» Have solid lines of communications to top-tier
journalists and analysts, 5o you can become a
trusted news scurce, not just a pitch person

* Be qualified to answer media questions intelli-
gently and knowledgeably and know when to
refer questions to other executives or staff

* Know how to use “guerilla” tactics as well as tra-
ditional channels to increase market recognition

* Know how to combine traditional and new-
media strategies effectively to create the kind of
buzz that made “Blair Witch” a success

s Set realistic goals for a PR program and devise

A start-up that plans to go
head-to-head with a
deep-pockets competitor
using ads to differentiate itself

- will almost always lose.

ways to measure your results
. The principles are the same for a company that
“goes it alone” without expert PR help:

* Know which markets are appropriate and do
not waste time and resources on markets with
no bearing on vour products or services

* Determine how your target markets gets news
and then tailor your campaign to make it rele-
vant to FEACH audience - one story doesn't
apply to everyone

» Know whether to focus on TV, newsletters, on-
line communities, magazines or other news
outlets for your particular product or service,
and when to expand to another type of media
outlet

* Avoid a pure technology focus — highlight the
benefits to your specific markets

* Ditch the hyperbole if you want journalists to
take you seriousty — skepticism is rampant, es-
peciaily when the market bulls become bears

Finally, companies need to remember that in PR,

you generally get what you pay for. The right team
will know what it is doing and will be ready to
shnow you measurable results tor your investment.
If an agency isn't willing to pledge that level of ac-
countability — turn vour back and find another

agency. PRQ

HBrian Solls is founder and president of FutureWorks, Inc.,
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Fall 2004

Advertise in the Public Relations Quarterly

Public Relations Quarterly is an internationally
acclaimed publication in the forefront of public re-
lations for practitioners, university professors and
students. Editorial content reflects the broad perspec-
tive of PRQ’s readership. For more than forty years,
PR has been presenting articles and columns on
the theory and practice of public relations, written
by many of the field’s leading practitioners and aca-
demicians.

Subscribers to PRQ include colleges and universi-
ties, libraries, executives, PR counselors, government
agerncies and students.

For information on advertising in PR(Q), please
contact:

Advertising Department

Public Relations Quarterly

44 West Market Street, PO. Box 311

Rhinebeck, New York 125872

(845) 876-2081 » Fax (845) 876-2561

E-mail: PRQuarterly@aol.com

Does copyright compliance feel like

climbing a mountain?... m

barefoot?... : Q> %

wearing a 50-ib. backpack?...

on the hottest day of the y!ar?1

Your limo has arrived!

Ger permissions o reproduce content from onbine or printed
Magamncs, newipapers, rade journals and other copyrighted works

the easy way, We'te Copyright Clearance Center {CCC), the
world leader in text reproducton nghts, and we're here to help.

CCC offers one-stop shopping for all your permission needs.

Copyright Clearance Center, Inc.
1-800-982-3887 axt. 2862

marketing@capyright.com
copyrght.com




