	
Public Relations


	Public Relations (PR) involves informing, influencing and motivating people to respond favourably to your business and to the message you wish to communicate. Public Relations can be seen as your voice in the outside world and involves an on-going, continual process of creating and maintaining your business's public image.

A well-defined and properly executed PR policy and strategy will:

· Create a positive image of a new business or newly launched product or service 

· Sustain that positive image throughout the life of your business 

· Help to achieve a specific business objective 

· Help to correct any area of negative public perception of your business or of the goods and services you sell 
	

	

	Internal PR
Extending your PR programme internally to include your staff will build confidence and enthusiasm and help to create a positive atmosphere within your business that will greatly assist you in projecting a consistently positive perception to the world outside.

· Maintain a regular and consistent, two-way channel of communication with your staff. This can be achieved through regular staff meetings, newsletters and briefings which will help to project a consistent image of your business to the public and press. 

· An informal atmosphere at staff meetings will help to open up these channels. 

· Encourage suggestions for improvements in efficiency, productivity and in getting the company message out to the public. Try introducing a reward system for the most useful suggestions. 

· A business-wide staff guide for dealing with the press and the public will also assist in projecting a consistent public image. 

· Encourage the idea that all staff have a stake in the success of your business and that the image your company enjoys is an important factor in this success 

External PR
Deciding who is the target of your PR strategy is an essential part of your PR programme. Your PR strategy will enable you to refine and direct your message according to the interests and concerns of the target audience.

Your target audience will typically be:

· Your existing customers

· Your local community 

· The wider public 

· The trade, local and national press 

· Other businesses 

· Stakeholders, shareholders and partners in your business 

Formulating your PR strategy
Planning ahead and devising a PR strategy in advance is essential to successfully projecting a positive image to your target audience. To successfully promote your message you will need to

· Define in advance what the aims of your PR programme are. What, specifically, is the message and what is the image you want to project? Keeping this message and image as simple as possible will help in disseminating it to your target audience. 

· Set achievable goals and objectives for your PR programme. These might be to accomplish public recognition in your immediate local area, to establish a reputation for after-sales service among your customers or to have new product lines reviewed in the press. 

· Draw up a list of people and organisations that might be interested in your business, products or services - including local newspapers, radio and television. 

· Make up a press pack for distribution to the media and include information on your company, its history, achievements and goals. 

· Try to find out what your target audience sees as the ideal in your particular business sector. Talk to them about their expectations on price, service and after-sales service. 

· A single voice and a central point of contact with the outside world will promote consistency in your message and image. Assign a single member of staff to PR. 

PR methods- getting the message across
A well-presented and succinct press release that attracts the attention of journalists in the trade, local or national press can often be as effective as an advertising campaign. Press releases can be useful for announcing an event, making a statement or to provide background information on your business.

A good press release should:

· Hold the reader's interest 

· Have an unambiguous and simple message at its core 

· Be brief and short on superfluous details 

· Use everyday language and avoid jargon 

· Focus on a single story 

· The first paragraph (indeed, the first sentence) should summarise the story - details can come later. It should contain a key piece of information that will interest the journalist 

A public announcement in the media is a useful and often attention-grabbing method of getting your message across.

· As with the press release it should attract and hold attention of its intended target audience from the first line and should have a single purpose in mind. 

· Whether it's to counteract a negative perception, launch a new venture or product or to promote your business's community involvement, it should be eye-catching and easy to read. 

· Try to include graphics or photographs to illustrate the announcement and to identify your business in the minds of the readers. 

An interview with the press, radio or TV need not be a daunting experience and can be rewarding for your business.

· Be prepared. Ask the interviewer beforehand what type of questions will be asked and have the facts ready to illustrate your answers.  

· Answer calmly and confidently. 

· Don't be tempted to over-sell yourself or your business - it can be counterproductive 

Community involvement between business and the wider public benefits the whole of society. For your business it can enhance your public image, attract new customers and build customer loyalty and confidence as well as being a focus of media attention.

Start local. Sponsorship of community, sports, cultural and social clubs or events can cost very little and can have a very positive impact on your PR. 

· Your community involvement can cost you nothing. Try volunteering for fund raising events. 

· Donating funds, services or goods to local charities will be appreciated by large sections of the local community and will attract media attention. 

 


