
Developing a Powerful PSA 
 

1. Determine your objective. Don’t even think about producing a radio or television 

spot for your organization unless you have determined the purpose for doing it. 

Why do you want or need it? What do you hope to accomplish? Desirable 

outcomes might include name or issue awareness, change of behavior, or 

attendance at an event. 

 

2. Know your audience. Although today’s media is more defined and specific than 

they were decades ago, it is still difficult to have a spot that appeals to only one 

group. But to be effective, you should consider who you are speaking to and think 

about the language and visuals that will best reach this target. To choose this 

audience, determine who you are trying to influence. 

 

3. Choose a medium. The radio spot you create for listeners of a country music 

station might not like a spot that plays on a contemporary rock station. Think 

about which station(s) to use. 

 

4. Be clear. Keep your message simple and easy to understand. Thirty seconds (the 

most common length) isn’t very long. You’ll have to make every word count. 

A great Tag Line is your friend. 

 

5. Consider your overall tone. Should your message have a negative, desperate 

appeal that communicates a dire need? Or should it have a positive tone with 

attractive incentives? Whatever direction you choose, don’t be afraid of emotion 

The organization will also have to decide who delivers the message. Do you seek 

out a well known celebrity, or do you use a generic sounding voice over? 

 

6. Measure. This is best done through a Call to Action or Response (phone, website, 

attendance, etc.) 

Other considerations: 

- Mechanical Construction: How will you get the spot produced? Music? Visuals? 

What format should you use? How will it be used (will stations air it)? 


