MOCK EXAM YEAR 2

Outline Answers

Note: These are suggested answers only.  There is no such thing as ONE RIGHT ANSWER when it comes to this paper…  Let's discuss all approaches next week.

--------------------------------------------------------------------------------------------------

Question 1

Public consultation is a growing area for PR practitioners in Ireland and you have been asked to address this subject at a forthcoming Tuesday Forum for the Public Relations Institute of Ireland.  Outline the key points of your presentation.

This is a good question if you've read chapter 21 in Gunning and page 377 in Chapter 23 - PR in the 21st Century section.  You will definitely need a case or two to quote from.  And please note that this topic will form part of the agenda - LUAS - a God-send for begrudgers - at the forthcoming conference - so take note!  Style wise, you've been asked for key points of your presentation, so please head your answer up "Key Points" and use appropriate headings throughout just as you would if you were doing this for real.

· Intro - My definition of public consultation.  This certainly IS a growing area for PR practitioners in Ireland and I welcome this opportunity to outline my thoughts on this area and as such fuel the debate amongst PRII members…

· Stats re growth in this area & EC as driving force.  Need to do Versus Nice to do - EC legislation. 

· Of course, public consultation is a first cousin to good community relations and as such it has been around for quite a while, with companies like Nortel, Intel, NTR, Green Property… taking community relations very seriously and doing a very good job at it.  Could mention Golf Course case study here.  By formalising the need for public consultation the EC as raised the stakes and the benefits for everyone.

· Case studies / practitioners involved in this area e.g. Tom Manning, PR manager, Railway Procurement Agency (talking at PRII conference).  What are the benefits to company and community alike?

· What a good practitioner needs to know before entering this area.  Do we all need to become specialists at public consultation?  Using the outsource model and hiring practitioners onto teams (inhouse & consultancy) that specialise in this area).  What the international companies are doing.

· PRII has role to play in terms of covering this issue/opportunity at conference, Tuesday Forum and through Continuous Professional Development programme.  Also PRII has recently set up special interest groups via website and there is certainly a case to be made to set up one in the area of  Public Consultation.

· Conclusion - yes, is growing/exciting area.  Lots of money to be made in this area.  Companies and practitioners alike must not be caught napping.  Time to make the investment now.  Look at the case studies.  Train the practitioners

Please revise my note on Public Consultation pre next week, for this discussion….

Question 2

Select a voluntary or charitable organisation with which you are familiar. 

a. Explain the role of their in-house PR practitioner.

   (10 marks)


b.
Give details of a successful or unsuccessful PR activity 

which the organisation has undertaken in the last three years. (15 marks)

To do well in this question you must have a strong case study.  Revise notes from last year's workshop on Enable Ireland?  But also note that question asks for charitable OR voluntary organisation i.e. not for profit.  So if I was going for this I would choose PRII and I know some people in class have their very own examples…

For the purpose of this question I have chosen the Public Relations Institute of Ireland and Sinead Gorby in her capacity as PRO.  The PRII is a voluntary, professional, not for profit organisation set up some 60 years ago in Ireland.  It is only within the last 3 years that the PRII has employed a full time CEO and invested in a more effective admin team, before that we always had an administrator who was backed up by a tiny admin staff.  PR wise it is Sinead Gorby, a member of Council who has the role of in-house PRO but I should point out that this is a non paid, voluntary role and in time we may/should see the PRII hiring someone full time.  

a)  Sinead's role entails the following:

· Writing the PR plan on an annual basis and presenting this to Council annually and via updates monthly.

· Managing a small voluntary team of 3, backed up by the full time CEO and one administrator at the office.

· Handling media enquiries on a proactive and reactive basis.  

· Developing a crisis plan for PRII.

· Ensuring that the PR plan dovetails the membership drive for PRII over the next 3 years and is in line with the strategic business plan for PRII.

· Organising PR around the PRII's calendar of events and paying particular attention to the annual conference, the Christmas lunch, Tuesday For a, Continuous Professional Development Programme, Graduation and the Lobbying programme being undertaken by PRII this and last year with regard to Register of Lobbyists.

· Organising special events to raise funds for PRII's PR budget moving forward.

· Working as part of the Executive team of PRII made up of President, VP, Treasurer, Secretary, CEO to ensure that the PRII has an effective PR plan to back up its strategic business plan.  This also involves earmarking/finding budget to pay for PR activity.

· Looking at the longer term plans of PRII in terms of hiring a consultancy / hiring a full time PRO or a combination of same.

b) Successful PR

One of Sinead's key successes over the past 3 years is to promote the PRII's role in setting up a register of lobbyists and to ensure that we drive this debate as the professional body representing members.  That activity involved:

Coming up with a plan.  Our stance on the Register.  Why it was needed, the timing, the contraints, the benefits and the practical next steps.  This also involved identifying the key stake holders in this debate and ensuring that we delivered clear messaging / engaged them in our cause.  Success would be measured in terms of interest level and understanding and obviously in terms of influencing government to listen to the voice of PRII / bring in legislation.

Specifically the plan involved:

· Lobbying various ministers and opinion formers North and South.

· It also entailed looking to the NUJ for co-operation / assistance.

· Writing a white paper on this area and communicating same to members.

· Hosting a debate on this issue and inviting key opinion formers and members alike to attend.  This was done as a special Tuesday Forum.

· Delivering a report to members post debate.

· Keeping this debate alive at every opportunity  from conference to Christmas lunch and annual general meeting.

· Positioning the PRII as leading this debate via media and proactively pushing Morning Ireland to do an interview with the President on this issue.

· Responding to media questions promptly and effectively through President, VP and CEO.

All of this activity has resulted in strong media coverage, good member feedback and a recognition at government level that PRII is the body to deal with on this issue.  This feedback is verbal and written and Sinead and team have moved onto the next stage plan to move this forward.

Question 3

The importance of managing the client relationship is all about setting SMART objectives and delivering on them.  Discuss.


In order to do well in this question you've got to revise Q1 from last year and be confident on 6 point plan and bringing everything back to setting the right/SMART objectives.  This is an answer that definitely needs a map, otherwise you will get lost and waffle…. Good client management is central to good PR.  Just as good PR is about 2 way relationships (bring in your definition) that relationship starts with client and consultant.  Text 100, a leading international technology PR consultancy, took this area of client management so seriously that they employed a psychologist to track / or model what good consultants did to manage clients and deliver on expectations.  This involved tracking 10 leading consultants internationally and asking questions about everything they did in the consultancy relationship with clients from that very first phone call.  From this, they developed the consultancy circle which demonstrated the rolling relationship in consultancy and highlighted these key areas:

· Check mode - is this the right client for this consultancy and vice versa - a good fit to our business and our people and budget wise etc.

· Learn mode - this is the research phase where the consultant immerses themselves into learning about / researching the client.  Who are they?  What do they do?  Their targets?  Their selling proposition?  Their comms issues & opportunities?  Their competitors?  Etc. Etc.

· Clarify mode - this is the stage, where after doing a fair bit of homework, the consultant must clarify the brief.  And this is the stage where we look at the objectives of the client and ensure that these objectives are SMART - specific, measurable, achievable, realistic and timely.

· Think/Create mode - on clarifying the brief, the consultant then goes into creative mode and comes up with the solution / the PR plan.  This is done via brainstorm sessions and pure hard work and hard thinking.

· Presentation mode - present plan to client and answer questions.

· Do mode - do the work, get the results, review those results and then go back to the beginning again and ask if this client is still a good fit, research and most importantly clarify the new brief for next year…

What's interesting about the consultancy circle is that EVERY consultant kept coming back to the importance of clarifying the brief and setting the right objectives.  Also, consultants talked about this step as the one that is ongoing and needs constant rechecking throughout the client relationship.  Client's business is dynamic, communications is constantly on the move and therefore objectives change year by year, quarter by quarter.  Making objectives specific is about really spelling them out and ensuring that they are not just aspirational and too wide in nature.  Making them measurable is about putting a time, value, measure on them.  Asking the client what will success actually look like in X months time is a good question to get at this measurable objective.  Making sure that objectives are achievable is in everyone's interest.  If they are not, they there will be disappointment and under achievement and the likelihood of holding onto this client is low.  It is also not good for the morale of the consultancy team if consultants are signing up to unrealistic objectives.  Making objectives realistic or relevant is about the same thing.  Really pushing the client hard on objectives and ensuring that the PR objective is realistic in terms of business plan and where the company is going, and where the industry is going.  Timely is about putting some sort of time frame onto the objective by X date.  That gives us a target date for achievement.

SMART objectives are good for the client and the consultant.  They give us something to strive for.  Something to measure.  Something to clarify at every opportunity.  SMART objectives ensure that PR really hooks onto the clients business plan.  Of course, the objectives have got to be set and achieved in order to prove successful.  This means doing what you say you will as a consultant.  Constantly looking back at the plan and ensuring we are on target to deliver.  If we over achieve objectives we spell it out and review the fee and time input and make sure everything is in line.  If however SMART objectives are not being achieved, there is an opportunity to bring this to the client at the monthly meeting and proactively ask questions as to why not?  Is this objective still realistic or has something changed in the business?  What does the client think?  Has this objective still got the same importance or has something else overtaken it?  The main thing is to address the objectives regularly and make sure we are meeting them.  This is good client management in action.  Suggest Kinman case study is used as an example here, if you don't have your own preference.  Work case study into answer and it really gives it more life.
Question 4

Internal PR is just a fancy name for newsletters and management propaganda.  Discuss.

This is a straightforward question and if you know the chapter in Gunning / my notes and have a good case study, you'll do well.  Again the key thing is to package your information well and use the question terminology.  For this question, my map would involve:

· Intro - I disagree with this statement.  Internal PR is much more than newsletters and it is not at all about management propaganda.  Propaganda by its nature is one way.  Good internal PR is 2 way comms between management and staff.  

· Internal PR - definition.  Recent study has shown that companies who get their internal PR right usually have focussed on three key things, namely:

· Management commitment to internal PR - they know it works and walk the talk

· Have put a plan in writing - that is a plan following Jefkins classical approach to PR - situation analysis, objective setting, targets, techniques, budget and evaluation

· They have made the connection and more importantly employees can see the connection between their job spec and the company business strategy.  This gives the employee a sense of purpose and engagement.

Of course, newsletters, email, memos, bulletins can all form part of the tool kit for internal PR which may also include……But by no means are newsletters the most important tool.

To employees good internal PR means the creation of better working environment which leads to more pride in their work and more pleasure.  Feel respected and valued.  Input welcomed.  Feel closer to company and therefore more loyal.  Recognition.  To management there are real and tangible benefits.  A happy workforce will be a more productive workforce with better attendance and attention.  Staff retention is better.  Spreads the good name and goodwill towards the company.  Positive community support.  Greater customer satisfaction.

Example of companies who have got internal PR right.  Your own example(s).  And what it has meant in terms of employee morale/productivity etc.  Back to survey results and the tangible results good internal PR can get …. Watson Wyatt study on internal PR Nov 03 The study found that companies with the most effective employee communication programs provided a 26 percent total return to shareholders (TRS) from 1998 to 2002 compared to a -15 percent TRS experienced by firms that communicate least effectively. The study also found that a significant improvement in communication effectiveness is associated with a nearly 30 percent increase in market value.

In conclusion, while I can empathise with the person making this statement, it does not truly reflect the nature of good internal PR.  This is a growing area for PR practitioners in Ireland and agencies like Drury Communications, Edelman and FHS have all built up a specialisation in this area….. Read Imagination Workshop if you haven't got an example in this area.  Again, conference may throw up some good examples for such a Q.

Question 5

Explain the key steps in evaluating a sponsorship opportunity for your client.  Use at least one example in your answer.   

This question is a straightforward one and as you know this area has been known for its nasty / complicated questions in the past.  Bringing everything back to the key steps in evaluating a sponsorship is a good way to revise this area but you've got to have a strong example going into the exam.  We'll discuss this one in class.

Question 6

Good research is the key to good, solid PR programmes.  Discuss four ways in which PR practitioners use research to make their case to clients.

Again this is a question where you need a good road map.  You must have 4 ways for research as the marks will be allocated that way.  So good intro, good conclusion and 4 ways to do research in PR and you're off….  Yes, I totally agree good research is the key to good, solid PR programmes.  In order to recommend good solutions in PR terms a practitioner must have done his/her homework in terms of research.  In fact, it is the first step in Jefkins 6 point planning model i.e. situation analysis or where are we at today in terms of communications and the IPR has published a huge section on this in its toolkit.  When Text 100 drew up its consultancy circle, based on good consultancy practise, research was a key step and associated with the consultant being in the Learn Mode this is the research phase where the consultant immerses themselves into learning about / researching the client.  Who are they?  What do they do?  Their targets?  Their selling proposition?  Their comms issues & opportunities?  Their competitors?  Etc. Etc.  Basic common sense tells us that we've got to understand where we are today in comms terms before clarifying where we want to go (objectives) and how we get there (PR strategy & techniques)…..

There are numerous ways of using research in PR and companies like Lansdowne and IMS are forming more strategic alliances with PR companies than they ever did, as they see the potential for business rising.  Mention one or two of the case studies and how research was conducted here…. Or work it into your 1 - 4 below.

1. Desk research / SWOT analysis

Companies / clients really benefit from and want consultants to do their own SWOT analysis on the client situation.  Consultants will look at the situation with an objective eye, assess the current situation in terms of strengths and weaknesses and where the opportunities and threats are for the company.  This involves desk research, looking at the company website and competitor websites, assessing what's happening in the industry, looking at analysts reports, media reports etc.  And making a judgement call in terms of where the company is at today.  This can be done from the outside looking in and is really just the first step in good research.

2. Analysing the business plan and making PR fit

This is a deeper form of research and would involve looking at the company's business plan and interviewing the CEO, financial director, sales director, marketing director and HR director.  We would look for the business objectives and ask detailed questions about the target market and target publics for this company.  This would lead us into the tools for reaching these publics and of course the whole question of setting PR objectives and measures.  Instead of doing these interviews on a one to one basis, many consultants now choose to host a PR workshop with the sole purpose of aligning PR to the business plan.  Obviously, the consultant has got to do their homework in advance of this workshop and ensure they are asking the right questions and making best use of the time.  Post workshop a report would be issued and this would form the backbone of the PR plan.

3. Research your target public(s)

This can be done in a number of ways depending on the makeup of the target public and finding a representative sample.  Consultants can use questionnaires to get an understanding on what this public wants from / views the company and what part PR plays.  This is called quantitative research.  Alternatively, the consultant could use qualitative research in the form of one to one interviews with a sample of the target public or use a focus group.  With qualitative research it is essential to get at the targets opinion by asking open-ended questions that really engage the interviewee and encourage them to talk.  In many cases, the consultant will use an external research agency to conduct this research.  But the key thing is to have a strong brief and ensure clarity in terms of what are we trying to achieve with this research and how does it fit into the overall PR plan.

4. Ongoing feedback

By far the best way to get to know your target public is through ongoing feedback, whether that be formal or informal.  The sales team are usually a great source of ongoing feedback in terms of how PR campaigns are working, impact, enquiries drawn as a result etc.  Regardless of what PR tool is used as part of the programme there should always be some research conducted post event/tool to evaluate.  For example, if the company was using a conference to reach its target public, we would use formal research in the form of questionnaires to delegates as well as informal research in the form of feedback from sales staff in terms of leads, observations, feedback from the day.  

In conclusion, I would say that good research is at the heart of any effective PR campaign, but this is not just once off research, but rather ongoing research to ensure that the company is changing with the times and the PR plan is developed to fit this dynamic environment…..

Other possible headings for your 4 ways:

· Qualitative & Quantitative Research 

· Focus Groups

· One to one interviews

· Website research

· PR audits

· Analysis of media coverage for tone, content etc.

· Formal market research to assess changes in attitude / perceptions

· And???

· Vox Pop

· Exploratory media research

· Internal communications research via survey

Remember to draw on your social psychology knowledge for such a question.  And relook at those case studies for research.  Edelman for example set up a whole research unit on Youth Marketing across Europe… will discuss in class.

Question 7

Discuss one recent crisis with which you are familiar. Outline the background to the crisis, discuss the crisis plan and its implementation, analyse the impact of the crisis on key publics, highlight media coverage of the event, and draw conclusions about whether or not you feel that the crisis was well handled.


There are at least 6 parts to this question and a quality answer hinges on a good strong example which covers all these areas….  Will discuss in class.  For those of you who are geared up to do question on Activism (and remember that will be covered at conference too) you should be able to use your example(s) under crisis management Q….

