Publicity is a powerful tool
By Stephen Rhodes
With apologies to my friends in the ad business, a public relations campaign can often be more effective than advertising. Publicity has another advantage. It’s free and research seems to suggest a news story or news item, in whatever medium, has more credibility with the public than advertising. 
The key to success is having something to say that people - customers, your neighbor, the candlestick maker - might find interesting.  Beyond having something to say, it’s important to clearly define the objective. What do you hope to achieve?
Are you trying to establish your expertise with your peers or customers? Are you trying to build goodwill among customers, suppliers, or your community? Perhaps you hope to create or reinforce your brand or image? Maybe you want to inform and create good perceptions about your company and services or introduce a new service or product to your market? Maybe you have a crisis at hand and you want to affect the media coverage.
Understanding the objective is essential if you want to measure the outcome. And you do want to measure the outcome. Publicity might be free, but it does take time and energy and you want to know that time invested was worthwhile. So, set a measurable goal or goals around the objective. 
Then determine your target audience - who you want to reach and what do you want to say? 
Develop your plan by determining which tools will best reach your target group. You should consider press releases, websites, newsletters, event sponsorship, newspaper interviews, speaking engagements and even a press conference. You might simply want to reach your customer base, so perhaps a newsletter or email is the right tool. You might be making a donation to the hospital, so you want a broader medium like the local newspaper, radio or TV station. 
Use your data base to support your publicity campaign with an email or a blog to customers. Develop a schedule for your campaign and co-ordinate it with other marketing and sales initiatives. Make sure your employees know about the campaign, so they can talk it up in the community.
And finally, track the results. Did you achieve the defined objectives and goals of this campaign? Should you consider modifying your original plan? If so - how and why? 
Most important, have something to say. A publicity campaign without something to say is a waste of time. 
Publicity is a powerful marketing tool. Success depends on developing an objective, setting measurable goals and execution.  
