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COMM 454 Public Relations Management
Dr. Diane F. Witmer

PREPARING THE FINAL REPORT

The final report for your semester project describes your campaign from start to finish. It should outline the client's background, the problem you identified, your original goals and objectives, the steps you took to meet those goals and objectives, your target publics, key messages, strategies, tools & tactics, your timeline, budget, and all the tools you used to execute and evaluate your campaign. You should use index tabs and subheads to guide the reader through the materials. Remember: The burden is on you to make sure the reader can follow your key points. The following outline will help you organize your notebook:
Executive Summary

This is a one-to-two-page summary of your entire report. (Hint: write this last, after you have written your report. It's easier to summarize something that's already written.)
I.
Introduction

· Describes the background of the client organization.

· Describes who developed the campaign and why.

· Provides an overview of the identified problems and solutions.

· Offers rationale for public relations as a cost-effective approach to the problem.

· Provides a transition into Section II.

II.
Problem Statement

· Provides a detailed situation Analysis (SWOT).

· Describes the client's goals and wishes.

· Establishes a basis and rationale for the PR goals that will outlined in Section III.

III. Work Statement 
· Research

· Describes all research done to develop the PR plan.

· Includes research conducted to identify the problem, competition, etc.

· Includes research conducted to analyze target publics (demographics, psychographics, VALS), media lists, etc.
· Planning

· Describes all goals and objectives.
· Provides detailed descriptions of target publics.
· Outlines the key message(s).
· Describes strategic approaches.
· Describes in detail all tools and tactics, including:

· Which objectives they were designed to meet.

· How they were to be used.

· How they were to be evaluated.

· Provides specific evaluation techniques for each tool and tactic.

· Outlines the original working budget. Reminder: You will not include any fees because you are doing the work bro bono.

· Outlines the original planned timeline.

· Execution
· Describes the campaign that was actually conducted, including:

· All specific activities, and materials generated by the team.

· Any pre- and post-campaign studies.

· Outlines the duties of each member and all reporting procedures. Note: Individual bios and qualifications are not included. Your client already knows who you are.

· Describes obstacles encountered and how they were resolved.

· Refers throughout to samples of materials in Section V, the Appendix.

· Evaluation
· Describes how the success of the campaign was measured. Be sure to state this in terms of the original goals and objectives.

· Reports in detail the various evaluation techniques that were used, (e.g., surveys), how they were analyzed (e.g., response rates; descriptive statistics), and the conclusions drawn.

· Describes and explains in detail any deviations from the original budget.

· Describes and explains in detail any deviations from the original timeline.

· Lists the billable and non-billable hours that were expended on the project by:

· Each team member.

· The team as a whole.
· The total calculated value of both total billable and total non-billable hours based on $15 per hour.

· Summarizes with a statement that describes the overall success of the project.

· Provides a transition to Section IV.

IV.
Conclusion
· Summarizes the campaign problems and successes in one or two paragraphs.
· Analyzes how this campaign could be improved in the future, if it were to be done again. Note: This should address what you would do differently, not what the client should do!

· Offers lessons learned about the practice of public relations.
V. Appendix
· Provides samples of all campaign products. Examples: brochures, newsletters, Web sites, news releases, etc.

· Includes media lists and other "working documents," such as samples of key correspondence, calendars, etc.
