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I.  RESEARCH

A. Organization:  School of Government

The Institute of Government (IOG) was established in 1931 by a law professor because public officials were elected into office without training for public service.  The IOG’s purpose is to inform elected officials about their responsibilities and train these individuals through courses and seminars to better serve their communities.  Public officials are not required to attend the IOG.  Course offerings fulfill many required continuing education hours, including hours for accountants, lawyers, judges, planners, purchasing managers and registers of deeds.  Some programs offered help fulfill professional certification requirements.  The IOG is the only institute of its kind in North Carolina and serves public officials throughout the entire state.  

In fall 2001, the Institute of Government elevated its status among the academic community by becoming the School of Government at the University of North Carolina at Chapel Hill and being recognized as such by the UNC school system.  The School of Government will be comprised of two primary units: the Institute of Government and the Masters of Public Administration Program.  By coming together under the School of Government’s administrative umbrella, both the Institute and the MPA program will have better access to a diverse array of University resources and gain a voice in University-wide decision-making processes.

MISSION:  

To improve the lives of North Carolinians by engaging in practical scholarship that helps public officials and citizens improve state and local government.

PERSONNEL:

Dean:  Michael R. Smith 

Associate Directors: Tom Thornburg and Ann Simpson

Faculty: 46 full-time faculty, all hold PhD’s or law degree.

Staff:   65 members

FINANCIAL STATUS:

State appropriations fund 60 percent of the Institute’s operating needs.  The remaining 40 percent comes from voluntary city and county membership dues, publication sales, course registration fees, contracts for long-term consulting projects or specialized teaching, and contributions.

REPUTATION:

Within its small clientele the IOG has a favorable reputation as a nonpartisan source of training for public officials.  

PAST AND PRESENT PUBLIC RELATIONS PRACTICES:

Prior to this campaign, the IOG had not used formal public relations plans or strategies.  The IOG has depended on recommendations to promote its services and reputation among its clientele.  The IOG has worked with University News Services to send publications such as news releases to inform the public of recent developments and changes.  

The IOG has already identified their target audiences for this campaign and has begun to address these publics concerning the recent changes.  In preparation for this campaign, the IOG has published information on their website, printed brochures, sent out letters, and is planning an open house in the spring of 2002 to inform their publics of the changes.

PUBLIC RELATIONS STRENGTHS AND WEAKNESSES:

STRENGTHS:  A good reputation among their clientele, close relationship between faculty and clients, seen as a nonpartisan source of information and instruction.  

WEAKNESSES:  Lack of financial resources and inexperience with public relations techniques.

A. OPPORTUNITY/PROBLEM

SITUATION:

This is a proactive public relations campaign.  The IOG wants to create awareness for its recent transition into a school within the University of North Carolina at Chapel Hill and also reassure clientele and donors that such changes will not alter the educational services offered.  We intend to develop a public relations plan that continues their effort to inform their publics about the recent changes.

CAMPAIGN: 
The IOG requires a long-term public relations plan.  This campaign should create awareness among clientele and donors concerning the changes and generate excitement for the School’s heightened status long after the open house event.  

GOAL: To generate awareness among constituent groups that the school has been created, to reassure clients and MPA students that educational services will continue without interruption or change and quality of service will be maintained, and to nurture a sense of excitement among constituent groups of the potential positive effects of the elevation to school status.

RATIONALE:

This campaign is necessary to help advance the goals of the IOG, which in turn benefit communities throughout North Carolina through the education of public officials and leaders.

B. Research Procedures to Gather Information:

TARGET AUDIENCES

1) Legislators/public and private donors
2) IOG clients, i.e., local and state public officials and their professional associations
LEVEL OF INFORMATION:

The Institute has mailed letters and information sheets regarding the changes to a select group of approximately 1,000 clients during the last week of September 2001.  Modified versions of these pieces were mailed to about 14,000 clients across the state the week after October 12, when the announcement of the change was made.  Another 2,500 copies of this brochure will be distributed to clients over the next four months as well as in the information they receive regarding course registration.  About 8,000 copies of the letter will be distributed as inserts in the IOG’s Popular Government journal that will be in the mail at the end of October.  The IOG’s website also has about 30 listservs that may carry the letter and will have information regarding the change. We have received no information concerning the level of information of public and private donors.  

CONTACTS:

We asked Ann Simpson to provide a list of potential contacts in order to gain information about the IOG’s clientele and donor relations.  No information has been provided to date.  Ann Simpson has been our only contact and has provided all the background information needed.  We intended to contact various and diverse clientele and donors through email/phone questionnaires to gauge their level of awareness regarding the IOG’s transition to a school.  We also hoped to gauge their opinions and possible worries regarding the change and also general opinions regarding the Institution and its services.

IMAGE:

We assume that the IOG has a favorable image among its clientele due to the Institute’s prior success in promoting its services without a formal public relations plan.  However, we have not contacted clientele due to reasons stated above.

BEHAVIOR:

Clients participate in various classes and seminars offered at the IOG and may be anxious about the recent change into a School.  Approximately 14,000 public officials attend programs offered by the IOG.  About 230 courses, programs and seminars are held each year at various sites throughout North Carolina.  Courses range from half-day events to a 150-hour credit course for Municipal and County Administration.  However, we have nothing substantial to base their reactions to the change because we have had no contact with such clients.

DEMOGRAPHICS/MEDIA HABITS:

We could not conduct formal research concerning which media outlets our target audiences use.  However, the IOG contacts its clients and donors through various publications including a continually updated Website, mailings regarding IOG information and an IOG newsletter.  

SUMMARY:

The IOG has recently changed to become a School of Government within the University of North Carolina at Chapel Hill.  While this change will bring many positive changes, these changes may cause confusion and anxiety among its existing clients and donors.  The IOG would like to inform its clientele and donors that the change will not alter any services provided in the past, and also generate excitement for the elevated status of the school.   

II. PLANNING






Public: Donors

PROBLEM STATEMENT:
Eliminate any misconception donors might have toward the Institute’s name change, and emphasize that their financial support is important throughout the transition period to encourage donations.

OBJECTIVE: 
To inform donors of the name change by June 2002. (Note: this objective is informational).
Strategies:

I.  Generate publicity about the name change through local media

Tactics for strategy I:

a) Produce press release to send to local newspapers

b) Call editors to pitch the Institute’s story

c) Produce fliers that promote the name change

OBJECTIVE:

To inform all current and potential donors of the Open House event by March 30, 2002.

Strategies:

I. Generate publicity for the event through both controlled and uncontrolled media

Tactics for strategy I:

a) Create a media advisory with detailed information regarding the Open House

b) Create and distribute fliers about the event to past and potential donors 

c) Write a press release to distribute to newspapers throughout the state.

OBJECTIVE:

To increase contributions among current donors who financially support the Institute by  15% by June 2003.  (Note: this object is behavioral).

I.  Reinforce necessity for funds by mounting a fundraising drive
Tactics for strategy II:

a) Use volunteers to place direct phone calls to donors

b) Organize a direct mail campaign encouraging groups to donate

Public: Traditional Clients

PROBLEM STATEMENT: 

Although the Institute has changed its name to the School of Government, the organization’s services for public officials will not change.

OBJECTIVE: 

To increase the awareness of traditional clients’ information level concerning the name change by 35% by June 2002 (Note: this objective is informational)
Strategies:


    I.          Inform government leaders of name change
Tactics for strategy I:

a) Create and distribute an educational information packet regarding the name change and services offered by the IOG to local government boards throughout the state.

b) Create a mass email and letter campaign to distribute to traditional clients announcing the change and reassuring clientele that services will remain the same

II. Generate publicity through the media

Tactics for strategy II:

a) Produce press release for distribution to local newspapers

b) Distribute information to government trade journals to encourage publication of an article regarding the name change

c) Create media advisories that emphasize the IOG’s slogan “New Name: Same Tradition” for radio and television stations to be broadcast during North Carolina collegiate athletic events

OBJECTIVE:

To inform all current and potential clients of the Open House event by March 30, 2002.

Strategies:

III. Generate publicity for the event through both controlled and uncontrolled media

Tactics for strategy I:

a) Create a media advisory with detailed information regarding the Open House

b) Create and distribute fliers about the event to past and potential donors 

c) Write a press release to distribute to newspapers throughout the state.

OBJECTIVE: 

To increase the retention rate of past clients by 15% by June 2002 (Note: this objective is motivational)


Strategies:

I.          Inform clients that the transition from Institute to School will not change the quality of services, but will increase the School’s recognition among the academic community.
Tactics for strategy I:

a) Produce a flier for distribution explaining the benefits of being a School of UNC-CH

b) Invite clients to tour the renovated facility and learn more about the benefits of the change

III.  EVALUATION

CLIENT: DONORS

Objective: To inform donors of name change by June 2002

Evaluation: 

1) Compare number of press releases sent out to number of press releases used by media by June 2002.  Compare content of press releases sent with content of press releases published, to be done internally.

2) Conduct a phone survey of a random sample to determine if donors had been made aware of the name change after the PR campaign has been carried out.  Conduct the survey in March 2002, two months before the open house event in case another information campaign needs to be conducted.

Objective: To inform all current and potential donors of the Open House event by March 30, 2002.

Evaluation:

1) Compare number of media advisories sent to number of media publications about the Open House.  Contact local media prior to the event to gauge media attendance.

2) Evaluate the number of fliers distributed.  

3) Compare the number of press releases sent out to the number of press releases used by the media by March 30.  Compare content of news releases with content of news releases published, to be done internally.

Objective: To increase contributions among current donors who financially support the IOG by 15% by June 2003 

Evaluation: 

1) Gather donor statistics from the previous year to compare with donor statistics from the year after the PR campaign.  

PUBLIC: TRADITIONAL CLIENTS

Objective: To increase the awareness of traditional clients’ info level concerning the name change by June 2002

Evaluation: 

1) Evaluate the number of survey responses regarding the name change to determine if the email campaign was successful

2) Conduct a phone survey of a random sample to determine if clients had been made aware of the name change after the PR campaign has been carried out.  Conduct the survey in March 2002, two months before the open house event.

3) Compare number of press releases sent out to number of press releases used by the media by March 2002.  Compare content of press releases to the content of press releases published, to be done internally.  Also, count number of articles and feature stories about the name change in trade journals.  

Objective: To inform all current and potential clients of the Open House event by March 30, 2002.

Evaluation:

1) Compare number of media advisories sent to number of media publications about the Open House.  Contact local media prior to the event to gauge media attendance.

2) Evaluate the number of fliers distributed.  

3) Compare the number of press releases sent out to the number of press releases used by the media by March 30.  Compare content of news releases with content of news releases published, to be done internally.

Objective: To increase the retention rate of past clients by 15% by August 2003

Evaluation: 

1) Gather enrollment list of clients for the 2001-2002 school year (before the campaign and open house events) and compare that list to clients enrolled by August 2003.

2) Evaluate success of open house event to determine how many people attended and how clients perceived the changes.

Theme and Key Message:

The purpose of this campaign is to create a smooth transition for the IOG as they become a designated school of the University.   We developed a PR Plan that focuses on “New Name: Same Tradition,” to emphasize that although the IOG has become a School within the University system, the same quality services will be offered.  The plan emphasizes the need to create awareness among donors and traditional clientele so that they will be informed of the recent changes and their positive effects.  The plan also serves to generate excitement for the newly formed school long after the open house has taken place.  Our group has worked to create a plan that will benefit the IOG and their objectives during this change, while also keeping their budget in mind.  Because the IOG does not have an extremely large budget to use for this campaign, our tactics and strategies will increase awareness among both donors and traditional clients while remaining cost-efficient and timely.  

