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PRSA Pittsburgh is one of the largest 
chapters within the East Central District, 
with a network of more than 200 PR 
professionals.

The PRSA Pittsburgh Mission
To create, educate, and empower a 
diverse community of communications 
professionals who value the role that 
public relations plays in their careers, 
their organizations, and the region.



Our Value Proposition
PRSA Pittsburgh believes public relations serves an increasingly vital role in the leadership, business, 
marketing, and communications functions of all organizations, and we aim to provide our members with 
the tools, support, education, and networking to play this role in their respective organizations. We do this 
through:

• Encouraging research, analysis, and discussion of the challenges and opportunities facing PR 
professionals today.

• Strengthening and maintaining the highest standards of service and ethical conduct by all members 
of the profession.

• Supporting the creation of mutually beneficial relationships between our members where diverse 
ideas, strategies and tactics can be shared. 

• Recognizing, rewarding, and sharing our members’ accomplishments.



Strategic 
Planning
Process

PRSA Pittsburgh identified an opportunity 
to make annual planning more impactful, 

efficient and measurable. Thus, the 
strategic planning process was created.

A two-part series - with a kickoff session in 
January and a mid-year check-in - the 
executive board hosts an off site during 

which the previous year’s strategy is 
reviewed and the current year’s strategy 

is developed.

As an output of the January session, a full 
strategy draft is developed, shared with 
the BOD and full membership and then 
applied to that year’s activity. At mid-

year the executive board meets again to 
review progress, make optimizations and 

plan for the next year.



2018 Strategy

To ensure PRSA Pittsburgh continues to thrive locally and throughout the region, the chapter’s 
executive board compiled an annual strategic plan designed to protect and advance the 
chapter. This strategy was applied by all committees to events, communications and 
activations for a cohesive, consistent plan to drive results.

Business goal: Increase the financial viability of PRSA Pittsburgh to ensure the organization is positioned 
for stability and sustainability in the future.

• Objectives:
• Increase total 2018 revenue by 10 percent from final 2017 results

• Tactics:
• Maintain existing revenue driving events, Renaissance Awards and PR Summit, and increase total overall revenue for each 

• Also determine event optimizations that will increase revenue while lowering overhead costs
• Identify and implement two new revenue-driving events in 2018 to increase income and support the membership 

(suggestions include a student-focused event, women in business or young professionals event)
• Increase the number of chapter sponsors to five organizations in 2018 

• Tactics:
• Develop and implement a new sponsorship plan in 2018
• Revisit current and historical sponsors to repeat in 2018



2018 Strategy

Communications Goal: Increase engagement with PRSA membership.

• Objectives:
• Conduct personalized outreach to existing membership to build interpersonal relationships

• Tactics:
• Each member of the board of directors will reach out to select group of members (as determined by membership chair) 
• Each member of the board of directors will host at least one new member coffee meet-up to gauge interest in the organization and

learn more about the individual
• Young Professionals to conduct outreach to local universities, focusing on communications professors and PRSSA liaisons, to better 

connect the organizations and improve transition to full-time members
• Leverage a full content strategy, and supporting paid strategy, to boost chapter visibility and encourage attendance and participation

• Tactics:
• Develop an overall content strategy (which includes paid components) that applies to owned, earned and shared channels, to ensure 

a cohesive brand proposition is distributed throughout all communication touchpoints
• Introduce additional social channels to better reach our targeted audiences (suggestions include Instagram, and official LinkedIn 

page) and inspire them to engage with PRSA Pittsburgh
• Introduce new types of programming that re-engage current members and connect with new members

• Tactics:
• Introduce digital and online learning options, including webinars and podcasts, to engage members during their workday
• Introduce workshops to educate members on emerging PR topics and trends
• Reinvigorate public service to select an organization that will inspire the membership to get involved



2018 Strategy

Measurements of Success

• Increase the total number of chapter sponsors
• Increase overall PRSA Pittsburgh membership by 10 percent from 2017
• Increase total revenue for both Renaissance Awards and PR Summit by 10 percent from 2017
• Maintain PRSA Pittsburgh’s membership retention rate of at least 90% from 2017
• Increase attendance at PRSA Pittsburgh’s major annual events by 10 percent from 2017



Chapter 
Operations

Member Outreach

One-on-One Meetings
• Each board member tasked with personal outreach to 

members at least 2x/year, to give them an opportunity 
to give us feedback (positive or negative) and get 
them more engaged

PRSSA Engagement 
• Personalized outreach to PRSSA chapters, to increase 

the percentage of PRSSA to PRSA membership 
conversion rate.



A Personalized Touch



Events



Public Service



Launch



Thank you
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