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Every business Is keeping a watchiul eye on budgets these days. All
{oo often the first thing that gets cut is the marketing budget. What
that means is you have to find a way to do more with less. While that
can be a challenge bacause, let's face it, marketing efforts do take
time and money, it's not an impossible challenge.

One place to start is by going after what most people call *free publicity”
While thal's a commaonly used phrase, we generally don't use the term
“free publicity” because it's really a misnomer. Any *free publiciy” you
generate with the media really is "earned media® because you have to
understand whal the media is looking for and then wark to give them
something they find useful This kind of approach won't cost you a lot of
maney, but you do have to put in some of your lime and effor

How do you start earming media? You'll need a plan and you'll need
{e consistently implement that plan in order to be effective. Start by
answering some basic questions:

« What is my goal? What do | hope to accom-
plish with this effort?

* Who Is my targel audience(s)? (And beware of
answering that question by stating “everyone.”
You cannot be everything to everyone!)

= What media markets or outlets reach that
audience?

* What information do | want my target audience
to know?

+ What do | want them to do?

* What is it about my business or this story that
makes il interesling o others?
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That last question is especially important when you develop a media
relations or oulreach plan. You need to understand what kinds of sto-
ries will generate media/news coverage. It helps to remember that
nEWS |5:

« Something new

« Something different

* Something people want to know about

= Something people should know ahout

* And, finally, news is whatever the reporter/
editor says it is.

Mo matter how good you think your story is, if you can't mierest the re-
porter/editor, you need to come up with a ditferent topic or approach,

Likewise, you should understand that you won't gel free publicity just
because you advertise, you know the reporterfeditor or they've cov-
ered a similar event or business. Don't make your PR efforts sound
like an advertisement. Avold phrases like “the best company® or “top
provides” unless it's something you can actually substantiate. Earmed
media can be very powerful and influential, but it rarely sounds like an
ad and you generally won't have control over the finished product.




The next thing you need to do is think about the upcoming 12 months
n your business or organizabion, What kinds of things do wou want 1o

¢ publicize?

* Are there newswaorthy items that tie in with lo
cal/national news or holidays?

« Are there developing trends in your industry
that would be of interest to others?

« Do you have any human interes! stories that
you can pitch to the media?

« Any recent new hires or clienis you can lalk
about?
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you're ready lo contact the media, there are several places o go to
lisls

* The Green Bay Area Chamber of Commerce

* The phone book [just look under newspapers,
radio stations, TV stations)

= Trade associations

* [nternet

You may wani to contact specific reporters or medin outiets that cover
your industry or business to introduce yourself and your expertise. Ask
fhem whal they look for in a story and how/when they want to receive

infarmation about stary possibilities. As is tru
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business, building positve relationships always help

When you're sending cul a news release or pitching a story idea, you
should taitor your information 1o the media outlel you're approaching
It will increase your success rate. For newspapers |t can be a feature
story aboul a nesw business or it could include announcemants sbout
L e, new products of seminars, With trade publications, it needs
to b industry specific. For TV, you need semething wisual with achion
of activity, For radio it's something quick and easily understandable,
With new media (Internet based) it might be an advice column that you
place on a specific Web site or a blog you create (o have “convérsa
fions” with your clients or other interested parties
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THINK SMART...
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