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Six Common PR Myths

If you believe these, you're limiting your
company’s communications success

ollowing are some com-
mon myths about PR.

Below each myth are expla-
nations about how the PR
process actually works.

If you have any questions,
please don’t hesitate to contact
us (see phone and e-mail
information at end of article).

Myth 1. PR doesn’t help
sales

Many communications
efforts are very sales-
focused—and rightly so.

In the long run, your PR,
advertising and marketing
efforts should lead to more
sales or prevent your company
from losing existing sales
because of changing consumer
preferences.

But, just because all your
press releases and media clips

don’'t have 800 numbers and
the phrase “Act Now, Limited
Time Offer!” that doesn’t mean
they’re not helping sales.

People know when they're
being “sold” through advertis
ing, but the beauty of having
the media cover your product
or company is something
called a “third-party endorse-
ment.”

Readers think, “Hey, this
article in the paper says ACME
company is doing a great job.
The paper has no reason to
exaggerate ACME, so it proba-
bly is good.”

Share those articles with
your prospects, along with
your other marketing commu-
nications efforts, to give a
broad picture of your abilities.

Continued on page 2...
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“Six Common PR Myths,” contin-
ued from page 1...

Myth 2: 1t’stoo hard to control
the message with PR

Yes, it's challenging to get the
mediato report on exactly what
you want. By contrast, with
advertising, you' re buying the
space in the publication, and you
determine what is used and when
it runs.

Y ou aso need to buy the space
for your ad, and that can run into
thousands of dollars. And, you'll
have to run your ad several times
to ensure the largest number of
people see it.

Add to that the cost of design-
ing and writing the ad, and
advertising can become an
expensive proposition—all for
the right of controlling your mes-
sage.

I’m not knocking advertising.
It'savital part of marketing
communications, but understand
complete control of your mes-
sage comes at a price (literaly,
what you spend, and figuratively,
because people are more suspi-
cious of ads).

With PR, you're only paying

for the time of your
professional—not placement.

Myth 3: The media never get
our news right

For the most part, news the
mediareport is as accurate as the
background they get.

Some of the companies that
complain the most about bad
coverage are the ones with few,
if any, clearly understandable
background materials to distrib-
ute.

Good background information
and prompt responses to media
inquiries are especially important
for daily papers as well asradio
and television.

Their deadline pressures are
more intense than for monthlies,
which often have a fact-checking
department.

Myth 4: We already post plen-
ty of news releases

Many organizations do a pretty
good job of regularly posting
news releases, but that’s not
enough to get media attention.

Releases need to be sent to
reporters who cover your news,
and you'll need to follow up with

them to make sure you gave them
what they need.

Some of the companies that
complain the most about bad
coverage are the ones with
few, if any, clearly under-
standable background mate-
rials to distribute.

Aswith any “sdles’ cal, pitch-
ing news to journalistsis an ongo-
ing endeavor. You rarely sell your
company’ s product or service to
every prospect on the first call.

The sameis true of PR.

Myth 5: We already know a cou-
ple of journalists

Having a relationship with jour-
nalists is certainly a good thing,
but you need more than one or

two contacts.

Also, you don’'t need to have an

“in” at every publication or TV
and radio station. You need to

know what makes good news and
be able to pitch it to journalists

you've never met in all your

potential geographic markets.
Aswith sales, if you're doing

PR only with people you personal -

ly know, your market is too small.
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Myth 6: PR takestoo long to
show results

PR can take a while to show
results, especialy if your target
media are weekly or monthly
publications.

These media chart out what
they cover weeks or monthsin
advance, and your new PR hasto
get in line behind everything else
already scheduled for review.

For example, if you want to
get in amonthly publication for
December, you'll need back-
ground materials (which will
take afew days or weeks to pre-
pare) and pitch to the right jour-
nalistsin early September at the
very latest.

The nice thing about thislag is
that even after you finish your
PR efforts, weeks or months later
you might still get hits in the
media. <
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