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ABSTFACT ' . .
o1t is aften difflcult\for students in public
rellations writing conrses to understand precisely how their various
writing assignments are heing evaluated. It is important, therefore,
for teachers of these courses to develop a systematic method of
evaluating all writing assignaents. One method of doing this is to
concentrate on elesents common to all such assignments. These are (1)
purpose~--vhat the writing is to make 'a public thipk or do: (2) . '
persuagive strategy--hov &opy achieves its parpose: (3) medium--the
approfriate style, format, and presentation: (4) agcuracy--the facts,
graamar, spelling, and punctuation; (5) creativity-<originality in
approach, strategy, and use of nediua: and (6} effe veness-+vhy a
plece of writing did or did not work. As each writing assignamept is
made, the teacher might give the students a "prewriting fora," to
help than focus their work. (A copy of a prewriting form is
attached.) (FL) Y
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PUBLIC RELATIONS WRITING: SETTING GOALS AND

-

OBJECTIVES FQR STUDENTS AND
EVALUATING THEIR WORK

F2

"What is it that makes an effective pEblic service

-

announcement, a persuasive position paper, a compelling

Piece of brochure copy? The diversity of demands in public

relations, writing often overwhelmSStudents, initially, at

least.
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Still more difficult to explain to students in PR L.

writing courses projects often is Precisely how the p;pers

-

are being evaluated, Students peed to understand how they can

compare their success or failure with the great varfety in
LY

aséignments to reach some conclusions about their progress

in the course.

T
»
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Writing courses especially should be measured on the

progressive improyement over time in the course.

Because of

that, there should be some way to arrive at a common expec-

tation from all of these vaYious assignments, which on the

surfate seem so different.

1
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One approach is to look at the expectations held for all

assdgnments. A starting place there is to examine how the

piece "of wyriting advances the purpode of the public feﬁatipns

effort. What does 1t try to get someone to think d6r to do?

Secondly, how does'it try to get the ahdience to think or to

do something?

Or, what is the persuasiwve strategy?

LY

An ahalysis

of these two elements will lead directly to 8 critical part~-of

the evaluation:

To whom is the piece of copy intended? What

public is to receive the message statement?

<o
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4 " Page 2 . . . "
The analysi%_of purpose, strategy and publics should lead

L .
a public relations copy writer to review social sci;}f&fic

L) . ‘ 4 .
research findings in the fields of communication an

:persuasion,~ What does the literature offer as a guide to

developing a messagg for tﬁe‘particular situation? In looking
. ‘

Pl T L

for some guddance from the research, a public relations copy

“ writer should not have uanalistic expectations, such as

£

finding the exact, preéise answer to a copy writing problem.

What is more likel§ to be found is some guidance. The writer

» 4

ha¥—td take into cansideration the limitations of applying researcil

R findings to real-life situation, if the findings come from a
controfleé\htudy, and the limitations of-applying,thg research
, . ..
to g diffefent set of circumstances: if the research findings PR
are from‘fiélﬁ studies. The thoughtful w}iter enly looks to T
- the research for sone suggestioné for an approach that is more ‘
| - N~

likely to work than an uneducated guess. -

¥ N ”
In warkinquyt a public relations writing assignment, the

5

copy writer has to take into consideration the three basic elements:

message, medium and audience.-, These are all interreiated,
, , -
but the key element to work with is first the message.
A

Then, the second consideration is\howito convey that message

(] r . . - -
to each audience,sgr public so fhat the message will first,
- - K f
get the¢ attention of that public, attract the interest that F~
]

7

public as belng significant, important, something of value,
»
end, finally, give that public somethiﬁg to att on-~either

physically, emotionally or intellectually. The aétion, of

~

i course, should be the one éeijed by }he public relations

L4

s
copy writer to achieve the purpose of the comnmunication,
] . \
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Any aou?? public 9¢lafiod7fvriting assignment should give '(
the message writer enouéh information about the purpose and the
publics involved to determine & message sta;ement for each
pudlic, and to Hevelop a strategy for each phblic. How message
statements to various publics interact and reinforce each other
is a significant part of the evaluation if the writing
' assignment covers a broad'scope;;such as the multiple messages,
. b
for a public relations campaignf The lack of clean lines
thween many publics, and the intefrziationships tth often
occur zmong publics. make this an important consideration for

the writers.

A third element to look at, then, is how appropriate each

message statement is for each publid, and how much unity there

Y

-

is in the message Statements, although the appeal apd persuasive
- ™ i

strategy might be different for different publics. (An
example students seem to understand easily is how different -
messages might be written for two publics--faculty and students,

although there should be unity in the statements ‘because each

public is likely to be exposed to the qther's message. )

-

After the p;blics and the message statements for each are
y
( clearly defined, the next step is to look again at[researcﬂk
‘ . information to determine what is the most appropriate medium
through which to reach that public. To which medium is that
public most liéeiy to attend? Which medium, for that particular
public, has the highest cr;dibility? Then, the next part of

the problem is to see how the message statement can be

conveyed through that medium. What barriers exist? For
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example, it may\be that some information about drug use you

want to convey td a teenage public. How do you reach them?

;

Radio may be best, but is it best for a messaée that musts.be

. >
. !
detailed and specific? A message that needs to be remembered?

A message that may.need to be referred to? O0Bviously not.
Then, lo;king at print media, which is best for that public?
Woéld it be a brochure tbat céhld be given out 1in school
health classes? Or, would getting a story in~;ome teenage
magazlhes be best? Which publics are you likely to miss if
you éhoose the la:Ser? Should more than one med?um be
considered? ’What is ; multi-faceted approach in media that

r

ie likely to work for this message for this audience?

-

Following quite logically is how approprdiate each piece

of copy is for the medium for which it ia written. How will

the copy be used? - Is the style right? 1Is the format cortrect?
Is the information presented in such a way,that it will be -

e

received by the aLdience, considering how jthat audience i3

known or expected to behave with that medfum? *

Anticipated, of course, is that the Facts will be

accurate and that the copy will be writtén cleaM™y, directly
*and correttly--with respect to grammar, spelling, and \

" . . g
Punctuation. Public relations writers often find that as |,

practitioners they do not have the luxury off an editor to
catch mistakes be}ore publication, so that «careful prepara-

!
“tion.of copy is discipline best learned early.

» -
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A fifth pdint there fs accdracx--in fact and presentation.
- Being accurate SOmetimes becomes especially difficult when Ehe
public relaiion;)copy writer must translate information from
the jargon of a particular professional area to something any *
public can understand. Problems also oééur when the public.
raelations cgpy writer must simply the complex. For‘exaﬁPle,

in efforts to talk to 10 to 13 year olds\about how they need

» & b
to develop life style habits now to avoid premature death from
cardiovascu}ar disease, what does the writer have to know about

4 J

that audience to determine how simplified the\copy mysf be

made? How simplehcan it’ be made without compromising the
1]

ecientific information qnd'risking the loss of credibilicy,
-

by the medical and sclentific community? What terms do the

.

youngsters perhaps need to 1earn, and how caﬁ they be taught¥
A\l LY "

Often, problems 1like this call for some testing of‘cqpy to

A"

help arrive at just the right approach--testing ﬁbgh with

r 4

the age group and with the m#ﬂical and scientific community.
And, of course; testing éeven beforé any public sees the copy
with standagrd readability formulaé‘;o be sure the level of

the writing i# corFect for both the audience and the mediunm.

A sixth point for @valuation\ia créativity. How original
ig the appeal, the présentatio;, the choi;e of stiategy, the
use of the mediqm? The &9°d public relations writer is the
one who breaks throughathe bayr}ers to getting the attention
;f a public.with the cqgativ; approach, and beginning writers

should have their originality recognized ani rewarded //

A - N . ",.
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Finally, and numbei seven,” does the copy work? Do all of

these elegents come together with an impact that makes the
elements seem to be more ,than a sum of the parts? Usuyally

this is the most difficult part to discuss 1in student work

-

because there is only the instrucqor 5 professional judgment -
‘although the preceding analysis often helps to suggest why

the communication reaks down.

*

To reinforce this pattern of expectatfons, and to

L]
-

cffer some guide to grading, the following forms haxe been
o

developed. The first form {s a p-e-writing outline to givé

-

the assignment focus. Concentration on the varicus elements

1)

“ds forced by filling in this outline. It helps a beginning

writer to se¢ the direction the #ommunication should take, \

'
and for a more experienced writer, it keep’s the communication
[

A

N .
within the requirements while allowing for some originality’

—

"of approach. The gecond form is an evaluation pf%%e, ond
L

designed to give some conshstency to grades in a ¢dourse that

-

demands a gre}t diversity in assignments. One word of caution:

The evaluation chart should not substitute for a detqﬁled

-

critique of the written piﬁce, in¢luding corrective markings

on the student's copy. What the chart can do is (1) to give.
students some guidelines on what is weak in their wonk—lareas
- .

that need improving; (2) to suggest why, a piece of writing
fails as a whole, although parts of it may be goo@; (3) to

indicate, over time, what students are learning “in the course, -
. -

and what seems to be eluding them. The latter can also be

helpful to'the dnstructor who may be able to see a pattern

in the class that indicates mqre %ttentioh to" some principles

L)

. ) - " N\
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‘or practices that necd further explanation or emphasis,
th instr urse
' ' .
should ‘expect to be called on to answer a challenge fibm stu-
Ay

uctor in a public relationscopy writing co

dents about why something is being written at }?1? Isn't that

'‘manipulation? a student is likely to aék.\ An explanation can

begin with a question 1like Tﬁow did ygur parghts get you to

brush your teeth when you were younger?" What message
statements were used? " To what effect? Sometimes another

direction is better: "“How did ydﬁ get your parents to let

A )

You use the family car when you were Just beginning to drive?™

-

* .

S

What was the persuasive strategy? 'What was the€ medium--verbal,

Wat it better to leave ga
{

and 1f so was timing important?

f}

.note asking-and then approach the’parent after the smoke i

>

from the first explosion had c2eared? Put in terms of

£ ?
everyday persuasion that does not seem ineidiocus, students
L] \ .

. !
can begin to understand that not all efforts~to manipulate

are morally wrong.
2 .

However ¥ stjﬂzz?z“should be \encouraged
~ .

to look carefully at the ethics’of all given taské,,eSpecially
. |

public relations copy writing tqsks}\\What»are the ethical

\—u—._

considerations? What problems may a public relations copy

. writer face in dealing with management over the communication
) ‘\ _, v
plan? There is no way to chart these two significant points,

but each p@klic relations copy writing assignment’ should
¢
cause a writer to look at social responsibility and

L] . "~
management acceptance. Both are critical to the task.

]
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PRE-WRITING FORM
Project: . (Rature of ﬁroject)
’ % *
Contact: (Resource Person(s)) _ ) -
Student: _ -
Objective: (Purpose) - i
1 '. ) >
Publics: (What audiences need to be reached) .
Description of Message Statement Form: ("As one page typed - ~

double spaced News.Release to be mailed to 49 local newspA

Main points to be covered in expanded message statement to )
achieve purpose: ¢ : : .

S RS
. | | o

- . ) . B \
‘ % N .
f.
— \/ ‘l + ' ﬂ- ‘
Draft needed by: '(date) ( !
Finished copy needed by: (date) - . . . ',////
. L " . ..
Distrilﬂtion method: —y/ .
v g ~
q £
: >

Comments: (Specfal Guidance)
Message: (Statements for Each Public)

Medium: (F¥or eac? pub{fc for this situation.) ..
¥ .
’ L]

~

o - : -
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Purpose—" Persuasive’ Public & MesSage Medium Accuracy - Qreativity ~~ Effectiveness
(what public is Strategy Statements (Apprépriace (Facts, (Originality in . (Does piece work?”
to think or do) (How does copy, (Appeals, Style, Format, Granmmar, Approach, =2, ?ih,y.? Why not?
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