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Winning Public Relations
Strategies

“A comprehensive public
relations program educates,
Informs, explains and
persuades’
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‘.: Understanding Public Relations

5

’ # How doesit compareto advertising?

’ % What isthe value of Public Relations?

s How much doesit cost? =

+ How longisit good for?
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Understanding Public Relations

|t" S not as much as who sees
the article asit Is, how you use
It.
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Understanding the difference

s Advertising

% Promotion

« Publicity

# Public Relations



“public relations activities can
enhance credibility

‘n
ﬁ.l
“-
\ and boost sales’
N
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“You can create a
bigger than life image’
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. Increase sales

. Generate qualified leads

3. Enhance product

awar eness

. Builds consumer
awar eness

. Expand distribution
. Buildstraffic

7. Test new media

8. Gain “editorial
enhancement”

O. Establish expertise
10. Enhance “ Corporate
mystique”

11. Creates 3rd party

endor sement and
testimonials

12. Ideal sales aide & tool

J. Rouleau & Associates



@ Activities such as: L ectures
Open Houses # Trade Publications
=l{pipllier Y + Newspaper Articles
Builder day + Magazine Features
« Community . :
: # Teevison Interviews
Relations Programs I et
= Club & @ Employee at!ons
Organizational + Customer Relations

Presentation
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« Bullding Editor

« Business Editor

« Home Editor

« L ocal News Editor
« Feature Editor

« Real Estate Editor

J. Rouleau & Associates
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Media Type:
Media Name:
Contact:
Title:
Address:

City, State Zip:

Phone:
Fax:
E-mail:
Web site:

Newspaper

Akron Beacon Journal
Betsy Lammerding
Home Editor

PO Box 640

Akron, OH 44309-0640
(330) 996-3573

(330) 376-9235
blammer ding@thebeaconjour nal.com

J. Rouleau & Associates
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# Design Award or Special Achievement
« Participation in Local, State or National

housing activities

# New personnel, new building
+ Sales Person of the Y ear
# Distributor/Dealer of the Y ear

- Open house

J. Rouleau & Associates
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+ Grand Opening

« Results of survey

+ New company literature

# New product I ntroduction

« Web sitelot links

# A promotional event, home show or
exhibit.
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% Public service or civic activities

# Charitable Donation

@ Fund Raiser

CAVANSRAVIESTES

# Participation in public service projects

J. Rouleau & Associates
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ﬁ.: @ Winners of a contest

# Special Promotion or Offering

\ + Special Anniversary
s New Employee

‘N # New Distributor/Dealer

.
N
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« Statement from President of Company
about condition in theindustry

+ News of upcoming meetings, a special
speaker or subject matter
# Local or national honors

J. Rouleau & Associates
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% Your best investment

# Hirea professional
# Photos should sell your

product advantages

« Should have a photo release

J. Rouleau & Associates
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« Always carry asmall cameraor digital
camera with you when you visit job sites.

% Photo s of customers are agreat selling tool

Future sales

Great for presentation books
|deal to show news media
Great for web site
Testimonial

J. Rouleau & Associates 20



| hereby grant XY Z Company and parties designated by XY Z Company
unrestricted permission to use and publish any and all photographs of myself and
or my personal property for the purpose of editorial, trade, advertising, display,
exhibition use or any other printed material or el ectronic medium without
compensation. All negatives and positives, together with prints and all
reproductions, shall constitute the property, including all copyright interest, of
XY Z Company, solely and completely. The undersigned hereby waves any rights
that he/she may have to inspect or approve finished photos, or advertising copy or
printed matter that may be used in conjunction with other photography. | have
read this release and fully understand its contents.

In using such photography (I do) or (I do not) (circleone) want my name, and

city location of the property included.
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ﬁ.’ Photos should

. Using Photosin Ads & Display Booths

look Into the

booth or ad
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I
‘. Putting the PR Plan in Effect
ﬁ. What are your options?

ﬁ. What are the pros & cons?
ﬂ . e Useinside marketing staff

~ Hirelocal stringer or journalist
<

Develop arelationship with a Public Relations agency

.
‘l

Work with an industry PR specialist
Wait for the opportunities to come to your door step

J. Rouleau & Associates
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Writing Press Releases

@ Typed
« Double-spaced
« Wide margins

+ Bebrief and factual.

# Contact name & telephone# in upper right
hand cor ner.

# |nclude date and a headline for your story.
« Who, What, Where, When, Why and How.

J. Rouleau & Associates 24



Writing Press Releases

« Start each page with the headline, page
number, total pagesincluded and date.

# Do not writereleasesto sound like a sales pitch
and be one sided.

« Refer to other products, companies, customers

and individuals whenever possible.

+ Hand deliver releases whenever possible.

J. Rouleau & Associates 25



Writing Press Releases

# Provide photo’swith releases.

# Most newspaper s prefer black & white photos.

# Label your photoswith company name,

project, location, name and phone number
of a contact per son.

« Use labelsfor thispurpose. Never write on the

back of the photo asit may damage it.
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PR Networ king opportunities

Trade Association

Home Builders Association
Community Service Clubs
The Chamber of Commer ce
Volunteer Groups

J. Rouleau & Associates 27



Other Marketing/ Public
Relation Activities

@ Toysfor tots
@ Fundraiser

. Art exhibit

# Building class
« Chamber after hours
« Use of your facility for civic

organizational meetings

J. Rouleau & Associates
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Capitalizing on Public Relations Efforts

« AdIn the sameissue
# Follow up ad
« Send noteto key customers

« Send articletotrade
publication/consumer

« Usearticlein presentation book

J. Rouleau & Associates 29




Capitalizing on Public Relations Efforts

« Laminated Plagues/ office & customer
Fox Laminating Company / 800-433-2468

# Post on wep site
# Get reprints/ 5 year shelf life

« Useas mailling piece

J. Rouleau & Associates 30



Top 10 usesfor reprints

10. Use on sales presentations

9. Mail to prospective customers

8. Hand out at trade shows/events

7. Giveto customers

6. Display in your office

5. Arm your salesforce

4. Includein your company brochure
3. Add to your project portfolio

2. Use as a leave-behind piece

1. Send to your friends and family to show them how successful

you ar el :
J. Rouleau & Associates 31



The Pay-off

Although publicity involves non-paid media
coverage, plan on spending time to plan and
coordinate. When done properly the rewards can
be substantial. When an article or story Is
published, your image with the public will
Increased company recognition, and do much
more than paid advertising . Thisincreased
exposure Is positive with potential customers as
well as employees.

J. Rouleau & Associates 32
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