PR consultant David Gent of
David Gent Creative provides
a straightforward briefing

The PR industry has grown substantially over the last thirty years, its techniques form part of the modern marketing mix and it is one of the most popular
career choices for graduates. Yet, ironically, PR itself suffers from an image problem, born of the sometimes questionable tactics of celebrity publicists,
political spin doctors and PR stunt organisers, and because it can be difficult to understand and evaluate. So | felt it was time to return to basics and answer
some fundamental questions about PR, like what does it mean? how does it work? and how much does it cost? For the purposes of this article, | have
discounted political lobbying, financial PR, online communications, crisis management and other more esoteric disciplines, focusing instead on the
straightforward business-to-business and consumer PR that is relevant to most organisations and implemented by the majority of practitioners. It won't
answer all your questions, but | hope it puts PR back on your marketing agenda, if you've been dissatisfied in the past or haven't yet explored its potential.

Why is it effective!

Since it operates through the editorial medium and is effectively filtered
by professional journalists and reporters, PR coverage is positioned
alongside news and feature content, so is quite distinct from paid-for
advertising. This imparts added weight to PR stories and is more likely to
attract favourable comment from colleagues and customers than a
display advertisement, at a fraction of the cost. Disregarding tabloid-style
stunts, it also tends to be fundamentally newsworthy and honest, partly
due to the editorial filtration process, so PR material is often actually
interesting and believable (yes, | mean that). One caveat, however; PR is
not instant like advertising, it needs time to bed down and accommodate
learning curves, dialogue building, copy deadlines and publishing cycles,
so allow around six months for it to be fully functioning.

What exactly 1s PR

PR or Public Relations concerns communicating effectively with an
organisation’s or brand’s target audiences, or ‘publics’, and positively
influencing perceptions, opinions and trading. Although it also targets
the broadcast media, PR primarily operates through the editorial
pages of the press, hence the alternative term Press Relations, and its
output is usually seen as news or feature coverage. It can contribute
directly toward business growth by opening up new markets,
identifying new customers, attracting high calibre employees,
influencing share prices and creating favourable awareness of brands,
products and services. It should also help generate a favourable
climate of opinion amongst stakeholders, employees and the
community at large.

s it like advertising!

Although the marketing goals are similar, the short answer is no.
Advertising relates to paid space or airtime and you control the message,
the content and visual style. PR stories are run effectively free of charge,
but are published or featured at the discretion of the editor or producer.
Whereas with advertising if you pay the price your message will appear,
there is no guarantee that a particular title or programme will run your
story. Put the effort and expertise into making it interesting and
newsworthy, however, and the prospect of coverage is considerably
enhanced. Even then, other news priorities, space restrictions and copy
deadlines can intervene and your story may be spiked, not necessarily
through lack of merit.






