
How to Capture the Value 

of Public Relations 

Presented by Meg Byers, account supervisor  
at French/West/Vaughan  

1 



Today’s Media Market 

Its tough out there! How can companies break through the “noise”?  
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• What it takes to run a successful PR campaign. 

• How to identify newsworthy opportunities and what is needed to make 

the accompanying PR tactic effective. 

• How to maintain/reinforce the organization’s core values and mission 

statement across a broad variety of PR tactics.  

 

What will we discuss today? 
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Marketing vs Advertising 

vs Public Relations  

What is the difference?  
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Marketing 

The efforts and resources that help sell a company’s 
products and/or services. 
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Advertising  

This is what companies pay for – it’s purchased media 
such as ad space. Think: radio and TV commercials, 
print advertisements in newspapers and magazines.   
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Public Relations  

This is what persuades consumers. It’s third party 
validation of a good or service and, as we like to say, 
it’s “earned” media. 
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Public Relations: What do PR pros do?  
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Good PR professionals cultivate ongoing relationships with important 

media personal and influencers, as applicable, and know how the 

company/organization can be an excellent resource for them.  

 

Keep in mind: this relationship is based on the company and/or 

organization’s capability to provide the following:  

 

1. Thorough knowledge of the contact’s need. 

2. Timely response to the contact’s requests. 

3. Accessibility to important executives/spokespersons. 

 

Public Relations: It’s based on relationships 
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It is important to recognize that public relations is a time consuming  

and labor intensive effort. It involves opportunistically thinking and 

evaluating “what is newsworthy.”  

 

So, how do you determine what is newsworthy? As we like to say  

in PR, what is the “hook”? 

 

Is it timely? What spokesperson does it involve? If an event, when  

and where is it taking place? What can we offer the media?  

 

Public Relations: Good PR takes time 
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1. It boosts an organization’s credibility. 

  

2. It’s personal and precise – the communicated message feels authentic. 

 

3. What the public wants to hear is a good story. Good PR is the telling  

of a good story. The better the story, the better the acceptance by  

the public.  

 

Public Relations: Why is it important?  
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Public Relations:  

Getting Started 

Planning & Strategy Process 
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In order for your public relations campaign to be successful, it's first most 

important to determine and define your objective. With a clear objective  

in mind, you have laid the groundwork for determining how your campaign 

will be designed.  

 

Do you want to create and reinforce your brand and professional image? 

Establish your expertise among your peers, the press, or your potential 

clients/customers? Inform and create positive perceptions regarding your 

company and services?  

 

For us, we want all of the above!  

 

Step 1: Define and write down your objectives 
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It’s important to remember that your goals should be specific, measureable,  

results-oriented and time-bound. These goals must be in-line with your 

overall business, marketing and/or sales objectives.  

 

Step 2: Define your goals in achieving this objective   
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Who is it that you want to reach with this campaign? What do you want your 

key messages to be? 

 

Step 3: Determine who your target audience consists of  
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Sync your public relations plan with other marketing efforts, if applicable. 

 

Step 4: Develop a schedule for your public relations  

campaign/initiatives  
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What communication vehicles will you use to get your messages to the public?  

(We’ll discuss these later in the presentation).  

 

Step 5: Develop your plan of attack  
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Should you consider modifying your original plan? If so, how and why? 

 

Step 6: Did you achieve the defined objectives  

and goals of this campaign?  
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The steps we just walked through can guide you through creating a PR 

campaign, but it’s imperative to identify what the desired outcome is.  

Before you start any campaign (marketing, PR or advertising), you have  

to be clear on your goals and your objective.  

 

Planning & Strategy Process: Key Takeaway 
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Be specific.  What do you want to happen? What is the end goal and/or 

outcome you desire?  

 

Is it measurable?  How will you measure the success of the campaign? 

 

Is it achievable?  How will you achieve and accomplish the campaign  

and do it within the constraints of the budget that you've set?  

 

Is your desired goal and objective realistic?   

 

What's the timeframe to accomplish your goals and objectives?  

 

 

SMART Method 
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Public Relations Tactics  

Note these are all dependent on company/organization 
budget and not all are needed to have a successful 
public relations plan in place.  
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A press release, news release, media release, press statement or video 

release is a written or recorded communication directed at members  

of the news media for the purpose of announcing something ostensibly 

newsworthy. 

 

Of note, we try to limit press releases to “major” news.  

 

 

Press Releases 
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You prepare a media alert to notify assignment editors of a press conference, 

or any other event that you believe will generate news or a photo opportunity 

for the media to cover. It is always one page, brief but compelling, and 

sufficiently informative to arouse interest. It should make clear that there  

are visual opportunities for TV cameras and print photographers.  

 

A media alert always highlights the following: who, what, where, when, why  

and the contact information.  

 

 

 

Media Alerts  
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This refers to media outreach conducted in response to a timely event, 

issue and/or conversation that company spokesperson(s) can provide 

insight on (e.g., recent sexual harassment allegations, product 

releases, company news such as Anheuser-Busch buying Tesla trucks).  

 

 

 

Rapid Response Media Outreach 
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PR Stunts  
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In short, media mailers enable us to artfully package a client’s offering 

or message to get maximum media attention. Yes, a pitch and/or a 

phone call will often be enough, but if budget permits, this is a 

concentrated tactic to try to stand out in the plethora of emails reporters 

receive every day. These packages can even serve as a friendly 

reminder to keep the client in mind the next time an editor writes a story 

that they should’ve been involved in. Lastly, the mailers are one more 

reason to follow up with the editor. Once the package has been 

delivered, we call and/or email the reporter to try and convert that 

delivery into a story.  

 

 

 

Mailers   
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This tactic helps a company/organization garner more online visibility and helps 

support business growth. Blog posts, especially when promoted via social, etc., 

help drive traffic to the website.  

 

Every time you write a blog post, you're creating content that people can share  

on social networks – Twitter, LinkedIn, Facebook, and Pinterest – which helps 

expose your business to a new audience that may not know you yet. This also  

is the same for the next tactic we’ll cover – contributed content/bylines.  

 

 

 

Blog Posts    
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These serve as a great complement to editorial placements, especially when 

news is slow.  

 

Unlike an article written by a reporter about a company or its 

products/services, contributed articles are written from a specific company 

representative’s viewpoint and are meant to lend a vendor-neutral perspective 

on topics relevant to a publication’s readers. We often recommend contributed 

articles as a way to position clients as thought leaders in their industry or on  

a specific subject matter. This is a great way to “own” the space.  

 

Lastly, as newsrooms shrink, we’re seeing a demand for contributed content.  

 

Contributed Content/Bylines 
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Many companies and/or organizations underestimate the value of success 

stories (also known as case studies). These stories serve as real-world proof 

that a company’s solution/product/offering, etc. has been successfully 

implemented at another company.  

 

Why are they important for a business? They aid in understanding as they 

serve as examples, they generate empathy with readers, they’re credible, 

they address a specific audience, they demonstrate ROI and last but not 

least, they promote client satisfaction.  

 

These stories can be posted on the website, handed out at conferences, 

packaged and tailored to particular audiences for meetings, and sent  

in direct mail packages.  

 

Member Success Stories  
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Speaking opportunities at industry conferences are abundant throughout 

the year, so they are a good way for companies to remain visible even 

when there is nothing newsworthy to promote; however, there are a few 

things to keep in mind…  

 

Speaking Opportunities  
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1. Most conferences have long lead times for speaker submissions, so it’s 

crucial to begin the process of identifying relevant conferences early. 

 

2. Not every CEO or VP is cut out to be a speaker, so identify the most  

suitable executives.  

 

3. Be selective when choosing which conferences to submit speaking proposals 

to. Developing a top-notch speaking proposal can be a time-intensive 

process, and it's not a good use of time to submit a proposal for a 

conference or topic that your organization doesn't really fit into.  

 

4. Identifying, submitting and hopefully securing a speaking engagement offers 

several additional PR and marketing opportunities that companies should 

look to leverage.  

 

Speaking Opportunities Con’t. 
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A meeting that is arranged by an organization that invites media outlets  

to hear announcements about newsworthy events. Press conferences  

are typically reserved for larger/intense news announcements. Aside from 

politics, press conferences are not a regular part of a public relations plan, 

but can always be considered should the appropriate occasion present itself.  

 

Press Conferences  
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Data and analytics can make for a great news story. Surveys, research, 

white papers and infographics can help you position yourself/the company 

and/or organization as a leading voice in your industry and garner 

coverage in news outlets.  

 

Proprietary Data & Analytics Development   
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How it works: 

• Each person participating starts with a blank sheet of paper and has five minutes 

to begin writing out a concept or idea (e.g., an event, a piece of content, etc.). 

When five minutes are up, pass your paper to the person on your right. 

 

• Read the idea that was handed to you, and then spend three minutes building off 

of it. For example, if someone came up with an event concept, is there a creative 

way you could entice media to attend? Could you add a layer of social sharing? 

Or, if the idea you read inspires another, don’t hesitate to jot that one down. 

 

• Continue passing papers and building off each other’s concepts until you have  

a handful of fully fleshed out ideas. We typically go through four or five rounds, 

keeping each one to three minutes. 

 

• Does anyone want to read their idea(s) out loud?  

 

Exercise: Gamestorming 
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Bringing it all together: 

PR is important 
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Thank you! 
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