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COMMUNICATIONS	  BINGO	  

•  Your	  boss,	  John,	  is	  very	  excited	  about	  a	  new	  product	  
that	  he	  wants	  to	  launch.	  	  He	  invites	  you	  in	  as	  
Communica5ons	  Manager	  to	  sit	  down	  and	  talk	  about	  
strategy.	  	  What	  are	  his	  first	  thoughts?	  

	  A.	  Press	  release	  
	  B.	  Tweets	  about	  the	  press	  release	  
	  C.	  Video	  of	  talking	  head	  with	  quotes	  from	  press	  release	  
	  D.	  Ghost	  wriVen	  blog	  mirroring	  press	  release	  	  

•  ANSWER:	  PRESS	  RELEASE!	  
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CONTENT	  STARTS	  WITH	  STRATEGY	  
Communica5ons	  strategy	  consists	  of	  the	  following:	  
•  Defining	  your	  goal	  
•  Spelling	  out	  your	  business	  objec5ves/desired	  outcomes	  
•  Targe5ng	  your	  audience	  
•  Crea5ng	  effec5ve	  messages	  
•  Choosing	  metrics	  that	  maVer	  
•  Op5mizing	  channels	  
•  Analyzing	  insights	  

	  
TIP:	  Set	  goals/objec5ves	  and	  metrics	  that	  are	  achievable,	  
meaningful	  and	  targeted	  
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DEFINING	  YOUR	  OUTCOMES	  

ASK	  THE	  FOLLOWING	  QUESTIONS:	  	  

•  Which	  outcomes	  can	  be	  Ced	  to	  content?	  
•  What	  role	  can	  a	  press	  release,	  blog	  or	  other	  wriVen	  
content	  play	  in	  reaching	  outcomes?	  

•  Do	  we	  have	  enough	  differen5ated	  content	  to	  move	  
the	  needle?	  

•  What	  is	  achievable	  within	  strategy	  and	  5meframe?	  	  
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HOW	  TO	  TARGET	  YOUR	  AUDIENCE	  
WITH	  MESSAGES	  

•  Tailor	  messages	  for	  mediums	  
(rela5ng	  to	  content,	  pla_orms)	  

	  
•  Target	  your	  wriVen	  content	  using	  
right	  channels	  

	  
•  Figure	  out	  what	  resonates	  
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USING	  METRICS	  THAT	  MATTER	  

• MANTRA:	  Count	  outcomes,	  not	  outputs.	  

•  Just	  because	  you	  can	  count	  it	  doesn’t	  
automa5cally	  give	  it	  meaning.	  

•  Measurable	  goals	  for	  media	  rela5ons	  may	  
focus	  on	  increasing	  influence	  and	  
engagement.	  
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GIVE	  STAKEHOLDERS	  WHAT	  THEY	  
WANT	  

•  Effec5ve	  strategies	  to	  build	  consensus	  internally	  
on	  the	  value	  of	  the	  content	  strategy	  
Ø What	  is	  in	  it	  for	  them?	  
Ø Why	  will	  it	  work?	  

	  
•  Bring	  external	  stakeholders	  to	  the	  table	  

Ø Target	  channel	  
Ø Differen5ate	  your	  brand	  value/increase	  their	  
brand	  value	  
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HOW	  TO	  MAKE	  YOUR	  PRESS	  RELEASE	  
SING	  

•  Think	  about	  elements	  in	  a	  press	  
release	  or	  other	  wriVen	  content	  
needed	  to	  achieve	  your	  goals	  
•  Strong	  headline	  and	  lede	  
•  Images/video	  
•  Calls	  to	  ac5on	  
•  Integra5on	  with	  pla_orms	  
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THE	  STORY	  OF	  YOUR	  CONTENT/PRESS	  
STRATEGY	  

•  Think	  about	  the	  story	  you	  want	  to	  tell	  
your	  leadership	  about	  your	  strategy	  
Ø Pick	  metrics	  that	  support	  that	  story
	  	  

•  Jon	  and	  Barry	  will	  cover	  some	  of	  the	  
latest	  tools	  to	  help	  you	  tell	  that	  story	  
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TIPS	  FOR	  PRESS	  RELEASES	  

•  You	  can	  test	  headlines.	  
•  Calls	  to	  ac5on/engagement	  drivers	  
should	  be	  prominent	  and	  direct.	  
• Write	  a	  release	  your	  Aunt	  Myrtle	  wants	  
to	  read.	  
•  Think	  about	  the	  reporter	  reading	  this	  on	  
his/her	  mobile	  device.	  
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TIPS	  ON	  HOW	  TO	  SET	  METRICS	  

•  Figure	  out	  what	  you	  are	  measuring	  
first	  and	  why	  the	  what	  maVers.	  
•  Pick	  right	  measurement	  tool(s).	  
•  Ask	  if	  we	  are	  measuring	  and	  
evalua5ng	  with	  the	  truth	  in	  mind.	  
•  Deciding	  when	  enough	  is	  enough.	  
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TIPS	  ON	  HOW	  TO	  TALK	  ABOUT	  ROI	  

•  ROI	  isn’t	  easy	  to	  measure,	  but	  leaders	  will	  ask.	  
•  Ways	  to	  5e	  content	  to	  ROI:	  

Ø Revenue	  realized	  
Ø Cost	  savings	  
Ø Increased	  visibility	  
Ø PosiCve	  engagement	  
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PESO	  MODEL	  
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CASE	  EXAMPLE:	  AARP	  CAREGIVING	  
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CASE	  EXAMPLE:	  AD	  COUNCIL	  
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CASE	  EXAMPLE:	  AARP	  REAL	  PAD	  
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CASE	  EXAMPLE:	  	  HILLARY	  CLINTON	  
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CASE	  EXAMPLE:	  	  HILLARY	  CLINTON	  
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CASE	  EXAMPLE:	  	  UVA/ROLLING	  
STONE	  
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CASE	  EXAMPLE:	  CALL	  TO	  ACTION	  
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AARP	  ADDRESSES	  HUNGER	  
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CASE	  EXAMPLE:	  DRIVE	  TO	  END	  
HUNGER	  
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THANK	  YOU!	  

	  
	  
MARY	  LIZ	  BURNS	  
Communica5ons	  Strategies	  Director	  
AARP	  
mlburns@aarp.org	  
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