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THE ROLES OF DEVELOPMENTAL PUBLIC RELATIONS IN AFRICA’S 
DEVELOPMENT- PART 2

Using Tailored public relations tactics and strategies designed for transforming Africa into a
developed continent is necessary for enhancing what Mahatma Gandhi called the realization 
of the human potentials objectives such as economic and social equality, the elimination of 
poverty, universal education, rising levels of living, national independence, modernization of 
institutions, political and economic participation, grassroots democracy, self-reliance and 
personal fulfilment all derived from subjective value judgments about what is good and 
desirable and what is not.
There are many definitions of development, in part 1; the definition of Professor Seers was 
considered. In this part 2, the meaning of development from the Millennium Development 
Goals set by the United Nations (UN) is being considered.
The Millennium Development Goals (MDGs) are eight international development goals
that were officially established following the Millennium Summit of the United Nations in 
2000, following the adoption of the United Nations Millennium Declaration. All 193 United 
Nations member states and at least 23 international organizations have agreed to achieve 
these goals by the year 2015. The goals are:

1. eradicating extreme poverty and hunger,
2. achieving universal primary education,
3. promoting gender equality and empowering women
4. reducing child mortality rates,
5. improving maternal health,
6. combating HIV/AIDS, malaria, and other diseases,
7. ensuring environmental sustainability, and
8. developing a global partnership for development.

Goals

A poster at the United Nations Headquarters in New York City, New York, USA, showing 
the Millennium Development Goals.
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The MDGs were developed out of the eight chapters of the Millennium Declaration, signed in 
September 2000. There are eight goals with 21 targets, and a series of measurable indicators 
for each target.

Goal 1: Eradicate extreme poverty and hunger

 Target 1A: Halve the proportion of people living on less than $1 a day
o Proportion of population below $1 per day (PPP values)
o Poverty gap ratio [incidence x depth of poverty]
o Share of poorest quintile in national consumption

 Target 1B: Achieve Decent Employment for Women, Men, and Young People
o GDP Growth per Employed Person
o Employment Rate
o Proportion of employed population below $1 per day (PPP values)
o Proportion of family-based workers in employed population

 Target 1C: Halve the proportion of people who suffer from hunger
o Prevalence of underweight children under five years of age
o Proportion of population below minimum level of dietary energy consumption

Goal 2: Achieve universal primary education

 Target 2A: By 2015, all children can complete a full course of primary schooling, 
girls and boys

o Enrolment in primary education
o Completion of primary education
o everyone will get into school

Goal 3: Promote gender equality and empower women

 Target 3A: Eliminate gender disparity in primary and secondary education 
preferably by 2005, and at all levels by 2015

o Ratios of girls to boys in primary, secondary and tertiary education
o Share of women in wage employment in the non-agricultural sector
o Proportion of seats held by women in national parliament
o For girls in some regions, education remains elusive
o Poverty is a major barrier to education, especially among older girls
o In every developing region except the CIS, men outnumber women in paid 

employment
o Women are largely relegated to more vulnerable forms of employment
o Women are over-represented in informal employment, with its lack of benefits 

and security
o Top-level jobs still go to men — to an overwhelming degree
o Women are slowly rising to political power, but mainly when boosted by 

quotas and other special measures

Goal 4: Reduce child mortality rates

 Target 4A: Reduce by two-thirds, between 1990 and 2015, the under-five 
mortality rate
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o Under-five mortality rate
o Infant (under 1) mortality rate
o Proportion of 1-year-old children immunized against measles

Goal 5: Improve maternal health

 Target 5A: Reduce by three quarters, between 1990 and 2015, the maternal 
mortality ratio

o Maternal mortality ratio
o Proportion of births attended by skilled health personnel

 Target 5B: Achieve, by 2015, universal access to reproductive health
o Contraceptive prevalence rate
o Adolescent birth rate
o Antenatal care coverage
o Unmet need for family planning

Goal 6: Combat HIV/AIDS, malaria, and other diseases

 Target 6A: Have halted by 2015 and begun to reverse the spread of HIV/AIDS
o HIV prevalence among population aged 15–24 years
o Condom use at last high-risk sex
o Proportion of population aged 15–24 years with comprehensive correct 

knowledge of HIV/AIDS
 Target 6B: Achieve, by 2010, universal access to treatment for HIV/AIDS for all 

those who need it
o Proportion of population with advanced HIV infection with access to 

antiretroviral drugs
 Target 6C: Have halted by 2015 and begun to reverse the incidence of malaria

and other major diseases
o Prevalence and death rates associated with malaria
o Proportion of children under 5 sleeping under insecticide-treated bed nets
o Proportion of children under 5 with fever who are treated with appropriate 

anti-malarial drugs
o Incidence, prevalence and death rates associated with tuberculosis
o Proportion of tuberculosis cases detected and cured under DOTS (Directly 

Observed Treatment Short Course)

Goal 7: Ensure environmental sustainability

 Target 7A: Integrate the principles of sustainable development into country 
policies and programs; reverse loss of environmental resources

 Target 7B: Reduce biodiversity loss, achieving, by 2010, a significant reduction 
in the rate of loss

o Proportion of land area covered by forest
o CO2 emissions, total, per capita and per $1 GDP (PPP)
o Consumption of ozone-depleting substances
o Proportion of fish stocks within safe biological limits
o Proportion of total water resources used
o Proportion of terrestrial and marine areas protected
o Proportion of species threatened with extinction
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 Target 7C: Halve, by 2015, the proportion of the population without sustainable 
access to safe drinking water and basic sanitation (for more information see the 
entry on water supply)

o Proportion of population with sustainable access to an improved water 
source, urban and rural

o Proportion of urban population with access to improved sanitation
 Target 7D: By 2020, to have achieved a significant improvement in the lives of at 

least 100 million slum-dwellers
o Proportion of urban population living in slums

Goal 8: Develop a global partnership for development

 Target 8A: Develop further an open, rule-based, predictable, non-discriminatory 
trading and financial system

o Includes a commitment to good governance, development, and poverty 
reduction – both nationally and internationally

 Target 8B: Address the Special Needs of the Least Developed Countries (LDC)
o Includes: tariff and quota free access for LDC exports; enhanced programme 

of debt relief for HIPC and cancellation of official bilateral debt; and more 
generous ODA (Official Development Assistance) for countries committed to 
poverty reduction

 Target 8C: Address the special needs of landlocked developing countries and 
small island developing States

o Through the Programme of Action for the Sustainable Development of Small 
Island Developing States and the outcome of the twenty-second special session 
of the General Assembly

 Target 8D: Deal comprehensively with the debt problems of developing countries 
through national and international measures in order to make debt sustainable 
in the long term

o Some of the indicators listed below are monitored separately for the least 
developed countries (LDCs), Africa, landlocked developing countries and 
small island developing States.

o Official development assistance (ODA):
 Net ODA, total and to LDCs, as percentage of OECD/DAC donors’ 

GNI
 Proportion of total sector-allocable ODA of OECD/DAC donors to 

basic social services (basic education, primary health care, nutrition, 
safe water and sanitation)

 Proportion of bilateral ODA of OECD/DAC donors that is untied
 ODA received in landlocked countries as proportion of their GNIs
 ODA received in small island developing States as proportion of their 

GNIs
o Market access:

 Proportion of total developed country imports (by value and excluding 
arms) from developing countries and from LDCs, admitted free of duty

 Average tariffs imposed by developed countries on agricultural 
products and textiles and clothing from developing countries

 Agricultural support estimate for OECD countries as percentage of 
their GDP

 Proportion of ODA provided to help build trade capacity
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o Debt sustainability:
 Total number of countries that have reached their HIPC decision 

points and number that have reached their HIPC completion points 
(cumulative)

 Debt relief committed under HIPC initiative, US$
 Debt service as a percentage of exports of goods and services

 Target 8E: In co-operation with pharmaceutical companies, provide access to 
affordable, essential drugs in developing countries

o Proportion of population with access to affordable essential drugs on a 
sustainable basis

 Target 8F: In co-operation with the private sector, make available the benefits of 
new technologies, especially information and communications

o Telephone lines and cellular subscribers per 100 population
o Personal computers in use per 100 population
o Internet users per 100 Population

1 www.wikipedia

                                                 HISTORY OF DEVELOPMENT

Transformation from under-developed or developing to developed nation or continent is not 
peculiar to this age.

The most drastic and rapid social change that mankind has ever experienced took place 
approximately five thousand years ago in Egypt.

In terms of history, the change was sudden. A great Egyptologist, Professor John A. Wilson, 
had compared it to the speed with which a supersaturated solution crystallized in a flask. And 
it was drastic. 

Within a century the Egyptians were hustled from barbarism to civilization. At the beginning 
of that period, they were roughly comparable to the Indians of our Southwest in their adobe 
villages before the coming of the white man: a timeless people, without a past to remember or 
a future to plan; a people for whom tribal mores took the place of formal government or 
social organization; a people that could live almost entirely by instinct, since the monotonous 
collection of food was varied only by an occasional raid on a neighbouring village. At the end 
of that century, Egypt was a nation extending from the First Cataract to the Mediterranean, 
and subject to the absolute rule of a completely centralized and socialist government. 

For the first time in man's long existence on this planet, there was a nation: and that nation's 
resources were consciously marshalled and used by government which necessarily planned 
for the future. Writing and written records appeared suddenly to make possible the 
bureaucracy that managed the nation. And the intelligent direction of human effort soon 
required or induced technical accomplishment. At the end of the Second Dynasty there was 
nowhere on the surface of the earth a permanent structure: Nothing had ever been built of 
stone. Within a hundred years Egypt had erected the most enduring structure that man has 
ever built -- what was, until quite recently, both the tallest and the most massive building in 
the world. It was also one of the most accurately constructed: the two and a half million 
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blocks of stone in the Great Pyramid were faced with blocks, many of them weighing sixteen 
tons, which were finished to a tolerance of plus or minus one one-hundredth of an inch.

When civilization had come to Egypt, it must have seemed eternal. It was, of course, 
designed, like the pyramids, for all time. 2 Revilo P. Oliver

Italy was a rural country until World War II and Italians know what it means to move from a 
mostly agriculturally-based economy to a diversified post-industrial society in less than 
50years. 3 Fabio Maria Santucci, 2005 p.x

Civilization is not of recent in Africa; the ancient Egypt was the most successful longest 
lasting civilization on earth. This civilization endured for thousands of years. 
Why was the ancient Egypt successful?  The ancient Egyptians were hardworking and 
intelligent, innovative and creative they worked hard in Science, Medicine, Communication, 
Education, Arts, Architecture, etc, Africans of today should emulate these traits.
They made use of River Nile to achieve greatness, therefore it is necessary for African PR 
professionals to look inward and use the available resources to achieve success.
Sentiment on the effects of slave trade and colonialism can not take Africans anywhere but 
pragmatic approach of attitudinal change for development. Public Relations played important 
role in the development of the ancient Egypt, dissemination of information between the 
government, the priests and the people were properly handled. History has it that written 
origin of Public Relations could be traced to the ancient Egypt. Therefore Public Relations 
has vital role to play in the development of Africa as it did in the ancient Egypt.

DEVELOPMENTAL PUBLIC RELATIONS AS A TOOL FOR DEVELOPMENT

Public Relations should not be limited to business management and corporate environment; it 
should be used as a medium to fulfil social responsibilities. Public Relations could be of 
significant contribution to political, socio-economic, and cultural life of people in Africa.

Business corporations have to maintain a close relationship with the local, regional, and 
national governments of the country of their operations in Africa and formulate policies 
according to the needs of the people. 

Management guru Peter F. Drucker has said: “Managers…have become the leaders in every 
developed country and most developing countries as well…They command resources of 
society. It is only logical that they take up the leadership role and take responsibility for 
major social problems and social issues. Public Relations management could be useful in 
solving problems in developing and under-developed countries of Africa.

Public Relations is a development tool geared towards socio-economic progress. Private 
corporations have a responsibility towards the welfare of society in which they operate;
ignoring it could be inimical to their survival. It is important to make Public Relations as a 
tool for social development by looking at it as a “citizen centric” function. With the changing 
world, it is said that Public Relations needs to be supported by specialists who deal with 
specific issues such as health, environment, displacement of people for development 
activities, and illegal occupation of land and forests, among others. A Public Relations 
practitioner must be adept in handling the communication process that will allow the above 
issues or tackled through press conferences, training of internal public, and handling of 
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human relations. Public relations should also help make communication process transparent 
to allow meaningful two-way interactions. 

The corporate world, which is keen on building its image, is seldom concerned about the 
basic needs of the people, while the media, which have become the mouthpieces of political 
parties, are no longer sensitive to the problems of the under-privileged. Big corporations, in 
the name of generating employment in rural areas by establishing their business in villages, 
ignore the fact that they have failed to create those promised jobs and people continue to live 
in poverty. Public Relations should work towards the uplifting of the part of society where 
these corporations function.

Developmental PR focuses on designing, implementing and evaluating the most effective PR
tactics and strategies in developing and under-developed nations. Therefore it is the 
combination of the relevant ancient African PR practice and modern PR practice being used 
for the development of Africa, their advantages, disadvantages, constraints and prospect.

Developmental PR is the application of PR tactics and strategies to the problems of 
development. It is the systematic utilization of appropriate PR tactics and strategies to 
increase people’s participation in development and to inform, motivate, and train the people 
for development. It is using PR to catalyze the development of the developing and 
underdeveloped nations. It is using PR tactics and strategies to enlighten, educate, 
emancipate, energize, empower, elevate and enrich people in Africa.

Developmental Public Relations as Tool for Economic Growth

Why PR is an Engine for Economic Growth

Public Relations obviously does feed the engine of any manager's growth and, thus, that of 
the nation at large.
Business managers committing their public relations resources to:
(1) Doing something about the behaviours of those important outside audiences that most 
affect their operation
(2) Creating the kind of external stakeholder behaviour change that leads directly to 
achieving their managerial objectives
(3) Doing so by persuading those key outside folks to their way of thinking by helping to 
move them to take actions that allow their department, division or subsidiary to succeed -
greatly increase the chances of success for their operation.

Thus, feeding the engine of their own economic growth but, in reality, it takes more than 
good intentions for any manager to alter individual perception leading to changed behaviours, 
something of profound importance to ALL business managers.

What they need is a simple PR blueprint that gets everyone working towards the same 
external audience behaviours insuring that the organization's public relations effort stays 
sharply focused. 

For example, a blueprint like this: people act on their own perception of the facts before 
them, which leads to predictable behaviours about which something can be done. When we 
create, change or reinforce that opinion by reaching, persuading and moving-to-desired-
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action the very people whose behaviours affect the organization the most, the public relations 
mission is accomplished. 

In that way, those same business, non-profit and association managers can see results such as 
new proposals for strategic alliances and joint ventures; customers making repeat purchases; 
prospects starting to work with them; membership applications on the rise; capital givers or 
specifying sources looking their way, and even bounces in showroom visits.

But HOW those managers pull that off forms the real challenge. Here's how the best of them 
can do it. They find out who among their key external audiences is behaving in ways that 
help or hinder the achievement of their objectives. Then, they list them according to how 
severely their behaviours affect their organization.

But precisely HOW do most members of that key outside audience perceive their 
organization? If the budget to pay for what could be costly professional survey counsel isn't 
there, Ms. or Mr. manager and his or her PR colleagues will have to monitor those 
perceptions themselves. Actually, they should be quite familiar with perception and 
behaviour matters.

Getting that activity under way means meeting with members of that outside audience and 
asking questions like "Are you familiar with our services or products?" "Have you ever had 
contact with anyone from our organization? Was it a satisfactory experience?" And if you are 
that manager, you must be sensitive to negative statements, especially evasive or hesitant 
replies. And watch carefully for false assumptions, untruths, misconceptions, inaccuracies 
and potentially damaging rumours. When you find such, they will need to be corrected, as 
they inevitably lead to negative behaviours. 

The job now is to select the specific perception to be altered which then becomes your public 
relations goal. You obviously want to correct those untruths, inaccuracies, misconceptions or 
false assumptions.

One of the painful aspects of the whole drill is that a PR goal without a strategy to show you 
how to get there, is like a three-bean salad without the beans. So, as you select one of three 
strategies (especially constructed to create perception or opinion where there may be none, or 
change or reinforce it,) what you want to do is insure that the goal and its strategy match each 
other. You wouldn't want to select "change existing perception" when current perception is 
just right suggesting that "reinforce" strategy.

The moment has come when you must create a compelling message carefully constructed to 
alter your key target audience's perception, as specified by your public relations goal.

Keep in mind that you can always combine your corrective message with another news 
announcement or presentation which may give it more credibility by downplaying the 
apparent need for such a correction.

The content of the message must be compelling and quite clear about what perception needs 
clarification or correction, and why. Of course you must be truthful and your position 
logically explained and believable if it is to hold the attention of members of that target 
audience, and actually move perception in your direction. 
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Some allude to the communications tactics necessary to move your message to the attention 
of that key external audience, as "beasts of burden" because they must carry your persuasive 
new thoughts to the eyes and ears of those important outside people.

Actually, we have a wide choice because the list of tactics is long indeed. It includes letters-
to-the-editor, brochures, press releases and speeches. Or, you might choose radio and 
newspaper interviews, personal contacts, facility tours or customer briefings. There are scores 
available and the only selection requirement is that the communications tactics you choose 
have a record of reaching people just like the members of your key target audience.

Of course, things can always be accelerated by adding more communications tactics and by 
increasing their frequencies. 

It won't be long before those around you will be asking about progress. But you will already 
be hard at work re-monitoring perceptions among your target audience members to test the
effectiveness of your communications tactics. Using questions similar to those used during 
your earlier monitoring session, you'll now become beady-eyed looking for signs that 
audience perceptions are beginning to move in your general direction. 

Yes, performed in this manner, public relations obviously does feed the engine of YOUR 
economic growth and, thus, that of the nation at large.

But do keep your eye on the core of this approach: persuade your most important outside 
audiences with the greatest impacts on your organization to your way of thinking. Then move 
them to take actions that help your department, division or subsidiary prevail.

4 Bob Kelly, a public relations consultant, was director of public relations for Pepsi-Cola Co.; 
AGM-Public Relations, Texaco Inc.; VP-Public Relations, Olin Corp.;VP-Public Relations, 
Newport News Shipbuilding & Drydock Co.; director of communications, U.S. Department 
of the Interior, and deputy assistant press secretary, The White House. 
www.salesvantage.com

Agreeing with Bob Kelly, Public Relations practitioners in Africa should be proactive 
knowing and acting that a PR goal without a strategy to show how to get there, is like a three-
bean salad without the beans. When corporate public relations plans are properly executed by 
Business corporations in African countries, Bob Kelly’s assertion “Yes, performed in this 
manner, public relations obviously does feed the engine of YOUR economic growth and, 
thus, that of the nation at large” will become a reality, thus breeding development.

Developmental Public Relations as Tool of Education

Public Relations: A Necessary Tool for Advocacy in Gifted Education 

Public relations should be an integral part of advocacy in gifted education. Advocacy is the 
act of speaking or writing in favour of an issue by providing public recommendation and 
support. Public relations, on the other hand, are the activities of an organization, institution, 
or individual that are designed to win the favour of the general public and promote a better 
understanding of policies and purposes; it involves disseminating information in print and by 
non-print media. Without building the knowledge base for understanding the unique needs 
and educational methods of gifted education, advocacy is likely to meet with limited success. 
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Therefore, building a strong knowledge base among the public is critical. Gifted supporters 
need to go beyond talking for and among themselves to provide accurate information to other 
educators and the general public. 

Reasons for Public Relations in Gifted Education

Several specialists have provided reasons for public relations in gifted education. 5 Karnes 
and Riley (1991) stated that gifted children are often misunderstood, the victims of damaging 
myths and stereotypes. 6 Grika (1986) indicated a widespread misunderstanding of giftedness 
which can mean public resistance to funding for gifted education. 7 Dettmer (1991) pointed 
out that public relations for advocacy has taken a subordinate role behind other issues in 
gifted education. She stated that it is by crisis rather than design that public relations and 
advocacy are undertaken. 8 Renzulli (1987) cited the lack of a large, dedicated cadre of 
persons who affiliate and know the need for gifted education as one reason for the limited 
longevity of gifted programs at the local, state, and national levels. The reasons for public 
relations for advocacy include: to promote a better understanding of the nature and needs of 
gifted children and youth, to gain positive support for appropriate programs, to keep all 
constituent groups informed on key issues, and to build a knowledge base for advocacy 9
(Riley & Karnes, 1993a).

Importance of Media Coverage

Examination of national media coverage of gifted education in newspapers found that few 
news articles supported gifted education 10 (Meadows & Karnes, 1992; 11 Lewis & Karnes, 
1995). Newspaper articles for both studies were cited in the NewsBank Electronics Index, a 
CD-ROM service with access to 500 newspapers from all 50 states. The more recent 
publication calls attention to the many critical areas in gifted education that are not being 
adequately addressed. In addition, there was only one listing on the more than 75 Javits 
programs. Of the many articles published after the U.S. Department of Education issued the 
National Excellence report in November, 1993, one was indexed in NewsBank. When two or 
more articles were listed on a topic, such as identification, minority enrolment, or funding, 
that listing usually indicated an unresolved problem 12 (Lewis & Karnes, 1995). This 
selective indexing of news articles depicts an incomplete picture of gifted children and their 
education. It is important for supporters to use newspapers as a means of educating the 
general public. 13 Lewis and Karnes (1995) offered many suggestions for more effective 
newspaper coverage to disseminate accurate information about critical issues in gifted 
education. 

Local, state, and national magazines provide useful opportunities for public relations. 14

Lewis and Karnes (1997) found that the number of articles on gifted education has 
dramatically decreased in recent years. However, numbers do not tell the entire story. Articles 
not written by gifted specialists vary as to their accuracy and support. Clearly this is an 
opportunity for advocates of gifted education to reach a wide audience. Magazines that have 
published articles on gifted children in the past include those with a general editorial format 
or focus on business news, education, news and opinion, parenting, psychology, science, and 
women 15 (Lewis & Karnes, 1997). 16 Renzulli (1993) wrote, "We [researchers] have been 
guilty in the gifted field of 'preaching to the converted,' and therefore a part of our effort is to 
reach out to other readerships" (p. 101). If specialists in gifted education were to write just 
one article for the general press each year, the quantity of accurate information available to 
the general reading public would increase dramatically. Teacher educators and researchers 
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could write about their specialty areas; teachers could write about activities for parents to do 
with their gifted children at home or curricular ideas for other teachers (particularly important 
during the current trend toward inclusive education); and parents could write about their 
personal experiences that were positive learning opportunities 17 (Lewis & Karnes, 1997). For 
guidelines, interested parties can contact the periodical's editor. Care should be taken when 
selecting a title, subtitle, section heads, and picture captions to ensure that the intended 
message is unambiguous and does not project an elitist tone (e.g., "Aren't we smart?"). 

State Level Strategies

18 Riley and Karnes (1993b) studied the possible impact of a state gifted organization joining 
together with other state educational and parenting associations. Of those responding, all 
expressed a positive interest in gifted education. Almost 370,000 individuals within these 
state associations could be impacted through presentations at state conferences and news 
articles in their magazines, journals, and newsletters. Unfortunately, none of the groups had a 
position statement, committee, or special interest group in gifted education. Networking with 
other state organizations provides many opportunities to break down barriers between special 
interest groups and to build the groundwork for mutual trust and support. Another technique 
to determine support for gifted education is to use a state-wide telephone public opinion 
survey. The response of a representative, statistical sample of residents in a given state was 
very positive toward gifted education 19 (Karnes & Riley, 1996). The initial sharing of results 
could be facilitated through a press conference and newspaper releases. The topic may lend 
itself to further discussion through radio and television talk shows. Key legislators need to be 
apprised of the findings to garner support for increased funding. The process of surveying for 
public opinion and the results of such endeavours could be disseminated at local, state, and 
national conferences on gifted child education. 

Target Your Audiences

Everyone who is interested in working for and with the gifted should know a variety of 
effective public relations tools. 20 Dettmer (1991) reminded us of the many groups to target 
both within a district and outside of it. Those individuals within a district include: gifted and 
talented students; their teachers, parents, and program personnel; regular classroom teachers; 
school administrators; psychologists and psychometricians; guidance counsellors and 
curriculum specialists; librarians and media consultants; school board members; and special 
education personnel. Those suggested outside of a district include: legislators, members of 
state boards of education, and other policy makers; business and professional leaders; 
community leaders and members; medical personnel; social psychologists; persons having 
the responsibility for teacher preparation in general and special education; curriculum and 
textbook consultants; visionaries and futurists; and theorists and researchers. Other groups 
include members of Congress; members and leaders in religious, humanities, and art 
associations; interdisciplinary groups and organizations in academic areas; and the general 
public. 

How to Get Started

Local, state, and national groups will benefit from having an organized approach to public 
relations and a committee charged to design and implement a written plan. Several crucial 
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decisions must be made as the public relations campaign plan is developed, implemented, and 
evaluated: 

 What is the purpose of the campaign? That is, what are you trying to make happen or 
prevent? 

 Who is the target audience, and who in that audience has the power to make changes? 
 What is the best message for that group? 
 What public relations strategies should be employed, based on the resources and 

expertise available? 

When these questions can be answered effectively, then:

 Decide on a clear goal. 
 Identify objectives and activities to reach your goal. 
 Select appropriate strategies. 
 Determine cost effectiveness. 
 Establish a reasonable timeline with dates for initiation, completion, and person(s) 

responsible. 
 Develop evaluation criteria so you will know when you have achieved your goal. 
 Get others involved so that you increase your support and communications base. 

Always remember the knowledge level and sophistication of your target audience in selecting 
and planning specific strategies. 

Strategies -- Non-print Media

A variety of public relations strategies can be employed, based on the message to be 
imparted, the target population, and objectives and resources of the group. Non-print media 
could include radio, telephones and answering machines, television, videotapes, videodiscs, 
and interactive videos. Radio and television include paid advertising, talk show interviews 
(which involve no costs, except those of transportation), public service announcements, or 
news reports focused on gifted children, their program activities, or the beneficiaries of some 
special project. Planned telephone trees or networks allow for quick dissemination of 
important information. An answering machine with its phone number and time and date(s) of 
activation can be set up to deliver a short message with the advertised information. Videos, 
including those produced by students, can be utilized at meetings, malls, fairs, conferences, 
and on television. Experts can provide a wide array of informative topics suitable for parent 
meetings and staff development 21 (Karnes & Lewis, 1996). 

Strategies -- Print Media

Print media include letters, faxes, magazines and journals, newsletters, newspapers, 
brochures, buttons, post cards, posters, and T-shirts. Some frequently underutilized methods 
include advertising slugs (postal stamps used on postage meters for mass mailings), 
billboards, bookmarks, bus placards, electronic signs and commercial message boards, 
piggyback mailings (information included in another group's mailings), stickers, and the wire 
service. Also gaining in popularity is use of the Internet. Gifted education centres; college 
and university departments of gifted education; local, state, and national organizations; state 
departments of education; and teachers, administrators, and other school personnel can set up 
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home pages linked to other informative sources on the World Wide Web to provide ready 
access to a wide range of resources.

Other Strategies

Other forms of public relations include displays and presentations at conferences, meetings, 
and special events. The latter may take the form of proclamations (for example, a governor 
announcing gifted education month); ribbon cutting events; recognition ceremonies for 
supporters, parents, or teachers; conferences; panel discussions; seminars and workshops. 
Student performances in school and at meetings, conferences, and mall events also afford 
great opportunities for public relations. Volunteering or being solicited for speaking 
engagements at business, civic, social, and arts events should bring a better understanding of 
gifted children to those groups. 

Link Between Public Relations and Advocacy

Support for gifted education has always been limited. Advocates for gifted children need to 
be involved in positive public relations on a continuing basis. In times of educational reform, 
it is even more essential to build a foundation of general understanding about gifted children 
and their educational needs. When advocacy becomes necessary, more people in positions of 
power will be informed, making the advocate's job easier and more likely to be successful. 
Use public relations to increase support for gifted education--locally, state-wide, and 
nationally. 22 Frances A. Karnes and Joan D. Lewis, 1997

Public Relations is human centric, it is a tool to develop the educational system of Africa, 
where the Universal Primary Education is still a mirage and accessibility to qualitative 
education is limited. Advocates for Universal Primary Education and accessibility to 
qualitative education need to be involved in positive public relations on a continuing basis.

Public Relations as a tool for African development

As the dust settles on what has been heralded as one of the most successful Olympic Games 
in the history of the global event, a few post-Olympic stories are beginning to make 
headlines. 

Among them is the news that a dozen athletes from African nations such as Cameroon, 
Guinea, and Ivory Coast disappeared from the Olympic Village. Many of them are expected 
to attempt to seek asylum in the United Kingdom. The message to the reader behind these 
headlines is clear: Africa continues to be a hopeless continent so its athletes seize this 
opportunity to abscond.

While stories about absconding athletes are certainly not new, what is new is that the 
continent of Africa is anything but hopeless. It is in fact an economic powerhouse with a host 
of lucrative opportunities. The International Monetary Fund released statistics showing that 
out of the 10 fastest growing economies in the world from 2011 to 2015, seven of them are 
African nations including Nigeria, Zambia, and Ethiopia, which was in third place after the 
flourishing markets of China and India. Goldman Sachs recently released a report entitled 
“Africa's Turn,” highlighting that the business opportunities in Africa are comparable to 
China in the early 1990s, and IBM has opened more than 20 African offices in the last couple 
of years. These statistics vividly show that Africa is indeed rising.
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Enter stage left the public relations industry. Part of what we do is create and shape global 
conversations, elevate the reputations of nations and corporations, and build awareness of 
issues, causes, and initiatives. If we apply these skills towards creating a positive perception 
and progressive reputation of the continent, even more investors will flock to Africa and 
travel and tourism will increase. These factors will spur development across the continent.

African governmental organizations, private corporations, and philanthropic organizations 
cannot simply start pushing positive stories, they also need to adhere to some crucial 
elements:

1. Credible sources: The individuals and organizations that are the sources of 
information and insights must be credible with the right credentials and solid 
reputations. Africa is plagued by a reputation of corruption, and while corruption does 
exist, it is not as pervasive as it would appear. Credible sources will create trust, an 
essential part of relationship building.

2. Power in numbers: There needs to be a huge push in creating alignment between the 
domestic communities and the diaspora. Under the leadership of the influential 
Honorable Abike Dabiri, Nigeria has created the Diaspora Committee, the continent's 
only government organization dedicated to diaspora affairs. Alignment will create one 
powerful voice and message, which if consistent over time will create and lead 
conversations.

3. Authenticity: There needs to be accuracy behind the stories and perceptions that are 
being created. An image based on falsehoods will crumble, creating distrust, and this 
will discourage increases in investment, tourism, etc.

4. Domestic endorsement: African organizations need to take international PR very 
seriously, and include this as a key element behind raising the profile of key 
investment initiatives. Bad news always travels fast, whereas good news will remain 
buried unless aggressively pushed. If positive news items are consistently pushed, 
especially incorporating the previous points, the positive reputation and opportunities 
across the continent will rise, allowing for investors to clearly see and trust the 
opportunities presented to them.

Africa does have several challenges ranging from security to corruption, but equally there are 
a lot of opportunities. In 1991 there were only eight democracies on the continent; in 2012 
there are 30. In addition, while populations are decreasing in other parts of the world, the 
population across the continent is set to double by 2036. Combine this with the favourable 
economic conditions sited by the IMF, and the ground is fertile for development. If PR is 
leveraged as a key tool in enabling this to happen, the continent is set for a bright future. 
23 Claudine Moore is founder of C Moore Media.

Developmental Public Relations should also be directed towards attracting foreign investors 
to Africa. Providing necessary information based on truth on the continent that could assist 
the investors in deciding to invest in the continent, which will eventually breed development.

Developmental Public Relations should also be geared towards eradicating corruptions and 
other problems be-devilling Africa.  Therefore it is a holistic Public Relations approach
geared toward enhancing development in the developing and under-developed nations.
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METHODS AND MEDIA OF DEVELOPMENTAL PUBLIC RELATIONS
All methods and media have both advantages and disadvantages, which make their use 
feasible in some situations and impossible in others. They must be selected according to the 
type of stakeholders, their cultural level and communication behaviour, the nature and 
complexity of the messages, and the scope of the communication. The value and efficacy of 
methods and media depend on the cost/benefit analysis of their use, comparing the human 
and financial costs with the quantity, nature and relevance of the results.
There is no fixed recipe for the best mix of methods and media. They must be selected after a 
careful analysis which should include the following aspects:
• Number of stakeholders, in the different groups, to be involved
• Type of stakeholders and their geographical distribution
• Purpose, with respect to the adoption process
• Difficulty of the content of the communication (that is generally linked to the complexity of 
the message and is in relation to the previous knowledge of the stakeholders)
• Available media and communication behaviour of the stakeholders
• Available resources

Whenever the content of the communication is considered relatively simple the number of 
people to be reached is very high, or the goal is only at the beginning of the adoption process, 
the use of mass media, such as radio, TV, posters, leaflets, etc. should have a high chance of 
success. With a relatively high production cost, but an extremely low cost per contact, most 
people are likely to be exposed to the message and consequently become aware of it.
Whenever the content of the communication is relatively difficult i.e. if there is a complex 
problem to analyze, if the desired goal is to achieve a change of behaviour, or if the 
stakeholders have limited access to radio and TV, time-consuming and labour intensive 
methods, such as group meetings, or individual demonstrations, are required.
Some methods and media have been analyzed according to the purpose of communication, 
proximity to farmers in developing countries, level of abstraction, and cost per contacted 
person. Mass media have a cost per contacted person that is almost negligible, but the level of 
abstraction is generally excessive. Consequently, such media should only be used to raise 
awareness and to inform about simple concepts. On the other hand, individual advice is very 
close to the stakeholders’ problems, is useful for understanding the specific problems of the 
place, and can be used to transfer or to elaborate complex changes, but is very costly. Group 
methods fall in between these two extremes and favour fruitful exchange among participants.
24 Fabio Maria Santucci, 2005 p.39, 40

(The concept of “simplicity” is relative, because something simple for a given person could 
be difficult for somebody else. Literacy, education, previous experiences, and individual 
attitudes play a role in determining what is “simple” and what is “difficult” to communicate. 
Participatory planning, focus groups, pre-testing of media, continuous monitoring and 
evaluation are all methods which allow a better focus on this very important aspect and help 
to shape communication activities in the most effective way).

Whenever the primary goal of a public relations campaign is simply to raise awareness about 
a situation, problem or likely solution, or to spread simple information, cost-effective 
communication means should be selected (based on research): i.e. radio and TV, posters, 
easy-to-read leaflets, articles in the press, calendars, billboards, fairs and exhibitions, gadgets, 
field days, village meetings for hundreds of people or conferences.
If the goal is more ambitious, requiring audiences to grasp a complex concept (for example 
why some animal species are on the brink of extinction) and identify a solution or make a 
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decision, either individual or collective, a more participatory approach is needed, with fewer 
participants. Meetings should be held with select groups of people. Study tours should be 
organized to gain knowledge and share experiences. In many developing countries, where 
rural people live in remote locations, and community driven development methods are most 
commonly used, meetings are typically held at the village level, in cooperation with local 
leaders, often enhanced with visual aids and sometimes with distribution of materials or 
gadgets.
If the purpose of the public relations campaign is to devise a complex solution to a perceived 
problem or to teach a special skill (based on research), group methods are required. These can 
be meetings, demonstrations, vocational training courses, or participatory experimental 
design. In some cases, even individual training will be required.
Changing attitudes is the most ambitious goal, because attitudes develop as a result of 
individual and group experiences. Farmers may be adverse to risk because they have 
experienced the negative results of inappropriate innovations, or because they have heard 
stories about what happened to others. Indigenous people may be suspicious about 
development programs because of past experiences of being exploited by outsiders. Some 
people do not cooperate in land registration programs because they fear that the only 
consequence will be taxation. Modifying these attitudes is much more complex and 
challenging than informing farmers about a new variety of beans or teaching them how to 
breed an iguana.
A real change of attitude comes after a long, slow process, when new successful experiences 
have convinced them, and past experiences have been overcome.
It is important to understand the origin of such attitudes in order to find ways to overcome 
them. In fact, past negative memories cannot be entirely cancelled, and if something negative 
happens, it is likely that the new proposal will be classified as “one more lie”, and the older 
attitude will again prevail.
Within the same project, different groups of stakeholders usually find themselves at different 
stages and express different needs. The public relations campaign for development strategy 
recognizes such heterogeneity and implements different methods and media, tailored to each 
group.

Traditional Methods and Media

In recent years, more attention has been given to the use of traditional media and methods to 
involve people at various levels of the adoption process, but also to ignite interest and 
increase awareness. These methods refer to the cultural roots of the people and have a 
friendly appeal that facilitates emotional participation and acceptance. Puppets, Chinese 
shadows, singing contests, story tellers, itinerant theaters, and dramas (or dramatizaçoes), are 
being used to disseminate different messages.
Within the framework of rural development projects, their use should be considered and 
favoured, also with the aim of enhancing cultural traditions that are at risk of disappearing. 
Furthermore, taking into account that diversification of economic activities is related to 
tourism, and that national and foreign tourists appreciate traditional events, efforts to keep 
local cultural traditions alive will also contribute to this effort.
25 Fabio Maria Santucci, 2005 p.57
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Local leadership and communication
Within every social group, be it an urban neighbourhood or a village community, there are 
individuals who influence the opinions and often the behaviour of the others. Some are 
defined as “formal leaders”, such as the mayor, political representatives, the local clergy, 
teachers, doctors, a local agricultural advisor or a veterinarian, the traditional authorities and 
the local medicine man.
These can be easily identified. Then there are the “informal leaders”, who do not hold any 
official position, but are recognized as authoritative and wise by the majority of their social 
group whenever a decision must be made in their field of authority. An informal leader may 
be the best hunter, or the best farmer, or the best cook.
Even within an apparently homogeneous group, there are leaders. In a group of mayors, 
surely there is the one or the few who are considered the wisest, or the ones with the best 
knowledge about a given problem. Formal and informal leaders are relevant stakeholders in 
any rural development project, and their cooperation is very important. They should be 
involved from the beginning of the project formulation, so as to get their in-depth knowledge
about the local situation and some suggestions about likely or desired changes.
The methods used to insure their involvement depend greatly on their number, location and 
time availability. Group meetings, individual meetings and study tours could be arranged. 
Information should be prepared and distributed in the language used by the different groups 
of leaders. Meetings with leaders should be organized by area (all the leaders of the same 
zone, from the mayor to the veterinarian), or by sector (all the people involved in agriculture), 
or by professional category (mayors, veterinarians, hunters, traders, etc.)
Furthermore, in any environment, different forms of social capital exist including groups and 
associations, unions and cooperatives which constitute important social networks that 
strengthen the society and often offset its lack of financial capital.
The cooperation of all these people is most important in the project implementation; some are 
essential for the explanation of regulations or national legislation; others facilitate the 
organization of events, such as fairs and conferences.
Local leaders must be contacted before organizing any event at the village level and they 
must be given due respect during the meetings with the population. Informal leaders in 
agriculture and animal husbandry can cooperate in the dissemination of innovations and can 
host experimental activities.
Their cooperation allows the change agents to gain the confidence of the majority of the 
farmers. The same can be said of activities for women; if the woman who is recognized as the 
wisest in the village cooperates with the project, it is very likely that most of the other women 
will also participate.
It is important not to concentrate solely on the leaders, because of the risk that they will not 
transmit the information or training received to everyone in their community. Furthermore, 
some leaders could try to use the support provided by the project to increase their own power 
or increase their wealth. In addition, some leaders are not representative of their society, and 
some may even try to misuse the resources of the project.
It is important to keep in mind that local leaders are not always willing to cooperate with a 
project. While in some cases they sincerely disagree with the project goals or strategies, in 
others they fear that their role could diminish once the project achieves its results. Opposition 
and resistance can be publicly manifested or exercised more subtly, with little or with false 
cooperation. In both cases, it is important to hold discussions in order to understand why they
disagree and attempt to find a solution that will benefit all the parties.
Individual methods
Individual methods are used when the person in charge of the communication meets face-to-
face with one stakeholder. There are several sub-categories: meetings at the stakeholder’s 
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office, house or farm; at the communicator’s office; at another place, such as a restaurant or 
bar, to talk in a pleasant setting or a casual meeting in some other place. A further distinction 
is made between planned and unplanned meetings.
These methods allow only a limited number of people to interact, and their use should be 
confined to important individuals or issues. Regarding the communication process, this form 
of interpersonal communication can be very effective, because it allows rapid feedback, 
continuous interaction, and the elaboration of person-specific or location-specific 
suggestions. Individual methods can allow a particular problem to be fully understood 
increasing the likelihood of agreement.
It may be necessary to have individual meetings with high-level government officers, mayors, 
and formal and informal leaders at the village level to analyze important issues, establish a 
plan of action, and anticipate possible points of disagreement. In some cases, considering 
what is known about the adoption and diffusion processes, the proposed action may require 
further analyses of the situation at the farm or household level, and consequently field level 
change agents may spend a good portion of their time in individual meetings, especially with 
individuals who are believed to belong to the category of early adopters.
These methods are labour-intensive and time-consuming. They allow interaction with only a 
small percentage of the stakeholders, and their use should be limited to the most important 
cases.
Group methods
Group methods are used most often in rural areas in both developed and developing
countries. They have been proven extremely effective for elaborating and implementing 
Community Driven Development projects and for the diffusion of innovations in all sectors.
By definition, a group consists of 15 to 20 people. When there are more participants, 
communication problems arise; some people do not participate fully, and the feedback from 
others is lost. When there are more than 20 people, we enter into the category of mass 
methods.
Group methods are quite numerous, and there are several variations of the same method.
A full review is almost impossible, but the following is a fairly complete list.
Meetings are the most frequently used interpersonal communication methods.
They have been used in all environments since the beginning of human societies. They are 
defined as an active method during which all participants have the opportunity to intervene, 
raise questions, express their opinions, interact with the conveners and other participants, and 
potentially receive answers to their questions. Staff meetings are a fundamental working tool 
within all companies and agencies. Meetings are a powerful communication method, for the 
following reasons:
• Possibility to face the problems of a group, in the same span of time, with rapid feedback 
from all participants
• Synergic effect of simultaneous participation, that allows more detailed analysis, 
sometimes the definition of better solutions, and rapid group decision making
• Involvement of people who, individually, would not participate, or would refuse to 
change
• Reduction of the cost per contact, because a relatively high number of stakeholders can be 
involved in the communication.
Meetings can take place anywhere: indoors or outdoors, at an office or in a rural school, in a 
hotel room rented for the occasion or in the community centre of the village. The most 
important aspect is that everyone should feel comfortable and be able to see and hear what 
the other people say or write.
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An important distinction is made between an isolated meeting, which happens only once, for 
a specific objective, and a series of meetings, with the same people, each one planned with 
partial objectives in order to achieve a final, often very complex, decision.
Not all meetings have the same goal, and consequently they should be organized and 
managed differently; a simple classification could be the following:
• To give information to participants: this is typical of the so-called top-down approach, 
when one person (the sender) gives a message to a group of addressees: it could be an 
extension meeting organized to inform the farmers about new farming techniques, or a press 
conference organized to inform a group of journalists about a recent or future program of the
agency
• To receive information from participants: these events are organized to collect first-hand 
information from a group of people: the women of a village, the experts of a given sector, or 
the representative of the local unions. What these people have in common is that the 
organizer of the meeting thinks that they are carriers of meaningful messages that could help 
him/her to know what is happening;
• To analyze a given situation and sometimes to elaborate solutions: this category includes 
study meetings or problem-solving meetings, when people convene to reflect together about 
what is happening in their area or sector. Each one has partial knowledge of the situation and 
the group can achieve more than the sum of its parts. All the participants are there with their 
limited experience and knowledge that is to be shared with the other people and with the 
organizers of the meeting. The final result may be a better understanding of what is going on 
and sometimes (if this is the purpose), a proposal for change worked out together. This type 
of meeting empowers the participants because it makes them active analyzers of their own 
situation and active contributors to the proposed solutions.
• To achieve a decision: as in a staff meeting, an expert meeting, or a village development
committee meeting; participants are empowered to make a decision that will affect all or most 
of them. A decision for changing or not changing, drawing up a list of priorities, the level of 
participation and decisions about cost sharing, are not imposed by the organizer of the 
meeting. He/she only acts as the facilitator.
• To solve a conflict between two or more people: sometimes the primary purpose of a 
meeting is to resolve a dispute that may have arisen within a social group or between two or 
more social groups. This could be, for example, conflicts over water or land access. In this 
case, the role of the organizer is to manage the debate and guarantee that the rules are 
respected, according to local traditional norms or existing legislation.
Several techniques such as informal meetings without a prefixed program, seminars,
workshops, clinics, buzz sessions, simulation games, role playing, case studies, study groups, 
study circles and interest groups could be used (based on research). These are all variations
of the group meeting method and each one has its particular application in a specific 
situation. In development communication, active methods are preferred, and consequently all 
these methods can be used.

Study tours are another powerful method for showing a group of people the results of 
innovations which have already been adopted in another similar area. This is an expensive 
method that must be used wisely, because travel, board and lodging costs can be relatively 
high.
Another powerful group method is a demonstration, which can be divided into two 
categories: Demonstration of a method and Demonstration of results.
They are both group meetings that allow participants to learn and practice a given skill under 
the supervision of a trainer.
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A structured sequence of meetings, demonstrations and study tours, with the same 
participants, takes the name of a vocational training course. This is another frequently used 
method that is used to cover a complex, articulated topic.
Finally, we should remember, as a combination of one method and one medium, the listeners 
club or the viewers group, which is a group of people who meet regularly in the same place 
to follow together an educational radio or TV program. After the program, a discussion 
follows that is generally facilitated by the local development agent, who should have been 
informed about the content of the transmission beforehand and supplied with printed material 
about what has been heard and seen.
Mass events
This category includes several types of events, which are characterized by the use of direct 
communication in the presence of a high number of people. Here we include fairs, 
conferences, open days and field days, organized and managed to attract hundreds or 
thousands of people. Sometimes these events are organized within the communication 
program of the project, and sometimes they are organized by a separate entity, with the 
project or the agencies which are implementing the project simply participating in the event.
In most cases, it is necessary to set up an organizing committee with representatives from all 
the concerned parties. The committee will work out the programme and the budget, to be paid 
by public and/or private sponsors or with fees paid by the exhibitors. Local authorities should 
obviously be involved, and they must be invited to the event. Mass events are also a great 
public relations opportunity and should be communicated with all possible media in the 
weeks and days before the events. Journalists should be involved well in advance and should 
be guided through the event, properly briefed, and supplied with press releases about the 
various aspects.

During an “open day”, one agency opens its doors to its clients, users and the general public. 
It is a typical public relations activity that allows the value and quality of the agency to be 
observed firsthand. Research centres, universities, or even a Ministry in town, may decide to 
let the people enter, to see how it works. During the open day, all employees are in service to 
show the visitors what they do. Posters, handouts and leaflets should be prepared for 
distribution. Demonstrations of the activities performed by the agency should be offered, with 
a programmed schedule. Throughout the day there can be selected short conferences or the 
projection of videos that inform the visitors about the functions of the agency.
A Field day is a combination of several demonstrations on the same day, in the same place. 
As a mass event, it requires even more careful organization than that described above. In the 
middle of the countryside, hundreds or thousands of people must be provided with everything 
including food and beverages, toilets, shelters against sunshine or rain, parking lots, paths to 
go from one demonstration area to another, security and safety, mobile health clinic, etc.

Other common events are local, regional or national Fairs, ranging from the weekly farmers 
market at the village level, which last a few hours, to the annual week-long national fair, 
taking place in a big town. Fairs are a powerful communication event and can also be a 
marketing outlet for the produce harvested by the farmers or objects made by the artisans 
involved in the project.
Fairs are an educational event for consumers and for the general public, since they help raise 
awareness. They are also a public relations event for the agency or the agencies involved in 
the project, because they can promote themselves and their messages to a large number of 
people, of all ages and social strata.
Fairs are an information event for the producers, who can meet other farmers, the suppliers of 
modern inputs, and the representatives of buyer and agricultural services.
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Conferences are useful for debating important issues with certain categories of stakeholders. 
The majority of people do not typically like them, unless the theme is very interesting, the 
speakers are very good and the language simple. Still, in many cases it is quite common that 
conferences are organized to analyze technical, political and organizational aspects, or to 
debate the achievements of the project itself. Conferences may have different formats, 
ranging from a short local event lasting half a day, with a few invited speakers, to an
international conference lasting a full week, with several simultaneous sessions, hundreds of 
speakers and thousands of participants. For large events, the organization is normally 
contracted out to specialized agencies.
In the case of smaller events, organized by the agencies involved in the project, the usual 
attention must be paid to involving local lead
ers and associations, finding a proper location, inviting the right people, setting up the 
communication aids, arranging the rooms so as to facilitate participation, catering, etc.
Furthermore, all conferences are a good opportunity for public relations, so local or national 
media coverage should be ensured.

Competitions are another common method for stimulating the participation of some 
categories of stakeholders, from rural women to youth groups, from field personnel to 
scientists. Committees should be set up, and the rules should be communicated well in 
advance through the most appropriate methods, so as to stimulate the largest possible 
participation. The announcement of the winners could take place during another large event, 
such as a fair or a conference, in order to maximize the pride and self-esteem of the winners.
A simple and relatively inexpensive way of reaching hundreds or thousands of people is by 
an information booth at fairs, markets or conferences.
The booth can be organized by the agency or by the project and adorned with attractive 
pictures, maps and decorations. It should be staffed with personnel who give information to 
interested people, distribute leaflets and other educational or promotional material (gadgets, 
booklets, calendars, stickers, etc.). Videos are used to attract the attention of the people 
passing by, and interactive programs are often available on computers.

An information train is a tool for informing the general public about important subjects. 
This model has been used widely, although not often in developing countries. An information 
train, composed of several coaches, is a sort of mobile exhibition, with each coach containing 
posters, photographs, educational materials, products, etc. In each coach, there are trained 
personnel who provide visitors with detailed information. The train moves from town to 
town, following a well-defined schedule, and at each stop, events are organized with local 
authorities, schools, universities, NGOs, etc. Press conferences at each stop increase the 
dissemination of information about the train and its purpose.
Organizing an information train is a major challenge, in terms of personnel and financial 
resources, but it can be well worth the effort. The same, although on a much smaller scale, 
applies to an information coach, that is equipped as a small mobile exhibition. If required, a 
tent or a light wooden structure can be set up in proximity to the coach, to expand the 
available area.

Printed media

Long before the invention of the printing press by Gutenberg, written materials were 
favoured for the circulation of ideas and culture, but the quantity of the printed materials was 
extremely limited. The increase in literacy is expanding the potential of the printed media, 
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and the use of computers (desktop publishing) is lowering the production costs of most 
media. Printed media can either reinforce oral interpersonal communication or replace it, as is 
often suggested.
In the biggest agencies, there are printing units with hardware for producing all or most of the 
materials, whereas smaller agencies contract out this type of work.
This category includes several types of products, which correspond to different contents, 
purposes and addressees. The following is a tentative list:
• Press releases for the local and national press, radio and TV stations;
• Paid articles or inserts, in the national or local press;
• Standard letter for a high number of addressees;
• Printed postcard with one short, clear message;
• Leaflets, of various sizes, with a short message and a lot of space for pictures;
• Newsletter, generally not longer than four pages, devoted to a specific theme, containing
briefs, short articles and pictures, published regularly.
• Bulletin or journal, of various sizes, normally between 16 and 32 pages, more or less 
specialized on a given subject, with articles, news, comments, pictures, etc.;
• Handbooks of various types, with soft or hard cover, with a detailed description of a 
specific subject, with tables, pictures, graphs, references, etc.
The materials listed above have different production costs and impacts, and can be used for 
different categories of stakeholders at various times of the adoption and diffusion process. A 
press release for radio or local newspapers has a very low production cost because it can be 
written quickly and sent by fax or e-mail, but it contains only limited information and (if 
retransmitted) may only serve to spread a simple message: e.g. that there will be a fair, or that 
a new bridge has been inaugurated, or that land registration procedures will begin in a week. 
On the other hand, it may reach thousands of people and may (partially) influence the attitude 
and behaviour of many of them.
In contrast, handbooks require a long time and painstaking work to be written, corrected, 
tested, edited, printed and distributed. Each copy has a relatively high cost, and consequently 
only a few hundreds are printed. They are designed for a few users, those with a better 
education, and for the field level personnel, who can then spread the message through direct 
personal communication.
There are at least six barriers which may limit the impact of media, both printed and 
electronic:
• Selective publication: a lot of information is simply not published, because it is considered 
irrelevant by the director or editor, or because there is other more important news, or because 
the editors or owners of the media have a poor relationship with the sender of the news or 
with their agency;
• Selective attention: people do not like to expose themselves to something they think might 
disturb their status quo, or beliefs or opinions and consequently either they do not buy the 
newspaper, do not grab the leaflets, or simply skip the news or throw away the leaflets;
• Selective perception: people decode and interpret the message through their own filter, so as 
to avoid putting their own situation out of balance;
• Selective memorization: people tend to memorize only interesting and non-disturbing 
subjects;
• Selective discussion: people tend only to talk, with friends or advisors, about subjects they 
like or that they suppose other people like to talk about;
• Selective acceptance: people rationally accept and begin to put into action only a very 
limited part of the message.
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Since the different groups of stakeholders have different communication behaviour, the 
above-listed printed media should be used wisely, implementing the communication strategy 
in a way that provides the correct, timely information to each category.

Graphic printed media

What was said in the previous paragraph also holds true for printed media that base most of 
their effectiveness on images: posters, calendars, flip charts, comic books, billboards, etc.
Posters are used widely in all countries for the general purpose of improving oral 
communication or for transmitting simple messages: i.e. the best practices, what is forbidden, 
how a piece of machinery works, a list of endangered species, the best flowers of the region, 
or to inform people about a forthcoming event, such as a fair or conference. They are 
distributed to selected categories of stakeholders, to decorate offices, classrooms, community
centres, etc.

A large version of the poster is a billboard, put up in town or in the countryside, to inform 
the people passing by about a given subject: a recently completed public work, an ongoing 
experimental field, the boundaries of a natural park.

Flip charts are a series of posters bound together, that are normally used as a visual aid to 
support and improve interpersonal communication, whenever the use of more sophisticated 
teaching aids, such as an overhead projector, slides or videos is not possible.

Calendars are a familiar tool, useful for transmitting simple messages with short texts and 
colourful images. Calendars with one page per month can be used to remind the users of 
bureaucratic deadlines, or to give technical suggestions and timely health messages.
Comic books have been used quite widely in communication programmes because they 
attract the attention of younger generations and adults alike. In this case, the major challenges 
are to invent a character, write the script, and have a skilled artist produce the books.

Electronic media

Since their invention, radio and television have been perceived as powerful means for 
educating people and for spreading political propaganda. Commercial radio and television 
stations support themselves with paid advertisements, and consequently they are increasingly 
used to transmit publicity. In the last few years, due to the decreasing costs of technologies, 
community radio and TV stations are sprouting up everywhere, and their educational and 
empowering role is quite evident.
Both radio and TV can be used to transmit simple information (weather forecasts, commodity 
prices, the timing and content of a forthcoming conference) or to educate people on more 
complicated matters (a literacy campaign, cooking techniques, or agricultural techniques). 
They can be used to change attitudes and behaviour, about nature conservation, health, family 
planning and so on. There are no conceptual limits, and some programs have shown that even 
university-level education can be taught through a combination of TV programmes, printed 
handbooks and individual tutorship. On the other hand, there are some limitations that should 
be mentioned:
• The audience cannot interrupt nor can it repeat what it has seen or heard, (unless the 
program is recorded by the listener or viewer on tape or videotape) and consequently if a 
logical sequence is lost, there is the risk that the next steps will be misunderstood;
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• There is no possibility for rapid feedback. In some cases, some programs allow the 
listener or viewer to call by telephone or to send messages via email, but these modalities are 
very rare in developing countries;
• Radio listeners only use one sense for understanding the message and therefore they must 
visualize what is being described, whereas this is not required with television;
• In many countries, geographic coverage is not yet complete, or there are areas where the 
signals that arrive are very weak;
• Wherever several languages and dialects are spoken, most messages are sent encoded in 
the official or in the most important languages, cutting off the linguistic minorities.
Fortunately, as with the printed media production, radio and TV broadcasting are becoming 
increasingly inexpensive, opening the door to an enormous expansion in the number of 
national and local stations, which are extremely useful for reaching people dispersed in vast 
rural areas.
The project or technical agency involved in the project rarely undertakes the production of 
radio or TV programs. They usually cooperate with national or local stations within the 
framework of legal and often paid agreements. Whenever educational programs are 
considered necessary to achieve the best results of the project, it is important to remember at 
least some of the potential challenges:
• Geographical coverage is the area covered by each station. In several countries, due to 
technical or geographical problems, national coverage is not possible and only through the 
involvement of many local stations it is possible to reach the entire national population;
• Scheduling refers to the time of the year the program or the ads are going to be aired. In 
land registration programs, for example, there can be annual programming, with a 
concentration during the weeks before and during the field operations;
• Timing refers to the time of the day the program or the spot should be aired; again, this 
must be planned after gaining information about the habits of the audiences. Most programs 
for farmers, for example, are transmitted very early in the morning, but programs for other 
types of stakeholders should be aired at other times of the day. This point has important
consequences for the budget, because some times of the day (peak times) are very expensive;
• Frequency and length are strictly interrelated and refer to how many times a week or 
month the program is planned and consequently the length of the programme. Most 
information and educational programs on agriculture or the environment last from 15 to 30 
minutes and have very diverse frequencies. In some countries, rural radio programs are 
transmitted every day, while in other countries TV programs about agriculture, environment
and nutrition are presented only once a week;
• Format and content: programs for rural people and/or about rural space can have different 
formats, from a purely informational program about weather forecasts, prices and events, to 
the radio or TV comedy. In between, there are broadcasts of all types, where agricultural 
information is combined with music, talk shows, interviews, etc. A typical list of likely 
contents could include:         ( a) the news, ( b) a political commentary, (c) a technical subject, 
(d) a survey or inquiry, (e) an interview, (f) a panel or round table, (g) a comedy, ( h)
questions and answers, (i) music, documentaries, ballets, etc., according with to length of the 
program and the budget available.

Information spots are another way of reaching a large number of individuals with very 
simple messages. Clearly, this format can only draw the attention of the people or encourage 
them to implement some simple behaviour, like contacting the local development agent. 
These can be used in rural development projects to increase awareness about a given problem 
(the scarcity of water, the risk of forest fires, a new legislation for promoting rural 
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enterprises, land registration activities, etc.) and can precede or accompany the more labour-
intensive activities, such as group contacts or individual meetings.

Another useful and time-saving medium, at least where telephone networks are widespread, 
is the programmed telephone, where the caller can listen to pre-recorded messages of 
different types and also leave a message for the development agents. Pre-recorded messages 
can be of any kind, but since they should be very short, a maximum of 2 or 3 minutes, the 
most common ones are suggestions about pest and weed control, weather forecasts, and 
forthcoming meetings. Obviously, the messages should be updated regularly.

The internet is now the most powerful instrument, not only for conveying or sharing 
information, but also for creating new knowledge. Chat rooms and e-conferences allow 
professionals living all over the world to pool their experiences and find solutions to 
problems. Theoretically, there are no limits to its use, even at the grass-roots level and in the 
most remote places. With solar energy and cellular telephones linked through satellite 
systems, communities which were unreachable a decade ago are now linked to the entire 
world. People living in these areas can now call friends and relatives, sell their products,
receive orders, ask for suggestions and provide solutions. With the internet, farmers and field 
agents can connect to research centres, and rural people can find solutions to many of their 
problems.
Yet other than a limited number of exciting success stories, the widespread utilization of the 
internet in most rural areas is still years away, and local problems can rarely be solved 
without more direct contact in the field. Although an increasing number of ministries, 
agencies, NGOs, private firms and projects have web sites, their field-level utilization 
remains limited.
Another aspect of the internet that could be useful for projects is facilitating internal 
communication within each agency and between all the agencies involved with a specific 
intranet, and for transparency purposes, allowing external users to access a limited quantity 
of information. Using the internet for sending press releases and newsletters, etc. is another
option that increases the speed and reduces the costs of keeping a steady communication with 
some categories of stakeholders: journalists, formal leaders, NGOs, and other public entities.
Some factors still hamper the generalized use of the internet: cost of the hardware, low 
efficiency of telephone lines, high tariffs, unskilled personnel, and out-dated information due 
to the difficulty of sustainability. On the other hand, the pressure to increase the use of this 
medium is enormous, and significant funds are available for its expansion. There is a real 
need to link schools, health centres, local offices of the different ministries, rural 
municipalities and training centres. It is not only a technical problem, but a matter of 
decentralization and democratization, of efficiency and accountability. Consequently, it is 
likely that in a few years its use will increase exponentially, at least for connecting the field 
level personnel with their headquarters and for getting or sending simple or complicated 
messages.

Logos and their use
Logos can be important and relevant marketing tools that give recognition to products, 
companies or public institutions. Civil society organizations use logos to reinforce their 
messages and for fund-raising. Many projects have adopted logos as symbols that represent 
the project. They are reproduced on stationary, and on various items from t-shirts to caps, 
pins and pens, bags and vehicles.
The first question is very basic: when should a project have its own logo? Is the logo always 
useful and needed? The answer is definitively, no. The logo could be misleading and transmit 
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a distorted message. Projects aimed at increasing the visibility of one or several national or 
local institutions should not have a separate logo, but should rather maintain a low profile. In 
these cases, logos should be created and promoted for the institutions, which will remain in 
place after the end of the project. In other cases, logos could be created to launch a new park, 
or to establish a certification body that will verify the origins and quality of certain produce.
Many projects spend significant amounts of money to print logos on goods and gadgets. 
Many of these goods (t-shirts, shirts, caps, jackets, etc.) constitute the uniform of the 
personnel and are needed in order to be recognized by the people, while others are used for 
public relations, for children and adults alike. Likewise, positioning the logo on vehicles, 
banners or billboards allows easy recognition.
In fact, most people like to receive gifts, and consequently the distribution of small and 
relatively inexpensive gadgets, with the logo and sometimes with a short sentence, might help 
to strengthen the messages of the project, from nature conservancy to organic farming, from 
health issues to land registration. It is important to consider the logo issue within the context 
of the communication strategy, which should favour conscious and well-informed 
participation and not create confusion.
26 Fabio Maria Santucci, 2005 p.41-58

SOCIAL MEDIA

Africa is one of the world’s fastest growing markets for social media. The social media is 
shaping world events, changing views and setting the public and political agenda. Social 
media is no longer limited to status updates and posting photos from a friend’s birthday party. 
Social media has become one of the most powerful factors in grassroots socio-political 
mobilization across the globe.
The political and social revolution in Tunisia and Egypt made possible through the use of 
social media in 2010 and 2011, which spread to the Middle-East, reflects the power of social 
media in political and social transformation and the importance of this media as a dynamic 
public relations tool, if properly used. 27 Odedele, S 2012 p 57
The stimulant effect of social media in development can not be under-played. The public 
relations practitioners of this era must not be ignorant of this cheap and effective tool,
facebook, twitter, youtube, linkedin, blogs, etc. Social media channel is not limited to desk-
top or lap-top, it can be accessed also on the telephone, etc. The advent of GSM in Africa 
makes social media communication easier.

Digital Media

This is the advent of Digital Management, Public Relations and Communication Management
practitioners in Africa can not sit aloof. Digital Media is an essential tool for pro-active 
public relations programme. Digital Media is made up of using intranet and internet in 
communication, this media is essential in modern day communication.
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