The power of the press
A basic overview of the tried and tested techniques of PR for small business or the ‘DIY enthusiast’
William Hesketh Lever is reputed to have said that half of the money he spent on advertising was wasted. The trouble was he didn’t know which half. Today, when customers are inundated with marketing messages and becoming increasingly resistant to mass advertising techniques, it’s easy to see that an even scarier percentage of your marketing budget can go down the drain. 

But if your marketing message is of genuine interest and direct relevance to its audience, the battle is already won. Successful marketing is not about what you want to tell your customers. It’s about what your customers want to hear. 

When a customer opens their local a newspaper, or picks up a magazine, they know what to expect. They know what is in it, and they know they want to read it. 

This is because the information has already been through a filtering process. It is the editor’s job to include information that will hook the readership and throw out the dull or irrelevant. The word of the editor of favourite publication is like that of a trusted friend. It’s credible, it’s persuasive, and it won’t be ignored. And if you really want your marketing to work for you, it’s well-worth trying to get a mention in this intimate conversation. By harnessing the power of the press, you can help to ensure that none of your marketing message will fall on deaf ears.

So how do we tap into this powerful route to our customers? 

· Find out what publications your customers read. Which is the local news paper with the biggest or most relevant distribution, which is the must-read trade magazine, or which is the hottest web site? Draw up a list of publications you’d like to be in. 
· Build a relationship with relevant editors. They’ll be more likely to be interested in your news if they know your company and what it does. 

· Keep the information flowing. Make sure that when something interesting happens, you let the editors know. Get on the phone or drop an e-mail. 

· Take a good look at the stories that are covered, and make sure that any information pass on to the publication will fit into this editorial style. There’s little point in sending a press release about the arrival of a new manager to a publication that doesn’t cover appointments.

· Avoid the yawn factor. Make sure the stories you send are really news worthy. You may think that the installation of your new coffee machine is interesting, but an editor might disagree. If you waste an editor’s time with trivia, they’re less likely to take you seriously when you do have something important to say. 

· Avoid ‘puff’. A press release is not a vehicle for blowing your own trumpet. Adjectives like ‘famous’, ‘unique’, or ‘finest’ should be avoided. Stick to the facts.  

· Remember deadlines. Editor’s deadlines are very real - the Sunday Times has never been published on a Monday. Editors will ‘hold the front page’ for a once-in-a-life-time scoop. If your story doesn’t fall into this category, make sure you give them plenty of time to prepare their copy. 

· Don’t forget radio and television. Stories with local interest will always have appeal for your regional broadcasters.  

