
Use Public Relations to Communicate With Your Audience 
 
Public relations (PR) plays a vital role in marketing strategies to improve and protect water 
resources. Public relations allows you to gain publicity for your program and projects, and direct 
messages at target audiences, at minimal cost. To achieve success with public relations strategies, 
remember two things: Be Creative and Make it Newsworthy. 
 
The benefit of using public relations instead of another marketing strategy, such as advertising, is 
getting your message in front of your target audience for little or no out-of-pocket expense. 
Remember that publicity for the sake of publicity is not the goal. Your goal should stay the same; 
aim your message at a target audience, with the objective to lead that audience to an action 
necessary to achieve program goals. But, PR also creates visibility for the program and the 
program’s projects. The benefits of increasing visibility include: 
• Reinforcing who you are and what you do 
• Letting people know you’re active 
• Publicizing a project or event 
• Enhancing your image and reputation 
• Impressing clients and funders 
 
When developing a PR concept, use these 4 key elements: 
Make it newsworthy 
The media won’t run your story if readers/listeners/viewers will not find it interesting. Make your 
message newsworthy by appealing to people’s concerns. Make them happy; make them laugh; 
make them proud. Offer little known facts that people will find interesting, and prove your point. 
You can discuss the audiences’ needs, and then discuss how your program and projects meet 
those needs. 
 
Create a direct message 
Make sure your PR message directly communicates what you offer, and how the target audience 
can take advantage of it, or support it. 
 
Target the media 
Make sure your story fits the needs of the media. If the story does not contain material their 
listeners/readers/viewers want, they won’t use it. 
 
Target the audience 
Let your target audience know you are speaking directly to them. Let them know exactly what 
you want them to do, focusing on how that action will benefit them. 
To test your PR ideas, ask yourself these questions: 
• Does the idea possess emotional strength? 
• Does the idea demonstrate the message you want to convey? 
• Can the intended audience relate to the message? 
• Does the idea go a step above the ordinary? 
• Does the idea answer the basic questions of who, what, when, and where? 
• What results do you want? Will this idea help you achieve those results? 
 
To learn more about public relations, read the source of this article: Public Relations Kit for 
Dummies  


