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L.E The Role of Public Relations

To manage relationships with the public

General
Public

Employees Customers

Suppliers Stockholders
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L\‘. Public Relations Management Process

&1

» Determination and evaluation of
public attitudes

» ldentification of policies and
procedures of an organization

» Development and execution of the
program
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&}. Marketing Public Relations (MPR) Functions
e

= Building marketplace excitement before media
advertising breaks

= Creating advertising news where there is no
product news

= |ntroducing a product with little or no
advertising

= Providing a value-added customer service
= Building brand-to-customer bonds
= |Influencing the influentials/opinion leaders

» Defending products at risk and giving
customers a reason to buy
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%}: Segway: An Example of MPR’s at Work
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&\ The Process of Public Relations
e

» Determining and evaluating public
attitudes

» Establishing a PR plan

» Developing and executing the PR
program
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L.E Research on Public Attitudes

» Provides input for the planning process
» Serves as an “early warning system”
» Secures Internal cooperation, support

> Increases communications effectiveness
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Evaluating Public Relations Plans

M

1. Does the plan reflect a thorough understanding of the
company’s business situation?

2. Has the PR program made good use of research and
background sources?

3. Does the plan include full analysis of recent editorial
coverage?

4. Do the PR people fully understand the product’s
strengths and weaknesses?

5. Does the PR program describe several cogent, relevant
conclusions from the research?
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Evaluating Public Relations Plans

10.

Are the program objectives specific and
measurable?

Does the program clearly describe what the PR
activity will be and how it will benefit the company?

Does the program describe how its results will be
measured?

Do the research, objectives, activities, and
evaluations tie together?

Has the PR department communicated with
marketing throughout the development of the
program?
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L.E Public Relations Audiences

» Employees of the firm

» Stockholders and investors

» Community members

» Suppliers and customers

» The media

» Educators

» Civic and business organizations
» Governments

» Financial groups
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L.E Public Relations Tools

» Press releases

» Press conferences

» Exclusives

> Interviews

» Community involvement
» The internet
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A SATELLITE
w RADIO
o

FOR IMMEDIATE RELEASE

Contact: Charles Robbins, 202-380-4316, charles robbins@ ymradio.com
Jennifer A. Markham, 202-380-4315, jepnifer. markham & xmradio com

XM USHERS IN NEXT GENERATION OF RADIO WITH 71 GREAT SONGS

Washington, D.C., September 25, 2000 -XM Satellite Radio ushered in the next generation
of radio with 71 great songs representing the spirit and passion of each of its music
channels.

“Twenty years ago MTVY launched its service with one song, *Video Killed the Radio Star®
by the Buggles. Today's, launch of XM Radio with 71 great songs from modemn Rock to
Classical, Blues to Hip Hop, Heavy Metal 1o Country shows that radio is very much alive
and well with each of our channels a celebration of the music and the artists they are
dedicated to serve.”

Tuesday, September 25, 2001 is not only the launch date of XM but is also the birthday for
71 great XM music channels. Thus, each disc jockey and music director was tasked with
identifying that one song that summarized the spirit and passion of their respective channel.
The list is as follows:

HEWS HELEASE

Channel Song Artisi
40s Sunny Side of the Street Tommy Darsey
Sils Rock Around the Clack Bill H:Ie',
6ils Revolution Beatles
708 Space Oddiry David Bowie
Bidy Radio GAGA Queen
D0s O.PP, Naughty By Nature
America God Bless the USA. Lee Greenwood
WSIX XM Ft's A Grean Day wo Be Alive Travis Tritt
X Country I'm Country Trent Swmimar
Hank"s Place Honky Tonkin® Hank Williams
Bluegrass Junction  Steam Powered Aeroplane John Hantford
Highway 15 Omly In America Brooks & Dunn
20 0n 20 I'm Real Jennifer Lopez
KISS XM Drrive Incubus
MIX XM Follow Me Uncle Kracker
Hean Pawer of Love Celine Dion
LITE XM Against All Odds Collins/Carey
MTV Radio Music Madonna
LIRS ...
Sy M,gmrmﬂmnmmm ion of
L W 80 saan
1w m%h

Source: Courtesy of XM Satellite Radio



si Reebok Used a Press Conference to
E‘i Announce the Sponsorship of Shakira
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s\: Telling the Story

llechnelegicalmetoesS makeNi
easier o the PrESS

> They incerease the likelinheed
mEdiIiEVITINUSENENS @Y,

— In-studio media tours

— Multicomponent video news releases
(VNR)

— Targeted wire stories
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L\ PR Publications
s

= |nserts

= Enclosures

= Annual reports
= Posters

= Bulletin boards
= Exhibits

= Audiovisuals

= Position papers
= Speeches

News releases
Media kits
Booklets
Leaflets
Pamphlets
Brochures
Manuals
Books

Letters
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L..E Advantages of Public Relations

» Credibility

» Cost

» Avoidance of clutter
» Lead generation

» Selectivity

» Image building
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E} Criteria for Measuring PR Effectiveness

» Total number of impressions . . .
= Over time
= On the target audience
= On specific target audiences

»Percentage of . . .
= Positive articles over time
= Negative articles over time

»Ratio of positive to negative articles

»Percentage of positive and negative
articles by . . .
= Subject
= Publication
= Reporter
» Target audience
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é‘}i Publicity

Publicity involves the generation of news about a
company, product, service, brand or person in various
media. It is a subset of the public relations effort.

Key points regarding publicity:
» Publicity Is generally short-term
focused

» Publicity is not always under the
control of the firm

» Publicity can be negative as well as
positive
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Ll! The Power of Publicity

>»Perceived as more credible

»Often perceived as endorsed by the
medium In which it appears

»Often has high news value

»Often generates high frequency of
exposure
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Where we go from here...

Texaco is facing a viral challenge. Irs broader than smy specific
words and larger than any Ewesuit,

We are committed 1o begin mecting this challenge swiftly through
specilic programs with concrete goals and measurable timetables,

Our responsibility is 1o eradicate discriminarory behavior wherever
and howeever it surfaces within our company, Our challenge is o make
Texaco a company of limitdess opportunity for all men and women. Cur goal
is 10 broaden economic access to Texaco for women and minorities and
o increase the positive impact our investments cin have in communitics
ACTOSS AMEric.

We have started down this road by reaching out to prominent minority
and religious leaders o explore ways 0 make Texaco a moddel of diversity and
workplace equality.

It is essential to this urgent mission that we work together to help
sobve the problems we Bce as a company - which, after all, echo the
problems faced in society as a whole,

Discrimination will be extinguished only if we tackle it together -
only if we join in a unified, commen efforr,

Together we can take Texaco into the 21st century as a model
of diversity.

Wi can mike Texacn a company of limitless opportunity.

We can and must make Texaco a leader in acconding respect 1o
every man and woman,

‘_/_//%__, A %
Peter 1L Bijur

Chairman & CEOQ

Wisil our Wb sites ThoYerwiw iminon oo
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sing Positive Publicity

Best Consumer Digital Camera

(MacUser EddyAwards, Jan.'97)

Product of the Year

{Imfehorld, Jan. 97}

Stellar

VWindows Sources, Jan."97)

* Xk ok

(Computer Life, Feb,"97)

Any questions?

Plenty. How many pletures does the
- 20L take?
Up ko 800

You're it sure?

Yoar can shoot in both high-resoltion or
standard formeats, And swilch back and
forth whenever you wanl, Even debeie
the shots you doin’t want at any time.

How do T know which ones (o delele

Where?
O the color LOTY sereen. One &t
time or nine at a time.,

What's the resolution?
i) 3 450, But you're nod buying a pixel
Laker. It's picbures you're after, And

picture quality is where the 12000
really omperforms the competiton.

Whao says?

InfiMiorid, for one: “The image quality
far surpassed any of the other digital
cameras.” And Wirdows Soices: 't
delivers the best imoges we've seen
from a consumerbevel camera.”™

What ahout the lens?
"= 0 rozor sham, wide angle, macrs,
Olympus ghivs lens,

Flash?
With red-cye reduction, {1l flash and
audo mde.

Bl does it feel like a camera?

Wity an ol viewfinder and Olympus
dizsign, it Follows in the foslsleps of
the Stylus series, the most specesshul
line af 35mm cameras i the world.

Oikay. [ take o cobor shat.

Tinw whai?

Durwnloaud the dmage inlo a Compurer,
either Windows"™ PC or a Mac® Then
20 1o lown

Talk to e

Create multiple images from one
image, Or combine several. Add and
subtiract colon, Retouch, Crop.

G o,
E-muil it across the Iniemet. Put it on a
Web pnge. Store it on disk

Suppaose I want to be creative?

With the inchoded Adobe PhotoDeluxes
saftwarg you can make greeting cands

anel renl estate listings, design b
put bogetlser o
newsleners, Al in full living color,
Hild it! How much is all of this
jroing Lo cost me?

LA

That
That's it.

There must be g science to all this.
A an art.

T earn mare pbcut the D001 and bow i
compleies the ideal home on office imiging
system, concacs your (Hympus Marketing
Represenaiive a - FTL. Thisy'l akia

K v Qs persoial
ge sysiem and CTF writer.

OLYMPUS

THE ART & SCIENCE OF IMAGING™

8 3l hitpetFwnrncolymgescenm Kigied
i prais o ared

e s
Tha ] Bcmmr o kg . e Sl Al 1
et & Phsrbpon e recseet 1. CVIT Ol Aemud K
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L\ Advertising Versus Publicity

D=
Factor Advertising Publicity
Control Great Little
Credibility Lower Higher
Reach Achievable Undetermined

Frequency Schedulable Undetermined

Cost Specific/High :Unspecified/Low:

Flexibility | | High ] | Low

Timing Specifiable Tentative
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Ll!‘ \‘. Corporate Advertising

Advertising done to promote the interests of the firm
by enhancing its image, assuming a position on a
particular issue or promoting a certain cause

Types of Corporate Advertising

»Image Advertising
»Event sponsorship
»Advocacy advertising
»Cause-related advertising



.. Objectives of Corporate Advertising

»Create a positive image for the firm

» Communicate the organization’s
viewpoint on various Issues

»Boost employee morale
»Smooth labor relations
»Help newly deregulated industries

»Help diversified companies establish an
Identity



. Chevron Engages in Image Advertising

Racing Toa
Tl'I.E Moon.




Event Sponsorship — a form of marketing communications
whereby an organization becomes involved with a
particular event by developing sponsorship relations.

Events used for sponsorship:
e Sporting events

e Music/entertainment

e [Festivals

e Arts/cultural events

e Causes
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&l‘ \1. Advocacy Advertising

Advocacy advertising iIs the propagation of
Ideas and elucidation of controversial social
Issues of public importance in a manner that
supports the interests of the sponsor



&\ The San Diego Zoological Society uses
P».. advocacy advertising

ONE LESS ELEPHANT TODAY.

The African elephant is one of the mast endangered species in the world today. Poaching for elephant tusks and the
latian. The fill e is ot only the loss

decimation of habitat has led to & deastic reduction in the cleph:
of the clephant, but also the extinction of fellow species. Yet, through conservation, research and education efTorts by the
Zoological Socicty of San Dicgo, there remains a chance of reversing this decline. Learn what vou can do by visiting us at

www sandiegoroa,org. With your help, we can all make a difference.

Saurce: Courtesy of Zoological Society of San Diego



. Cause Related Marketing

Czlllse relzaitac] rriziri<etiric

charities or nonprofit organizations as
contributing sponsors



Designs for

S o At
Simplify party
preparation arnd
spend more time
with guests with
these innovative
new products from
KitchenAid. The
Architect” series
combines stylish
good looks with
professional-level
performance,
letting you—and
your kitchen—

look your best.

FOR THE

CURE

PRESENTED BY
HitchenAkd

Entertaining

Tips for cutting party prep time:

‘Wash stesmware and dishes
before, and during, the party.
The Briva™ diskrwaiher, the first
in-sink dishwashar, cleans small
loads up ta three times faster
than standard full-sized
dishwashers, That way you'll
never run out of glasses of
silverware of be overahelmed
with dishes a1 the end of the
night. Use the two-minate rinse-
only cyche for insing bowts and
cooking utensils or 1o quidkly
pee-finse wine glasses of sendng
trarys bedore entertaining.

Prepare & many dishes as
possible ahead of time,

The stylish Ultima Cook™
high-speed oven uses quarz
techrology, microwave enengy
and convection heating to defver
the same professional quality
results associated with traditional
KitchenAld™ ovens. in as litthe as
halif the time. The Uitima Cook
v offers twi coaking miodes:
mar, which allows for
comgplete customization of
cooking times and methods, or
foreed comvection, which
combines microwave cooking
peower and a beolling element for
desired degrees of cooking,
bepwming and crsping.

Usé warming drawers to get out
of the kitchen and into the party.

Pop prepared food into
warming drawers, set the timer
and serve when ready.
KitchenAld built-in warming
drawers can be located
anywhere in a kitehen and
feature & 90° 10 224°
lemperature range,
temperature control sensor,
and timer programmable
far 15 mimutes to four howrs.
Removable serving pans
provide added fAeaibility.

This holiday season entertain with style—and substance, Host a Cook for the Cure
party to support the Susan G. Komen Breast Cancer Foundation in the fight against

bBreast cancer.

Mngpcﬂp&l:mgﬁhcrmr ma&ingandgoadﬂ)ﬂd o suppart this umh_qum Visit
KitchanAtd, cont to download or request recipes, estertalrming Hps, invitations, menn
cards—averything you need to plan your own Cook for the Cure fundraising party.

Source: Courtesy of KitchenAid Home Appliances

i e ot gl |t o P e . Gammers Btn] Lt Sometation. BAnpired itemarti T budemat of ichested, DS, 0 oo, 48 A rmemrd
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