PUBLIC RELATIONS PLAN
 

PROBLEM/SITUATION ANALYSIS:
 

There is a challenge at Industrial Products, Inc., in Douglas, U.S.A., because while plans were being made for the expansion of the company, management discovered that a lagoon on the plant property is contaminated with hazardous chemicals.

 

Tests of the lagoon sediment revealed the presence of PCBs (polycholorinated biphenyls). The company engineers believe the lagoon was contaminated during the 1960s and 70s when its waters were mixed with a petroleum-based lubricant for cooling metal in the old forming facility. This facility has been closed for 14 years, so there is no danger for further contamination. The hazard must be removed before plant expansion can begin.

External factors should be taken into consideration for successful completion of this project. It is important that we do not alarm the community when the cleanup begins. Because Douglas is a small town, word travels quickly and the proper information should come directly from the source. One of the best ways to disperse this information is through the media, however, over the years Industrial Products, Inc, has never developed a formal media relations plan. Similarly, government officials are key to communicating with community members, but, up until now, the company has not developed a working relationship with these officials. This relationship must be cultivated in order to continue with the the cleanup and ultimately the expansion.

   

We do not want our devoted employees, especially those who have been here for years, to be worried that they and their families are at risk. We hope to implement the plan thoroughly so that all employees are aware of what the situation. We will be open to answering questions and determined to fully inform our employees. Our strong management team will need to stay connected, and Human Resources will help to inform.

 

A strong public relations campaign will inform employees, community members, government and the media about the situation at hand and address the issues that have been stated above. The campaign will calm the fears of the employees and the community while developing relationships with the media and government officials. Through the implementation of a public relations campaign Industrial Products, Inc. can integrate the cleanup plan effectively, allowing for the expansion of the plant to begin.

 

GOAL: For Industrial Products, Inc., to continue with expansion plans with minimal delays from the lagoon closure. 

 

TARGET AUDIENCES
 

Community: The community is an important target in communicating the lagoon contamination, particularly because of Industrial Products, Inc.’s expansive presence in Douglas. Almost half of eligible workers in Douglas work at Industrial Products Inc. Residents of Douglas are currently unaware of the situation at hand, and they have the right to know when a local site is potentially hazardous. Douglas is a small town of approximately 15,000 people, and news spreads quickly throughout the area, both through interpersonal communication and the local media In addition, the lagoon is located directly off of a main highway, and community members will be driving past the lagoon often.

The average household in Douglas consists of two-parent families with children between the ages of 5-8. There is also a significant percentage of Douglas households consisting of elderly couples.

 

Employees: Employee cooperation is a vital part of our plan. With approximately 2,000 employees, who are a part of the community as well, they will be directly affected by the contamination discovery, the clean up and the plans for expansion. They will be concerned about their safety, jobs and community. We will need their support to implement the cleanup project and continue with expansion plans.

 

Government: Local government officials, most importantly David Hall, Mayor of Douglas, and Randy Don, the county commissioner, are a crucial factor in the facility expansion project because their signatures are required on construction permits. Despite a long-standing presence in the community, Industrial Products, Inc. has never developed a relationship with these individuals. In addition to the permits, we need the support of these officials to convince the community that the expansion is necessary and the lagoon situation is not harmful to their health. If the officials would not support us, the company could be faced with legislation or fines preventing the expansion of the facility.

 

Media: Industrial Products, Inc., has a solid relationship with the local media; however, it does not use the media to its full advantage. In the past, the media has represented Industrial Products, Inc., as an integral part of Douglas. It is essential that utilize our credibility with the media during this crucial time. We need to maintain a good working relationship with the media in order to continue positive press coverage about the company as well as this specific situation.  The media is our key to the community, and if we remain in good standing with press and news outlets, the company and our project will retain and gain the trust of the Douglas community. 

 

OBJECTIVE #1 (Community)
To effectively communicate to all community members the details of the cleanup project and the lagoon contamination, as well as the importance of their safety and well-being to the company.

 

Literature Distribution Strategy: The community objective will be accomplished by providing community members and organizations with information that explains the problem, how it occurred, a definition of PCBs, and what the company is doing to solve the problem.

 

Tactics:

1. Management staff will create a flyer that explains the lagoon contamination and an overview of the cleanup process, and pass out the flyers to homes, the community library and local businesses.

2. The webmaster will change the front page of the Industrial Products Inc. to an announcement regarding the lagoon cleanup project and contamination.

3. A press release will be sent to the media announcing the community town hall, so that all residents will be properly informed.

4. We will contact the community newsletter and explain the contamination and the project, and write an informative piece for them to publish in their upcoming issue.

Interpersonal Strategy: Residents will have many questions and concerns, and the company must be open and honest with community members in order to maintain their trust and respect, as well as dismiss any confusion about the contamination and cleanup project. The objective will be accomplished by creating a two-way channel of communication between Industrial Products Inc. and the residents of Douglas.

 

Tactics

1. A community town hall will be organized for all residents of Douglas.

2. We will develop a list of talking points to be used by representatives from management at a Q&A session at the community town hall prior to May 15.

3. Organize a group of volunteers to go door-to-door to distribute information about the project, announce the town hall meeting, and answer questions.

 

OBJECTIVE #2 (Employees)
To inform employees of the contamination discovery and cleanup plan to fully reach all employees due to their vital roles in our success and the weight of their opinion in the community.

Employee Relations Strategy: We will implement an employee relations strategy using both previously established internal communication outlets and new mediums in order to reach all employees and assure them of the importance of their opinion as well as their safety to the company.

 

Tactics:

1. Q&A sheet will be given to management personnel to use in discussing the cleanup project with employees.

2. Each supervisor for all shifts will set up informal meetings, so that all employees’ questions may be addressed. 

3. Announcement of cleanup plan and schedule to continue expansion will be included in the weekly newsletter.

4. An announcement will be televised on the closed-circuit TV telling employees when they can attend meetings.

5. Memo from manager of HR will be sent out to employees about the possible health and safety concerns with regards to the proposal. 

 

 

OBJECTIVE #3 (Government)
To inform local government officials about the facility expansion and lagoon closure to gain their approval for the project while building a working relationship with them for the future. 
Interpersonal Strategy: In order to strengthen our relationship with government officials we will use an interpersonal relationship strategy supplemented with written materials to provide them with information about Industrial Products, Inc., the facility expansion project and the lagoon closure.

Tactics:

1. Contact appropriate local government officials by phone to set up individual formal meetings as soon as possible with the PR Director and CEO of Douglas who can effectively introduce Industrial Products, Inc. and communicate key messages about the corporation’s overall value to the Douglas community as a whole

2. Gather a portfolio of materials with the key messages, clips of positive placements in the news media and statistics showing the corporations impact on the community (ex. Number of jobs in the community, philanthropy, etc)

3. Schedule a more informal follow-up meeting during the initial meeting with local government officials to provide compelling reasoning for the facility expansion project and how it will benefit all those involved, including the company, the community and the officials themselves. Explain the necessity for the expansion, and the construction permits required for the project. Detail the situation with the lagoon closure, explain how Industrial Products, Inc is taking full responsibility for the clean-up and only their support is needed when it comes to dealing with constituents.

4. Attend the city council meeting to be available for any questions that might be raised about the project.

5. Send a letter to government representatives detailing the project so they have the information prepared if constituents call with questions or concerns.

Online Strategy: We will also implement an online strategy as a central location for all of our materials and information about the project so the government officials fully understand the project and feel comfortable discussing it with any concerned constituents.


Tactics:

1. Setup a Web site with information about the progress of the project, statements from the state Department of Environmental Resources and the CEO of Industrial Products, Inc. along with all of our press materials so the government officials can send any concerned constituents to the site for more information.

2. Send all government officials email communication about the progress of the plans so they stay informed and can accurately answer any questions.

OBJECTIVE #4 (Media)
To inform the media about the benefits of project completion, keeping them up-to-date with information and project plans while maintaining a solid relationship with local media.

Media Relations Strategy: We will prepare statements for immediate release to the media as well as scheduled meetings with the press in order to support and promote the project. We will supplement this by offering extensive information and details regarding the project to the media.

 

Tactics:

1. A proactive media statement regarding the contamination of the lagoon and plans for cleanup and expansion will be prepared and released.

2. A press release about the community town hall will be disseminated to the media, as stated in the above community tactics.

3. A press conference will be held regarding the cleanup situation and expansion implementation.

4. A media day will be held with a tour of the Industrial Products facilities to promote the positive atmosphere of the company and its employees and to encourage news stories that will portray Industrial Products, Inc. in a good light. 

5. A spokesperson will be designated specifically for working with the media as well as answering any questions that may arise.  This person will be the sole contact point of reference between the media and the community so that correct information is disseminated and the relationships with the media and the community will remain intimate regarding this situation. 

6. Thank you notes will be sent to all media outlets after completion of the project for positive coverage of the situation and the corporation. 

7. A one-page background information sheet on the subject of PCB's will be distributed to journalists. 

EVALUATION:
In order to evaluate our objectives we must use communication to our advantage. To determine the attitudinal response of each audience management, human resources in particular, must pay special attention to the personal responses of individuals through conversation and interaction (formal and informal). Due to the small-town nature of Douglas, engaging in personal communication devices, along with strategic tactics is crucial to our final goal.

 

Objective #1 (Community) To effectively communicate to all community members the details of the cleanup project and the lagoon contamination, as well as the importance of their safety and well-being to the company, before the media releases the story.

Assessment: The community objective will be assessed by the number and nature of responses from community members including e-mails, telephone calls, and in-person communication. At the Q&A session we can assess the general attitude of the community members. Because our objective is to communicate with Douglas residents before the media can reach them, timeliness will be an important factor in assessment.

 

Objective #2 (Employees) To inform employees of the contamination discovery and cleanup plan, so that the clean up is executed smoothly and expansion may begin promptly. 

Assessment: We will assess the employee objective by monitoring interpersonal communication between management staff and individual employees by analyzing e-mails and conversations between the two groups. During small group information sessions we can get a clear idea of the employee response to the situation.

 

Objective #3 (Government) To build a working relationship with local government officials while informing them about the facility expansion and lagoon closure to gain their support.

Assessment: Because we are attempting to build a working relationship from the ground up, special attention must be given to the feedback and responses received from government officials and representatives. We will monitor which of the government officials seems to be offering full cooperation and support for the project and those who are not, and analyze the overall attitude of the government towards Industrial Products Inc. by the ease with which they agree to cooperate and meet with the company's management staff.

 

Objective #4 (Media) To inform the inquiring media of the reasoning and benefits for completing the project goal, as well as keep the media up-to-date with information and project plans while maintaining a solid relationship with the local media.  
Assessment: Success in achieving this objective will be determined by Industrial Products, Inc.’s ability to maintain a solid and credible working relationship with the media through communication tactics. We will evaluate the response of the media by the amount as well as the nature of the coverage the company's cleanup project receives from media outlets. The angle from which the media covers the situation is crucial in determining the response of the media. In addition, the local newspapers' Op-Ed pages will reveal feedback from the community as well as the medium itself. 

   

TIMELINE:  

PRESS SCHEDULE

  May 1st:

· Portfolio with key messages will have been compiled and prepared for use in the coming days

· Flyer with details of the cleanup project will be created

· Web site preparation regarding announcement of cleanup project will

· Community newsletter informational piece will be written and ready to send for upcoming publication

· Q & A sheet will be given to management personnel to use in discussing the situation with employees

· Letter to local government officials will have been prepared and ready to send once press statement is released

· List of talking points to be used by representatives from management at a Q&A session at the community town hall will be developed

· Spokesperson designated for contact with media 

 

May 4th:

· Press statement released to the media should any inquiries arise. 

· Flyers will be passed out within the community

· Press conference will be held

· Informational meetings will be scheduled with all employees in order to address questions

· Make contact with local government officials to set up individual formal meetings

 

May 5th:

 

· Announcement of cleanup plan and schedule to continue expansion will be distributed in weekly community newsletter

· An announcement will be televised on the closed-circuit TV telling employees when they can attend meetings

· Memo from manager of HR will be sent out to employees about the possible health and safety concerns with regards to the proposal

· Formal meetings with government officials will take place

· Web site information will be officially up on the server

 

May 6th-8th:

· Informational meetings with all employees will take place

· Follow-up meetings with local government officials will take place

 

May 10th:

· City council meeting will be attended by representatives

· Media day will be held

September 21st:

· Thank you notes will be sent out to the media

 

 

CLEAN UP SCHEDULE
PHASE 1- MOBILIZATION AND SITE PREPARATION
 

May 15th: BBEO brings and sets up equipment.

May 24th: Completion of site preparation.

 

PHASE 2- SITE REMEDIATION ACTIVITIES
 

May 25th: Beginning of lagoon dewatering.

June 1st: Completion of lagoon dewatering.  Sediment removal begins.

August 8th: Belt press dewatering begins. 

August 9th: Completion of Sediment removal. 

August 23rd: Completion of belt press dewatering.

August 24th: Post-removal sampling starts.

August 20th: Post-removal sampling ends.

August 31st: Preparation for structural backfill begins.

September 4th: Structural backfill ends. 
 

PHASE 3- DEMOBILIZATION AND CLOSEOUT ACTIVITIES
 

September 5th: Removal of temporary facilities and controls begins.

September 11th: Removal of temporary facilities and controls ends.

September 12th: Demobilization begins.

September 13th: Completion of demobilization.

September 20th: Closeout meeting

 

 

ESTIMATED BUDGET
 

EXPENSES

 

Press Materials (flyers, newsletter materials, Q & A sheets, HR memo): 
$250

 

Thank You Notes:                                                                                
 $50

 

Media Day Accommodations:                                                                     
$200

 

Press Conference Accommodations:                                                          
$200

 

Webmaster Fees:                                                                                

$100

 

SUBTOTAL:                                                                                        
$800

TOTAL:        







  
$800

PR Plan prepared by Cammarata, Hawley, Lutz, Mutchler and Prior

