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Public Relations Process
The public relations process may be simple or complex depending on what one wishes to make. Public relations tend to work best when it is governed by strategic management function. In addition, strategic public relations aims at achieving goals as well as objectives that are likely to improve the general process and mission of an organization. On the same note, public relations practitioners require very accurate information regarding the scenarios they face, audiences they interact with as well as the general impact that the program has on the organization. 
The process of public relations can be governed by the acronym RACE, which is an effective process that permit the development of a strategic plan. The R.A.C.E process is governed by 4 phases, which are; Research, Action, Communication and Evaluation. Either informal or formal research is fundamental for both internal and external stakeholders in defining the issue or the opportunity (Broom & Sha, 2013). In this phase, it is imperative to answer questions such as ‘‘who’’, ‘‘what’’ and ‘‘why’’ to determine any existing situations in the organization. Information should also be gathered in a methodological manner, and this will identify any assumptions that may be embraced by the public. 
The phase of planning is vital in creating the plan. In this phase, it is vital to apply the S.M.A.R.T approach for setting of goals of the program based on the research as well as the analysis. The SMART approach encompasses Specific, Measurable, Attainable, Realistic and Time aspects. Again, the use of SMART approach ensures that there is setting of goals, which makes them attainable. This phase also allows the identification of the staff who is responsible for each area of the plan to avoid delays while completing duties. The deadlines for work completion should also be set in an accurate and convenient manner. For that reason, all members taking part in the process will know when to complete activities in time.
Communication is the third process, and as such, it helps in building beneficial relationships with the public. Notably, values such as transparency, honesty and disclosure are fundamental in ensuring that there is consumer trust. Ongoing communication is vital compared to messaging messages to consumers (Broom & Sha, 2013). Moreover, the maintenance on social responsibility ought to be high in order to promote positive relationships. It is worth noting that communication is the pillar of public relations since it aids to determine how the public receives news or new information. Communication also aids in identifying the demographics or the audience, although the mode of communication is subject to vary.
The last phase is evaluation, and as such, it is supposed to focus on the results of the campaign. These results should be aligned with the main objectives for they guide in the preparation of steps that can be used in future. Being the last phase, the process of evaluation is supposed to be a continuing process that can be measured using the goals set previously to review the general effectiveness. Measurement of goals is a very core aspect as it is used in assessing and determining the effectiveness of the process.
The evaluation phase should allow monitoring of the entire campaign using the press. It is imperative to analyse the campaign in this phase to determine its success. Media Content Analysis should be applied in the evaluation process, and as such, this will allow tracking past as well as future success and failure that the organization has made. As a result, the organization is able to make suggestions and strategies in an attempt to improve the campaign. To prevent costly errors, it is critical to undertake all the R.A.C.E process and ensure that they are all continuously undertaken and monitored.


Reference
Broom, G. M., & Sha, B. L. (2013). Cutlip and Center's Effective Public Relations, 11th.
