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PR Work Sheet

In Brief: 

Event/Story:  Five Facts—Who, What, When, Where, Why     

Content: Purpose, People, Project—details and illustrations, Preparations, Partnerships

Media: Choice, Cost, Considerations, Consequences of Reach

Timeline/Responsibilities Spreadsheet:  


Sequence of Planning Deadline for all details, dependencies


Record of Who is doing What, When

            Contact information for all involved. Name; Addresses—Postal (Home/Business)     






&  Email; 







Phones—Landline & Mobile
Details: 

1)  For planning and communicating you need absolute accuracy in five basic facts.


Who is involved in this Event or Story? Be sure of spellings of names and places.


What is the Event or the Story?  Describe in detail and have confirmation of every detail with sources and contact information for them. 


When and Where is this to occur or did occur? If this has occurred, have documentation that it did. If this is to occur, be sure you have confirmation of location, arrangements, time, who is invited, reservations or not, costs and how to pay them.  This information is critical because the invitation/announcement may be going out electronically.


Why is the event being planned or why and how did the story occur.

2)  Content for the communication must give the purpose of the event or the reason for telling the story.


People involved are significant for name recognition and credibility in some cases and for credit and contact too.


Details and illustrations give an event or project its attractiveness and, in telling a story, make it possible for the story to come alive, involve the audiences and be compelling. 


Preparations for an event or an adventure build anticipation and lend authenticity to the information.  


Partnerships are significant, especially for recognition of contributions and giving due credit. Major parts of credit lines often involve contracts, certifications and permissions.
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3)  Media reach only certain people and, even then, not all of the time. Thus, you need a strong media mix, designed at a broad level, and then at narrowed ones to be sure you reach certain groups you want to be sure are exposed to the message—through one medium or another.  Individuals critical to the event, of course, must be contacted personally and some confirmation of participation assured. Personally, means exactly that.   You can’t count on their receiving and opening their email, or postal either.  You’ll need to follow up on significant participants or members of the audience.


Print media can include posters, signs, table tent cards, etc, that you will not be able to measure.  That is also true of legacy media because a “usual” audience share for a TV or broadcast show may not have included the people you wanted to reach.  The same is true of print media.  Just because the information was there, doesn’t mean people you want to see it did.   


Social media are likely to give you better feedback, but not always.  Some people are active participants in social media, and others are what is called “lurkers,” may see the information, but not respond.

4)  Working out the spreadsheet of responsibilities, deadlines and who is doing what and

when is absolutely critical to getting all of the details of an event together, and even for getting a story in a medium.  You may find at the last minute that you don’t have a digital

photo of a key person you need, or a permission to use a person’s image even if you have it.  That is why you need permission forms for your club or district to use. You might even need it for speakers at your meetings. For members you can place a statement in your newsletter and on your website that releases the use of their image when involved in Rotarian activities. If you think failure to get consent can’t be a problem, it can. Don’t take a chance.
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