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{IT’S YOUR BUSINESS}

Telling Your Story:
Tips_for Eftective PR

BY LYNNE MEREDITH GOLODNER

EVERYTHING DEPENDS ON STORY—
who we are, what we do, our goals and
dreams, and how we get there. As a pub-
lic relations professional, I know well that
story and relationships are the corner-

stones for all success.

Public relations is relationships with key publics
to grow your business. PR is more than simply
getting on television or having your organiza-
tion or event featured in the paper. It's about
building the right relationships that are going to
bring in new customers, members or support-
ers and expand your reach to new audiences.

The key to good PR is making every endeav-
or mutually beneficial. Don't just tell your story;
tell it in a way that shows others how they ben-
efit from knowing you and engaging with your
brand. A two-way street garners more traffic.

Effective PR comes from knowing your story
and telling it to the right people. I speak often
about the importance of articulating a clear
vision and mission—and higher purpose. Are
you trying to improve the community? Make
a difference with your work? If not, figure out
how you can. And if you're already there, make
sure that higher purpose is part of your strate-
gic storytelling.

When planning your 2014 PR pursuits, keep
these tips in mind. Remember: The more you're
out there, the more you're out there.

Identify your audience as specifically as
you can. Anytime a client says everybody
could be his or her customer, I know we have a
harder job ahead of us. The more specific your
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potential client or supporter base, the more suc-
cessful you'll be in reaching them and speaking
to their needs.

Once you know your audience, understand
what they need to hear. Speak to them, not
about you,

Where can you tell your story? To media,
on your website, in regular blogging, via social
media platforms, in ads, brochures and more. Be
consistent in your storytelling to build familiarity.

Don'’t discount the importance of relation-
ships. Two or three key relationships can take
you further than dealing out business cards at
dozens of events.

Aim for a higher purpose. When you do,
others will be more receptive to your story.

Remember the calendar when reaching
out to media. It's easy to get exposure if you
can present media folks with a timely but
different story angle—think Valentine's Day,
Independence Day and more. They need
news—make them need you.

Don’t discount the value of what you do. A
race to be the cheapest is a race to the bottom.
Elevate your work by emphasizing your unique
value proposition. @
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