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I. Planning in Public relations is important for the following reasons:

Planning helps to educate the consumers on the use of a particular product, in other words, promoting the relationship existing between the employers and the employees. This could be adequately achieved by organizing press conferences to keep the press and entire public informed of developments in the organization or making moves to avert any crisis or disaster that might spell doom on the corporate existence of an organization. 

Public relations planning enables the organization to reduce chances of future challenges, being in a position to think about what might happen puts the organization is a better space to be able to act swiftly if something bad happens or is said about the company. For example; if it happens five months down the line that a company goes through crisis of aggrieved employees, it (the company) can refer to what was planned to deal with such if it happens. Basically planning may save organizations a lot of time, resources and its image/reputation.

Effectiveness gets improved through planning. During planning all stakeholders and employees focus on making sure that what is being planned is sensible, effective and worth it. As such they become eager and motivated to work hard to see their plans getting useful.

Planning may very well depict a great Return On Investment (ROI). Those who are in charge of planning can actually show in details that they have achieved all the goals that they planned to achieve by a set date. As a result a company would not feel as if money is wasted since there would be a demonstration of value for money.

Public relations planning unite individuals. Coming up with a plan of dealing with challenges in the long run, and also possibilities of conflicts. It is very important for this to be thought through during the infancy of the planning stage.

II. Why PR professionals reluctant to plan PR activities: 

Resources-for instance when conducting television interviews that require much fund. As the public relations professional getting such huge amount of money from the organization becomes hard since media airtime is expensive. Arranging interviews with journalist, the organization may not be in the best position to provide all the resources thus limiting the activities of the public relation. For instance the airtime cost, preparation cost, during the interview whatever they may need, due to this cost; the public relation officer cannot be properly accessed to the media.

Due to the wider perspective of the profession it requires much stigma and intellectualism which challenges the profession for it to embrace economic development, democratic, good governance research and evaluation within the organization. Reasoning effectively should be enhanced because whichever step taken will affect the reputation of the organization either positively or negatively.

Due to the fragility of the world for instance industrial strike action. Public relations who are engaged in business organization of public or private should have crisis management foot plan in the organization such that the crisis is curbed with immediate effect. For instance if the strike takes place the public relation professional should come up with proper strategies to minimize the effect of the crisis, in doing so many challenges are encountered but solution must be found. Talking to students and providing them with assurance that their grievances are being addressed properly

It also has the daunting task of explaining some of the attributes which promote distinctiveness in developing image of the organization. Promoting homogeneity may pose great threat to the public relation officer as people perceive according to their understanding. For instance when a staff told to behave in a positive way toward the customers by the public relation officer, the person feels controlled and response negatively which at the end hinders the work of the public relation activities.

To bring all economic sources together and link their activities and product in order to accrue desired goals of various organizations since global marketplace thrives on this rapidly global telecommunication system. Promoting products so that their presence is experienced in the market enabling the organization to maximize profits. Failure to do so the public relation activities will be greatly reduced.

III.SWOT analysis is a method of analysis of the environment and the company's standing in it.

SWOT is made of two parts: the strengths and weaknesses refer to the internals of a company while the opportunities and threats are external to the company and exist in the environment. 

Strength of a company could be in managing the branding process quickly and comprehensively. Its weaknesses could lie in the distribution of products, or payment delays. These are internal problems / issues and have to be understood and dealt with on an ongoing basis. Often consultants are called in to assess these two aspects on the belief that an outsider could give more insights into the company. 

The two external factors, opportunities and threats, are not in the company's control. The environment, composed of social, economic, legal, regulatory, national and even international events, has to be continuously scanned to track these.

IV. Environmental scanning is the acquisition and use of information about events, trends, and relationships in an organization's external environment, the knowledge of which would assist management in planning the organization's future course of action. Organizations scan the environment in order to understand the external forces of change so that they may develop effective responses which secure or improve their position in the future. They scan in order to avoid surprises, identify threats and opportunities, gain competitive advantage, and improve long-term and short-term planning. To the extent that an organization's ability to adapt to its outside environment is dependent on knowing and interpreting the external changes that are taking place, environmental scanning constitutes a primary mode of organizational learning. Environmental scanning includes both looking at information (viewing) and looking for information (searching). It could range from a casual conversation at the lunch table or a chance observation of an angry customer, to a formal market research program or a scenario planning exercise.


2.  Approaches used for public Relations planning are;
 
-Identifying the problem, here it’s about finding out what the problem could be and researching all the causes of it. Sometimes public relations plan fails because planners did not identify what went wrong. It is the first step in the PR planning process when developing a public relations campaign is to identify your or your company’s, problem or opportunity. What exactly is a “problem” or “opportunity” in PR planning, and how do you identify them in order to set your goals for your PR campaign? For example; donations to our charitable organization decreased by 50% last year, no one is visiting our website because they do not know that it exists, the public is losing trust in our brand because of a recall over safety issues in the past year.

-The objectives of the plan should be clear and understandable. In other words, what results or outcomes do you hope to achieve from your publicity efforts?  For instance, do you want to drive increased traffic to your website?  Do you want to raise general awareness of your products and services, or do you want to raise awareness of a certain aspect of your company, such as a charitable program you’re currently sponsoring?  Be as specific as possible, compartmentalize your goals where appropriate (as different types of goals will call for different types of initiatives), and divide each goal into measurable objectives.

-Another approach is to identify who should be talked to. In public relations and advertising, a target audience is a specific group of people within the target market at which a product or the public relations message of a product is aimed at. For example, if a company sells new diet programs for men with heart disease problems (target market) the communication may be aimed at the spouse (target audience) who takes care of the nutrition plan for her husband. 
A target audience can be formed of people of a certain age group, gender, or marital status. A combination of factors can also make a target audience, as in the case with men aged 20 to 30. Other groups, although not the main focus, may also be interested. 
- When creating a message, consider content, mood, language, and design. In the course of a national adult literacy campaign in the 1980’s, educators learned that TV ads that profiled proud, excited, successful adult learners attracted new learners to literacy programs. Ads that described the difficulties of adults with poor reading, writing, and math skills attracted potential volunteers. Both ads were meant to make the same points – the importance of basic skills and the need for literacy efforts – but they spoke to different groups. The message should be crafted with audience in mind; planning the content of a message is necessary to make it effective.
- The channels of dissemination of the message are important as well. That is what does your intended audience read, listen to, watch, and engage in?  You have to reach them by placing your message where they’ll see it. Examples are;
· Posters
· Fliers and brochures - These can be more compelling in places where the issue is already in people’s minds (doctors’ offices for health issues, supermarkets for nutrition, etc.).
· Newsletters
· Promotional materials - Items such as caps, T-shirts, and mugs can serve as effective channels for your message.

-Then last but not least is the way of evaluating the work against objectives. If you evaluate your communication plan in terms of both how well you carry it out and how well it works, you’ll be able to make changes to improve it. It will keep getting more effective each time you implement it. This is also done to improve future programs and campaigns 
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