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Strategic Public Relations Planning
for Organizational Success
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Abstract

Before acting or working on any activity to get success, “planning” is the essential factor. That is, good
planning provides good practices and helps attain the settled objectives. However, to plan corresponding
with the policy of the organization, it is necessary to have a strategy which is the principle and direction for
the organization to follow to achieve obvious outputs. To plan strategically, the public relations practitioner
should integrate the policy objective, action plan and relevant strategies to apply for achieving the goal of
those plans. To obtain the strategy, the practitioners have to collect and analyze data inside and outside
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the organization and create a strategy that should be accorded with the real state of the organization.

However, the number and characteristics of the strategy can be modified to fit with a certain situation. The

practitioner should be aware of the most value in using those strategies. This article therefore, is to present

the importance and the relationships between planning and strategies to be applied for an organization’s

success.

Keywords: Strategic Planning, Strategic Public Relations, Strategy
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