
Report on Training Program on "Managing Public Relations & Awareness 

Campaigns” dated August 28-31, 2019 at IIM Kozhikode. 

The training session started with introduction of trainer with the participants which was 

followed by every individual participant then introducing himself / herself by mentioning their 

name and their position and major activities in the organization. 

Then the participants were asked about their expectations from the training and what they 

expected to learn during the four days. Each trainee shared their views which they also noted 

down in the space provided in their work books. 

After this the session was proceeded further by the trainer explaining the main purpose of the 

Managing Public Relations & Awareness Campaigns and what the trainees will learn about it, by 

pointing out major topics to be covered during the four days of the training. 

There used to be a tea break every morning at 11:00 am which lasted for fifteen minutes and 

then a lunch break for one hour at 01:00 pm. The session would continue after the lunch break 

and different methods were used by the trainer for delivering the contents and also involving 

the participants. A fifteen minute tea break was observed everyday at 03:30 pm and the session 

would end at 05:30 pm. 

Before ending the day’s session the trainer would recap the topics discussed during the day 

with input from the participants. The next days would start with a recap of previous day’s 

revision of main topics. This was done by asking the participants about what they had learnt 

and what were the main points discussed. 

The rest of the days of the training went ahead normally where there were presentations used 

to display major points of discussion and the points were then discussed by the trainers and the 

participants shared their views and experiences about the topics discussed. 

There were several facilitation techniques used by the trainers which included question and 

answer, brainstorming, group discussions, case study discussions and practical implementation 

of some of the topics by trainees on flip charts and paper sheets. The multitude of training 

methodologies was utilized in order to make sure all the participants get the whole concepts 

and they practice what they learn, because only listening to the trainers can be forgotten, but 

what the trainees do by themselves they will never forget. 

The following topics were covered in the training program: 

 Reputation, Brand and Communication Mix 

 Campaign Planning 

 Being Camera-Ready 

 Impressive Writing 



 Non-Traditional & Digital PR 

 Corporate Social Responsibility 

 Website and Digital Communications 

Learning points 

1. Integrated communication planning is necessary for effective communication campaigns and 

it can be measured by its effectiveness (desired output response) and efficiency (output 

achieved in minimal cost).  

2. Ultimate purpose behind any communication is behaviour change. And it should have a social 

implication. 

3. Every communication should be consistent and integrated. 

4. We need to analyse the target, point of difference/value, Reason and competitor set while 

preparing a strategy for campaign. 

5. AIDA techniques are very essential for making an advertisement more attractive and 

effective. 

6. Logos (facts, figures, and benefits), Pathos (emotional appeal) and Ethos (convince an 

audience of the author’s credibility or character through previous successful stories and 

comparison) techniques should be included in an advertisement. 

7.The 7 C’s of effective communication, also known as the seven principles of communication 

are a useful way to ensure good and business communication and as follows 

1. Completeness: The message must be complete and geared to the receiver’s 

perception of the world. The message must be based on facts and a complex message 

needs additional information and / or explanation. A good subdivision of subjects will 

clarify the message as a result of which there will be a complete overview of what is 

said. 

2. Concreteness: Concrete business communication is also about a clear message. This is 

often supported by factual material such as research data and figures. The words used 

as well as the sentence structure can be interpreted uni-vocally. Nothing is left to the 

imagination. 

3. Courtesy: In addition to considering the feelings and points of view of the target 

group, it is also important to approach the audience in a friendly and courteous manner. 

Uses of terms that show respect for the receiver contribute towards effective 

communication. The same goes for the manner in which you address someone. Not 

everyone will be charmed if you use a familiar form of address and use of a formal 



address could come across as too distant. By using the word ‘they’ a larger audience is 

immediately addressed. 

4. Correctness: A correct use of language has the preference. In written business 

communication, grammatical errors must be avoided and stylistic lapses or a wrong use 

of verbs are not sufficient either in verbal communication. A correct use of language 

increases trustworthiness and the receiver will feel that they are taken seriously. 

5. Clarity: Clear or plain language is characterized by explicitness, short sentences and 

concrete words. Fuzzy language is absolutely forbidden, as are formal language and 

cliché expressions. By avoiding parentheses and keeping to the point, the receiver will 

get a clear picture of the content of the message. Briefly-worded information 

emphasizes the essence of the message. 

6. Consideration: Communicating with the target group (Consideration). In order to 

communicate well, it is important to relate to the target group and be involved. By 

taking the audience into account, the message can be geared towards them. Factors 

that play a role in this are for example: professional knowledge, level of education, age 

and interests. 

7. Conciseness: A message is clear when the storyline is consistent and when this does 

not contain any inconsistencies. When facts are mentioned, it is important that there is 

consistent, supporting information. Systematically implementing a certain statement or 

notation also contributes to clear business communication. When statements are 

varied, they will confuse the receiver. 

8. Corporate social responsibility (CSR) is a self-regulating business model that helps a company 

be socially accountable to itself, its stakeholders, and the public. By practicing corporate social 

responsibility, also called corporate citizenship, companies can be conscious of the kind of 

impact they are having on all aspects of society including economic, social, and environmental. 

To engage in CSR means that, in the normal course of business, a company is operating in ways 

that enhances society and the environment, instead of contributing negatively to them. 

9. Importance of the use of digital ads and the influence in social media. Using social media ads 

you reach out to targeted prospects, increase your conversions and ultimately get a higher 

return on investment. Real-time performance analysis: Knowing if your ad is working or not is 

integral in order to improve it. 

10. Social media is quickly becoming one of the most important aspects of digital marketing, 

which provides incredible benefits that help reach millions of customers worldwide. And if you 

are not applying this profitable source, you are missing out an incredible marketing 

opportunity, as it makes it easy to spread the word about your product and mission. 
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