
HOW TO INTERACT WITH 

MEDIA AND WITH THE 

COMMUNITY ?



PUBLIC RELATIONS
DEFINITION

PR is a management function that  establishes 
and mantains mutually beneficial 
relationships between an organization and 
the publics on whom its success or failure 
depends



THE PUBLICS

Distinction of the publics

First type:

Clients

Experts, employees

Partners

Broad audience



THE PUBLICS
Second type:

 Active/engaged public (directly or indirectly affected 

target group)

 Specialized public (experts, from this public depends 

the goal attainment by the team)

 Latent broad public (they do not have direct relation 

but could participate)

 Hostile public (they could hinder)

 Passive broad public (it is not interested)



According to the objective of the presentation to the 

publics,  it should be grouped as follows:

 Age, sex, ethnic origin, religion and oth.;

 Place of living and place of work;

 Social status;

 Professional status;

 Institutions.

THE PUBLICS



How to communicate with the publics

Direct communication

 Meetings 

 Seminars

 Discussion

 Debates

 Personal encounters

 Actions (propaganda, competition, marches, 

flashmobs, shows and oth.)



Indirect Communication

 Publishing : brochures, flyers, newsletters, FB 

groups, sites, blogs and other.

 Using media – media presence and coverage

 Social networks



Elaborating messages

Messages should be:

 in accordance with the objectives

clear for the target group

concise, easy to remember, having 
impact



PR  CAMPAIGNING

PR STRATEGY

 Formulating objectives, target groups, messages

 А. What is this campaign for?  To make( or to change)  

opinion and thus to  initiate changes.

 B. What we would like to accomplish? Formulating 

objective and intermediate objectives

 C. Who is interested in this?

 Target groups – which groups we have to influence?

 D. What should be the messages sent?



PR ТACTICS – HOW WE HAVE TO ACT?

А. What channels of communication we should use?

 Direct communication

 Controlled publications

 Media

B. What resources do we have at disposal?

 Campaigning team, partnerships, experts, financial 

resources



PR TACTICS – HOW WE HAVE TO ACT?

В. How the campaign should be structured?

 Preparation ( badge, logo, site, partners’ support)

 Checking the messages (discussions in focus 

groups)

 Clarification of communication techniques (meetings, 

seminars, actions, press conferences, news releases 

and other)



PR TACTICS–HOW TO ACT?

 Getting started!

Campaign planning – elaboration of campaign 

schedule

 IMPORTANT! The campaigning is not because of 

media!

What has been accomplished?

Analysis and feedback



Basic resources to connect media

 Press release

 Interview

 Press-conference

 Briefing

 Media event

 A column in the local newspaper

 Newsletter



PR TEXT

 The technique “Lead” requires the most 

important to be communicated immediately –

with the first sentence

 News reporters call it  the “Five K”

 The first sentence gives the answers to the five 

questions starting with K: Who, What, When, 

Where, How



PR TEXT

 Please, write concisely and clear  the answers of the 

following questions:

 What happens?

 Where happens?

 When happens?

 Who participates?

 How participates?



PR TEXT
It is not mandatory to include in each text:

 What’s the new/ different?

 Why it’s necessary /useful?

 What is the context – data, numbers, history, 

quotations?

 What sources of information have been used?



MEDIA RELATIONS – BASIC MEDIA RULES

 Initiative 

 Do obey media rules

 Do facilitate the job of journalists

 Make the contact personal

 Respect media independence

 Be available

 Do avoid confrontation

 Be honest

 Be informed



THANK YOU! 


