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Introduction

If you’ve picked up this book, then you’re probably wanting more. More from your business. More from your career. More opportunities. More contacts. More flow. PR gives you that – and, you guessed it, more.

PR is the ultimate door-opener; it invites you into a new world, one filled with exciting opportunities, a bigger audience and greater visibility. Getting yourself featured in newspapers, magazines, on podcasts and on TV and radio opens your business up to so much potential; more people will see and engage with your work, and publicity can take your business global.

As you’ll see throughout this book, publicity has the ability to totally transform your career. Publicity is transformative and far-reaching – and it begins by simply putting yourself out there. Seeking publicity takes confidence; you have to believe in yourself, your business and your story, and articulate your pitch in a clever way.

And the great news is that you can start right away – with the help of this book, you’ll learn the fundamentals of what makes a great PR story and how to pitch it in a compelling way to editors. We’ll be looking at the nuances of PR – how it’s changed in recent years thanks to the boom in influencer and social media marketing – and what tangible assets you need to sell your story. We’ll also be hearing from experts in the PR industry, who will be sharing their top tips, and founder success stories, who have leveraged PR to increase their brand visibility.

This book will share secrets rarely revealed by journalists and editors on how to get featured in their publication – we’ll be peeking behind the curtain of some of the UK’s most prominent publications and learning how you, too, can get publicity for your business.

ABOUT ME

Why me? While I don’t have a traditional PR agency background, much of my career has been focused around storytelling and crafting a creative pitch. For the last ten years, I’ve been editor-in-chief of About Time Magazine, one of the UK’s leading lifestyle sites. I’m also an award-winning entrepreneur and author of #SheMadeIt: A Toolkit for Female Founders in the Digital Age and Unattached: Essays on Singlehood, which were both bestselling books.

I’ve worked hard over the years to create my own publicity, and I’ve been featured in Forbes, Real Business, Business Insider and The Times. I’m a regular commentator on TV and radio on entrepreneurship, start-ups and women in business, featuring on LBC, Sky News and TalkRadio as a business expert. I also write extensively for different publications in a freelance capacity, including the Evening Standard, Grazia, Refinery29 and the Daily Telegraph. Working across many publications and platforms, I’ve developed a strong sense of what different publications are looking for in terms of a good story and how best to position yourself to get coverage.

This isn’t a ‘traditional’ PR book, as we’re not following a set of rules here on how to get publicity. Instead we’re looking more closely at the relationship between journalists and those wanting publicity, and how you can create genuine, mutually beneficial relationships that will serve your long-term goals. Let’s get started!




CHAPTER ONE

Why Every Business Needs a PR Strategy

Businesses of every size can benefit from having a well-considered, strategic PR plan, one that reflects the brand’s overarching goals and desired positioning within the media landscape – and you don’t need to spend thousands of pounds to get started with this either.

Whether you’re a solopreneur, a thriving direct-to-consumer brand or a global business, there are numerous benefits that PR can provide. In my view, there’s no company too big or small for press – all businesses should be thinking about a PR strategy. In fact, fledging start-ups can often attract the most attention, as reading about new business ventures are innovative and inspiring.

Why PR? Well, PR adds credibility to your business. PR has intangible and far-reaching benefits, which you simply can’t put a price on. Getting featured in media outlets and setting yourself up as a thought-leader in your industry puts you in a position of strength; you become the go-to person for commentary, insight and expertise. This creates a flow and ease with your work, which, as I see it, is unparalleled with anything else you can do to support your business. PR is a superpower for your business and it’s something you can do yourself, how great is that?

Many people think PR is simply getting mentioned in the press, but it’s so much more than that. It’s everything you do to promote and increase visibility of your business. So, first, let’s look at what PR is – and what it isn’t. The media landscape has changed so much in the last few years, especially with the shift towards digital and remote working during the pandemic, and our definition of PR needs to adapt accordingly. PR is anything and everything that helps get your business talked about, including social media and influencer and brand relations.

WHAT IS PR?

PR – or public relations – in its true definition refers to the strategic communication from an organisation to the public to maintain or cultivate a public image.

PR is what other people say about you. It’s how your work and brand are perceived by others, and the efforts you undertake to build a positive brand image.

It’s also so much more than that.

PR, as I see it, is about how the public feels and interacts with your company. It’s about image, yes, but it’s also about connection and appeal. It’s what springs to mind when the name of your company is mentioned, how people engage with and respond to the content you post online, how individuals feel when a speaker from your company is on stage. PR is about the emotional connection you’re able to build with individuals through your work, which, in turn, leads to sales, opportunities and results.

We all have relationships – with the brands we buy from, the companies whose services we use, the experts we trust – and PR is a fast-track for building these relationships. PR is about getting in front of your audience and creating trust with them. Getting featured in the press is a medium for nurturing relationships with your desired audience. If you’ve found other effective methods to help you build those relationships, such as Instagram, TikTok or email marketing, then traditional PR can complement this.

Getting featured in the media helps build your credibility, thus strengthening the bond with your audience. Word of mouth is often cited as the most powerful method for getting business traction; with PR, you simply get in front of more mouths.

PR is a crucial part of any marketing strategy, especially one that is digitally focused, as lots of publications are digital-first now. Many business owners shy away from having a PR strategy because they believe (wrongly) that they need a big budget to do so or need to be able to afford an external PR agency. This means that PR often falls to the bottom of a to-do list for when the company feels ready – which may never come.

Let me tell you this: you don’t need to feel totally ready to start pitching. And you don’t need an agency to do it for you. To date, the best publicity I’ve received has been of my own making and I truly believe that if you master the skill of handling your own publicity and getting media attention, you give yourself a true skill that you can carry through in any venture or industry.

WHAT MAKES GOOD PR?

Good PR is subjective; it’s what works within your personal goals and desired outcome. They say there’s no such thing as bad press – although I do think there’s such a thing as strategic press, and it’s beneficial to consider what ‘good’ press would look and feel like to you.

Emily Keogh, founder of Palm PR, a travel and hospitality specialist PR agency, offers up a nice definition of what makes good PR, which we can use as a launchpad for thinking about your PR strategy for you.

For Emily, this is what good PR looks like:

_______________________________________________

The execution and successful application of a PR activation or campaign relies on a thorough understanding of the brand. Whether your PR process is being headed up internally or externally by an agency, it’s crucial to get under the skin of the brand, its ethos and its consumer audience.

When implementing an integrated campaign, at Palm we undertake a thorough analysis of the brand’s audience base – what they like, where they eat, what they read . . . Knowing this before setting the objective of the campaign allows us to be hyper-targeted.

The success of the campaign is based on knowledge of the landscape and what it is the brand wants to achieve. Whether it’s increased sales, brand awareness, reputation management or the promotion of a new product, good PR is the combination of meticulously planned communications, in the brand language, placed in relevant spaces your audience (or soon-to-be customer) will be.

Brands looking to work alongside an agency should consider working with true specialists in their sector as it’s crucial for your team to be fully engaged and tuned in to the category to effectively promote the brand and deliver strong results.

_______________________________________________

WHAT COUNTS AS PR?

Traditionally, PR was centred around newspapers and magazines, but with the boom in social and digital media over the last few years, our understanding of PR needs to shift accordingly.

A few years ago, PR would be defined by getting featured in the press – this might be magazines, newspapers or TV. Fast-forward to today, social media plays a valuable role in a PR plan, as this is another way you’ll be talking to your consumer. By way of further explanation, here are the different forms of media you may want to consider for your PR plan:

NEWSPAPERS

Traditional print press is great for building credibility. It’s arguably the hardest place to land coverage, because it requires you to have good contacts, to create newsworthy stories and work to tight deadlines, but print coverage is powerful for brand-building. There are lots of digital-first newspapers too – anything that has a strong focus on the news cycle would come under this umbrella. While journalists write for both online and print, trying to cultivate relationships with print-focused writers is a good starting point if you’re wanting to land coverage in traditional print media.

MAGAZINES

Magazines, both print and online, are great for profiling opportunities, product placements and ‘real life’ stories. If you’ve got a compelling story to tell, magazines are the place to go. There are loads of great ones out there, and where you choose to focus your attention will depend on your industry and niche – everything from women’s glossy magazines and lifestyle titles to specialist food and well-being magazines. Print seems to be a dying art, as many magazines are now digital-only, such as Marie Claire, Red and Time Out.

BROADCAST

Broadcast media is a fantastic place to be if you’re a business founder and want to position yourself as an expert in your field. Broadcast media includes all visual and audio-led platforms, such as TV and radio. Pitching for broadcast media has a different set of rules, in my experience, and we’ll be focusing later in the book on how to prime yourself for broadcast opportunities, as producers in this space work in a different way to the traditional print press.

PODCASTS

The podcast boom is real. It’s estimated that there will be around twenty million podcast listeners in the UK by 2024 and the number of new shows in the podcast space is growing by the day. Podcasts are a fantastic medium for getting your voice heard and bringing new fans to your work. If you want a rich and diverse PR plan, you want to land yourself on some popular podcasts too. You may also want to consider starting your own podcast as another way to amplify your brand. If so, below are some tips from leading podcast host Francesca Specter on how to do so.


FIVE GOLDEN RULES FOR CREATING YOUR OWN PODCAST

Francesca Specter is creator and host of the Alonement podcast. Here she shares her top tips for creating a sucessful podcast:

Define your niche

Your podcast niche will likely be something at least loosely related to your business – however, it’s very important to be able to define exactly what this is. A vague one-word subject isn’t enough – nor is a messy list of things you’d like to discuss: you will need a clear, bold sentence that summarises what your show is about, and what you’re asking your guests. Say you’ve a jewellery business, and you want to create a related podcast which explores the concept of ‘gifting’. You’ll want a sentence that sounds something like, ‘Give and Receive: This is a podcast where we ask guests about the lasting significance of gifts, where we ask them about the most important gift they have ever given, and the one they’ve received – and why they mattered.’

Identify your listener

It’s absolutely integral to think about your listener. You might think you already know your client or customer from a marketing perspective (and of course there’s going to be plenty of overlap here), but there are some important questions you’ll want to consider that are specific to podcast consumption.

• When are they listening? (On their commute? In their leisure time?)

• Why are they listening? (Do they want to be inspired? Or educated? Or simply entertained?)

• Where are they listening? (In the car with kids? On a solitary walk? In the bath?)

All these answers will go on to inform the packaging of your podcast, from the artwork to the episode length.

Prioritise sound quality

No one’s expecting studio-level perfection, but you do need to make sure your audio quality is high. This means no distracting background noise, consistent volume levels, and a rich vocal quality (i.e. not a far away, echoey sound). Prevention is better than cure here – if your recording set-up is good then you can easily avoid problems down the line. You’ll need a decent mid-range mic set-up (I use the Rode PodMic, a dynamic mic, which is a good choice because it picks up only close-range sound rather than background noise, connected to my laptop via a Zoom recorder) and a quiet, well-insulated room. If you are new to audio, there are plenty of resources for this online, including a coaching service I offer for beginner DIY podcasters available at podcasttoplatform.com. However, you might also find it more efficient to ask for help from a freelance producer early on, together with getting honest listening experience feedback from friends for your first couple of episodes.

Pick the right name

There’s no golden rule of how to do this, but picking the right name is a smart thing to get right the first time – and stick with it. While all the other elements of your show are easily changed (including the cover art, jingle and even the whole format of the show), the name is the strand that ties everything together. If you can name it after your existing brand, that will reap rewards for everything from memorability to Search Engine Optimisation (SEO). Alternatively, just try to take it back to the ‘why’ of your podcast – think about what your ideal listener would want, and choose a name based on those factors.

Focus on having a good conversation

It may sound simple, but the mark of a good podcast in a nutshell is that it’s a conversation your listeners would like to be part of. So, focus on creating that for your listener. If it’s meant to entertain, then make it entertaining – don’t be afraid to have fun if that’s what you want the person listening to share in. If it’s meant to be informative, keep coming back to the value that your conversation gives. This isn’t the time for obsessing over interview technique (or imposing too many rules on your host, if you’ve hired one that isn’t yourself). Podcast is, by its nature, more informal than a broadcast interview – and your listeners will know that. It’s simply about having a good chat.

Alonement podcast

https://www.alonement.com/



INFLUENCERS + BLOGS

Moving away from ‘traditional’ media, arguably the biggest explosion in the last few years has been influencer marketing. Nowadays, you wouldn’t create a marketing plan without having an influencer strategy too, and there are whole agencies dedicated to building and brokering relationships between brands and influencers.

Working with influencers can be an incredibly powerful tool for getting attention for your brand. The results can be tracked quite clearly in terms of return on investment, which is the beauty of online media. But with such a saturated space, getting your partnerships right and working with the right influencers for your brand is key. This is something we will explore in a later chapter, especially how to work out who is the right fit for you and how to approach influencers.

Blogs are another tool that can be useful in a PR strategy. While blogging may feel a little dated now, there are still lots of blogs that have great SEO and readership, and that fit a particular niche for your demographic. It’s great to think outside the box with PR; there might be outlets that are a lot smaller in terms of readership and MUUs (monthly unique users), but have a very specific community that can benefit you.

SOCIAL MEDIA

Beyond working with influencers, being strategic with your own social media is crucial to any PR plan. While we define PR as what other people say about you, thinking about what you say about yourself and your own company matters – the look, sound and feel of your business will help you stand out from the rest and build your unique business blueprint.

Coming up with a strong social media strategy that includes Instagram, TikTok, LinkedIn and Twitter can be so valuable within a larger PR plan, as it means you are making the most of the channels available to you. This helps build appeal with the press, setting yourself up for more opportunities and creating buzz. Thus I’ll be focusing attention in the book on how you can get your social media on-point and create value in your business.

EVENTS + SPEAKING

Events are another valuable part of a PR plan to consider. Whether it’s your company’s CEO delivering a keynote, being part of a panel talk or hosting webinars, not only are speaking events press-worthy in themselves, but they will also help you build a ‘face’ to your brand, making it more personable. Looking for speaking opportunities is easier than you think and securing high-profile speaking slots is again great for credibility.

These elements can all work together to help you build a well-rounded, multi-media PR strategy, one that works towards your specific goals and desired outcomes. Of course, you can’t do everything at once, so consider what’s most important to your business right now and where you might focus your energy – it’s easier and more efficient to pursue one or two key platforms mentioned above than try to do everything at once.


CASE STUDY:
ALEXANDER HICKSON ON DIGITAL-FIRST PR

Alexander Hickson is a digital PR lead, who helps brands amplify their reach through digital content. Here, he shares his insights on what makes a winning digital-first PR campaign:

Name: Alexander Hickson

Age: 25

Job Title: Digital PR lead

What is a digital-first PR strategy?

Digital-first is about understanding and activating the digital benefits of your campaigns and PR efforts. For many years, the goal of PR has been to gain ‘earned media’, and have brands and companies talked about by the press and public alike. A digital-first strategy looks at effective ways to measure these efforts, through website traffic, conversions and SEO benefits. The more data gained through these methods, the more tailored and effective your PR campaigns can become. Understanding the audience that engages with your brand’s content allows you to build targeted campaigns, and tailor your outreach to publications and press you know the key audience will seek out.

Why is it important for businesses to focus on their digital strategy?

Ultimately, we want to be working smarter. Having a strong and robust digital strategy that lays the foundations for your PR and social media campaigns means that they can be measurable and adaptable. As the relationship between agency and client grows, a good digital strategy is something that is honed and refined regularly to make sure existing and emerging client goals can be met.

What are the building blocks of a great digital-first campaign?

• Relevancy: Is this a topic people are discussing now, or will be in the near future?

• Audience: Who are you looking to target?

• Emotion: You need to know what emotion you want to evoke from your end audience, is it shock, nostalgia, happiness?

• Strong data: Not all campaigns rely on data, but having this to bolster your campaigns and creativity provides multiple angles.

• Innovative multi-channel execution: Why is this digital-first? Consider whether you want to drive links to a website, or have this engaged with on social media – it has to feel and be different so that it can’t just be mentioned in a column in a newspaper.

What’s the most successful digital campaign you’ve ever done for a client and why do you think it worked?

The most successful in terms of SEO impact and revenue was actually for my own brand, launching my candle company Flaming Crap. In many ways, it was a test of the power of using digital PR as the sole marketing tool to launch a completely new ecommerce brand. It gathered 300+ links and generated over £15,000 in revenue from an idea, a simple photoshoot and a press release.

We created a candle that was multi-scented like the year 2020 including hand sanitiser, banana bread and scents of ‘Joe Exotic’ to reminisce around the first lockdown. We launched this campaign the week prior to the US election in which Donald Trump lost, and found it exploded across all media in the UK, US and internationally. It played into a light-hearted, topical comment on the year, that offered the ‘perfect tonic’ to the US election coverage. As well as driving hundreds of links to our website and product page, helping with keyword rankings, it drove thousands of new users to our site during November and December 2020, which led to hundreds of conversions and increased revenue.

What’s the most common thing brands overlook when it comes to digital-first PR?

Brands often stump themselves by thinking some of their existing media or PR activity can’t be leveraged towards their digital goals. Often existing content or previous campaigns that sit on a site are the first place I would look to see if there are any quick wins to amplify a digital-first campaign. However, one of the main things is understanding what those goals are.

Does the brand want links to help with SEO goals? Do they want links to drive traffic? Do they want to increase engagement on their social media channels? Or do they want all of the above?

Often those goals will define the execution of that campaign, not necessarily the idea – a good idea can be utilised across multiple media channels.

Any advice on how to execute a successful digital campaign using social media?

Social media can be harnessed in multiple ways for a successful digital campaign:

• Inspiration: researching trends or conversations, memes or ways people are engaging with certain content.

• Strategy: you can look at engagement of topics to see what’s producing results, this is essential in making sure your campaign aligns with your digital goals.

• Execution: often some of my most successful pitches occurred through building relationships or sending pitches through social media. Not in the same way I would via email, but by helping understand the landscape of the niche I was pitching to.

What do you think the future of digital PR is?

Soon I think ‘digital PR’ and ‘traditional PR’ will become one. We’re already seeing ‘traditional’ techniques used for digital goals. Anyone who thinks digital PR is just beneficial for SEO is only scratching the surface.

The success of digital PR can be measured in ways that other PR methods can’t be. However, I do think we’ll see Google focusing on relevancy and sentiment more when analysing a website’s backlink profile.

Follow Alexander on Twitter

https://twitter.com/alexhicksonpr



WHY DOES PR MATTER?

PR matters because we all want to have successful, thriving businesses, but there’s a ceiling on how much you can do for your business yourself and publicity helps take your career to the next level. Whether it’s reaching more customers, going viral on TikTok and getting an influx of sales, or being endorsed by a credible publication, the benefits of PR can convert into so many factors for your business.

PR is important because we demand more from brands every day: we now expect businesses to act like people, to have ethics, values and an ethos, to have a social conscience and to be doing good in the world. We expect more from brands in the way that they act and treat the world around them – the planet, their customers, other businesses – and PR is one of the ways that you communicate the good that you’re doing in the world. It provides a peek behind the curtain of your business and tells a story that might not otherwise be shared. That story matters.

To me, the fundamental principle of PR is: have a good story and pitch it in a compelling way. Sounds simple right? Well, it is, if you know what makes a good story and a captivating pitch, which is what I’m going to reveal in this book, alongside other secrets.

WHAT ARE THE BENEFITS OF PR?

There are loads of fantastic benefits of PR, and if you’ve bought this book, I’m sure you don’t need a lot of convincing that it’s beneficial for your business. Let’s highlight some of the key advantages of receiving attention in the press and what you should be thinking about when building your PR plan. Here are some ways it can strategically benefit your brand:

CREDIBILITY

This one is particularly relevant if you’re a business with a prominent founder or CEO. A credible business is one that is trustworthy, reliable and has great customer relationships, one that is believed in and supported by its audience. If you’re featured in a credible publication, such as the Sunday Times or Business Insider, your credibility automatically grows as your brand is aligned with and elevated by theirs.

BRAND-BUILDING

You might have the best brand in the world but has anybody heard about it? And if they haven’t, how are you going to spread the word? Being featured in a digital publication such as Metro, which has hundreds of thousands of daily readers, will give your business the super-charge it
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