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Myriad types of formal papers are created with the goal of providing information to various audiences. In academia, these are often called research or term papers. Outside the academic world, they are often referred to as White Papers. Within the PR profession, they are often called position papers or backgrounders.  
 
According to Newsom and Carroll in the book Public Relations Writing, there are subtle differences between a position paper and a backgrounder. The backgrounder is similar to a historical research paper that looks at a situation or problem in the present by considering its origins and its implications for the future. The position paper more closely resembles a research paper that takes a point of view or perspective on a situation and provides evidence in support of the position taken.  
FPRA White Papers are intended to follow the definition of the position paper. A current topic pertinent to the field of public relations is selected. The subsequent format includes a premise, an objective, barriers that need to be overcome, a planning/strategy section, actions to accomplish the objectives and a benefits summary. FPRA White Papers are approximately 1,000 words in length. Included is a brief bio (approximately three to four sentences) that gives name, credentials, title, place of employment and contact information. A scanned photo of the author is also required.
 
 FPRA White Papers are produced bimonthly, are mailed to all FPRA members and are posted and archived on the FPRA Web Site. They are a commitment of the organization to provide professional development opportunities by utilizing the skills and experience of members. 
Please contact the VP of Professional Development to propose a White Paper topic, ask additional questions or provide comments. 
 
 

