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Executive Summary 
 
This Pacific PR proposal recommends an intensive three month strategic communications 
campaign to raise public awareness of the Newlandia Education Foundation and its mission.  
Pacific PR has identified that the major problem facing the NEF, is that the NEF is reliant on 
public support to function, but research indicates that the Newlandian adult population is largely 
ignorant of the NEF’s existence and mission.  Addressing this problem will be the primary focus 
of this campaign that will lay the foundations for future NEF communications campaigns 
specifically aimed at revenue raising. 
 
A detailed situation analysis outlines the key issues faced by the NEF and also makes 
recommendations on the direction of future communications campaigns.  The problem and 
opportunity statements pinpoint the need to raise awareness of the NEF and its mission in the 
large population centres of Newlandia and amongst private and Newlandian business leaders so 
that future public donations and corporate sponsorship can be sought.  The objectives of this 
strategic plan are measurable, specific and achievable.   
 
The target publics have been segmented in terms of geographical location because each 
population centre has unique characteristics such as language usage and socio-economic status 
that help determine the most effective communication strategy and tactics to implement and 
shape the content of key campaign messages.   
 
Additional research has been undertaken to supplement existing Pacific Research Company data 
and to provide valuable in-depth psychographic and demographic information on target publics to 
help more effectively determine key campaign messages and their mode of delivery.   
 
Community opinion leaders in Newlandian industry and business development will be involved 
in the delivery of key messages to help pave the way for future corporate sponsorship drives and 
also improve the receptiveness of target publics to the awareness raising messages of this current 
campaign.   
 
The overriding persuasive strategy concept of this Pacific PR proposal is to raise the profile of the 
NEF and position the NEF and educational disadvantage as crucial topics on the public agenda.  
Pacific PR will demonstrate that supporting the NEF and remaining informed about its plight is in 
the self-interest of each of the respective target publics.  Essentially, the over-arching campaign 
strategy is an exercise reputation/image building.  This Pacific PR strategic communications 
campaign will be firmly grounded in communication and persuasion theory to ensure that the 
scarce resources of the NEF are used with maximum effect and that the key objectives outlined in 
the planning stage of the campaign are deliverable and delivered.   
 
The key campaign messages are crafted/framed around the self-interest of each target-public to 
achieve optimum appeal and maximum persuasive power.  Messages are also framed and 
constructed according to Maslow’s hierarchy of human needs.  Clear, simple messages will be 
used, especially when communicating to audiences who vary in literary and verbal proficiency.   
 
Communications techniques utilized will be deliberately chosen as directly relevant to the target 
publics, and the tactical implementation and delivery of key communication messages will be 
appropriate in scope and scale to match the allocated time and budget.  Evaluation in this 
campaign will be cyclical and a strict management-by-objectives approach is adopted. 
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Title Newlandia Education Foundation:  Raising awareness 

Client Newlandia Education Foundation 

Category Not for Profit 

Year August 2010 

1.  Situation Analysis 1.1  Background: 

 
The Newlandia Education Foundation (NEF) is a charitable organisation established in 
the early 1900s, and has been supported by international aid agency WorldHelp and 
minimal Newlandia government support since 1996.1  Apart from this minimal 
government funding and the support from WorldHelp, the NEF relies on public 
donations for survival.2 
 
NEFs Vision: 
“Educational access for all Newlandians regardless of race, sex, religion or economic 
standing.”3 
 
NEFs mission statement: 
“To provide each Newlandian with access to education and literacy.”4 
 
Director of the NEF, Ms. Doogood, has directed Pacific PR to raise the profile of the 
NEF to the people of Newlandia. 
 
The major problem facing the NEF, is that the NEF is reliant on public support to 
function, but research indicates that the Newlandian adult population is largely ignorant 
of the NEFs existence and mission.5  A joint study commissioned by the NEF and 
WorldHelp and conducted by the Pacific Research Company, found that only 10 per cent 
of Newlandian adults had heard of the NEF, and only one per cent knew what its mission 
was.6  Its profile must be raised to rectify this problem.  This will be the primary focus of 
this campaign. 
 
The success story of Rangi, a graduate from Calina Village School, will be utilized to 
spearhead and focus the campaign.  Raising awareness of the dire state of child education 
in the downtrodden South is critical, especially considering that same research 
undertaken by the Pacific Research Company, commissioned jointly by WorldHelp and 
the NEF, shows that Newlandian’s are predisposed to supporting charitable 
organisations, with 70 percent of survey respondents indicating they had donated to a 
charity within the last twelve months.7  However, the study also revealed the enormity of 
the task, with only one percent of respondents aware of the NEF’s charter to provide 
educational opportunities to all residents of Newlandia.8  Although, evidence suggested 

                                                 
1 Newlandia Education Foundation, Our background, Newlandia, retrieved 10 September 2009 

http://vista.deakin.edu.au/webct/ContentPageServerServlet/newlandia/files/nef.htm#1  
2 Ibid 
3 Ibid 
4 Ibid 
5 Ibid 
6Newlandia Education Foundation, Pacific Research Company Report, Newlandia, retrieved 10 September 
2009 
 http://vista.deakin.edu.au/webct/ContentPageServerServlet/newlandia/files/pdfs/prcReport.pdf  
7 Ibid 
8 Newlandia Education Foundation, Our background, Newlandia 
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that messages promoting the NEF’s cause would be well received, with ninety-two 
percent of the survey respondents indicating that they felt supporting child-focused 
charitable organisations is important, and with ninety-five percent of the survey 
respondents agreeing with the statement, “it is every Newlandian’s right to have access 
to educational opportunities”.   
 

 

1.2  NEF’s Operational Environment (Environmental scanning): 

 

1.2.1  Obstacles/inhibitors: 

• Lack of public awareness generally 

• Minimal donations and sponsorship due to lack of awareness of the NEF and its 
charter 

• Lack of government support and funding for secondary education 
 

1.2.2  Competition: 

• NCF is a child-focused organisation receiving wide-spread attention and support. 
 

1.2.3  Educational factors: 

• Research indicates that adult Newlandians view education, specifically education 
for children, as very important.9   

                                                                                                                                                 
9 Newlandia Education Foundation, Pacific Research Company Report 
10 Newlandia Government, Facts and Figures, Newlandia, retrieved 10 September 2009 
http://vista.deakin.edu.au/webct/ContentPageServerServlet/newlandia/files/government.htm  
11 Newlandia, North East Region, retrieved 10 September 2009 
 http://vista.deakin.edu.au/webct/ContentPageServerServlet/newlandia/files/northeast.htm  
12 Newlandia, West Region, retrieved 10 September 2009 
http://vista.deakin.edu.au/webct/ContentPageServerServlet/newlandia/files/west.htm  
13 Newlandia, Batak and Surrounds, retrieved 10 September 2009 
http://vista.deakin.edu.au/webct/ContentPageServerServlet/newlandia/files/bataksurrounds.htm  
14 Newlandia, South Region, retrieved 10 September 2009 
 http://vista.deakin.edu.au/webct/ContentPageServerServlet/newlandia/files/south.htm 
15 Ibid 
16 Newlandia Government, Political Parties, Newlandia, retrieved 10 September 2009 
http://vista.deakin.edu.au/webct/ContentPageServerServlet/newlandia/files/government.htm 
17 Newlandia Government, Facts and Figures 
18 Ibid 
19 Newlandia Government, Industries and Employment, Newlandia, retrieved 10 September 2009 
 http://vista.deakin.edu.au/webct/ContentPageServerServlet/newlandia/files/government.htm#6  
20 Ibid 
21 Industry Organisations, Newlandia Organic Coffee Growers Association, Newlandia, retrieved 10 
September 2009 
http://vista.deakin.edu.au/webct/ContentPageServerServlet/newlandia/files/industry.htm  
22 Ibid 
23 Ibid 
24 Ibid 
25 Newlandia Government, Facts and Figures 
26 Industry Organisations, Newlandia Organic Coffee Growers Association 
27 Ibid 
28 Ibid 
29 Ibid 
30 Newlandia Education Foundation, Pacific Research Company Report 
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• Secondary education is lacking, both in terms of facilities and location (numbers) 

• There is a strong network of primary schools. 
 

1.2.4  Social factors: 

• The social divide in terms of quality of life and living standards in Newlandia is 
huge, from the industrial North, to the wealthy West and impoverished South 
regions. 

• English is the official language used by the Government, but is rarely spoken 
outside major cities and metropolitan areas, with 15 regional languages used 
throughout regional Newlandia.10 

 
1.2.5  Key population centres: 

• North-East Region: total population of 250,000; main city Velen (pop. 100,000), 
is an industrial copper mining centre.11 

• West Region: total population of 250,000; main city Lopeto (pop. 100,000), is a 
wealthy region home to the original families of Newlandia.12 

• Batack City and surrounds: total population of 1.5 million, busy shipping region 
categorised by high employment, with English as the predominant language.13 

• South Region: total population of 750,000; main city Ralonga (pop. 250,000), is 
a fishing region of high unemployment and low education who are looking for 
better education and employment opportunities and a missed population who 
speak a range of regional languages and dialects.14 

 

1.2.6  Political factors: 

• Achieved independence from 400 years of colonial rule just 20 years ago.15 

• The Newlandian Conservative Party has had a majority in the lower and upper 
houses since they gained office 15 year ago in the face of no strong co-ordinated 
opposition.16   

• The Government headed by Prime Minister Mr Rohan Singh is business 
orientated and has a free market economic style of government that has meant 
strategic infrastructure planning has been neglected in favour of encouraging 
private business to perform the job instead of government.17 

 

1.2.7  Economic factors: 

• Newlandia’s emerging island economy that remains heavily reliant on 
international aid programs with tourism its major source of GDP/GNP, with 
approximately 3 million visitors annually.18 

• Other emerging industries include the lucrative copper mines (privately owned), 
coffee plantations (locally owned), jute growing (locally owned) and timber 
companies (foreign owned).19 

 
1.2.8  Employment factors: 

• Unemployment is high, at around 12 percent, but as high as 25 percent in the 
Southern regions largely due to a lack of educational opportunities.20

 

 

1.2.9  Location factors: 

• Remote locations of Southern Villages, lack of schools, combined with poor 
infrastructure (roads) means that 60 school aged kids in Southern Newlandia live 
too far away from existing schools to able to attend. 
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1.3  NEF SWOT analysis: 

 

1.3.1  Strengths: 

• Research indicates Newlandian’s are predisposed to charitable donations 

• Research indicates Newlandian’s believe education, especially for children, is 
important 

• Research indicates that Newlandian’s, once aware of the NEF, strongly agree 
with the NEFs mission statement and vision. 

• Newlandian’s have responded well to the NCF, therefore indicating that once the 
profile and awareness levels of the NEF are raised that there is significant chance 
for genuine public support. 

• The NEF has secured land rights for the location of the planned new schools in 
the South region. 

• Villages want their kids at school and are excited about the new schools project. 

• The NEF through government and WorldHelp support have raised enough 
money for basic construction of these new schools, and only needs donations to 
provide furniture and teaching materials to make these intermediary goals 
achievable. 

• Villages in the South who are aware of the project have offered to help with the 
building process. 

 

1.3.2  Weaknesses: 

• Bill Kempf is a powerful businessman who owns the Klempf Casino and Resort, 
the Newlandia News, is a major shareholder in New Air, is involved in the NCC 
and is the Newlandia representative on the board of the TWC and NL 
International Copper.  He would be a powerful strategic partner for the NEF in 
the future in terms of raising sponsorship and profile.  However, he does not get 
involved in or support local community organisations.  Whilst this could be 
perceived as an opportunity, the resources of this campaign and the NEF 
generally are far too slim to chase highly unlikely goals. 

• Lack of financial support 

• Under resourced and under staffed 

• Low levels of public awareness for a company that relies on public donations to 
fund its programs. 

 

1.3.3  Opportunities: 

• Respected socio-economically conscious opinion leaders who could be utilized 
to help raise the NEFs profile and deliver key campaign messages.  
(Mr Van On is the President of the Newlandia Organic Coffee Growers 
Association (NOCGA), is an active member of the Newlandia Chamber of 
Commerce (NCC), is committed to furthering Newlandia interest, is fluent in 
four languages and is a revered public speaker.21  Lakshmi Shankaran is 
President of the Newlandia Garment Industry Workers Union (NGIWU), is 
worried about foreign investment, believes the future of Newlandia should be in 
the hands of locals, is well-known for her negotiation and public speaking skills 
as a board member of the Newlandia Tourism Development Authority (NTDA) 
and Newlandia Environmental Council (NEC).22  Jacinta Greenwood 

coordinates the talk back segment of Radio South, is an advocate of women’s 
rights and social issues in Newlandia and is the executive officer of the NEC.23  
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Henry Abalone is the executive officer of the Newlandia Business Development 
Authority (NBDA) which is made up of an influenetial grouping of key media 
owners, local business people, many of whom are involved in the NCC, all of 
whom want to develop Newlandian industries to ensure Newlandia’s future.24) 

 

1.3.4  Threats: 

• Government reliance on a free market economy, privatisation and foreign 
investment to create Newlandian infrastructure has resulted in a lack of many 
vital infrastructure services including roads, water and secondary education. 

 
1.3.5  Challenges: 

• English is the official language used by the Government, but is rarely spoken 
outside major cities and metropolitan areas, with 15 regional languages used 
throughout regional Newlandia.25  Key campaign messages will have to be 
appropriately delivered and constructed in appropriate languages to effectively 
reach target publics, particularly in the South. 

 

 

1.4  Future directions: 

 
The next phase of communications campaigns for the NEF should focus on corporate 
sponsorship and philanthropy. 
 
The current campaign will raise awareness and pave the way for corporate sponsorship 
and philanthropy into the future; however, such developments are beyond the scope of 
this current campaign design due to resources limitations. 
 
Convincing business leaders of the importance of supporting the NEF in this campaign 
sets up the opportunity to gain support for the future campaigns that seek to establish 
corporate sponsorship and philanthropic support.   
 
Key community opinion leaders delivering key messages of this campaign will lift the 
NEF’s profile, increase target public receptivity, and can also assist in future negotiations 
for corporate sponsorship or increases in government support (all opinion leaders 
outlined are committed to furthering Newlandian interests, independence and future 
potential): Mr Van On26, Lakshmi Shankaran27, Jacinta Greenwood28, Henry Abalone29). 
 

• Tourists should also be targeted for donations in future communications efforts, 
with advertising focusing on the tourist popular Batak City and the surrounding 
areas – particularly around the East Reef, Kali Beach and Klempf Casino.  The 
fortnightly tourists brochure delivered to all holiday resorts would be a great 
initial tactical device. 

• Once awareness levels have been raised, the future NEF communications 
campaigns should lobby government and other parties to put pressure on Mr 
Singh to increase funding for the NEF. 

• Upper House representatives of the Central and Southern regions of Newlandia 
should be pressured to raise increased support for the NEF and the dower state of 
Southern secondary education in parliament. 

• The NEF should help unite the opposition parties together on the issue of 
childhood education to more effectively lobby the government for increased 



 10 

infrastructure development and support. 

• Lobby University of the Pacific in Ralonga to start a new program for training 
secondary school teachers in conjunction with primary teachers. 

 

 

1.5  Aims/direction of this Campaign: 
 
Director Doogood is rightfully optimistic, as Pacific Research Company data indicates, 
that Newlandians are HIGHLY likely donate to the cause if they are aware of it.30  
Therefore, convincing Newlandians of the importance of assisting childhood 
development and increases in educational opportunities will not be the task here, because 
preliminary research demonstrates that once aware of the NEF and its aims and the issues 
in the South, support will not be hard to gain.   
 
So whilst corporate sponsorship, philanthropy and increasing public donations will be 
crucial down the track, generating community awareness and support is the first step.  
Also, budget constraints will be a significant inhibitor to the scope, scale and length of 
the campaign. 
 
So awareness raising will be the focus of this campaign, which will hopefully stimulate 
public donations and pave the way for future campaigns specifically seeking corporate 
sponsorship, donations and philanthropic support. 
 
It will be sizeable task just to raise the awareness levels from near zero.  As such, that 
task will be the function of this campaign. 
 
As instructed by Director Doogood, though under-funded, the NEF has the appropriate 
funds to achieve its intermediary goal of building three new secondary schools in the 
Southern Region and have them functioning within 18 months.  As such, awareness 
raising at this stage will be crucial so that the NEF can successfully seek additional funds 
in later campaigns (public donations, corporate sponsorship (strategic partnerships) and 
philanthropic support) to equip the three new schools adequately and to also raise 
sufficient funds to provide additional support (books, furniture, stationery and teaching 
materials) to existing NEF secondary schools in Rajan, Calina and Shalel in Newlandia’s 
impoverished South.   
 
The longer-term success of the NEF relies upon raising the companies profile amongst 
the Newlandia adult population, especially in the affluent Northern and Western regions, 
and establishing the NEF as a national institution.   
 
 
1.6  Problem/opportunity statements: 

 

• That the impoverished adult population in the South of Newlandia is searching 
for educational opportunities for their children to help break the cycle of 
disadvantage and are unaware of the NEF and its mission, how the NEF can help 
them, and how they can help the NEF. 

• That the adult populations in the capital Batak City, the industrial North-East and 
wealthy West regions of Newlandia are unaware of the NEF and its mission to 
provide educational opportunities for disadvantaged Newlandians. 
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• That the adult populations in the capital Batak City, the industrial North-East and 
wealthy West regions of Newlandia are unaware that the NEF relies on 
donations to function and provide its services. 

• That the adult populations in the capital Batak City, the industrial North-East and 
wealthy West regions of Newlandia are unaware of the hardships facing 
Southern Newlandians and how this is effecting their access to educational 
opportunities. 

• That the private and Newlandian industry/business sectors are unaware of the 
NEF and the vital role it plays and consequently offer no support in the form of 
philanthropy or corporate sponsorship. 

 

2.  Goals and Objectives 2.1  Broad Goals: 

 
The general goals of this three month communications campaign are to: 
 

• Increase the level of awareness of the NEF and its charter across the adult 
population of Newlandia. 

 

• Inform Newlandians of how they can get involved to help the NEF and the 
educational development of Newlandia for the future. 

 

• Ensure that Newlandians outside the Southern regions are aware and understand 
the hardships Southern Newlandia are facing and how this is effecting their 
access to educational opportunities. 

 

 

2.2  Specific Informational Objectives: 

 

• To inform 85 percent of adult (18 +) Southern Newlandians of the NEF and its 
role in providing educational opportunities for disadvantaged Newlandians and 
how they can help.  This will be achieved within 2 months of the campaign 
launch and be measurable by quantitative survey. 
 

• To inform 85 percent of adult (18+) populations of Northern and Western 
Newlandian of the NEF and its role in providing educational opportunities for 
disadvantaged Newlandians and how they can help.  This will be achieved 
within 2 months of the campaign launch and be measurable by quantitative 
survey. 
 

• To inform 85 percent of adult (18+) populations of Northern and Western 
Newlandian of the hardships Southern Newlandia are facing and how this is 
effecting their access to educational opportunities.  This will be achieved within 
2 months of the campaign launch and be measurable by a quantitative survey 
using likert-type scale and semantic differential techniques in combination with a 
compilation of news clips and an analysis of how often key messages were 
mentioned. 
 

• To inform 85 percent of adult (18+) population of Batak city of the NEF and its 
role in providing educational opportunities for disadvantaged Newlandians and 
how they can help.  This will be achieved within 2 months of the campaign 
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launch and be measurable by quantitative survey. 
 

• To inform 85 percent of adult (18+) population of Batak city of the hardships 
Southern Newlandia are facing and how this is effecting their access to 
educational opportunities.  This will be achieved within 2 months of the 
campaign launch and be measurable by a quantitative survey using likert-type 
scale and semantic differential techniques in combination with a compilation of 
news clips and an analysis of how often key messages were mentioned. 
 

• To inform 90 percent of Newlandian industry/business sector of the NEF and its 
role in providing educational opportunities for disadvantaged Newlandians and 
how they can help.  This will be achieved within 2 months of the campaign 
launch and be measurable by a telephone survey with quantitative style 
questions. 
 

• To inform 90 percent of private industry/business sector of the NEF and its role 
in providing educational opportunities for disadvantaged Newlandians and how 
they can help.  This will be achieved within 2 months of the campaign launch 
and be measurable by a telephone survey with quantitative style questions. 
 

 

2.3  Specific Motivational Objectives: 

 

• To convince 70 percent of Newlandian industry/business sector of the need to 
support the NEF and childhood educational developments in future endeavours.  
This will be achieved within 3 months of the campaign launch and be 
measurable by conducting a qualitative intercept survey to obtain a “snap shot” 
of attitudes and a benchmark survey to measure people’s perception before and 
after the campaign. 
 

• To convince 50 percent of private industry/business sector of the need to support 
the NEF and childhood educational developments in future endeavours.  This 
will be achieved within 3 months of the campaign launch and be measurable by 
conducting a qualitative intercept survey to obtain a “snap shot” of attitudes and 
a benchmark survey to measure people’s perception before and after the 
campaign. 

 
 

3.  Research 

 

3.1  Existing Pacific Research Company data: 
(Random sample of two hundred and fifty Newlandian adults) 
 

• Ten percent of the survey respondents had heard of the NEF 

• One percent indicated that they were aware that the NEFs charter was to provide 
educational opportunities to all residents of Newlandia. 

• 70 percent of the survey respondents indicated that they had donated to a 
charitable organisation within the last twelve months. 

• 92 percent of the survey respondents indicated that they felt it was important to 
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support child-focussed charitable organisations. 

• 95 percent of the survey respondents agreed with the statement – “It is every 
Newlandian’s right to have access to educational opportunities.”31 

 
 
3.2  Additional Research: What is left to do 
 

• Research the NCF and their strategic campaign plans as they have been highly 
successful in generating public awareness, building their profile and increasing 
donations. 

 

• Additional pre-campaign research to determine regional language use to for 
effectively establish which areas use which regional dialects and languages so 
that key campaign messages and tactics can be delivered in the appropriate 
language for each target public. 

 

• Pre-test campaign key messages on focus groups representative of target publics 
to achieve maximum effectiveness. 

 

 

3.3  Additional Research Already undertaken: 

 
To define the specific public relations problems, opportunities, to compliment and 
confirm existing Pacific Research Company data and establish existing behaviours and 
attitudes of potential target-publics to create effective campaign messages, the following 
research was conducted: 
 

3.3.1  Quantitative analysis 

 

• Survey research to measure the practices and preferences of potential publics.  
This was conducted via non-probability sampling, where surveys were 
distributed to opinion leaders within each identified public.  An overall number 
of 250 surveys were handed out for each target public as appropriate.  This 
number was chosen because sample sizes between 250-500 have a reduced 
margin error of plus or minus 5-6 per cent. 

 

• A questionnaire with Likert-type scale and semantic differential techniques was 
used to generate a range of responses and effectively establish public opinion.  It 
helped to gauge attitudes (pyschographics) and demographics pre-campaign and 
will be used post-campaign to establish general trends. 

 

 

3.3.2  Qualitative analysis 

 

• Data obtained from online sources (Newlandia Bureau of Statistics data base) 
was used to more effectively segment the key target audiences that make up the 
Newlandian community.   

 

                                                 
31 Ibid 
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• A qualitative intercept survey was utilized because results are fast and they 
provide an accurate assessment/gauge of people’s moods and attitudes. 

 

• A benchmark survey was also utilized to assist in measuring industry and 
business organisation leaders perceptions on key issues before the campaign and 
can be contrasted to survey results post-campaign. 

 
These results will give detailed outlines of each target public which will assist in: 

• The development of communications strategies 

• Development of key messages appropriate for each target public 

• Choice of appropriate tactics 
 

• The research outlined in the objectives section of the proposal will but utilized to 
appropriately, effectively and efficiently monitor and evaluate the success of the 
campaign by comparing the outcomes of the communications effort to the 
specific and measurable objectives outlined in the planning stage.  This is inline 
with Pacific PR’s management-by-objectives approach to campaign evaluation. 

 

• The aforementioned opinion and community leaders have been approached as 
part of the pre-campaign research.  Their willingness to help deliver key 
messages of the NEF campaign has been confirmed. 

 

• The likert-type questionnaires revealed that people do not confuse the NCF with 
the NEF as previously thought.  That fact is, they simply have not heard of the 
NEF in most instances. 

 
 

3.4  Results of further research – Key Publics: 

 
The additional research produced significant psychograph and demographic information 
on the six major publics to be targeted during the campaign to achieve the broad goals 
and specific objectives outlined.   
 

3.4.1  Psychographics: 
 

• Southern Newlandian adult population: 
Those seeking the conventional family life and a fairer deal – Those who are 
family oriented and devoted to providing the best home, environment and 
opportunities for their children.  This psychographic segmentation is also 
categorised by unskilled and semi-skilled workers who have either left school 
early or had little formal education and in a continuous financial struggle and are 
pressured continuously by life’s basic needs.32 

                                                                                                                                                 
32 Roy Morgan Research 2009, Value Segments, retrieved 7 October 2009 

http://www.roymorgan.com/products/values-segments/values-segments.cfm 
33 Ibid 
34 Ibid 
35 Ibid 
36 Ibid 
37 Ibid 
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Northern Newlandian adult population: 
Those seeking the Conventional Family Life – Those who are family oriented 
and devoted to providing the best home, environment and opportunities for their 
children.33 
 

• Western Newlandian adult population: 
Those seeking the traditional family life who visible achievers – This group is 
categorised by high incomes and economic stability, are middle-aged, have many 
tangible representations of success (high quality homes and vehicles) and focus 
on the family and the ideal of becoming grandparents.  This group is mildly 
socially conservative, maintaining their comfortable and somewhat exclusive 
lifestyle is of up-most importance.  Health and spirituality also dominate their 
sense of meaning and purpose in life.  Being well-respected in the community is 
very important for this group who have successfully climbed society’s social 
ladder.34 

 

• Batak City and surrounds: 
Those seeking the Conventional Family Life – Those who are family oriented 
and devoted to providing the best home, environment and opportunities for their 
children.35 
 

• Newlandian industry/business sector: 
The Socially Aware – Those associated with the highest socioeconomic group in 
the community, are often involved in pressure groups, and are information 
seekers who persuade others to accept their opinions and lifestyle preferences.36  
 

• Private industry/business sector: 
The Socially Conservative – Those associated with the highest socioeconomic 
group in the community, are mature, mid-career, hold conservative social, moral 
and ethical values, they like discipline, have strong tendency towards 
authoritarianism, are business oriented.  They will be difficult to get involved in 
community organisation unless they see a direct benefit (often monetary) for 
themselves.37 

 
 
3.4.2  Demographic: 

 

• Southern Newlandian adult population: 
Are in the lowest socioeconomic societal group, are poorly educated (must not 
beyond a primary school education), and have mixed migratory and native ethnic 
backgrounds, speaking variety of regional languages/dialects, and have a 50/50 
representation of male and female. 
 

• Northern Newlandian adult population: 
Have an average economic standing and manage to equip themselves and their 
children with basic lifestyle and educational needs.  Literacy capabilities and 
education levels are mixed, with most in the region employed as skilled-
craftsmen.  English is the language predominantly used, with some exceptions, 
and have greater representation (60/40) of males to females (it is an industrial 
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centre). 
 

• Western Newlandian adult population: 
This segment is over-represented by the AB socio-economic societal group, are 
generally well-educated with a prevalence of tertiary qualifications, are 
predominantly white European/Caucasian in background, have a 50/50 
representation of male and female. 
 

• Batak City and surrounds: 
Have an average economic standing and manage to equip themselves and their 
children with basic lifestyle and educational needs.  Literacy capabilities and 
education levels are mixed.  English is the language predominantly used, with an 
even 50/50 representation of male and female. 
 

• Newlandian industry/business sector: 
This segment is over-represented by the AB socio-economic societal group, are 
well-educated with a prevalence of tertiary qualifications, are predominantly 
white European/Caucasian in background.  There is an over-representation of 
middle-aged Caucasian men. 
 

• Private industry/business sector: 
This segment is over-represented by the AB socio-economic societal group, are 
well-educated with a prevalence of tertiary qualifications, are predominantly 
white European/Caucasian in background.  There is an over-representation of 
middle-aged Caucasian men. 

 

 

4.  Target Publics 

 

The communications campaign is limited in scope due to time and budget constraints.  
Therefore, establishing which groups specifically need to be communicated to in order to 
achieve the objectives outlined, will be the overriding factor that ultimately defines the 
key priority publics in this strategic public relations plan. 
 
The target publics have been segmented in terms of geographical location because each 
population centre has unique characteristics such as language use and socio-economic 
status that will determine the most effective communication strategy and tactics to 
implement and will shape the content of key campaign messages. 
 

 

4.1  Key/Priority Publics: 
(See research section for psychographic and demographic details of target publics) 
 
4.1.1  Southern Newlandian adult population (latent – they are obviously aware of the 
poverty in the South, but not of the NEF) 

• Information sources (media and/or non-media sources):  Word-of-mouth is a 
popular information source, along with Newlandia TV, community radio (Radio 
South), and Ralonga based tabloid newspaper Mouth of the South. 

• Technologically savvy:  No – they lack the education and the money to afford 
computer technology and other high-tech communications devices. 

• Reading and comprehension level:  Poorly educated with low literacy abilities.  
Simple messages delivered in a straight-forward format is required here. 
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• Self-interest (How they will perceive the issue):  Their self-interest in the NEF 
will be its ability to provide employment opportunities through education and 
help break the cycle of poverty and disadvantage.  These needs can be essentially 
defined according to Maslow’s Hierarchy of Needs – Level 1: Basic 
physiological needs; and Level 2: Safety (security of resources/environmental 
surrounds – employment, family, property). 
 

4.1.2  Northern Newlandian adult population (latent): 
(Targeted in this awareness raising campaign because they have the means to donate to 
future fund raising efforts) 

• Information sources (media and/or non-media sources):  Newlandia TV is very 
popular, as is tabloid newspaper Newlandia News and Newlandia Radio 
International. 

• Technologically savvy:  This industrial town is not very high-tech, with 
traditional forms of communication being far more popular amongst this public. 

• Reading and comprehension level:  Literacy capabilities and education levels are 
mixed, with most in the region employed as skilled-craftsmen.  Clear and 
concise messages should be used here. 

• Self-interest (How they will perceive the issue):  This public is dedicated to 
working hard to provide the best home, environment and opportunities for their 
children and will relate to the NEF’s plight on a personal level in these terms.  
These needs can be essentially defined according to Maslow’s Hierarchy of 
Needs – Level 2: Safety (security of resources/environmental surrounds –
family). 
 

4.1.3  Western Newlandian adult population (latent): 
(Targeted in this awareness raising campaign because they have the means to donate to 
future fund raising efforts) 

• Information sources (media and/or non-media sources):  This public reads 
widely, particularly conservative/serious medias, and likes to stay informed.  
They read the Newlandia Times and watch the Newlandia Broadcasting 
Corporation for its current affairs programs and Business Report program. 

• Technologically savvy:  No, they are traditionalists. 

• Reading and comprehension level:  Generally well-educated with a prevalence of 
tertiary qualifications.  Will be able to comprehend more complex messages and 
modes of message delivery. 

• Self-interest (How they will perceive the issue):  Being well-respected in the 
community is very important for this group who have successfully climbed 
society’s social ladder.  They will view the chance to contribute to the NEF as a 
way to enhance their social stature and standing.  These needs can be essentially 
defined according to Maslow’s Hierarchy of Needs – Level 3: (Belonging to a 
social group); and Level 4: (Status and respect). 
 

4.1.4  Batak City and surrounds (latent): 
(Targeted in this awareness raising campaign because this population centre represents 
half the total population of Newlandia, and in a campaign focused on raising awareness 
amongst the Newlandian adult population, simply could not be ignored.) 

• Information sources (media and/or non-media sources):  Newlandia TV is very 
popular, as is tabloid newspaper Newlandia News and Newlandia Radio 
International. 
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• Technologically savvy:  As the capital of Newlandia, the adult population of 
Batak is the most technologically savvy out of any of the major population 
centres in Newlandia; although it is all relative, and many Newlandian’s are still 
without mobile phones, etc. 

• Reading and comprehension level:  Literacy capabilities and education levels are 
mixed.  Clear and concise messages should be used here. 

• Self-interest (How they will perceive the issue):  This public is dedicated to 
working hard to provide the best home, environment and opportunities for their 
children and will relate to the NEF’s plight on a personal level in these terms.  
These needs can be essentially defined according to Maslow’s Hierarchy of 
Needs – Level 2: Safety (security of resources/environmental surrounds –
family). 
 

4.1.5  Newlandian industry/business sector (latent): 
(Targeted in this awareness rasing campaign because they will be crucial to providing 
financial security to the NEF in the future through sponsorship and philanthropy) 

• Information sources (media and/or non-media sources):  This public reads 
widely and are information seekers.  They read the Newlandia Times and watch 
the Newlandia Broadcasting Corporation for its current affairs programs and 
Business Report program. 

• Technologically savvy:  This small group of business leaders are the most 
technologically savvy target public in this NEF campaign, have mobile 
communications devices and are connected to the internet. 

• Reading and comprehension level:  well-educated with a prevalence of tertiary 
qualifications.  They will be able to comprehend complex messages through 
various communications channels. 

• Self-interest:  By contributing to Newlandia’s development through education, 
Newlandia’s ability to develop sustainable, independent industries will be 
improved.  This will help stave-off advances from private corporations and 
prevent a proliferation of foreign owned business and infrastructure. – Their self-
interest in supporting the NEF lies in protecting their own financial futures.  
These needs can be essentially defined according to Maslow’s Hierarchy of 
Needs – Level 2: (Financial security). 
 

4.1.6  Private industry/business sector (latent): 
(Targeted in this awareness rasing campaign because they will be crucial to providing 
financial security to the NEF in the future through sponsorship and philanthropy) 

• Information sources (media and/or non-media sources):  This public reads 
widely, particularly conservative/serious medias, and likes to stay informed.  
They read the Newlandia Times and watch the Newlandia Broadcasting 
Corporation for its current affairs programs and Business Report program. 

• Technologically savvy:  No – they are an older, conservative demographic. 

• Reading and comprehension level:  well-educated with a prevalence of tertiary 
qualifications.  They will be able to comprehend complex messages. 

• Self-interest (How they will perceive the issue):  This group will view potential 
support of the NEF as an opportunity to enhance their company image and 
ultimately making a contribution to their financial bottom line.  These needs can 
be essentially defined according to Maslow’s Hierarchy of Needs – Level 2: 
(Financial security). 
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5.  Communication Strategy 5.1  Persuasive strategy concept 

 

Pacific PR’s overriding persuasive strategy is to raise the profile of the NEF and position 
the NEF and educational disadvantage as crucial topics on the public agenda.  Pacific PR 
will demonstrate that supporting the NEF and remaining informed about its plight is in 
the self-interest of each of the respective target publics. 
 
The NEF logo will appear in conjunction with Newlandia’s national flag, a picture of 
NEF graduate Rangi, and this slogan/tag-line on all communications publications: 

• “The key to our future is education” 
 
This type of semiotic persuasion will arouse nationalistic pride and help Newlandians 
embrace the NEF as a national institution in which they can take pride. 
 
Basically the over-arching campaign strategy is an exercise reputation/image building. 
 
A combination of Lerbinger’s ‘designs for persuasive communication’ will be utilized 
during the tactical implementation of the communications campaign to successfully 
achieve the objectives outlined in the planning stage.  A combination of motivational, 
cognitive and social designs will be used to give key publics the information necessary to 
understand the situation whilst simultaneously appealing to their most pressing concerns 
of self-interest according the Maslow’s hierarchy of needs. 
 
Part of the communications strategy concept will be to implement social learning theory 
and utilize key public figures and opinion leaders to deliver key messages of the 
campaign.  This will increase target public receptivity and elevate the profile of the NEF. 
 

The success story of Rangi, a graduate from Calina Village School, will be utilized to 
spearhead and focus the campaign.  He will deliver key messages to all publics as to 
demonstrate the potential for students of NEF schools and programs to achieve given the 
appropriate resources support. 
 

Other key public figures and opinion leaders to deliver key campaign messages include: 

• President of NOCGA, Mr Van On 

• President of NGIWU, Ms Lakshmi Shankaran 

• Executive officer NEC, Jacinta Greenwood 

• Executive officer NBDA, Henry Abalone 
 
By getting community opinion leaders involved in Newlandian industry and business 
development to help deliver key messages it will also pave the way for future corporate 
sponsorship drives and also improve the receptiveness of target publics to the awareness 
raising messages of this current campaign. 
 
Agenda Setting Theory, Semiotics, Grunig and Hunt’s Four Models of Public Relations, 
Situational Theory, Social Learning Theory, Hierarchy of Needs will all be considered 
and utilized appropriately when developing and delivering communications messages to 
target publics. 
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6.  Key Messages 

 

The key campaign messages are crafted/framed around the self-interest of each target-
public to achieve optimum appeal and maximum persuasive power.  Messages are also 
framed and constructed according to Maslow’s hierarchy of human needs. 
 
Clear, simple messages will be used, especially when communicating to audiences who 
vary in literary and verbal proficiency.   
 
There are 15 regional languages spoken in Newlandia, key messages must be delivered 
in the appropriate dialects and languages. 
 
Symbols and slogans will also be utilized as a way of encapsulating the idea and putting 
it in a memorable form. 
 
Newlandians have a history of not liking or trusting large foreign aid agencies because 
they feel that their efforts are short-lived and that they do not have a vested interest in 
success and progression of the Newlandian state.  Therefore, key messages directed 
towards the Newlandian adult population must be crafted/framed so as to emphasise the 
NEF as a Newlandian institution (and to downplay their involvement with WorldHelp) 
designed to better the future for Newlandians. 
 

 

6.1  Key Messages 
 
6.1.1  Southern Newlandian adult population: 

• The NEF is a non-profit organisation providing educational opportunities at a 
secondary school level for all Newlandians. 

• The NEF relies on public donations to provide its services. 

• Donations can be in the form of money, reading materials or volunteering. 

• With the proper resources, the NEF can help lots of kids realise their potential 
like Rangi. 

• The NEF can provide educational opportunities to help you break the cycle of 
poverty and disadvantage. 

• The NEF can provide educational opportunities to help your children break the 
cycle of poverty and disadvantage. 

• The NEF is a national institution run by Newlandians, for Newlandians. 

• Literacy and education boost employment 

• Literacy and education fosters social inclusion 

• Literacy and education aid in poverty reduction 
 
6.1.2  Northern Newlandian adult population:  

• Many children in the Southern region of Newlandia live lives of poverty without 
access to formal secondary education. 

• You can help Southern Newlandians raise their living standards and give their 
children the hope of a brighter future by supporting the NEF 

• The NEF is a non-profit organisation providing educational opportunities at a 
secondary school level for all Newlandians. 

• The NEF relies on public donations to provide its services. 

• Donations can be in the form of money, reading materials or volunteering. 

• NEF helps break the cycle of disadvantage by helping kids stay in school longer 
now so that they wont need help later. 
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• With the proper resources, the NEF can help lots of kids realise their potential 
like Rangi. 

• The NEF can provide educational opportunities for poverty stricken children to 
help them break the cycle of poverty and disadvantage. 

• The NEF is a national educational institution with long-term goals and 
ambitions. 
 

6.1.3  Western Newlandian adult population: 

• Many children in the Southern region of Newlandia live lives of poverty without 
access to formal secondary education. 

• You can help Southern Newlandians raise their living standards and give their 
children the hope of a brighter future by supporting the NEF 

• The NEF is a non-profit organisation providing educational opportunities at a 
secondary school level for all Newlandians. 

• The NEF relies on public donations to provide its services. 

• Donations can be in the form of money, reading materials or volunteering. 

• Supporting the NEF is a noble way of contributing to the betterment and 
progress of Newlandian society 

• Donations of over $50 receive a free NEF calendar 
(This can be visibly displayed in the home so that their support of the NEF can 
be put on public display as a way of enhancing their social stature and standing.) 
 

6.1.4  Batak City and surrounds: 

• Many children in the Southern region of Newlandia live lives of poverty without 
access to formal secondary education. 

• You can help Southern Newlandians raise their living standards and give their 
children the hope of a brighter future by supporting the NEF 

• The NEF is a non-profit organisation providing educational opportunities at a 
secondary school level for all Newlandians. 

• The NEF relies on public donations to provide its services. 

• Donations can be in the form of money, reading materials or volunteering. 

• NEF helps break the cycle of disadvantage by helping kids stay in school longer 
now so that they wont need help later. 

• With the proper resources, the NEF can help lots of kids realise their potential 
like Rangi. 

• The NEF can provide educational opportunities for poverty stricken children to 
help them break the cycle of poverty and disadvantage. 

• The NEF is a national educational institution with long-term goals and 
ambitions. 

 
6.1.5  Newlandian industry/business sector: 

• Many children in the Southern region of Newlandia live lives of poverty without 
access to formal secondary education. 

• You can help Southern Newlandians raise their living standards and give their 
children the hope of a brighter future by supporting the NEF 

• The NEF is a non-profit organisation providing educational opportunities at a 
secondary school level for all Newlandians. 

• The NEF relies on public donations and corporate philanthropy to provide its 
services. 
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• Through literacy and education, the NEF will build opportunities for all 
Newlandians and ensure that Newlandian’s can take control of their own future. 

• By supporting the NEF you are contributing to Newlandia’s development 
through education and enhancing Newlandia’s ability to develop and maintain 
sustainable and independent national industries. 

• Supporting the NEF will boost your company’s reputation and generate 
favourable publicity. 

 

6.1.6  Private industry/business sector: 

• Many children in the Southern region of Newlandia live lives of poverty without 
access to formal secondary education. 

• You can help Southern Newlandians raise their living standards and give their 
children the hope of a brighter future by supporting the NEF 

• The NEF is a non-profit organisation providing educational opportunities at a 
secondary school level for all Newlandians. 

• The NEF relies on public donations and corporate philanthropy to provide its 
services. 

• Supporting the NEF will boost your company’s reputation and generate 
favourable publicity. 

 

 

7.  Tactics 

 

Although communications techniques utilized will be deliberately chosen as directly 
relevant to the target publics, the tactical implementation and delivery of key 
communication messages will be limited in scope by time and notable NEF budget 
restrictions. 
 
Managing the media agenda on behalf of the NEF will be a crucial tactical device, 
structuring a positive information environment for the debate of key issues. 
 
The tactics chosen are based on their suitability to the target-publics and set according to 
Volkmann’s hierarchy of communication channels – “to try and force communication up 
the ladder of effectiveness”. 
 
Key communication message are more readily understood and accepted by target-publics 
if they are seen and heard, or a combination of these sensory communication techniques 
are employed throughout the communications campaign, to delivery key messages.  As 
such, a combination of visual, printed and oral tactics will be used during the NEF 
campaign. 
 
 
7.1  Media 

(Television advertising campaigns will be beyond the meagre resources of the 
campaign.) 
 
Generate Media kits, backgrounders and fact sheets will be sent to mainstream media 
outlets (print, radio and television) to generate widespread media coverage about the 
NEF and its plight. – Agenda setting is crucial for reputation management. 
 
7.1.1  Newspapers: 

• Place advertorial in the Newlandia Times broadsheet that sells well in 
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metropolitan and business areas. 

• Place advertorial in the Newlandia Times complimentary magazine, Looking 

South. 

• Send detailed information of the NEF and its plight to the Newlandia Times 
investigative journalists, The Insiders, to stimulate interest in running an 
investigative piece or series on the NEF, its charter and the hardships in terms of 
lack of educational opportunities for Southern Newlandians. 

• Place advertorial in the pages on or surrounding the popular Monday weekend 
sports results, lottery numbers and Wednesdays job market section of the 
Newlandia News which is popular in regional and metropolitan areas. 

• Place advertorial in the special editions of Mouth of the South that are translated 
into regional languages to help deliver key NEF campaign messages to the 
remote Southern regions. 

 
7.1.2  Television: 

• Send a media release to commercial network Newlandia TV to stimulate the 
interest of Newlandia TV news in running a story on the NEFs plight and 
struggle in the South as an estimated 75 percent of Newlandia’s metropolitan 
population watch its daily new bulletin.38   

• Send a media release to the government owned Newlandia Broadcasting 
Corporation (NBC) to stimulate the interest of NBC news in running a story on 
the NEFs plight and struggle in the South as the Wednesday Business Report is 
popular with business leaders and decision makers.  (Pacific PR considered 
constructing a Video News Release to send to Newlandia TV and the Newlandia 
Broadcasting Corporation, but due to the NEF’s slim resources, decided not to 
invest significant portions of the budget into tactics that had no guarantee of 
being released into the public sphere, let alone reach the target publics). 

 
7.1.3  Radio: 

• Radio South:  Gain coverage of the NEF and its plight to help the impoverished 
Southern regions of Newlandia have educational access for their children on 
Radio South and particularly their weekly discussion program Open Line hosted 
by Jacinta Greenwood.  The station broadcasts in all major regional languages. 

• Newlandia Radio International:  Run a series of ads on Newlandia Radio 
International who broadcast predominantly in English to target the wealthy 
original families of the West and the major metropolitan English speaking 
populations. 
 

Due to the scale of the communications task, most tactical devices will not be able to be 
personalised, and will have to be able to reach mass audiences. 
 
A news release will be distributed to all major aforementioned media outlets inviting 
them to a press conference at NEF headquarters that will publicly announce the NEF’s 
plans to build 3 new schools in the Southern region of Newlandia.  Media kits detailing 
the NEFs function, mission statement, the dire lack of educational facilities in the South 
and ways of supporting the NEF will be distributed to all media outlets (regardless of 
them attending the conference or not – if absent media kits will be mailed to those media 

                                                 
38 Newlandia Media, Television, Newlandia, retrieved 10 September 2009 
http://vista.deakin.edu.au/webct/ContentPageServerServlet/newlandia/files/media.htm  
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organisations). 
 
 
7.2  Southern Newlandian adult population: 
 
Tactical devices for the delivery of key messages: 

• Local Radio News release 
(Radio is good for advertising specific audiences; this target-public has varied 
literacy levels and so re-enforcing the key messages through print and verbal 
context is important) 

• Produce posters for display on government buildings in major metropolitan 
areas. 

• Billboards and posters at tram shelters, bus stops and train stations around 
centres metropolitan and major regional city. 

• Newspaper articles and public information notices will be printed in 
local/regionally appropriate newspapers (editorial/advertorial). 

• Distribute pamphlets at national league soccer games in major cities of each 
region each week. 

• Hold NEF awareness open days on the last Saturday once a month at local 
Newlandia Primary Schools to provide an opportunity for constituents to discuss 
issues face-to-face with NEF representatives/volunteers. 
(Ranks very highly on Volkmann’s hierarchy of communication channels.  
Family friendly venue location provides an atmosphere of family/lifestyle 
considerations) 

 
 
7.3  Northern Newlandian adult population:  

 

Tactical devices for the delivery of key messages: 

• Radio Public Service Announcement 
(re-enforcing the key messages through print and verbal context is important) 

• Produce posters for display on government buildings in major metropolitan 
areas. 

• Billboards and posters at tram shelters, bus stops and train stations around 
centres metropolitan and major regional city. 

• Up-to-date information and commentary on the NEF website with additional 
feedback function (other tactical devices will direct publics to the website). 

• Newspaper articles and public information notices will be printed in 
local/regionally appropriate newspapers (editorial/advertorial). 

• Distribute pamphlets at national league soccer games in major cities of each 
region each week. 

• Hold NEF awareness open days on the last Saturday once a month at local 
Newlandia Primary Schools to provide an opportunity for constituents to discuss 
issues face-to-face with NEF representatives/volunteers. 
(Ranks very highly on Volkmann’s hierarchy of communication channels.  
Family friendly venue location provides an atmosphere of family/lifestyle 
considerations) 
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7.4  Western Newlandian adult population: 

 

Tactical devices for the delivery of key messages: 

• Radio Public Service Announcement 
(re-enforcing the key messages through print and verbal context is important) 

• Produce posters for display on government buildings in major metropolitan 
areas. 

• Billboards and posters at tram shelters, bus stops and train stations around 
centres metropolitan and major regional city. 

• Up-to-date information and commentary on the NEF website with additional 
feedback function (other tactical devices will direct publics to the website). 

• Information kits will be available from the project information office, website 
and consultation open days, Harbour Town Council offices and via the Harbour 
Town Council website. 
(Detailed print information will be read by this active, highly literate target 
public.) 

• Newspaper articles and public information notices will be printed in 
local/regionally appropriate newspapers (editorial/advertorial). 

• Distribute pamphlets at national league soccer games in major cities of each 
region each week. 

• Hold NEF awareness open days on the last Saturday once a month at local 
Newlandia Primary Schools to provide an opportunity for constituents to discuss 
issues face-to-face with NEF representatives/volunteers. 
(Ranks very highly on Volkmann’s hierarchy of communication channels.  
Family friendly venue location provides an atmosphere of family/lifestyle 
considerations) 

 

 

7.5  Batak City and surrounds: 

 

Tactical devices for the delivery of key messages: 

• Radio Public Service Announcement 
(re-enforcing the key messages through print and verbal context is important) 

• Produce posters for display on government buildings in major metropolitan 
areas. 

• Billboards and posters at tram shelters, bus stops and train stations around 
centres metropolitan and major regional city. 

• Up-to-date information and commentary on the NEF website with additional 
feedback function (other tactical devices will direct publics to the website). 

• Newspaper articles and public information notices will be printed in 
local/regionally appropriate newspapers (editorial/advertorial). 

• Distribute pamphlets at national league soccer games in major cities of each 
region each week. 

• Hold NEF awareness open days on the last Saturday once a month at local 
Newlandia Primary Schools to provide an opportunity for constituents to discuss 
issues face-to-face with NEF representatives/volunteers. 
(Ranks very highly on Volkmann’s hierarchy of communication channels.  
Family friendly venue location provides an atmosphere of family/lifestyle 
considerations) 
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7.6  Newlandian industry/business sector: 

 

Tactical devices for the delivery of key messages: 

• Direct mail brochures with publicity photos 
(Visual tactic for emotional impact, containing light, clear and simple printed 
information – ideal for a public with varying literacy capabilities) 

• Direct mail pamphlet 
(Once again, a light text format, easily accessible to those with varying literacy 
capabilities) 

• Up-to-date information and commentary on the NEF website with additional 
feedback function (other tactical devices will direct publics to the website). 
(The feedback function is ideal for this target-public because they like to voice 
their opinions and actively participate in the ‘conversation’.  They are also 
information seekers and additional user-oriented information sources will appeal 
to their inquisitive nature). 

• Information kits will be available from the project information office, website 
and consultation open days, Harbour Town Council offices and via the Harbour 
Town Council website. 
(Detailed print information will be read by this active, highly literate target 
public.  They are also information seekers and additional user-oriented 
information sources will appeal to their inquisitive nature). 

•  
Additionally: 

• Get the NEF and its plight put down as a key issue to discuss at NCC meetings 

• Get the NEF and its plight put down as a key issue to discuss at NBDA meetings 
 

 

7.7  Private industry/business sector: 

 

Tactical devices for the delivery of key messages: 

• Direct mail brochures with publicity photos 
(Visual tactic for emotional impact, containing light, clear and simple printed 
information – ideal for a public with varying literacy capabilities) 

• Direct mail pamphlet 
(Once again, a light text format, easily accessible to those with varying literacy 
capabilities) 

• Information kits will be available from the project information office, website 
and consultation open days, Harbour Town Council offices and via the Harbour 
Town Council website. 
(Detailed print information will be read by this active, highly literate target 
public.) 

 
 

8.  Budget Approach 8.1  Budget Strategy (Full Budget N/A) 

 

Whilst the details and practicalities of the budget are not able to be outlined, an approach 
for developing a budget can be. 
 
The budget must be realistic, and achievable, and will be restricted by levels of 
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government funding and WorldHelp support for the NEF.  As such the “all-you-can-
afford” method of budgeting will be employed in conjunction with the “Objective-based 
budgeting”.  This means that all the available funds allocated for public relations 
promotional programs (as determined by current government and WorldHelp funding) 
will be divided equally between the objectives outlined in the strategic plan. 
 
The overall budget will be further itemized by listing each of the tactics recommended 
and indicating the various coasts associated with each tactic. 
 
The “break-even point” (BEP) will be calculated to determine the level of achievement 
needed from the campaigns to simply cover the cost of the overall program.  The BEP is 
calculated by: Identifying the total project cost (c); determining the outcome value (v); 
then divide the total project cost by the value of the desired outcome. 
BEP = c/v, cost divided by value. 
 
See appendix B for skeleton budget. 
 

9.  Evaluation All criteria for evaluating a campaign and the success of its objectives will be realistic, 
credible and specific. 
 

9.1  Specific Informational Objectives: 

 

• To inform 85 percent of adult (18 +) Southern Newlandians of the NEF and its 
role in providing educational opportunities for disadvantaged Newlandians and 
how they can help.  This will be achieved within 2 months of the campaign 
launch and be measurable by quantitative survey.  The post-campaign surveys 
will demonstrate a ‘x’ percentage increase in awareness of the NEF, its role, and 
how to help the NEF amongst the target public. 
 

• To inform 85 percent of adult (18+) populations of Northern and Western 
Newlandian of the NEF and its role in providing educational opportunities for 
disadvantaged Newlandians and how they can help.  This will be achieved 
within 2 months of the campaign launch and be measurable by quantitative 
survey.  The post-campaign surveys will demonstrate a ‘x’ percentage increase 
in awareness of the NEF, its role, and how to help the NEF amongst the target 
public. 
 

• To inform 85 percent of adult (18+) populations of Northern and Western 
Newlandian of the hardships Southern Newlandia are facing and how this is 
effecting their access to educational opportunities.  This will be achieved within 
2 months of the campaign launch and be measurable by a quantitative survey 
using likert-type scale and semantic differential techniques in combination with a 
compilation of news clips and an analysis of how often key messages were 
mentioned.  The post-campaign surveys will demonstrate a ‘x’ percentage 
increase in awareness of the hardships Southern Newlandians are facing and how 
that effects their access to educational opportunities amongst the target public. 
 

• To inform 85 percent of adult (18+) population of Batak city of the NEF and its 
role in providing educational opportunities for disadvantaged Newlandians and 
how they can help.  This will be achieved within 2 months of the campaign 
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launch and be measurable by quantitative survey.  The post-campaign surveys 
will demonstrate a ‘x’ percentage increase in awareness of the NEF, its role, and 
how to help the NEF amongst the target public. 
 

• To inform 85 percent of adult (18+) population of Batak city of the hardships 
Southern Newlandia are facing and how this is effecting their access to 
educational opportunities.  This will be achieved within 2 months of the 
campaign launch and be measurable by a quantitative survey using likert-type 
scale and semantic differential techniques in combination with a compilation of 
news clips and an analysis of how often key messages were mentioned.  The 
post-campaign surveys will demonstrate a ‘x’ percentage increase in awareness 
of the hardships Southern Newlandians are facing and how that effects their 
access to educational opportunities amongst the target public. 
 

• To inform 90 percent of Newlandian industry/business sector of the NEF and its 
role in providing educational opportunities for disadvantaged Newlandians and 
how they can help.  This will be achieved within 2 months of the campaign 
launch and be measurable by a telephone survey with quantitative style 
questions.  The post-campaign surveys will demonstrate a ‘x’ percentage 
increase in awareness of the NEF, its role, and how to help the NEF amongst the 
target public. 
 

• To inform 90 percent of private industry/business sector of the NEF and its role 
in providing educational opportunities for disadvantaged Newlandians and how 
they can help.  This will be achieved within 2 months of the campaign launch 
and be measurable by a telephone survey with quantitative style questions.  The 
post-campaign surveys will demonstrate a ‘x’ percentage increase in awareness 
of the NEF, its role, and how to help the NEF amongst the target public. 
 

 
9.2  Evaluation of Informational Objectives (Quantitative analysis): 

• Appropriate because informative objectives aim to increase awareness about an 
issue or element of an issue.  Informative objectives require quantitative forms of 
analysis to properly evaluate their effectiveness. 

• Quantitative surveys are highly comparable and can be used to effectively track 
target public attitudes and monitor trends from the inception of a campaign 
through to its conclusion.  The impact of the campaign will be readily and 
definitively notable. 

 

 

9.3  Specific Motivational Objectives: 

 

• To convince 70 percent of Newlandian industry/business sector of the need to 
support the NEF and childhood educational developments in future endeavours.  
This will be achieved within 3 months of the campaign launch and be 
measurable by conducting a qualitative intercept survey to obtain a “snap shot” 
of attitudes and a benchmark survey to measure people’s perception before and 
after the campaign.  The post-campaign surveys will demonstrate a shift in 
perceptions of the need to support the NEF amongst the target public. 
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• To convince 50 percent of private industry/business sector of the need to support 
the NEF and childhood educational developments in future endeavours.  This 
will be achieved within 3 months of the campaign launch and be measurable by 
conducting a qualitative intercept survey to obtain a “snap shot” of attitudes and 
a benchmark survey to measure people’s perception before and after the 
campaign.  The post-campaign surveys will demonstrate a shift in perceptions of 
the need to support the NEF amongst the target public. 

 

 

9.4  Evaluation of Motivational Objectives (Qualitative analysis): 

 

• Motivational objectives aim to persuade and change attitudes.  As such, 
qualitative forms of research that assess attitudes and shift in attitudes are needed 
to properly evaluate the success of campaign objectives that seek to alter 
opinion. 

• Qualitative forms of analysis are generally less expensive than quantitative and 
can also provide instantly usable results.  An important factor in a campaign with 
limited resources and time constraints. 

• Such qualitative strategies of evaluation provide accurate assessment of the 
target public’s moods, attitudes with pre and post-campaign shifts in attitude and 
awareness easily contrastable/detectable. 

 
The above outlines methods for evaluating the success of achieving the campaign’s 
overriding objectives.  The success of individual tactics will also be measured throughout 
the campaign by recording how many ‘hits’ the NEF website received, how many 
brochures and information packs are distributed and recording the number of participants 
in open-invitation meetings, etc. 
 
Trends will be monitored by utilizing surveys before, during and after the campaign. 
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10.  Appendix A 

 

10.1  Gantt Chart: Calender of events for Pacific PR’s NEF Strategic Public Relations 
Campaign 
 

 Week 

1 

Week 

2 

Week 

3 

Week 

4 

Week 

5 

Week 

6 

Week 

7 

Week 

8 

Week 

9 

Week 

10 

Week 

11 

Week 

12 

Activity             

Mandate to 
plan event 

X            

Form steering 
committee 

 X            

Hold 1st 
meeting 

  X            

Conduct 
additional 
preliminary 
target public 
research 

   X            

Reserve 
facilities 

    X            

Organise 
opinion 
leaders and 
NEF reps. to 
speak at NEF 
open days 

     X            

Hold 2nd 
meeting 

      X            

Host press 
conference 

 X           

Prepare 
project office 
information 
kits 

    X-- -----X          

Prepare 
advertorial for 
placement in 
local 
media/papers 

      X- ------- ---X         

Hold 3rd 
meeting 

       X           

Prepare media 
kits for 
immediate 
release to 
mainstream 
media 

  X----- ------- -----X        

Prepare 
program of 

  X----- ------- ------- -----X       
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NEF 
awareness 
open days 

Prepare radio 
campaigns 

        X ------- ---X        

Produce and 
distribute 
posters for 
display on 
government 
buildings in 
major 
metropolitan 
areas. 

   X--X         

Prepare and 
release 
pamphlet 

      X-- -----X       X       X       X       X       X       X       X 

Produce and 
distribute 
billboards and 
posters at tram 
shelters, bus 
stops and train 
stations 
around centres 
metropolitan 
and major 
regional city. 

         X -----X        

Prepare 
publicity 
brochures  

         X- ---X       

Gather public 
feedback on 
the success of 
tactics mid-
campaign 

     X----- ------- -----X     

Begin 
broadcasting 
radio ads 

     X----- ------- ------- ------- ------- ------- -----X 

Direct mail 
publicity 
brochures/ 
pamphlets 

           X       

Place 
newspaper 
advertorial 

           X       X       X       X       X       X  

Hold 4th 
meeting 

           X       

Host NEF 
awareness 

         X          X          X 
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open days 

Conduct and 
gather 
quantitative 
survey results 

          X----- -----X 

Conduct and 
gather 
qualitative 
survey results 

          X----- -----X 

Continually 
update 
information on 
NEF website 

    X-- ------- ------- ------- ------- ------- ------- ------- ------- ------- -----X 

Hold 5th and 
final review 
meeting 

                 X 

 
 

11.  Appendix B 

 

11.1  Skeleton Budget: 

 

• Conduct additional preliminary target public research    $X 

• Reserve facilities        $X 

• Host press conference        $X 

• Prepare project office information kits      $X 

• Prepare advertorial for placement in local media/papers    $X 

• Prepare media kits for immediate release to mainstream media   $X 

• Prepare program of NEF awareness open days     $X 

• Prepare radio campaigns       $X 

• Produce and distribute posters for display on government buildings in major metropolitan 
areas          $X 

• Prepare and release pamphlet       $X 

• Produce and distribute billboards and posters at tram shelters, bus stops and train stations 
around centres major metropolitan centres and regional city.   $X 

• Prepare publicity brochures       $X 

• Gather public feedback on the success of tactics mid-campaign   $X 

• Broadcast radio ads        $X 

• Direct mail publicity brochures and pamphlets     $X 

• Place newspaper advertorial       $X 

• Host NEF awareness open days       $X 

• Conduct and gather post-campaign quantitative survey results   $X 

• Conduct and gather post-campaign qualitative survey results   $X 

• Continually update information on NEF website     $X 
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