specific defines exactly what you intend to do. So, rather than being general (such 
as gaining exposure in newspapers), the objective would be made more specific (such as issuing three 
press releases and putting two features in local newspapers).

• Measurable – Measurable objectives determine whether an objective has achieved what it set out to 
do. For instance, a generic objective to improve the awareness and the importance of healthy eating 
amongst young people, could be made more measurable by educating 5000 teenagers from local schools 
about the importance of healthy eating.

• Achievable – PR campaigns affect change and it is therefore good to be ambitious in setting objectives. 
However, objectives should not unrealistic. If objectives are too big or too broad, it is important to 
narrow it.  This can be done by breaking them down into several smaller objectives.

• Relevant – Campaign objectives are the steps you take to reach your campaign goals and, as such, they 
should always relate back to campaign goals.

• Time-bound – Objectives should always have a completion date. It is also good practice to have more 
specific objectives (such as monthly targets) to help keep the campaign on track. 

Target audience 
A crucial part of campaign planning is identifying your target audience – who are the publics that need to 
be influenced? Messages should be targeted mainly at primary audiences but secondary audiences are also 
important. 

Primary and secondary audiences
Primary audiences are the group/s of people (or publics) which need to be influenced in order to achieve your 
campaign goals. They are the decision-makers, the people who will decide to purchase your product or change 
their behaviours in response to your campaign.

Most campaigns will also have a secondary audience. This is because:

• Either the primary audience doesn’t have the complete decision-making authority – For example, a toy 
company may target children but it is the parents who have the purchasing authority and will be buying 
the product. This means the parents would be the secondary audience.

• Or, there are audiences which are less important than the primary audience yet still important in their own 
right – For example, a shampoo company may identify women with long hair as their primary audience 
but their product may also be purchased and widely used by men. The men in this case would be the 
secondary audience.

An effective campaign should target both primary and secondary audiences. This can prove challenging, as 
it can it mean incorporating different levels of analysis into the campaign or tailoring the messaging to reach 
different people. However, PR activities focused on secondary audiences should be less resource intensive 
and more cost effective than those focused on primary audiences. This is because secondary audiences are 
not as crucial as primary audiences in achieving campaign goals. For example, they do not generate as much 
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revenue for a company as primary audiences or any desired changes in the behaviours or attitudes of secondary 
audiences may not result in significant impact. 

Geographical location and how audiences can be influenced
Brands (organisations and individuals) engage with their target audiences and attempt to influence them 
through consistent and effective messaging (messaging strategy) in order to achieve their PR goals (for 
example, to raise awareness or change behaviours). The geographical location of target audiences, along 
with other factors such as age, income and interests will affect the way in which messages are developed and 
delivered.  PR professionals will ensure that their messaging strategy resonates strongly with their primary 
and secondary target audiences (particularly their primary audiences and to a lesser extent their secondary 
audiences).

Other stakeholders (internal/external) 
As well as identifying target audiences, PR professionals must identify other stakeholders who will need to 
be aware of PR campaign messages. These other stakeholders are not the target of the PR campaign, in other 
words the aim is not to change their attitudes or behaviours. However, they will be useful in helping achieve the 
campaign goals. They may include the media (journalists and editors), as well as key internal staff (particularly 
senior executives who need to present messages in the media, or staff who have contact with primary and 
secondary audiences). In some cases, internal staff will require PR and media training or specialist customer 
care training as they may need to present a consistent brand message, or experts who may be called on to 
present technical information on key issues.

Messages to be communicated (messaging strategy)
A messaging strategy involves the development and use of consistent and effective messaging throughout a 
brand’s communications efforts. For example, everyone working in an organisation should be aware of the 
messaging strategy in order to present a consistent brand image. 

In formulating a messaging strategy, PR professionals need to develop a strong set of core messages. These 
core messages should run through all communications (spoken and written, online and offline) including brand 
statements, elevator pitches, press releases, boilerplates, interviews, presentations and brochures.

Core messages convey the main purpose of the organisation whilst also being easy for all employees to 
recall and repeat during conversations with target audiences, particularly current and prospective customers or 
donors. Having carried out a situational analysis and identified the target audience, it should be easier to craft 
strong, targeted core messages. The key messages of a PR campaign should reflect the mission and values of 
the brand (organisation or individual) and help to achieve the campaign goals and objectives. 

Start with the ‘why’!
Author Simon Sinek claims that successful organisations focus their messages on ‘why’ not ‘what’. For 
example, rather than focusing on what product a company has made, the message should focus on what 
problem the product is solving. In this way, messages becomes relevant to the audience and are likely to have 
a greater impact.  

Sinek proposes that successful messages should:

• start with the ‘why’ – Messaging should outline the core belief of the business and is why the business 
exists.

• then look at the ‘how’ – Messaging should indicate how the business fulfils that core belief.
• finally look at the ‘what’ – Messaging should detail what the company does to fulfil that core belief.
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Unique selling proposition/point (USP)
Effective messaging also focuses on what makes you stand out from the competition and what makes you 
unique. This is often referred to as your unique selling proposition or unique selling point (USP) a term first 
used by Rosser Reeves in the early 60s.

A USP could be a product feature (the product does something similar products don’t) or a geographic 
advantage (the only organisation offering a service in a certain area). It could be the industry authority (with 
world-renowned experts publishing on a particular subject), a celebrity or personality (maybe with recent 
awards for being outstanding in your field), or it might just be that it is the only organisation offering a particular 
service for free or cheaper than its competitors.

A USP may not last forever, so it is important to build flexibility around the messaging. Therefore focusing 
on the ‘why’ of a product or service is so important. For example, by stating that their cars “keep your family 
safe”, rather than “our airbags are the safest on the market”, a car manufacturer is maintaining flexibility in its 
USP. The statement can remain valid regardless of changes and advancements in car safety.

Focusing on a product’s USP is particularly important when communicating online because identifying 
those things which set it out as unique can be extremely effective when it comes to search engine optimisation 
(SEO). It is important to consider how a products USP fits with the words and phrases that will help it to rank 
highly in search engines and then develop messaging accordingly.

Brand statement
A ‘brand statement’, also known as a ‘brand definition’ or ‘brand slogan’, summarises a brand’s mission, values 
and character into a concise statement that defines what they do and how they differ from other similar brands. 

A brand statement should be short and memorable. The aim is to grab attention and be unforgettable. The 
best brand statements are only one sentence, two at most. 

Case Study 3.3 An example of messaging

Take the following messages from a car manufacturer:

Message 1 – We’re the world’s number one car manufacturer. Our latest model has great 
acceleration and great fuel economy. It is spacious in the back and comes in a range of colours 
and interior finishes. 

Message 2 – Do you have a growing family? Do you have lots of luggage when you go on long 
trips? Our latest car has space in the back for three people to sit comfortably and plenty of 
space for all your luggage. You can also drive for up to 400 miles without having to refuel. It’s 
the perfect family car!

Message number 1 focuses firstly on what the ‘what’ rather than the ‘why’. It starts with what the 
company does (make cars) and the features of the car rather than on why it this may be useful 
to the customer.

On the other hand, message number 2 focuses on the ‘why’. It sees the problem which the 
customer faces (the why) and shows how the product (the what) addresses this problem. Message 
number 2 is therefore likely to be more effective than message number 1.
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Mission statements and elevator pitches
Mission statements and elevator pitches describe the purpose of an organisation, individual or brand. Whilst 
still brief, they are slightly longer that brand statements or slogans. They should be a concise yet impactful 
description of what the organisation or individual does and why they do it. Mission statements are often found 
in a prominent position on corporate brochures and websites.

Elevator pitches can be viewed as a spoken, and sometimes less formal, version of a mission statement. 
They are widely used in interviews, tradeshows and other events, and often lead into a deeper dialogue about 
what the organisation or individual can offer. The term elevator pitch takes its name from a scenario where 
a person in an elevator asks a stranger what their organisation does and there is only the time spent with the 
person in the elevator to get across the message – approximately 30 seconds – and leave a lasting impression 
with them.

Tips for developing effective mission statements and elevator pitches: 

• Avoid technical terminology but use an authentic ‘voice’ (for example, a mission statement from a 
snowboarding company is unlikely to sound similar to an investment bank).

• Speak to the needs of the audience (focus on the ‘why’).
• Avoid too much detail but focus instead on getting the main few points across.
• Include your USP.

A brand’s core messages need to be integrated throughout any specific PR campaign it runs. All PR messages 
need to reflect the mission statement and overall brand values and also be in-line with the goals of the specific 
campaign. PR professionals need to be able to answer lots of questions in order to formulate credible and 
effective campaign messages. For example:

• For a product launch – What exactly is the product? Why is it of value? What problem does it solve? 
Who would use it? How does it differ from similar products on the market? Are there any flaws or 
drawback to the product?

• For an information campaign – What is the information to be communicated? Is this information 
new? Why is it of interest? To whom is it of interest? Does the organisation/individual have a strong 
reputation in this area? Is there conflicting information/authority out there? 

Schedule of activities 
A schedule of activities within a PR campaign is similar to that of any project. It is a list of key milestones and 
deliverables against set start dates and deadlines.

There is no set timeframe for a PR campaign – they can last anywhere from a couple of months to a year or 
more. PR professionals plan most activities within a campaign well in advance even when planning a short-
term activity (such as a two-day event). 

In terms of on-going planned PR, it is usual for PR professionals to develop an annual plan of activity with 
a detailed breakdown of individual activities lasting around six months. Typically, the annual plan will be 
measured, reviewed and, if needed, adjusted every three months. This recognises that things change over time 
and any PR plan or campaign may need to be revised.

It is also worth noting that PR professionals tend to approach scheduling from the point of view of the 
media (such as publishers and editors). As discussed in Chapter 2, a key aspect of building media relations is 
the ability to link content in with editorial schedules in order to have a greater chance of publication. It can 
also help to identify new opportunities to contribute articles, suggest features and offer expert opinion and 
interviews.
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Media tactics and promotional materials
In order to accomplish campaign objectives, specific actions need to be taken. These are often referred to as 
tactics. Tactics are the tools or actions of the campaign plan. They are the means used to reach an objective and 
include:

• creating promotional materials (such as posters, fliers, brochures, videos) 
• hosting a social media competition or developing and promoting a ‘hashtag’
• creative services (photography, graphic design) 
• contacting journalists
• holding a press conference (depending on the importance of the message)
• writing press releases.

Budget for campaign
There are many costs that need to be considered when drawing up a PR campaign budget. These include media 
activities, publications, IT, corporate items, human resources and training, and contingency. 

• Media activities – It is important to recognise that PR does not deal with paid for media coverage (such 
as adverts or advertorial). PR is a form of earned media whereby editors and journalists pick up on 
stories they feel are interesting and will help to sell their publications. However, gaining media coverage 
is a major focus for PR professionals and takes significant effort, so earning media coverage is not 
without cost. It is therefore important to consider costs such as press conference hosting, entertainment, 
research, editing, publication of articles and photography. It may include exhibitions and sponsorships.

• Publications – This is to cover the cost of producing publications, such as promotional materials, 
corporate publications, seasonal cards and complimentary cards.

• IT – This would include, for example, website development and maintenance, web hosting, domain 
name registration and social media management. There may also be a need to maintain data systems 
(such as CRM systems) and keep up-to-date with any legislation around maintaining digital data.

• Corporate items – This includes the production or procurement of branded items such as diaries, 
calendars, pens, bags and calendars. These may be used as gift items for new and existing customers or 
at events and tradeshows.

• Human resources and training – As well as PR staff time and overheads, there is also a need to train 
staff; both those working in the PR department and, if necessary, elsewhere in the organisation. Costs 
may include external training, attendance at professional conferences or workshops or membership fees 
for professional bodies.

• Contingency – As with other project-type activity, it is advisable to build in additional budget for 
unexpected costs. This is called contingency. It is usual to build in contingency at around 10% of 
campaign project costs.

If PR (or aspects of PR) are outsourced to an external PR agency the costs associated with this will need to 
be considered and built in to a campaign budget.

Measurement and evaluation methods
As with all project-type activity, PR planning should detail how a campaign will be measured and evaluated. 
The results of a campaign should be measured and evaluated to find out whether the campaign has succeeded 
in delivering against its goals in other words: has the campaign changed awareness, understanding, opinions, 
attitudes, preferences and/or behaviours by target audiences? Monitoring and evaluation is covered in greater 
detail in section 3.5.
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 3.3 Preparing a press release

A press release is an official statement issued on behalf of an organisation or individual to the media. It provides 
relevant, newsworthy information on a particular campaign or event. Press releases follow a standard format 
which makes it easier for journalists to get all the information they need and determine whether the story is 
interesting and relevant enough to publish.

Writing a press release
The aim of a press release is to gain the interest of the media and convince them that the content is ‘newsworthy’ 
in the hope that they will publish an article around it. A press release should be short, factual and concise (no 
more than one page). Don’t add too much detail unless it important or makes the story more engaging.

Ideally, a press release should cover:

• Why – Why the content is newsworthy?
• Who – Who is involved in the story, who does the story affect, who benefits? 
• What – What is the story, what’s new, what’s happening that is different?
• When – What is the timeline of the story? 
• Where – Where is it happening? 
• How – Did the story come about?

A press release is not a sales promotion. For example, if the aim is to get publicity for a new product, a press 
release should focus on a news angle which may be of interest to the readers of a publication. Journalists will 
not print something as a story which is effectively an advert; adverts are paid promotional content and it should 
be obvious to readers when something is a paid for promotion.  

As most media content these days will likely end up online in some format, it is important that press releases 
are optimised for online search engines. PR experts should consider what keywords are important to their 
brand (organisation or individual) and ensure that these feature within the press release. At the same time, it 
is important that press releases read naturally and focus on the story behind the press release. Journalists have 
the freedom to adapt what they write (apart from direct quotes which must be maintained word for word) and 
so there is no guarantee that words within a press release will actually feature in a published story, but a press 
release offers a chance to propose certain words and phrases which will help your online visibility.

Depending on who the target audiences are there may be need to prepare different versions of the same 
press release. For example, a local university may be writing a press release about a new course it is launching 
which will provide students with skills to work in the IT sector. There may be a press release targeting a potential 
student audience (aimed at local newspapers and magazines) and there may be a press release targeting future 
employers through (trade press). 

Examination Tips
In terms of PR planning, you should know that PR campaigns are highly organised; an on-going 
activity is often developed on an annual schedule with more detailed activity planned on a six 
month basis and measured, reviewed and, if needed, adjusted every three months.

You should know the different elements of a campaign plan, including SWOT and SMART. You 
may be asked to apply these tools in relation to real life PR scenarios.
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PR professionals must also consider where, how and when to distribute a press release. The timing of a 
press release should not only fit your own campaign timeline but also fit with the schedules of the media at 
which it is targeted. It would need to be distributed to the media in the relevant geographical areas and it must 
be distributed to media who are most likely to be interested in running a story. Some PR professional use 
special distribution services or ‘newswires’ which are paid for services which maintain large media databases 
and can potentially get your story seen by more journalists. However, this is not always necessary if the PR 
professional has built strong relationships with key journalists in relevant publications.

It should also be noted that a PR professional’s role does not end once a press release is released. Successful 
press releases will result in increased publicity and there will be a need to managing press enquiries, line up 
individuals for comment and interview and tracking he volume and nature of media coverage.

Format of a press release
Key features of a press release include: 

• organisation name and logo

• date for the press release (or an embargo date)
• headline which clearly states what the press release is about
• an abstract which can sit as a standalone statement summing up the key point of the story
• introductory paragraph that should be kept short (a sentence or two at most) and should summarise 

the story concisely
• subsequent paragraphs – to provide more information on the context of the story and any relevant 

background information
• quote 
• the word ‘ends’ or sometimes ‘###’ is written at the end of a press release (before notes to editors, 

contact details, and boilerplate) to denote the end of the press release
• notes to editors, for example, biography of key people, and any other relevant information as this will 

provide further background context for any stories
• contact details of the contact point for press enquiries. This will generally be a PR manager or 

spokesperson who will preferably be available ‘out of hours’ to answer any media enquiries
• boilerplate (general information about the organisation)
• additional materials you may want to provide.

It important to keep the introductory and subsequent paragraphs short and to the point. Journalists are 
very busy and will receive numerous press releases every day. You will need to ensure that it is clear why your 
story is newsworthy and that you include everything that a journalist will need to know so that they don’t need 
to chase up any key information. It is good to include the ‘who, what, why where, how and when’ of the story 
as explored in more detail in the section on ‘writing a press release’ on the previous page.

It is always good to include a quote (and an image if possible) from a key individual, often a senior company 
representative or expert. Journalists are then able to include these in their publication to make the story more 
readable and authentic.

Additional materials may include visuals, photographs and video (if you are aiming to have your story 
broadcast or appear as an online video). It is also good to include a website as it gives your website greater 
visibility and, if there is a hyperlink to your website from an online publication this can be very valuable for 
your search engine optimisation (SEO). It is important to ensure that your website is up-to-date ad of high 
quality if you would like the media to link to it.
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Case Study 3.4 An example of a press release (Escape Studios)

Embargo: not to be published before 09:00 on 27th February 2017

17 Escape Studios Alumni Contribute to BAFTA and Oscar Winning 
Film: The Jungle Book

17 members of Escape Studios’ alumni community (dubbed ‘Escapees’) were involved in 
the visual effects production on the award winning film The Jungle Book. Building on the 
success of the 2017 VES Awards and the 2017 BAFTA’s, VFX giant MPC took home the 89th Annual 
Academy Award for Best Visual Effects on the innovative Disney hybrid: The Jungle Book, which 
advances the technology introduced in James Cameron’s “Avatar” and has dazzled viewers with 
its special visual effects and world-class animation.

The 89th Academy Awards took place at the Dolby Theatre in Hollywood on Sunday, 26th February 
2017. Overall VFX Supervisor on The Jungle Book, MPC’s Adam Valdez, made the acceptance 
speech on behalf of the brilliant VFX crew responsible for bringing the film to life:

“This is a very proud day for me and my crew at MPC. I speak for everyone who was lucky 
enough to work with Jon Favreau and the great team at Disney when I say how grateful 
we are for this honor from the Academy. Taking part in making a great film is a rare gift. 
Being recognized for our craft is deeply gratifying.”

Made on a $175 million budget, the photo-real adaptation of Rudyard Kipling’s story, directed by 
Jon Favreau, topped a list of nominees that included ILM’s “Rogue One: A Star Wars Story”, Marvel’s 
“Doctor Strange”, Laika’s stop-motion “Kubo and the Two Strings” and ILM’s “Deepwater Horizon”.

Escapee Tim Adams worked as a Stereo Roto/Prep artist at MPC: “Working on Jungle Book 
was great. I knew from the start it would hold a strong chance of winning a lot of awards, 
based on how much attention to detail was given in every area. It’s a privilege to have your 
first film credit as The Jungle Book!”

A huge congratulations to the team at MPC and all the brilliant minds behind The Jungle Book!

For all media enquiries contact: 
Helen Morgan 
Head of Communications and Content 
E: helen.morgan@pearson.com

Notes for editors: 
Escape Studios 
A university education, powered by industry experience.

We’re pioneering the next wave of visual effects artists, animators and game developers by 
transforming higher education. Industry engagement is at the core of everything that we do, it’s 
why we do things differently and it’s what sets us apart.

We harness the expertise and relentless creativity of award winning artists, developers and 
studios, through our unique degree concept teams (DCTs), to design, develop and deliver our 
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Examination Tip
You may be asked to write a press release during your exam. Make sure you remember all of the 
components that should be included as part of a press release. You may be asked to apply your 
knowledge to a real life PR scenario.

 3.4 Organising a press conference

PR professionals may also be required to organise press conferences. Press conferences are events focused 
around a particular topic (decided by the organisation or individual) to which various media contacts are invited. 
The media contacts, such as journalists get to hear news on a particular topic directly from the organisation or 
individual. It is also an opportunity for the media to ask questions.

Before the press conference
PR professionals will be involved in many of the operational aspects of organising a press conference. Before 
the conference they will need to ensure a suitable venue is identified and booked, the time and date must 
be selected, and care should be taken to ensure that the time and date is suitable for key media contacts and 
that any venue is easily accessible. PR professionals are then able to send out invites to selected media, log 
responses, follow up if there has been no response and provide any further logistical information as required.

degree programmes. We set our students industry-designed briefs, so they gain experience 
of responding to real-world scenarios during their studies. We also help them to build their 
professional networks; they’re taught by well-connected industry experts that have worked on the 
likes of The Dark Knight, the Lion King and Harry Potter, plus games for multiple PlayStation 
titles, so they get a real insight into the creative industries. We work with an Advisory Board of 
industry experts from the likes of Framestore, MPC, Cinesite, Double Negative, Dreamworks 
Animation and Sony Computer Entertainment Europe who support the development of our 
programmes and support aspiring talent.

Our students get to make beautiful things, develop a craft and have an extraordinary experience 
alongside their academic studies, so they don’t just graduate with a degree, they also leave with 
an awesome showreel to boot.

Our 4000+ alumni (dubbed ‘Escapees’) include BAFTA and Oscar winners; many have gone on to 
work on VFX blockbusters like Fantastic Beasts and Where to Find Them, The Jungle Book, Dr 
Strange, Rogue One: A Star Wars Story, Captain America: Civil War, Star Wars: The Force 
Awakens, Ex Machina, Interstellar and Gravity. They’ve also worked on bestselling games 
(Assassin’s Creed and Forza Horizon), award winning adverts and some have even set-up their 
own studios.

Industry engagement drives us; it’s not just what we do, it’s who we are. And it is what will take 
us, and our students, into the future.
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In order for the press conference to run smoothly any necessary audio-visual services should be arranged 
and checked in advance. Some press conferences will be broadcast or streamed online and this will require 
liaison with relevant television channels or streaming services. Social media feeds or other tools to enable 
media contacts who are unable to attend in person to hear the same messages and even ask questions.

Press kits or press packs will also need to be prepared and sometimes circulated before the event. PR 
professionals will take the lead on ensuring that press kits contain: any relevant press releases, and any other 
relevant background information about the topic of the conference as well as any general information on 
the organisation or individual. Information and biographies on the key participants or speakers at the event, 
photographs and other images other relevant stories.

Spokespeople will generally receive some training from PR professionals on how to handle a press 
conference, what messages to focus on and help to identify any likely questions in advance. Some journalists 
will generally be given the opportunity for one-to-one interviews with spokespeople and this can be arranged 
in advance in order to ensure this runs smoothly on the day. 

During and after the press conference
At the press conference, there are a number of things that need to be done to ensure the event runs to plan. 
These include:

• preparing seating and podium and equipment for spokespeople
• setting out seating for journalists
• greeting journalists, recording attendance and distributing press packs (if not circulated in advance)
• organising a representative to introduce event and speakers and close the event at the end
• managing audio-visual services
• managing social media activity.

After the press conference PR professionals will follow up media requests for further information or 
interviews with spokespeople.

Examination Tip
You should understand what a press conference is and its purpose. You should be able to explain 
the role of a PR professional before a press conference, including what should be included in a 
press kit (or press pack). You should also be able to explain the role of a PR professional during 
and after a press conference.

 3.5 Monitoring and evaluating campaigns

Previously, in Chapter 1 we discussed how difficult it is to identify return on investment for PR activity. This is 
because PR is concerned with building image, brand and reputation which is difficult to measure in monetary 
terms. However, there are a few methods that can be used measure its impact of a PR campaign. 
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Methods of monitoring PR campaigns
By monitoring and evaluating campaigns, we are looking to measure the impact they have had on achieving 
campaign goals. For example, the extent to which they have raised awareness or changed behaviours. 
Monitoring and evaluating are not activities to be undertaken at the end of a campaign as it should be an on-
going activity which will enable the campaign to be modified (or even stopped) if it is not meeting its goals. 
It is therefore crucial to take a measurement (‘benchmark’) before, during and after a campaign. The nature 
of benchmarking would differ by campaign type, strategy and objective but could involve measuring website 
traffic before, during and after a PR campaign, for example.

Media coverage and message analysis
An effective method of monitoring PR campaigns is through the amount of media coverage the campaign has 
received. Measurements could include the volume of coverage the campaign received, for example, the number 
of articles that have been published which reference the brand (individual or organisation). However, it is also 
important to review:

• where the articles have been published – Are they in publications which target the brand’s primary 
or secondary audiences? 

• the prominence of the coverage – Is the coverage on the front page of the newspaper or tucked away in 
a small column on page ten? Is the article focused on your brand or is your brand just referenced briefly?

• the effectiveness of the message and awareness from the audience – Does the article include a 
quote from an official spokesperson and is the desired message put across effectively? Has the audience 
understood the message correctly?

It is also important to take note of the tone of the coverage. For example, a product-launch campaign could 
hardly be regarded as successful if the product has received significantly more negative coverage than positive. 

Web and social media analysis
Web and social media analysis can be an effective way of monitoring the impact of you PR activity and can 
provide significantly more useful insights than analysis of more traditional (print and broadcast) media. This 
is because there are numerous opportunities to analyse both the volume of web-based media coverage and 
audience reaction to media content (whether it is positive, negative or neutral). Through web and social 
media analysis it is possible to measure how engaged an audience is with a PR campaign. In terms of content 
published in online newspapers, magazine and blogs, it is easy to monitor and measure how many likes and 
shares an article has received and the nature of any comments (are they supportive or critical of an organisation 
or individual). 

Similarly, social media analysis is a useful tool for measuring the impact of a PR campaign. It can provide 
insights into how widely shared and liked content is through measuring the likes/favourites and shares of a 
particular social media post, how often a particular hashtag is used and the sentiment of any social media 
post or comments.

Changes in your website’s search engine visibility can also be an indication of how impactful a PR campaign 
is. High-levels of online media coverage can be a major factor in boosting an organisation’s/brand’s search 
engine profile. Content published on established online media publications, particularly where they link to a 
specific website, can boost SEO rankings. 

Greater awareness of a brand can lead to higher numbers of online searches around the organisation/
individual/brand and increased website traffic (visitors to the website); this will also help your SEO. 
Analysis of keyword searches can help to link any increase in a brand’s online visibility directly to a PR 
campaign.
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Examination Tip
You should understand the purpose of monitoring and evaluating in relation to measuring 
how successful a PR campaign is in reaching its goals, and the different methods that can be 
used. You should know that monitoring and evaluating are on-going activities, to be undertaken 
throughout a campaign, and that it is important to benchmark (take measurements) before, 
during and after a campaign. You will be required to apply your knowledge and understanding 
in relation to real life PR contexts/scenarios.

Chapter 3 Summary

What you have learned:

• The different types of PR campaigns including both planned and unplanned activities. 

• The different elements of a campaign plan including how to conduct a situational analysis 
(SWOT) and create SMART campaign objectives.

• How to prepare a press release, including the format/structure and how to write one.

• How to organise a press conference and the various tasks of a PR professional at the 
different stages; before, during and after.

• How successful PR campaigns are monitored and evaluated, why monitoring should be 
undertaken throughout a PR campaign and how campaign success should be evaluated.

When it comes to an organisation’s/individual’s own website, there is a wealth of data available to help 
monitor and evaluate a specific campaign. It is often possible to see where viewers are in the world, how and 
where they have arrived at the website (for example, their entry point to the website, whether they clicked on 
links to get to it and which page they landed on and how long they have spent on it). It is also possible to see 
whether they engaged with other content on the website and ultimately if they purchased a product or signed 
up to find out more about the organisation/individual/brand.

Cost and lessons learned
Finally, in monitoring and evaluating your campaign you should always identify whether the cost of the 
campaign remains within budget as well as what went well and what didn’t (‘lessons learned’), in order to 
apply them to any future campaigns. 
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Activities

3.1 Complete the crossword using the clues below.

1 2 3 4

2

3 1

4

Across
1 The management of PR around an event which may harm the reputation of an organisation or 

individual is called [………] management (6)
2 A campaign […..] should include many elements including a situational analysis, objectives, 

schedule and budget. (4)
3 The publics who need to be influenced is the target [……] (8)
4 An elevator […….] is a brief, informal description of what the organisation or individual does and 

why they do it. (5)

Down
1 This statement highlights what makes a brand stand out from the competition. (3)
2 What the ‘S’ stands for in SWOT. (9)
3 What the ‘S’ stands for in SMART objectives. (8)
4 SWOT is a situational [……..] tool. (8)



45PR AND MEDIA PLANNING

3.2 The list below shows organisations or individuals dealing with a PR situation that requires PR. Using the 
table below, place each statement into the correct ‘planned’ or ‘unplanned’ box. The first answer has been 
provided.

A A company recalling a faulty product 

B A company launching a new product

C A supermarket opening a new store

D A company discovering internal financial mismanagement

E The government running a campaign to encourage healthy eating

F A sportsperson failing a routine drug test

G A factory dealing with a chemical leak

H A social media hashtag promoting a brand has ‘gone viral’

Planned PR Unplanned (responsive PR)

Example: A (a company recalling a faulty product) 

Practice questions

3.1 What does ‘SWOT’ mean, when referring to a situational analysis?

(1)

□ A Strengths, weaknesses, options and threats

□ B Strategies, weaknesses, opportunities and threats

□ C Strengths, weaknesses, opportunities and threats

□ D Strategies, weaknesses, opportunities and threats
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3.2 State two elements of a PR campaign plan.

(2)

1 ............................................................................................................................................................................

2 ............................................................................................................................................................................

3.3 Explain two reason why an organisation might undertake a planned PR campaign.

(4)

1 ............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

2 ............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................



Learning Objectives

4.1 Legal issues
Knowledge and understanding of the influence of legislation and 
regulations on public relations and media relations activity.

4.2 Ethical issues
Knowledge and understanding of ethical issues that apply to public 
relations and media relations activity

4.3 Challenges and risks
Knowledge and understanding of types of challenges and risks in public 
relations and media activities.

CHAPTER 4
LEGAL AND ETHICAL 
ISSUES



48 LCCI LEVEL 3 CERTIFICATE IN PUBLIC RELATIONS AND MEDIA RELATIONS

 4.1 Legal issues

Legislation may differ from country to country and region to region and, as such this section does not provide 
detail of any specific laws or regulations. However, it does outline the main public relations (PR) related issues 
which PR professionals should be aware of within their role.

The legislation which can impact PR and media activity is complex and, with the rise of social media, it 
is evolving rapidly. Although PR professionals are not generally expected to be legal experts, it is important 
to have an awareness of how legislation can impact PR activity and how to avoid anything which may be 
unlawful. 

Failing to recognise relevant legal issues can be extremely harmful to an individual, organisation or brand 
for a couple of reasons:

• There is a risk of litigation (being sued).
• Illegal (or unethical) practices can damage a brand.

PR professionals operate across a range of geographical areas. Some operate primarily at a local level, 
whereas others operate across national boundaries or on a global scale. The legal environment in which they 
work can differ and it is important to ensure compliance with any legislation where they operate. 

Copyright (intellectual property)
Copyright is a form of intellectual property law. It is when an individual or organisation has legally protected their 
creative work (including brochures, annual reports, web content and videos) from unauthorised use. Copyright 
does not protect ideas, it only protects the specific ways those ideas are expressed. Copyright normally applies 
for a limited time only and there are often exceptions (for example, use of copyrighted material is sometimes 
permitted for non-commercial use).

There are two main reasons why copyright is important to PR professionals:

• They must ensure that they do not infringe another organisation’s or individual’s copyright in their 
work, and in doing so, risk litigation. 

• They should ensure they protect the creative material of the individual or organisation they represent 
where necessary through the application of copyright.

The benefit of protecting your work through copyright is that other brands, organisations or individuals 
(including competitors) cannot copy your creative material and claim it as their own original work.

Like most legislation, copyright differs by jurisdiction and it is important to understand the implications of 
this legislation in the countries and regions in which the business operates.

Invasion of privacy 
Legislation around invasion of privacy has several implications for PR activity. Firstly, PR professionals need 
to be aware of what they can and cannot publicise about employees of an organisation. Employers tend to hold 
significant personal information about their employees and there is often strict regulation governing what can 
or cannot be published in relation to employees in response to media enquiries. For example, they may need 
permission from individuals to publish any information on them (even their name) in newsletters or on an 
organisation’s website.

There is also the issue of invading the privacy of an individual not related to the organisation within a 
campaign (for example, whether it is suitable for a holiday company to publicise pictures of children on a beach 
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in their brochures without the permission of their parents). There are country-specific consent requirements 
about taking and publishing photographs of individuals and therefore PR professionals need to ensure they 
observe these rules. 

Misrepresentation and deception
Misrepresentation is the publication or broadcasting of an untrue or misleading statement portrayed as fact, and 
is considered a ‘false claim’. It is a form of deception which can happen:

• fraudulently – When the person making the statement knows it, or believes it, to be untrue.
• negligently – When the person making the statement does so carelessly or without reasonable grounds 

for believing its truth. 
• innocently – When the person making the statement honestly believes it to be true.

Organisations and individuals may suffer reputational damage and even face legal consequences if 
misrepresentation has been proven to have encouraged somebody to purchase a good or service, or take a 
particular action (for example, a food company may encourage customers to buy and consume their products 
by claiming that their low-fat products are healthy, even though they contain harmful levels of sugar).

When misrepresentation harms the reputation of another person or organisation, it is called ‘defamation’. If 
a defamatory statement is written it is called ‘libel’ and if it is spoken it is referred to as ‘slander’. Organisations 
or individuals may have to pay damages if the misrepresentation can be proven to have had a detrimental 
impact on the reputation of an organisation or individual.

Contractual agreements and non-disclosure agreements (NDA)
It is standard practice for PR agencies to sign a legal contract with their clients (organisations or individuals) to 
which they are supplying PR services. Such contracts would naturally outline deliverables, dates and payment 
terms but there are also some other key details which are often included in contracts between PR suppliers and 
their clients.

• Confidentiality or non-disclosure agreements (NDA) − This is an agreement to state that the PR 
supplier/agency will not disclose any confidential information about the organisation or individual. It 
may be necessary to sign an NDA at the stage of pitching for business, not just for the agreed contract 
period. 

• Conflict of interest − It is accepted practice that PR agencies do not work for competing organisations at 
the same time, as this may be seen as a ‘conflict of interest’. Some organisations will wish to make this 
clear through a legal contract which prevents the PR agency working for its competitors.

Data protection, data management and data use
A growing area of concern, is the use of personal information held about an organisation’s publics. Organisations 
are increasingly gathering, holding and analysing personal information on individuals for the purposes of PR 
and other marketing communication. Organisations are required to be increasingly transparent about how and 
why they are holding personal data (such as names and email addresses) and usually require permission in 
order to hold and use such information. Organisations which fail to comply with legislation around personal 
data management, or send unsolicited communications, can end up with significant fines.

In many jurisdictions, every person has the right to control the way their name, voice, signature, photograph, 
image, likeness, distinctive appearance, gestures or mannerisms are used. It is important to ensure that PR 
activities do not disregard an individual’s rights in this respect (for example, you should be careful not to use an 
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image identifying a specific individual to illustrate a blog post about bad customer service as this would imply 
that that person was responsible for providing bad customer service).

Regulation around social media
Social media is a growing and complex area which is likely to be increasingly affected by regulation and 
legislation in the coming years. There are a number of issues that PR professionals should be aware of. 

Social media channels have their own terms and conditions of use. Given the increasing role played by 
social media in PR it is important for PR professionals to understand and adhere to these rules. If they fail to do 
so, they risk having their social media accounts suspended (thereby losing an important channel of engagement 
with their target audiences), and may even face fines and other legal consequences.

It is also important to consider rules for employees when using social media. Many organisations 
would prevent their employees from criticising the organisation, its products or its management practices 
via social media. Some organisations view employees (particularly senior management) as the ‘face of 
the organisation’ and may implement rules to restrict them from commenting on political, religious or 
social issues. However, in developing any internal policies on the use of social media it is important to 
ensure that such rules do not infringe on an individual’s legal rights (for example, the right to free speech 
or employee protection rights).

The PR and legal risks associated with social media use by employees can be minimised by ensuring a 
robust and transparent social media policy, training employees on the policy, and enforcing it evenly and fairly. 
Legal teams or external legal advice should also be consulted when drawing up a social media policy within an 
organisation. If a PR professional is operating within a large organisation there will likely be a dedicated legal 
team or department, however it is vital to have a broad understanding of the issues and to keep up to date with 
legislative changes which may impact on PR practices.

Examination Tip
You will need to know and understand the influences of legislation and regulations on public 
relations (PR) and media activity and why it is important for a PR professional/organisation to 
follow them.

As a PR professional, you should be aware of the regulations around social media but you will 
not be tested on it in the exam. Whilst you should be aware of the legislation and regulations in 
your region, you will also not be tested on any specific legislations.

 4.2 Ethical issues

Conducting ethical PR means acting in accordance with the rules or standards expected for the PR profession. 
There are accepted principles about what is ethical (good) behaviour and PR professionals should always 
endeavour to maintain good ethical standards in their work.

Maintaining robust ethical practices is equally important as, although organisations and individuals may not 
be taken to court or fined for unethical practices, they may be very harmful to the reputation of the brands they 
represent and the PR profession as a whole.
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Professional codes of conduct 
Professional PR associations (professional bodies), which are membership organisations that exist both 
nationally and internationally, develop robust, formal codes of practice by which their members must abide. 
Whilst these codes may differ between countries they tend to include the following:

• Respect the laws and regulations in the countries in which you work.
• Maintain high standards of integrity, including: 

 – Dealing honestly, fairly and respectfully with your publics (including employees, fellow 
professionals, customers, investors and the general public).

 – Maintaining the principles of confidentiality (including NDAs).
 – Ensuring transparency by working in an open and accountable way (including being clear on how 

mistakes are reported and to whom). In other words it should be clear who ultimately responsible for 
your PR actions. 

 – Only using content that is legal, decent, honest and truthful.
 – Ensuring and maintaining appropriate personal conduct and not acting in a way that would impact 

negatively on a professional’s reputation, even in personal affairs.
 – Maintaining personal competence levels by continuing to inform and conform to any new or 

updated codes of practice.

The role of professional associations often extends beyond the development of professional codes of 
conduct as these bodies tend to play an active and continuous role in the promotion of ethical practices. They 
also often focus on providing opportunities for PR professionals to keep up to date with the latest training and 
development around ethical PR practices.

In addition to formal codes of ethics established by professional associations, organisations may publish 
their own codes of conduct and setting their own specific standards for ethical behaviour. These may include 
specialised codes of conduct around areas such as investor relations, government affairs or social media 
interaction.

Ethical relationships with the media
PR professionals should be aware of specific ethical considerations when dealing with the media. For example: 

• Ensuring that any information provided to journalists is factually correct and, if providing links to a 
website, that it is up-to-date and of high quality.

• Ensuring that any images provided to journalists conform to legislation around ‘copyright’ and ‘the 
right to publicity’. 

• Abiding by agreements on exclusivity (for example, if a media outlet has obtained agreement to have 
an exclusive story, PR professionals should not then engage with other media outlets with a view to 
allowing them to also publish the story).

• In some countries, it is considered unethical to provide gifts or complimentary products to contacts in 
the media as this can be seen trying to influence the media to publish strong, positive copy about an 
individual or organisation.

Ultimately your ethical conduct can be a strong factor in how credible you are seen to be and can help 
determine your success in the PR industry. Abiding by professional codes of conduct helps to build and 
maintain trust in the PR profession as a whole and, as a result, it can also help organisations and individuals 
achieve their PR goals.
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Examination Tip
You should understand that there are accepted principles of what is ‘ethical’ (good) behaviour 
amongst PR professionals and these are usually laid out in professional codes of conduct. 

Whilst PR codes of conduct may differ around the world, you would be expected to be aware of 
the kinds of standards covered by such codes.

 4.3 Challenges and risks

Challenges are obstacles which make achieving your campaign goals more difficult. However, they are also 
what often makes the role of a PR professional interesting and rewarding. Risks on the other hand, are concerns 
which have the potential to develop into issues, and which may prevent the achieving of campaign goals and 
objectives.

Depending on the nature of the organisation or individual, and the type of PR goals being sought, the risks 
and challenges may be radically different. Regardless of the nature of the risks, it is important to build risk 
management into all PR planning. Chapter 3 discussed the need to undertake a SWOT analysis as a key part 
of PR planning activities. A SWOT analysis will also help to identify the challenges and risks to a PR activity. 
For example, there may be specific risks and challenges around the sector, operational risks which may disrupt 
a campaign (such as IT failure, power supply issues or natural disasters) and risks around the failure to comply 
with rules and regulations governing PR activity.

Many of the risks mentioned above are risks not just facing PR professionals but are relevant to all areas 
of business or marketing. There are some challenges, however, which are more specific to the role of a PR 
professional. For example, there is a requirement in PR for responding quickly to critical events (such as 
a major product recall or a cyber-attack). There should always be good crisis management plans in place to 
respond to events outside of the organisation or individual’s control.

PR professions may also face a number of challenge in reaching their target audiences such as time 
differences and cultural differences (such as values, traditions, languages and beliefs). These challenges 
may not be significant if the target audience is local rather than international, however there may still be 
significant cultural and language challenges if a local population is very diverse.

One area where PR professionals do not have control, is through third party media activity and schedules. 
As outlined in Chapter 2, it is important to build relationships with the media and to gain an awareness of media 
schedules to determine where PR content may fit in relation to these schedules. It is also important to monitor 
the media for stories that are relevant to the sector and any coverage of the organisation/individual/brand, 
whether it is good or bad.

There is, however, no guarantee that any PR effort will result in media coverage. Unlike advertising, whereby 
organisations pay for visibility (including advertorials that are paid-for editorial), PR requires media coverage 
to be ‘earned’. Even when PR efforts result in media coverage, it is not possible to be sure that the media will 
interpret or report the information in the same way as was originally intended or even report it correctly. 

Nowadays, with the increasing trend of ‘fake news’, misleading content and propaganda, PR 
professionals also must be mindful that certain media outlets, bloggers and regulated/unregulated press may 
report a story in a misleading manner. Similarly, media bias can affect the way a story is reported and, whilst 
it may not be reported incorrectly, it may be reported in a way that promotes the political, economic or social 
views of a publication and its readership.
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With the rise of social media, organisations are not always able to control how, when and where news is 
shared, and the extent to which it may go viral. Whilst this is generally a good thing if the news story is good, 
it can be very challenging if the story is negative. This highlights the need and importance of a strong crisis 
management strategy that lays out in advance what PR approach should be taken to mitigate the impact of bad 
press which has been especially where it has been intensified through social media sharing.

Content created by individuals (rather than the mainstream media) may ‘go viral’, which can be particularly 
unpredictable and challenging. It is not uncommon these days for customers who have experienced bad 
customer service, for example, to raise their concerns or highlight bad experiences through social media or 
review websites. PR professionals must ensure there is adequate resource available to monitor and respond 
appropriately to audience feedback. Failure to do so can result in a minor issue escalating and a bad brand 
image of the being portrayed.  

Examination Tip
You will need to know and understand the different types of potential challenges and risks that 
can affect PR professionals and their campaigns. You may be asked to apply this to real life PR 
contexts/scenarios.

Chapter 4 Summary

What you have learned:

• The different legal issues that PR professionals should be aware of, the influence of 
legislation and regulations on PR and media relations activity and why legal requirements 
should be adhered to.

• The different ethical issues that apply to public relations and media relations activity, and 
why it is important to abide by good ethical practices.

• The different types of potential challenges and risks that can affect PR professionals when 
undertaking PR and media relations activities.

Activities

4.1 Circle the four mistakes in the following text:

Misrepresentation is when a true statement is published or broadcast. It is considered to be a form 
of deception and it can happen fraudulently, negligently or innocently. If misrepresentation is shown 
to harm the reputation of another person or organisation, it is called derogation. If it is written it 
is called slander and if it is spoken it is referred to as libel. Organisations or individuals may have 
to pay damages if the misrepresentation can be proven to have had a detrimental impact on the 
reputation of an organisation or individual.
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4.2 For each of the statements below, which are true and which are false? Circle the correct answer.

(a) It is illegal not to follow a PR code of conduct. True/False

(b)  Statements which can be proved to be slanderous or libellous may result in organisations or individuals 
having to pay a fine. True/False

(c) Copyright covers the creative ideas and inventions of an organisation or individual. True/False

(d) Non-disclosure agreements cover the use of copyrighted images. True/False

(e) Failing to gain sufficient, positive media coverage can be a risk to a PR campaign. True/False

Practice questions

4.1 Which of these is a non-disclosure agreement (NDA) used for when signing a contract around delivery of 
PR service: 

(1)
□ A Copyright

□ B Confidentiality

□ C Privacy

□ D Payments

4.2 State two behaviours which are usually covered in a PR code of conduct.
(2)

1 ............................................................................................................................................................................

...............................................................................................................................................................................

2 ............................................................................................................................................................................

...............................................................................................................................................................................

4.3 Explain what activities a PR professional might do in order to increase the likelihood of ensuring media 
coverage. 

(6)

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................

...............................................................................................................................................................................
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A
Algorithm – The code which determines internet search engine results. Used in SEO.

B
Blog – A regularly updated website usually run by an individual or group. It can also refer to a regularly 

updated news style page of a corporate website.

Boiler plate – General information/description of an organisation (or individual). It is standardised text 
which can be re-used across PR content, to provide the media (and other stakeholders) with background 
information.

Brand – An organisation or individual’s reputation, or any unique identifier of an organisation or individual, 
which represents a level of credibility or quality in the minds of its publics.

Brand advocate – A supporter of a brand who is happy to promote it in a positive light to a wider audience.

Brand ambassador – An influential individual who is paid to promote a brand.

Brand statement – A concise statement summarising of an organisation/individual’s mission, values 
and character and how it differs from other similar brands. Also known as ‘brand definition’ or ‘brand 
slogan’.

C
Campaign goal – The primary aim/intended outcome of your PR campaign.

Campaign objective – Measurable steps or actions which are taken to reach a campaign goal.

Click-bait – An enticing link on a website which aims to take you to a different website.

Code of conduct/Code of practice – Specific codes outlining ethical standards by which PR professionals 
should abide.

Column inches – Space for content in the media (particularly newspapers).

Commiseration strategy – A strategy of empathising with affected publics e.g. through a statement expressing 
regret, concern, or even apologising.

Compensation – Money (usually) which is awarded to an individual or organisation in recognition of loss, 
suffering or injury.

Confidentiality – An agreement to not disclose any confidential information about an organisation or 
individual.

Conflict of interest – An agreement by a supplier not to work for a competing organisation.

Contingency – The ability to build in additional events or circumstances in case it is required, such as additional 
budget for unexpected costs.

Copyright – Legal protection of creative work (including brochures, annual reports, web content and videos) 
against unauthorised use.

Copywriter – Someone who creates written content for marketing purposes.

Crisis management – A type of PR which mitigates against the detrimental impact of an external event to 
help maintain/rebuild the reputation of the organisation or individual
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D
Data protection – Legislation governing the capture, storage and use of personal data.

Defamation – When misrepresentation harms the reputation of another person or organisation.

Defensive strategy – A strategy of denying any knowledge or responsibility, or excusing or justifying one’s 
actions.

Deliberate inaction – A strategy of offering no substantive comment, deciding to respond vaguely and 
indistinctly (‘strategic ambiguity’); or to say and do nothing, and let the problem blow over (‘strategic 
inaction’).

Diversionary strategy – A strategy of directing attention away from the problem.

E
Earned media – Marketing that is not paid for. This kind of content must therefore be good enough for people 

to opt-in. Often called ‘organic media’.

Elevator pitch – A spoken, and generally less formal, version of a mission statement.

Embargo – A ban on releasing information before a specified date.

Exclusivity deal – When an organisation or individual agrees to provide a story exclusively to one media 
outlet often for a certain time period.

F
Fraudulent misrepresentation – Misrepresentation when the person making the statement knows it, or 

believes it, to be untrue. See also misrepresentation. 

G
Goodwill – A (subjective/hard to quantify) measure of how well-known and/or well-regarded a brand is.

Government relations – Raising the profile of an issue and influencing government/public policy.

H
Hashtag – A sign added to comments on social media and used to help search for comments around a certain 

topic.

I
In-house PR – PR carried out internally within an organisation.

Innocent misrepresentation – Misrepresentation when the person making the statement honestly believes 
it to be true. See also misrepresentation.

Interruption marketing – A type of marketing (usually paid) which targets publics in the hope that they will 
be receptive to its message.

Intranet – A communications network (often a website) hosted on a private network accessible only by those 
inside an organisation.
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J K

L
Libel – Written defamation.

Litigation – The process of taking legal action.

Lobbying – See government relations.

M
Marketing mix – A set of tools that an organisation uses to pursue its marketing goals and objectives. 

Marketing mix is often referred to as 4Ps.

Media – A collective term for channels of mass communication.

Media channel – A specific media route used to reach various audiences/publics.

Media enquiry – A request to an organisation for information from the media. Also referred to as a ‘press 
enquiry’.

Media mix – A combination of communication channels (primary and secondary media) that can be used 
across paid, earned and owned channels in order for an organisation or PR department to meet its goals/
objectives. 

Media pitch – A tailored message aimed at specific media.

Media tactics – The tools or specific actions required to accomplish a PR campaign.

Message mapping – A tool to create content which is mapped to particular audiences (publics).

Metatags – Descriptions of a website’s content within its code.

Micro blog – A social media site where the author posts short content and videos. 

Misrepresentation – The publication or broadcasting of an untrue or misleading statement portrayed as fact.

Mission statement – A concise yet impactful description of what an organisation or individual does and why 
they do it (slightly longer than a brand statement).

N
Negligent misrepresentation – Misrepresentation when the person making the statement does so carelessly 

or without reasonable grounds for believing its truth. See also misrepresentation.

Newswire – A paid for service providing access to large databases of media contacts to help disseminate 
stories to the press.

Non-disclosure agreement (NDA) – An agreement to not disclose any confidential information about an 
organisation or individual. See also confidentiality. 

Non-governmental organisation (NGO) – A not-for-profit organisation which operates independently of 
any government, typically addressing social, political, or environmental issues.

O
Offensive strategy – Taking aggressive action in order to discredit to someone attacking one’s reputation.
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Opinion pieces – Short topic-related articles (for example, in a magazine, newspaper or trade press).

Outsourcing – Obtaining goods or services by contract from an external organisation/supplier/agency/
individual. 

Owned media – Media which is under an organisation or individual’s direct control (such as websites, 
newsletters, and blogs).

P
Paid media – Marketing which is paid for (for example, advertising).

Pay-per-click (PPC) – A form of online advertising whereby organisations get charged when somebody clicks 
on the advert.

Permission marketing – Marketing whereby publics opt in or subscribe to receive news and information 
about a brand.

PR agency – A business which supplies PR services to organisations or individuals.

PR campaign – A series of public relations activities around a specific goal.

PR specialisms – Types of PR often characterised by the types of publics with which the PR specialists 
interact (for example, investors, customers, employees and governments).

Pre-emptive strategy – The ability to take action (such as releasing news) before a negative event has 
happened (or been made public).

Prebuttal – Releasing bad news about your own organisation. Often called ‘pre-emptive rebuttal’.

Press conference – An event focused around a particular topic (decided by the organisation or individual) to 
which various media contacts are invited.  

Press enquiry – A request to an organisation for information from the media. Also referred to as a ‘media 
enquiry’.

Press kits – Promotional material about an organisation or individual which is provided to the media for 
promotional use. Also called a ‘press pack’ or ‘media kit’.

Press release – This is an official written communication disseminated to the media providing information 
on something newsworthy in the hope that it will lead to publicity. It is sometimes called a ‘news release’ 
or ‘media release’.

Primary audience – The group(s) of people (or publics) which need to be influenced most in order to achieve 
campaign goals.

Primary media – The most effective media channels through which brands can engage their publics.

Proactive PR – Scheduled PR activity where PR activity is planned and seeks to engage with the media/public.

Product launches – The introduction of a new product to the market (often involving a promotional event).

Public affairs – See government relations.

Publics – The groups or individuals impacted by an organisation/individual and with which the organisation 
or individual needs to communicate.

Q
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R
Reactive PR – PR activity that is undertaken in response to unexpected events outside of the control of the 

organisation. Usually referred to as crisis management.

Rectifying behaviour – A strategy intended to repair any damage done e.g. though investigations, corrective 
action and compensation.

Return on investment (ROI) – A measure of performance (in terms of profit/income) against expenditure. In 
marketing terms, it is how much has been spent, compared with any increase (or decrease) in sales.

S
Search engine optimisation (SEO) – Strategies and techniques to increase visitors to a website through 

increasing its visibility in online searches.

Secondary audience – The group(s) of people (or publics) which may need to be influenced in order to 
achieve campaign goals.

Secondary media – This is media that helps to complement the coverage of primary media.

Slander – Spoken defamation.

SMART objectives – A set of specific, measurable, achievable, relevant and time-bound objectives that outlines 
what an organisation wants to achieve. 

Spokesperson – A person who provides an official statement on behalf of an organisation or individual.

Sponsored content – A form of advertising whereby organisations pay to have articles published with the aim 
of also promoting their brand (for example, advertorials).

Sponsorship – An organisation or individual that gives support to an activity, event, organisation or individual, 
usually financial.

Stakeholders – Another term for publics.

Storyboarding – A tool to help organise content in a visual manner.

SWOT analysis – A tool for undertaking a situational analysis identifying in order to identify the strengths, 
weaknesses, opportunities and threats affective an organisation or individual. In PR, it is usually done prior 
to a PR campaign.

T
Target audience – The publics that need to be influenced through a PR campaign.

Thought leadership – Is a form of PR in which organisations and individuals put forward their opinions on 
various issues. It showcases knowledge or expertise of an organisation or individual. 

Transparency – Working in an open and accountable way.

U
Unique selling proposition/point (USP) – A statement specifying what makes an organisation stand out 

from the competition/what makes it unique.

URLs – An abbreviation of ‘uniform resource locator’. A URL is the web address of a website.
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V
Viral – When online content spreads and multiplies rapidly (similar to a snowball effect).

Vlogs – A video blog. See blogs.

W
Webcasts – A broadcast of an event transmitted over the internet.

Website traffic – The number of visitors to a website.

White paper – An in-depth report on a particular topic.

X Y Z
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Chapter 1 – The public relations environment

Answer to activity

1.1

Community relations

Investor relations

Consumer/lifestyle 
PR

Employee relations
The CEO of Billy’s Burgers has given an interview  

to be featured in the financial supplement
of a national newspaper.  

Staff have been informed about the 
environmentally-friendly policy and encouraged to 

offer customers reuseable cups. 

Senior staff have volunteered to pick up litter in 
local parks near Billy’s Burgers restaurants.

Billy’s Burgers introduced branded reusable cups 
and encouraged customers to post photos of 

themselves drinking from them on social media.

Answers to practice questions

1.1 Four PR activities could be any from the following:

1) Planning or PR activities

2) Managing media and media relations

3) Developing messages to be communicated

4) Producing press releases

5) Thought leadership

6) Creating speaker opportunities and events

7) Writing speeches

8) Developing/updating website content

9) Managing social media channels and activity

10) Employee communications

11) Developing brand advocates

12) Managing corporate sponsorship opportunities

13) Tracking and reporting on results of PR activities

14) Media training

1.2 (C) Social media
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1.3 An organisation or individual undertakes PR to build, protect or enhance their reputation, brand and/or 
image, or to build goodwill. It can be used to maintain or increase confidence amongst current or potential 
investors, raise awareness about new products, mitigate against reputational damage during a crisis, gain 
support of the local community, build organisation identity amongst staff or lobby public bodies around 
key issues.

Chapter 2 – The media and media relations

Answers to activities

2.1 (a) False

(b) True

(c) False

(d) True

2.2 

Earned Owned

Social media shares
Online newspaper content

E-newsletter
Company blog

Answers to practice questions

2.1 Two advantages of using online media rather than print or broadcast media, could be any from the 
following:
• Online media offers an opportunity for organisations to engage directly with its publics.
• Online media can provide instant and detailed feedback and data (analytics), enabling organisations 

to monitor and measure the effectiveness of a campaign.
• It is possible to target social media campaigns using SEO or other analytics.
• There can be a ‘snowball effect’ with online media and news can go ‘viral’ very quickly.
• Social media can be a cost-effective means of communication.
• If using owned media, such as a website, the content of the story can be controlled.

2.2 Two PR activities the university could do in order to maximise the university’s brand in response to the 
news story, could be:
• The PR department can build effective, long-term relationships with key media channels to ensure 

they know the university’s academic team (such as the Head of Department) are key spokespeople 
for quotes on the environment and air quality.

• The PR department can provide media training to the Head of Department to ensure he is able 
to engage effectively with the audience and the media, and represent a strong brand image of the 
university. 
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Chapter 3 – PR and media planning

Answers to activities

3.1 Across  Down

1) Crisis  1) USP

2) Plan  2) Strengths

3) Audience 3) Specific

4) Pitch  4) Analysis

3.2 

Planned PR Unplanned (responsive PR)

B (A company launching a new product)
C (A supermarket opening a new store)
E (The government running a campaign to 
encourage healthy eating)

Example: A (a company recalling a faulty product)

D (A company discovering internal financial 
mismanagement)
F (A sportsperson failing a routine drug test)
G (A factory dealing with a chemical leak)
H (A social media hashtag promoting a brand has 
‘gone viral’

Answers to practice questions

3.1 (C) Strengths, weaknesses, opportunities and threats

3.2 Two elements of a PR campaign could be any two from the following list:

• situational analysis
• objective setting
• identifying target audience
• developing messages (messaging strategy)
• scheduling
• media planning/tactics
• developing promotional assets/materials
• budgeting
• monitoring
• evaluation.

3.3 Two elements of a PR campaign plan could be:
• An organisation might undertake a planned PR campaign to maintain a strong reputation which would 

retain customer loyalty, charity donations, sponsorship and investor confidence in the organisation.
• An organisation may also undertake a planned PR campaign in order to raise the visibility/awareness 

of the organisation or individual in relation to a specific issue or event (such as the launch of a new 
product), which means they would be able to control the public perception of the individual and 
organisation in order to gain followers, sell products, obtain investment or sponsorship.
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• To change customers/publics/audiences attitude usually from a negative to a positive attitude.
• To change publics/target audience’s behaviours such as internal corporate behaviours around the 

adoption of new processes and procedures within an organisation.
• To inform publics/target audience’s about research, and information/results of commissioned surveys 

or reports.
• To provide information to the general public around public health awareness, safety and environmental 

issues and to change the publics attitude or behaviours.

Chapter 4 – Legal and ethical issues

Answers to activities

4.1 Misrepresentation is when an untrue  statement is published or broadcast. It is considered to be a 
form of deception and it can happen fraudulently, negligently or innocently. If misrepresentation is shown 
to harm the reputation of another person or organisation, it is called defamation . If it is written it is 
called libel and if it is spoken it is referred to as slander . Organisations or individuals may have to 
pay damages if the misrepresentation can be proven to have had a detrimental impact on the reputation of 
an organisation or individual.

4.2 (a) False

(b) True

(c) False

(d) False

(e) True

Answers to practice questions

4.1 (B) Confidentiality

4.2 Two behaviours which are usually covered in a PR code of conduct, could be any from the following:
• Respecting the laws and regulations in the countries within which you work.
• Only using content that is legal, decent, honest and truthful.
• Dealing honestly, fairly and respectfully with your publics.
• Maintaining confidentiality.
• Ensuring transparency with publics by working in an open and accountable way, and being clear who 

is ultimately responsible for PR actions.
• Maintaining appropriate personal conduct.
• Maintaining personal competence levels.

4.3 PR professionals can build up positive relationships with the media and familiarise themselves with media 
schedules to determine where their content may fit best with the priorities of the media. PR professionals 
may also monitor the news/media for content which is relevant to the story in order to offer interviews 
or expert opinion to the media. They may also draft and distribute press releases to the media which will 
raise awareness of a story amongst the media and hopefully result in coverage.
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