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INTEGRATED PUBLIC RELATIONS MEDIA MODEL (developed by Professor Kirk Hallahan at Colorado State University) 

CHARACTERISTIC 
 

PUBLIC MEDIA INTERACTIVE MEDIA CONTROLLED MEDIA EVENTS/GROUPS ONE-ON-ONE 

Key use 
 

Build awareness Respond to queries; 
exchange information 

Promotion; provide 
detailed information 

Motivate attendees; 
reinforce attitudes 

Obtain commitments; 
resolve problems 

Examples 
 

Newspapers, 
magazines, radio, TV 

Computer-based: 
WWW; databases; 
email listservs; 
newsgroups; chat 
rooms; bulletin 
boards 

Brochures, 
newsletters, 
sponsored 
magazines, annual 
reports, books, direct 
mail, point-of-
purchase displays, 
video-brochures 

Speeches, exhibits, 
meetings/conferences, 
demonstrations, 
rallies, sponsorships, 
anniversaries  

Personal visits, 
lobbying, personal 
letters, telephone 
calls, telemarketing  

Nature of 
Communication 

Nonpersonal Nonpersonal Nonpersonal Quasi-personal Personal 

Direction of  
Communication 

One-way Quasi-two-way One-way Quasi-two-way Two-way 

Technological 
Sophistication 

High High Moderate Moderate Low 

Channel ownership 
 

Media organizations Common carrier or 
institution 

Sponsor Sponsor or other 
organization 

None 

Messages chosen by: 
 

Third parties and 
producers 

Receiver Sponsor Sponsor or join 
organization 

None 

Audience 
involvement 

Low High Moderate Moderate High 

Reach 
 

High Moderate-low Moderate-low Low Low 

Cost per impression 
 

High Moderate-low Moderate-low Low Low 

Key challenges to 
effectiveness 

Competition, media 
clutter 

Availability, 
accessibility 

Design, distribution Attendance, 
atmosphere 

Empowerment, 
personal dynamics 
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MANAGEMENT BY OBJECTIVES for PR program planning/analysis:    

1. CLIENT/EMPLOYER OBJECTIVES.  How is communication used to promote or achieve the objectives of the organization?  What is the 
purpose and how does it promote ACTION? 
 

2. AUDIENCE/PUBLICS.  Make sure your demographic is properly targeted.  That demographic should be consistent with who will be able to 
properly use the message, and act appropriately to enhance the organization.   
 

3. AUDIENCE OBJECTIVES.  What is the most effective way to reach an audience, and how can multiple resources (news media, brochures, 
special events, and direct mail) reinforce the message among a certain group?   
 

4. MEDIA CHANNELS.  What is the most effective way to reach an audience, and how can multiple resources (news media, brochures, 
special events, and direct mail) reinforce the message among a certain group?   
 

5. MEDIA CHANNEL OBJECTIVES.  How can the campaign interest the media?  Does a news angle affect what publication or other news  
outlet will use this information? 
 

6. SOURCES AND QUESTIONS.  Always decide what types of sources (primary and secondary) need to be used to relay your organizations  
message.  Decide who to interview and what types of data bases should be used. 
 

7. COMMUNICATION STRATEGIES.  Communication strategy is understanding how “outside” forces affect how people accept or ignore the  
message.  It is important to consider many factors such as environmental influences, events, and additional information. 
 

8. ESSENCE OF THE MESSAGE.  What is the planned communication impact on the audience?  Is the message designed merely to inform, or  
is it designed to change attitudes and behavior?  Telling people about the values of global justice is different from telling them how to 
contribute to it. 
 

9. NONVERBAL SUPPORT.  How can photographs, graphs, films, and the Internet visually enhance the written message?  Pictures speak  
louder than words. 

 


