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ELEMENTS OF A SOCIAL PUBLICITY
PROGRAM

Outline of Topics
Fout prain elements of a publicity program.
The ofifective.
The message.
Limiting the subject matter.
Selecting for your immediate purpose.
Preparing new talking points.
The audience.
Materials and methods.
Newspaper articles.
Graphic material.
Spreading information through volunteers.
Meetings.
The audit.
The next step.
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Four MaIN ELEMENTS OF A PUuBLICITY PROGRAM

Charles W. Hoyt, head of a national advertising agency, in
an address on planned advertising, pointed out some of the blun-
ders that business concerns easily fall into by failing to work out
in advance a marketing plan for their output.. Mr. Hoyt de-
scribes some of the business men’s wasteful and haphazard meth-
ods as follows?

-

One of the salesmen writes in and suggests that if he had a
lot of good lead pencils, with the name of the firm on them,
he could use them in a way that would get sales. So the
manufacturer buys the pencils.

Then some clever advertising man induces the manu-
facturer to do a little mail work. Later, a man comes along
and tells him that illustrated blotters are a good proposition.
So the manufacturer buys some blotters.

Before the year ends, he may be induced by some ad-
vertising agent to spend a little money in one or two of the
general papers.

But the point is that the manufacturer has no carefully
laid-out-in-advance plan and budget. When the year ends
he finds that he has spent more than he expected to and
accomplished nothing.

The ordinary social worker is not seriously exposed to the lure
of the advertising man, for he usually has too little money to
spend to be interesting to people who want to help him advertise,
but he is very much exposed to the lure of new ideas that sound

1 This paper, w1th one entitled ‘Resources of the Average Community for
Publicity Work,” by C. K. Matson, of Cleveland, was given under the general
title of “Orgamzmg Publicity for the Social Education of a Community,”

the Division on Organization of Social Forces, National Conference of Socnal
Work, New Orleans, April 17, 1920.

2 ““The Preparation of a Marketing Plan,” an address before the Department
of Business Administration, Yale University, 1917. New York: The author.
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wood but may have little or no relation to his present needs.
Perhaps you may hear that in a nearby state an educational tour
with a motion picture truck has been highly successful, and you
proceed to try it out in your state or city; or the talk is in the air
that paid advertising is the best way to get one’s message over
and you find yourself buying newspaper space.

If you start out with a plan for your publicity and educational
work that is as definite and clearly laid out as your plan of social
activities, you are saved many of these haphazard and unrelated
publicity sprees that do not seem to get you very far ahead. If,
taking into account your resources and your needs, you say,
“This year or this month we will try to get these particular facts
before this special group of people in a way that may lead them
to do this particular thing,” you will have a basis for deciding
whether truck tours, paid advertisements, leaflets, or a combina-
tion of a number of methods will be the best investment.

You probably make a fairly definite plan for your money rais-
ing. That is to say, you decide about how much you will go out
to get; you have a program or a statement of needs as a basis for
your appeal; you have a list of prospective givers; and you adopt
a method for asking for the money, such as a week of concen-
trated effort or a letter campaign or several related forms of
publicity and definite requests for funds.

Such a plan is necessary in your-all-the-year-round program of
educating the public regarding the service you have to offer them,
or the activities in which you wish them to share, or the issues on
which you wish them to take a stand.

The main elements of this plan are:

THE OBJECTIVE
THE MESSAGE
THE AUDIENCE
~ MATERIAL AND METHODS

We cannot, within the limits set for this paper; discuss all of the
elements in detail; only certain outstanding features which it
seems essential to develop in relation to each other may be touched
upon.
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