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For PR, Vying for Attention is
Becoming the New Currency

Future trends favor
communication role

Whether it’s boosting their
analytical skills or building ties
with the IT department, CCOs
and other senior PR executives
face a slew of new challenges
these days. The pace of change
in marketing communications
is dizzying, of course, but it’s
only going to accelerate. So it
was fitting that the Arthur W.
Page Society spring meeting in

DID YOU KNOW

1. CCOs’ future takes
center stage at Arthur W.
Page spring meeting. (p. 1)

2. Which online critics
deserve a response? (p. 1)

3. Why consumers drop
social channels. (p. 2)

4. Can you hear your team?
(p- 3)

5. Adding sharper visuals to
PR and marketing. (p. 6)

6. How to enliven quotes in
written materials. (p. 7)

7. Hostess plays ball; Lane
Bryant thumbs its nose at
Victoria’s Secret. (p. 8)

New York last week spent most
its time focussing on future
trends facing communicators.

The major takeaway was
that for PR pros the future is
uncharted but, in light of some
of the cultural indices, loaded
with opportunity.

“CCOs have a strong voice
and, as a result, companies
are acting on key issues
that are important to their
employees and the communi-
ties where they work,” said
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» Social Media

Confronting the Critics Online

How to deal with
‘Friends’ in low places

Engagement—it’s a goal of
almost all social media strate-
gies. Likes, retweets, followers,
replies and comments are the
surest sign of a vibrant social
media presence. But what hap-
pens when engagement takes a
turn for the worse, when a post is
met with criticism, when a reply
to criticism is met with addi-
tional criticism, again and again?
Unfortunately, most organiza-
tions unwittingly have slipped
into a spiral of negativity on
Facebook or other social media
platforms at one time or another.
If this has not happened yet, it
perhaps means the organization

BY THE NUMBERS

Event Producers and Meeting Planners
Increase Their Mobile Events App Budgets

100

=0 66%
57%

83%

Top 25% largest app
budget increase average

Top 204 largest app
budget increase average

Top 10% largest app
budget increase average

YOUR SHOW OF SHOWS: Mobile apps are among the fastest-growing
areas in the events and meetings arena, according to a recent survey

of 300 association and meetings executives. The respondents included
brands and organizations with major event and meetings programs.
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By Jim Coll

has not been engaged in social
media long or intensely enough.
At its worst, social media is
a place for “Friends” to ques-
tion an organization’s integrity
or motives and for trolls to
attack, often with language that
they might not use in person.
At its best, there are few
better catalysts to spread
positive energy and emotion
quickly. The best crisis man-
agers know when to step back
and allow venting, and when to
capitalize on positive feelings.
The good news for orga-

generally and
quickly moves on
to the next social media crisis.
In other words, the pain, albeit
especially harsh and particu-
larly intense, usually is brief.
In an emotional Facebook
back-and-forth, both parties
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“Look in a mirror

nizations is that there are and say,
Friends in low places. No one , -
with a vibrant and large social Are you sure?

media following is exempt
from sharp, sarcastic and often
unwarranted criticism. The
better news is that the public

Read more great advice in
PR News' Best PR Advice Compendium
prnewsonline.com/prpress

©2015 Access Intelligence LLC. Federal copyright law prohibits unauthorized reproduction by any means and imposes fines of up to $100,000 for violations.



PRNews

ISSN 1546-0193

Group Editor, Matthew Schwartz,
212.621.4940, mschwartz@accessintel.com

Editorial Director/Events, Steve Goldstein,
sgoldstein@accessintel.com

Graphic Designer, Yelena Shamis,
yshamis@accessintel.com

Group Content Manager, Richard Brownell,
Rbrownell@accessintel.com

Writer/Editor, Brian Greene
bgreene@accessintel.com

Director of Marketing, Laura Snitkovskiy
Isnitkovskiy@accessintel.com

Director of Market Development,
Laurie M. Hoff Ihoft cessintel.com

VP of Marketing, Amy Jefferies,
ajefferies@accessintel.com

Marketing Coordinator, Rachel Scharmann,
rscharmann@accessintel.com

SVP/Group Publisher, Diane Schwartz
dschwartz@accessintel.com

President & CEQ, Don Pazour
Chief Operating Officer, Heather Farley

PR News Advisory Board

Paul A. Argenti — Tuck School of Business

Ned Barnett — Barnett Marketing Communications
Mary Buhay — Gibbs & Soell

Steve Cody — Peppercomm

Neal Cohen — APCO

Carol Cone — Edelman

Peter Debreceny — Gagen MacDonald
Christopher L. Hammond — Wells Fargo

Mike Herman — Communication Sciences

Laura Kane — Marsh

Ken Makovsky — Makovsky

Michael McDougall — McDougall Communications
Larry Parnell — George Washington University
Mike Paul — Reputation Doctor LLC

Deborah Radi - Senior PR Consul

Brenda C. Siler — Communications Director AARP D.C.
Stephanie Smirnov - Edelman

Helene Solomon — Solomon McCown & Co.

Doug Spong — SPONG

Cheryl Walsh — FIRST

Mark Weiner — PRIME Research

PR News Board of Contributors

Dave Armon — 3BL Media

Andy Gilman — CommCore Consulting

Bruce Jeffries-Fox — Jeffries-Fox Associates
Angela Jeffrey — Salience Insight

Richard Laermer — RLM Public Relations
Richard Levick — Levick Strategic Comms
lan Lipner — Lewis PR/YoungPRpros
Maureen 0’Connell — Cone Communications
Katie Paine — Paine Publishing LLC

John Roderick — J. Roderick Inc.

Rodger Roeser — The Eisen Agency

Lou Thompson — Kalorama Partners

Reid Walker — Dir. of Communications, United States Senate
Tom Martin — College of Charleston

Group Subscriptions - Laurie M. Hofmann,
Ihofmann@accessintel.com

Additional Copies & Article Reprints -
Contact Wright's Media, 877-652-5295;
info@wrightsmedia.com

Access

Intelligence

Published weekly by Access Intelligence, LLC
4 Choke Cherry Road, Rockville, MD 20850

Client Services:
Phone: 888.707.5814 * Fax: 301.309.3847
e-mail: cli vices@accessintel.com
New York Editorial Office:

88 Pine Street, Suite 510, New York, NY 10005
Phone: 212.621.4890 * Fax: 212.621.4879

For subscribers only: full access to PR News
article archives at ‘www.prnewsonline.com

P Infographic

Why People Abandon Your Social Platforms

It's considered an occupational
hazard among PR and mar-
keting executives: Blasting suc-
cessive emails to audiences to
make sure they see the content.
Lather, rinse, repeat. But you
may want to delete “occupa-
tional” from the equation and
simply call repeated email blasts
for what they are: a hazard to
serving your audience, culti-
vating new relationships and
enhancing your brand value.

Nearly one-third of con-
sumers unsubscribe from
emails due to overly frequent
messages, according to a recent
infographic produced by
BuzzStream and Fractl.

So, if your email open rates
are declining rapidly it may be
high time to reevaluate both your
email content and how often you
distribute the same message. It's
a similar situation with people
unsubscribing from brands’

social media accounts. People
feel they receive too many emails
containing boring content.

If you want to encourage
people to read your email mes-
sages consistently and stay
dedicated to your social chan-
nels, without bolting and never
returning, the remedy seems
fairly straightforward.

Less is more, don’t bom-
bard your audience and never
be boring.

m emails?

Why do you unsubscribe

14%

24% said that they unsubscribe from
emails because the content is repetitive
and boring.

24%

28% said that they unsubscribe from
emails because their inbox is getting
crowded and they want less clutter.

28%

33%

33% indicated that people unsubscribe
from emails due to overly frequent
emails.

The content is irrelevant
to the brand

The content is
repetitive and boring

Too frequent
emails and [ want less clutter

My inbox is getting crowded,

What would provoke you to unfollow a brand’s official social media account?

The content is repetitive and boring

The page posts too frequently

My news feed is getting crowded and | want less clutter

M Al Networks

The brand’s activities offended me
Facebook

The content is irrelevant to the brand Twitter

Lack of engagement

| found a competing brand I'd rather follow

-

Source: BuzzStream and Fractl 5% 10% 15%  20% 25%
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Listen to Your Team and be Listened to

Talk to a senior PR executive
on the brand side or from

an agency and it will take all
of five minutes before the
person starts to discuss the
importance of his or her team.
Despite the proliferation of
social platforms, employees
remain integral to effective

communications and brand
messaging. It’s quickly become
a mantra among companies
of all stripes: If you don’t get
buy-in from your employees
on a branded campaign or
message, it’s unlikely that con-
sumers and other stakeholders
will be impressed.

That’s why it’s increasingly
crucial for PR managers and
directors to take a proac-
tive approach to creating and
cultivating a robust team.
Half the battle is listening to
people closely. This is not to
be underestimated. If youre
not listening to employees

closely and vesting them with
legitimate responsibilities, they
eventually are going to stop
listening to you.

The end game is a PR
vacuum that can cost your
company dearly by decreasing
awareness, declining trust and
eroding trust.

5 Tips for Creating a Committed, Productive Team

v Develop a positive relationship with each team member
Smart leaders recognize organizations are made of individuals
who want to be heard, valued and treated with respect. At the
heart of effective leadership is building and maintaining positive

relationships at all levels.

v'  Listen, listen, listen

When you give team members your undivided attention and
really listen to what they say, you build trust. Listening shows
that you care about what they think and are open to hearing a

voice other than your own. Listening helps you stay in touch with

what’s really going on in the organization, helping you maintain

credibility.

In a 2014 survey of more than 300 employees, the American
Management Association found that one-third of respondents
said they believe their leadership is “stuck in a bubble” most of
the time. This phrase refers to leaders who are out of touch with
employee concerns or realities of the workplace.

v Include team members in decision-making
In line with the organization-wide “Equal Voice Initiative,”
our internal communications team values staff input and a
mutually respectful professional environment. The values
of speaking up, listening to and respecting the viewpoints
of others apply to all of us in every professional interac-
tion. Giving everyone a chance to weigh in and participate in
problem-solving shows team members their opinions matter,

which is empowering. It ultimately leads to a “we” and “us”
team mentality and can be the difference between a committed
employee and a complacent one, who merely goes through the

motions.

v’ Identify and reinforce team members’ strengths
When leaders focus on and invest in employees’ strengths, the
odds of each person being engaged rise eightfold, according to

Gallup research.

A study published in Social Neuroscience (June 2013) concluded
positive coaching activates important neural circuits and stress-
reduction systems because it encourages employees to envision a

desired future.

v’ Give team members real responsibility
One of my favorite expressions is that true leaders create more
leaders, not more followers. This requires encouraging team
members to adopt leadership characteristics, such as being pro-
active, open-minded and resourceful.

Encourage team members to build relationships with others,
seek information on their own, suggest ideas and make decisions
independently where appropriate. In our organization, internal
communication team members are all responsible for taking

the lead on various communication plans, whether the focus is
on rolling out technology, launching programs and initiatives,
explaining organizational changes or promoting events.

Source: Michelle Meadows, director of the Internal Communications Program in the Center for Drug Evaluation and Research’s Office of Communications,

U.S. Food and Drug Administration

Prove Your Weight in Platinum

PR News’ Platinum PR Awards salute the year’s most outstanding communications
initiatives and programs in the highly competitive and dynamic PR arena. The

winners are from corporations, agencies and nonprofits who took chances, made
tremendous strides and understand the power of public relations.

N
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CCOs

» Page 1

Gary Sheffer, VP, corporate
communications and public
affairs at GE Corp. “The
value of our profession has
never been higher”

But PR pros are going to
have to put on their running
shoes in order to capitalize on
myriad changes.

“The real story is not
change, but the speed” of it,
said Edie Weiner, president/
futurist at Weiner, Edrich
Brown, whose session “The
40,000 Foot View: What Does
the Future Really Hold?”
helped kick off the two-day
meeting which was attended
by more than 300 senior
PR executives.

ATTENTION ECONOMY

One of the biggest changes
expected in marketing com-
munications is the advent

of what might be called the
Attention Economy, in which
the ability to reach an intended
audience becomes crucial to a
brand’s ability to make money.

“We're into an era in which
attention becomes the cur-
rency, Weiner said. “What we
pay attention to is worth a great
deal of money to the person
trying to get your attention. It’s
the biggest challenge facing PR
executives...In the future, a lot
of people won't pay attention to
who’s sending the message, but
where they find it”

Weiner pointed to macro
trends that—from a business
standpoint—will put a higher
premium on CCOs’ perfor-
mance and their ability to
interpret what cultural changes
mean for brand reputation and
messaging architecture.

» A decline in critical
thinking. As information
becomes ubiquitous and its
distribution easier, CCOs and
senior PR pros increasingly will
be asked to provide context to
the public about their compa-

nies, what they stand for and
how they communicate.

» A crisis in trust. CCOs have
to understand not just the
“cliché” of consumers losing
trust in companies and institu-
tions, Weiner said, “but what's
at stake” for your brand and
corporate reputation as a result
of the ongoing erosion in con-
sumer trust.

» Defrocking professional
priesthoods. Weiner stressed
that there’s a growing movement
away from credentialed and
institutionalized information and
toward beliefs informed by an
individual’s personal network.
“In the future, you can't just push
out a message based on what you
believe, but [the message must
resonate with]what your audi-
ence believes,” Weiner said.

She added: “More and more
people are moving into the par-
adigm of learning rather than
the paradigm of education”

BEELINE TO THE C-SUITE
As PR pros take on more respon-
sibility for brand reputation, they
also can expect increased scru-
tiny from the tippy top.

Jon Iwata, senior VP of
marketing and communica-
tions at IBM Corp., presenting
preliminary findings from “The
Future of the CCO” report, said
CCO net engagement across
the entire C-suite has grown 32
percent since 2010.

The new survey, from
a sample of roughly 200
responses, pointed to why PR’s
future performance will be tied
to technology: CCO engage-
ment increased the most with
CIOs (44 percent), followed by
COOs (39 percent) and CMOs
(33 percent).

Asked where CCOs are
most rapidly increasing their
investment, social media came
out on top (37 percent), fol-
lowed by owned media (30 per-
cent) and metrics and tracking
systems (20 percent).

- 11 11

SETTING THE STAGE: Delivering preliminary results from Arthur W. Page’s
‘Future of the CCO’ report, IBM senior VP Jon Iwata touted funding for jobs
like digital strategist and culture czar, as PR seeks to bolster in-house skills.

The Future Chief Communications Officer Will:

Continue to be grounded in the enduring
responsibilities of chief communicators

» Strategic counselor

» Guardian of enterprise reputation

» Critical thinker
» Relationship builder

Acquire differentiating business leadership skills

» Deeper business acumen

» Integration expertise

» Authentic business leadership

Build and operate systems and capabilities
that directly engage individuals at scale
» Leverage data to more efficiently understand segments

and, increasingly, individuals

» Create channels and platforms to connect with those

individuals directly

» Engage with those individuals, not only to shape opinion,

but to shape behavior

Source: Future of the CCO, Arthur W. Page Society

NEW JOBS/ TALENT

“We need to spend money
and create new ways to sup-
port in-house capabilities,”
Iwata said. New job titles
emphasizing the supporting
of those in-house capabilities
will include digital strategist,
culture czar and integration
manager. While PR pros must

brace for a devilishly com-
plicated future, “long-term
planning” may becoming
oxymoronic. It’s a fine line
between how to project for
the future and how to fund it.
“There are significantly dif-
ferent KPIs for (PR),” Iwata
said, “than from even three
years ago.”

4
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Social Media

» Page 1

can lose, but the organization
stands to lose the most.

How and when should
organizations interact with a
social media critic? Certain
careful considerations can help
guide an appropriate response.

First, organizations would be
wise to ask the same questions
about the crisis they would have
asked 10 years ago. The same
situations still warrant apologies.
The same situations warrant the
same responses. The right thing
to do is still the right thing to do.

Second, organizations are
mistaken when they believe
that social media has changed
communication in every way.

Speed has increased, but
the basic principles remain.
Whether it’s said on Facebook
or presented at a news con-
ference, audience members
must trust the organization
and know that it has their best
interests at heart.

The University of Southern
Mississippi presents a deci-
sion-making tree to faculty
and staff who manage social
media accounts to help guide

How to Deal With Social Media Complaints

responses to negative feedback
(see graphic below).

Its overarching aim is to
take emotion out of the evalu-
ation, as quick-to-anger is not
the way for an organization
to respond to even the most
ridiculous criticism.

During a crisis, not every
complaint warrants a response
and not every question deserves
an answer. Organizations
cannot and will not win over
every commenter.

Trying too hard could be
a sign of insecurity. Learn
which posts warrant responses.
Organizations should comment
when they have something to
clarify or add to the conversation.

Some additional consider-
ations include:

» Is the criticism accurate
and reasonable? If yes, the
organization may benefit
from a thoughtful response
that acknowledges the criti-
cism and establishes a path
toward correction or rectifi-
cation of the issue.

» Is it someone who genu-
inely is misinformed? If yes,
a careful clarification of the
misinformation and addi-
tional detail could benefit
the organization.

» Is it a critic who is consis-
tently posting off-topic? If
yes, then an initial response
could address the concern,
but hiding the posts or
eventual banning of the user
should be considered.

» Is the person being rude or
using sarcasm or profanity? If
yes, hiding the posts or banning
the user should be considered.

While the decision tree helps
less-experienced page managers
avert disaster, advanced social
media management requires
adherence to basic principles of
public relations.

Facebook page managers
frequently err when they mis-
take social media for a foreign
or unique form of communica-
tion. One basic rule of thumb is
to reflect on a similar in-person

During a crisis, PR managers need to properly assess which complaints are worth a response.

ACCURATE AND REASONABLE? NG

YES

o 15 TOPIC
: SENSITIVE2

TAKE CARE
TO RESPOND
APPROPRIATELY

YES

GIVE THEM
ANOTHER
AVENUE TO
REACH YOU
{L.E. PHONE
NUMBER)

ENGAGE
PRIVATELY

Source: University of Southern Mississippi

UNHAPPY STAKEHOLDER? NO

YES

ENUINELY MISI

IS TOPIC
SENSITIVE?
NO YES
DC NOT
ENGAGE

REFER TO
SOCIAL MEDIA

CONFIRM CORRECT
INFORMATION AND
RESPOND

COMNFIRM CORRECT
INFORMATION AND
RESPOND

ETIQUETTE GUIDELINES

TROLL?

IS THIS PERSON
CONSISTENTLY

POSTING NO

NEGATIVE
MONITOR

COMMENTS?

YES

MONITOR

REFER TO
SOCIAL MEDIA
ETIQUETTE GUIDELINES

interaction. The platform
should not necessarily change
the approach.

Think of the organization as
a person. If a person would not
typically respond in-person to
the critic, why should he/she do
so on Facebook?

If a clarification of facts
would be offered in-person,
why not on Facebook as well?
Ask yourself if a person on
the street approached and
uttered an insult, would you
respond? It probably depends
on the insulter. The same con-
siderations should be weighed
on Facebook.

For instance, ignoring the
critic who has little or no influ-
ence on others, doesn’t under-
stand the issue and will have no
influence on an organization’s
future words or actions is often
the best strategy.

Experienced organization
managers have learned that to
win a social media dispute they
must stoop to levels the critic is
apt to go, but to which the page
administrator is unwilling to
go. Sarcasm is fine for the troll,
not for the organization.

The best crisis managers
keep a level head. Some of the
best, most thoughtful responses
to criticism acknowledge the
criticism and then bridge back
to a key message. It is the
administrator’s job—a difficult
one at times—to keep the focus
of the conversation on the pri-
mary topic of discussion.

Of course, a page admin-
istrator can stand his or her
ground and still be polite. He
or she can disagree with the
criticism but still be empathetic
and sincere. When all else fails,
be polite and kind.

CONTACT:

Jim Coll is CCO at The
University of Southern
Mississippi. He can be reached
at james.coll@usm.edu
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By Mike Crawford

Using Visuals in Content/Strategic Marketing

Disparate ways to
encourage audiences

With today’s adult attention
span being shorter than that
of a goldfish, communica-
tors have to try harder than
ever to capture eyeballs.
Whether you communicate to
an audience on social media,
through a blog post or even
print media, visual elements
must be included to capture
the few brief seconds before
the reader moves on to some-
thing else.

As easy as it is for me to
describe a fire on a beach at
sunset, you can process an
image of it faster and have
a clearer understanding of
what I was trying to convey.
Communicators have picked
up on this and are using it to
their advantage.

When it comes to mar-
keting and public relations,
brands are using visual ele-
ments more than ever to con-
nect with niche audiences.

Two key strategies PR pro-
fessionals should have in their
toolkit for using visuals revolve
around content and outreach
marketing.

Similar to public relations,
these communications tools
create and maintain relation-
ships with an organization’s key
constituents.

SIMILAR GOALS
Although PR and marketing
are different from each other
in several ways, they share the
same goal: tell a brand’s story
and raise its visibility.
Content marketing is a
strategy that provides valu-
able and relevant material to
a target audience. It can come
in many shapes and forms
such as microsites, blogs,
ebooks, infographics and
contributed articles.

The first goal of content
marketing is to make the
reader say, “Wow! I want to
share this with my friends”
Then, their friends want to
share it with more friends and
the message’s concentric circles
start to grow.

Akin to media relations, out-
reach marketing targets bloggers
and key social media influencers
who already are advocates of the
brand or the industry where the
brand operates.

To do this, a brand contact
will reach out to these advo-
cates and find ways to incorpo-
rate the brand into the advo-
cates’” everyday life.

When executing this
strategy, the most important
thing to remember is that
advocates are not just people
who can talk about the
brand, they are an extension
of it.

These advocates build word-
of-mouth coverage (the top
reason behind purchase deci-
sions) for brands. Relationships
with these advocates should last
far beyond one campaign.

CONTENT MARKETING

So, how can a public relations
professional execute these strat-
egies, incorporate visuals and
enhance their overall value?
Here are a few tips to consider.

« Use sites like Canva to
easily create sharable graphics
that can be included on the
brand’s blog or social platforms.

« These graphics can then
be shared with other outlets as
repurposed content.

« If you want to go deeper,
create an infographic.

o Infographics are a great
way to present a lot of informa-
tion in a snackable form.

« If you have instructional
information to share, use
step-by-step photos with text
accompaniment to illustrate
your how-to blog post.

« Or, use photos to create
a SlideShare presentation and
share with your social networks.

For content marketing to
be effective, the content must
be valuable and relevant to
the audience.

Equinox, a fitness club
with multiple locations across
the U.S. has a health and fit-
ness blog (q.equinox.com)
that provides post-workout
recovery tips, information
about workout gear and heart-
healthy recipes.

Since Equinox facilities
already host exercise enthu-
siasts, its blog gives the audi-
ence an outlet to further its
knowledge about their health
and wellness.

OUTREACH MARKETING
Here, you are reaching out
to other communicators who
love to share visual content
with their audience.

« Send product photos or
videos to be embedded in
blog posts.

« Provide recipes to try with
your brand’s ingredients.

« Send a personalized direct
message on Instagram just to
show some love and strengthen
the relationship.

» You could even ask the
advocate to have its audience
create visuals while using
your product, then share
these images on your own
social platforms.

When Animalz by ReTrak
wanted to promote its kid-
friendly retractable head-
phones just before the busiest
shopping time of the year,
it worked with its agency,
M/C/C, and decided it was
best to use outreach marketing
to connect with moms and
promote an unknown brand.

To do this, the agency
created content including a
press release with informa-

tion about the
volume-lim-
iting headphones, photos, a
BuzzFeed quiz and a product
video. It sent these to targeted
media outlets. The agency
also worked with top mom
technology and travel blog-
gers to secure product reviews
for the headphones.

More than 24 articles were
placed in traditional media
outlets such as The Boston
Globe, Newsday and CNET,
which garnered more than 400
million impressions.

In addition, nearly 80 blog
posts were written and cus-
tomers were engaged through
almost 7,000 tracked social
media actions. These actions
helped drive more than 50 per-
cent of Animalz’s sales in 2014,
with a year-over year increase
of 1,755 percent.

Integrating content and
outreach marketing into
your marketing communica-
tions programs will lead to
an increase in the amount of
engagement with your brand’s
target audience.

Instead of telling your audi-
ence what it needs to know
about your brand, use these
tactics (combined with visuals)
to capture eyeballs and partici-
pate in a two-way dialogue.

Integrating content and
outreach marketing into
your marketing communica-
tions programs will lead to
an increase in the amount of
engagement with your brand’s
target audience.

PR pros now are a part of
the process that has a direct
influence on sales.

CONTACT:

Mike Crawford is president of
Dallas-based M/C/C. He can
be reached at mike_crawford@
mccom.com
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How to Make Your Quotes, Well, More Quotable

Sound bites as
conversation starters

Contemporary Turkish
playwright and novelist
Mehmet Murat [ldan has sev-
eral philosophical quotes on
quotations, including these:

“To read quotations is to live
in a planet with multiple suns!”

“In the garden of literature,
the highest and the most char-
ismatic flowers are always the
quotations.”

Have you ever written a
news release with a quote
that special or profound?
Yeah, me neither.

For news releases and other
public relations materials, maybe
the goal isn't for your CEO’s
quotes to end up in Bartlett’s
but to make some of the clips in
tomorrow’s news roundup.

Why do we include quotes
in our material? We use quotes,
as reporters do, for a variety of
reasons, including:

« To provide critical infor-
mation

« To add credibility, expert
opinion or a sense of being
there

« To give a variety of per-
spectives

By Myra Oppel

o To help move a story along
and create breaks in dense
prose and facts

o To help time-crunched
reporters sound like they did
interviews even when they
couldn’t

MORE PERSONALITY
Quotes, unlike factual prose,
don’t have to be objective.
Quotes can inject personality
and help indicate the emotion
you're hoping to elicit.

To entice a reporter to pick
up your quote, it must sound
like an actual person said it in
an interview.

Take this quote, which is
something I might find when
reviewing one of our news
releases:

“We are committed to
making energy usage data avail-
able to customers to help them
better manage their energy con-
sumption more efficiently.”

While we do want our elec-
tric utility customers to be able
to manage their consumption,
some people might not under-
stand that what we're really
trying to say is more like:

“We're giving customers
tools so they better understand
how and when they use elec-
tricity. By giving more infor-

“You should know the voice of the
people you’re quoting. Are they
formal or do they use colloquialisms?
Do they use contractions in their
normal speech? Most people speak
more casually, so try to mimic regu-
lar speech patterns.”

mation, we’re making it easier
for customers to use energy
more wisely.”

A STRONG VOICE

In other words, make it con-
versational instead of stilted.
“Press Release,” a language
that unfortunately isn’t dead
but should be.

You should know the
voice of the people you're
quoting. Are they formal?
Do they use colloquialisms
or contractions in their
normal speech? Most people
speak more casually, so try
to mimic regular speech pat-
terns.

While it’s important to
know whom you’re quoting,
knowing your audience is more
important.

Avoid jargon and company-
speak at all costs, even if the
person you're quoting would
speak that way. Talk to people
outside your circle in a way
they can understand.

How do you know your
quotes sound authentic? Read
them aloud to someone else,
especially an objective outsider,
to see if they make sense but
also add value.

Quotes help sew together a
story in an interesting way, but
they also need to contribute
information.

“We are working very hard
to restore power.”

Will any reporter include
that quote in a news story? Not
likely. Quotes need to give
color but also information. If
nothing factual is included, you
need to rework your quote.

“Our line crews understand
the hardship the outages are
causing for our customers during
this blizzard. Theyre working in
bucket trucks in bitter wind and
snow for 16-hour shifts so they
can get power back on as quickly
as possible”

This con-
tains factual
information: We work 16-hour
shifts, even in harsh conditions.
It also is emotional: We care
about our customers and are
willing to sacrifice for them.

EMOTIONAL RESCUE

It also subtly elicits emotion:
Please be patient because we
are working as fast as we can
in extreme weather to get your
lights working again.

Another critical element is
to consider whether the person
youre quoting is the right source.

The quote about working
in harsh conditions is strong
coming from an executive, but
it might be stronger and more
credible coming from one of
the line workers in the field.

Three of our linemen helped
save a toddler from a house
fire a couple of years ago. Our
comments came from workers
on the scene, not bosses in the
office.

Quoting the boots on the
ground gave us more detail and
more color, drew more interest
and got more media play. After
all, that’s your goal: telling your
story and getting your quotes
quoted by the media.

(Learn more about effective

PR writing by attending PR
News’ Writing Boot Camp,
which takes place April 21 at
the National Press Club in
Washington, D.C. Featured
speakers include Elizabeth
Hillman, senior VP, communi-
cations at Discovery Education,
and Christopher Jenkins, editor,
The Washington Post.)

CONTACT:

Myra Oppel is regional
communications VP for
Pepco Holdings Inc. She can
be reached at myra.oppel@
pepcoholdings.com
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An Embarrassment of Riches.
Hostess Cupcake really hit it
out of the park for its Opening
Day tweet. The tweet featured
a Hostess Cupcake with two
red frosting swirls that make
it look like a baseball in honor
of the season’s opening day.
However, accompanying the

tweet is one word: Touchdown.

Hostess got
batted
around a bit
in the
Twitterverse
for confusing
its sports
terms, but Ellen Copaken,
Hostess Brands’ senior director
of marketing, told The Blaze
that “touchdown” was inten-
tional. “Since embarking on the
‘Sweetest Comeback in the
History of Ever’ nearly two
years ago, Hostess has
employed a strategy aimed at
contemporizing the brand,”
Copaken said. “The bolder
approach has been particularly
visible in the brand’s social
media platforms.

The Touchdown’ line was
intentional; it’s fun and aimed
at young audiences who are in
on the running joke — which,
of course, is the go”

We bet the PR stunt was
by design. Say what you will
about the tweet being too cute
by half or appealing to just a
certain segment of the popula-
tion (read: Millennials), but the
tweet went viral. People talked
about it. Mission accomplished.

Make Sure You Quote
Accurately. When Twitter
came on the scene in 2005 part
of its charm was that you had
to craft a message in 140 char-
acters or fewer. That’s changed,
for better or worse, thanks

to Twitter’s revamped “quote
tweet” feature.

The offering embeds a

tweet within a tweet, instead of
quoting text, while providing
the context of the original
tweet that you're replying to.
It's another way for PR execs to
fuel (and enlarge) the conversa-
tion and not be constrained by
140 characters.

But they’ll also have to
brace for more back-and-forth
that the service will facilitate.

Beware the ‘Cascade Effect.
It may be a significant reason
for the fairly constant turnover
in PR and communications
precincts: More than half of
managers (51 percent) have
“checked out” from their job,
while 14 percent of managers
are actively disengaged, a
recent Gallup survey says.
This has a huge influence
on internal communications
because of what Gallup calls
the “cascade effect,” meaning
employees’ engagement is
directly related to their man-
agers’ engagement—whose
engagement, in turn, is directly
influenced by their man-
agers’ engagement. Employees
supervised by highly engaged

A roundup of PR and marketing-related news

managers are 59 percent more
likely to be engaged than those
supervised by actively disen-
gaged managers, according to
the survey.

The data, culled from a
panel of more than 60,000
people, also found that just
30 percent of U.S. workers are
engaged.

New
Connection
for PSAs.
A Connect360
" Multimedia
last week

rolled out “PSA Good4Good”
campaign, offering nonprofit
organizations a no-cost
opportunity to disseminate
their TV and/or radio PSAs
to broadcast stations across
the country.

“Many nonprofits have
PSAs produced pro bono, but
they lack the funds to dis-
tribute them to the media,”
said Annette Minkalis,
Partner and Executive VP of
Connect360 Multimedia.

She added: “Connect360
created PSA Good4Good
to do ‘good, to provide free
distribution services to well-
deserving organizations. The
hope is for the media to do
‘good’ by considering the
spots for potential airings”

Connect360 has created
a special digital platform for
“PSA Good4Good” where all
the accepted PSAs from par-

ticipating nonprofits will be
hosted. The digital platform
will be available to stations
from June 1-June 30 this

year. Submissions for “PSA
Good4Good” will be accepted
through May 8.

it o haal

Undercover Angels. Lane
Bryant launched an ad cam-
paign last week introducing
Cacique, the plus-size retailer’s
new lingerie line, but it was
the PR supporting the ad cam-
paign that’s generated the most
buzz. The campaign features
the hashtag #lmNoAngel,

a not-so-subtle swipe at
Victoria’s Secret models, who
are referred to as “Angels”

The hashtag generated
more than 7,000 tweets, a third
of them positive, according
to data culled by Crimson
Hexagon (per Digiday).

The campaign points to
how brands and organizations
can ride the Zeitgeist; in this
case, taking part in the growing
movement against the perfectly
proportioned models pervasive
in fashion ads.

It’s also a reminder that cre-
ating a unique and accessible
hashtag can draw eyeballs for
your brand.

PRNews

vigital FR
onrerence

Social * Influence

June 1-3, 2015 in Miami

Leadership

Let PR News immerse you in all things digital at a three-day
training conference for public relations, communications and

Engagement ’
\

marketing professionals! Powered by the industry’s leading
brand, the PR News Digital PR Conference will deliver the
mission-critical strategies and best practices that will help
you meet your goals.

Register Online at www.prconferencemiami.com
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PRNews’

Writing Boot Camp
April 21 | Washington, D.C.

Attend PR News’ Press Release Writing Boot Camp and get the how-to’s from expert
trainers in writing SEO-optimized and shareable press releases, crafting email pitches that
stand a chance of getting opened by journalists, writing content for mobile devices and
social media, applying storytelling concepts to your PR writing and much more.

YOU’LL BECOME AN EXPERT IN:

Optimizing press releases and headlines

to generate media coverage

Putting your intended audience or reader at the
center of your written communications, instead
of yourself

Using basic SEO tactics to increase the
searchability of your press release

Increasing the shareability of your

press releases

Writing concise email subject lines

Confining your entire email pitch

to one paragraph

Researching target keywords

and implement them to gain better visibility
and increase brand exposure on search engines
Crafting tweets that are likely

to be retweeted

Spotting opportunities within your organization
for brand storytelling

Telling your brand’s story through

social media

Bridging the gap between good

writing and effective storytelling

Writing Killer press release headlines

We look forward to seeing you on April 21 —and bring your laptop or tablet for a day of interactive learning.

Public Relations e SEM/SEO Management * PR Business Development
Digital PR e Publicity e Human Resources

Social Media e Brand Marketing e Public Affairs/Issues
Community Relations ¢ Video Production Management

Corporate Communications e Marketing Communications * Media Relations

Word of Mouth Marketing e Employee Communications

Register at www.prmeasurementconf.com/writing-boot-camp

If you have questions or would like to register by phone, contact

Allie DeNicuolo at 301-354-1810

allie@accessintel.com




PRnews’

MEASUREMENT
CONFERENCE

APRIL 20 | WASHINGTON D.C.

REPUTATION | SOCIAL MEDIA | PUBLIC AFFAIRS
MEDIA RELATIONS | ENGAGEMENT

Join PR News for the PR Measurement Conference at the National Press Club in
Washington, D.C., where you’ll get the latest best practices in PR measurement,
real-world case studies of successful measurement strategies and interactive learning.

You’ll become an expert in: Sessions include:
¢ |dentifying metrics that tell the story of ¢ Interactive Clinic: Create Measurement
how your PR campaigns connect with Dashboards That Communicate PR’s
organizational goals Business Value

¢ Using online social media analytics tools to Case Study |: PR Measurement at Work in
measure the information that you need and the Real World

avoid capturing metrics that are of no use to you e Turn Social Media Listening Data &

e Writing measurement reports that can serve Analytics Into Business Opportunities
as a guide to the type of content you should e Case Study Il: PR Measurement at Work in
be generating the Real World

* Putting measures in place to track PR e PR Measurement Hall of Fame Celebration

performance throughout a sales program i ) ,
e How to Tie Social Media Engagement

] to Business Objectives (Sales, Leads,
Attendee bonuses include: Volunteers)

e Eight points toward your PR News Certificate Integrated Measurement: How to Sell
in Social Media PESOs to Senior Leaders & Clients

* An Executive Summary written by the editorial Case Study lll: PR Measurement at Work
staff of PR News in the Real World

Sponsored by:
BurrellesLuce, Business Wire, CARMA, Cision, Gorkana, Netvibes, and Paine Publishing

Register at: www.prmeasurementconf.com

Questions? Contact Allie DeNicuolo at 301-354-1810 or allie@accessintel.com




