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This book provides students and professionals with practical
answers to important career and communication questions,
helping them to communicate successfully in a business setting.
Communication expert, Deirdre Breakenridge, examines the ways
in which professionals can make the most of their careers in a
fast-changing media landscape, offering advice on how new and
seasoned executives can utilize and adapt to the latest modes of
communication.

The author breaks down the eight most critical areas for
professionals seeking to develop their communication skills,
opening with essentials that will prove useful in any setting. She
then details the ways in which organizations can adapt to changes in
technology and consumer behavior to improve relationships, social
media presence, and brand recognition. The easy to follow question—
answer format walks readers through the most pressing, confusing,
and frequently asked questions about successful communication
with plenty of advice and examples for a better learning experience.
Covering traditional business communication topics like partnerships
and storytelling, the book also includes material on digital and social
media channels as well as a chapter on giving back as a mentor.
“Experts Weigh In” boxes feature advice from other top professionals,
exposing the reader to multiple perspectives from the field.

Grounded in decades of experience, Answers for Modern
Communicators will benefit all students getting ready to enter
the workforce as well as professionals looking to enhance their
communication skills.



Deirdre Breakenridge is Chief Executive Officer of Pure Performance
Communications, USA, a firm that provides strategic communications consulting
for building effective integrated marketing, public relations, and social media
programs. She also teaches social media and PR classes at the University of
Massachusetts—Ambherst, USA and is a LinkedIn Learning Instructor with video
courses in PR and marketing.

“Packed with insights and real-life examples, Breakenridge’s new book offers the

best answers to PR professionals” many questions about our industry and how it’s

evolving. Breakenridge is a highly sought after strategist and thought-leader, a

podcaster, author, professor, and Lynda.com instructor. She shares her considerable

knowledge and expertise in a conversational style that makes you feel like she’s
talking directly to you.”

Martin Waxman,

Martin Waxman Communications and Seneca College,

Canada

“As I was reading Answers for Modern Communicators by my friend and colleague
Deirdre Breakenridge, the all-too-familiar childhood refrain, “Curiosity killed the cat,”
kept running through my head. How many of us in our younger years found ourselves
being admonished sternly by our elders when we persisted with our, “Who? What?
When? Where? Why?” questions?!? And how many of us have found ourselves either
working for someone who had no idea what comprises effective communication or
have ourselves been at a loss for words when asked “What exactly is it that you do?”

As Deirdre says as she starts this excellent ‘all the questions you should be
able to answer’ guide, “Asking questions helps you learn the essentials of your
profession. The answers are critical to your role as a successful communicator.”

After all, you wouldn’t want to find yourself in the position of Alice in Lewis
Carroll’s Alice in Wonderland who, when asked by the Cheshire Cat where she
wanted to go, responded, “I don’t much care where.” To which the Cat promptly
retorted, “Then it doesn’t matter which way you go.”

Not only does Deirdre present the gquestions that every communicator should
be asking, she also presents the rationale for asking those questions... how a deeper
understanding of your profession can help you serve your client or employer more
effectively and efficiently. Answers for Modern Communicators helps you understand
the pathways that are available to you for communicating and the value that each
can bring to your communication initiatives. As I say so often to my students and
others, ‘Read and heed!"”

Kirk Hazlett,
APR, Fellow, PRSA, Curry College,
USA

“Answers for Modern Communicators would have been a game-changer for me when
I made the shift from journalism to corporate communications. The review copy 1
received so I could write this testimonial has already proven useful. Why nobody has
approached a primer to communications as a Q&A based on the obvious questions
any communicator might ask at various stages of their careers is beyond me. As if
Deirdre’s straightforward, common-sense answers aren’t enough, she has added
observations from some of the smartest professionals around who are best-suited
to address specific questions. I'd like to say this book deserves a spot on every
communicator’s bookshelf, but it won’t stay on the shelf for long. Unlike most read-it-
once business books, it is bound to become a dog-eared reference volume.”
Shel Holtz,
Principal at Holtz Communication + Technology,

USA
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Foreword

How do you equip yourself with the skills for a future you don’t
yet know? It’s a question that’s challenging organizations around
the world.

The pace of change in the media, marketing, and public relations
is frenzied. You need to have a positive attitude to learning and
development if you want to stay ahead.

In my day job at Ketchum, I run an engagement community of
around 600 people worldwide. We track significant changes in media
and technology related to public relations practice and typically
share 30 to 50 updates with the business each month.

It would be a full-time job for an individual to have an expert
knowledge in every area of digital or social media practice. This is
just one of many areas of modern public relations.

Time served is the typical measure of competence, but not all
experience is equal and when media and technology are changing so
quickly, it’s a lousy metric.

Foundation knowledge, however, is a powerful tool. Each career
step forward that I've taken has been preceded by a period of formal
training or coaching. It’s no accident.

Professional frameworks set out the skills you need at each
stage of your career. They are the foundations for learning and
development.

In more mature professions, such as finance and law, competency
is linked directly to earnings. In other sectors, such as public relations
and digital marketing, it’s a work in progress.

Setting personal goals and matching learning and training
activities is a good way to ensure that you stay ahead. I track my
Continuous Professional Development (CPD) via the Chartered
Institute of Public Relations (CIPR).

Logging your development via a professional association isn’t
the only way to ensure that you develop your skills but it’s a good
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discipline. Setting personal goals and matching learning and training
activities is a good way to ensure that you stay ahead.

The day that you stop learning is the day you should stop
practicing.

Ketchum has a small team worldwide focused on learning and
development, and helping our business make sense of the market
for education.

We’re continually upskilling the agency by moving from formal
classroom learning to social learning platforms, from workshops to
webinars, and from one-off sessions to continuous learning.

This year 1,600 client-facing practitioners have completed five
online courses via a social learning platform aimed at ensuring that
the business keeps its skills and talent up to scratch.

The most powerful learning tool I've got is the community that I
have developed around my blog. It’s people that I'm connected with
via Facebook, LinkedIn, and Twitter.

They’re the people I ask for help and turn to for inspiration.

During the last few years we’ve characterized the third-party
tool market, explored mental health, and examined the relationship
between research and practice in public relations.

We've crowdsourced a guide to public speaking, developed
a framework to tackle fake news, and explored ways of tackling
writer’s block.

Deirdre has done a wonderful and very generous thing in creating
Answers for Modern Communicators — she’s shared her knowledge and
her own personal community with us.

In each chapter, Deirdre shares responses to questions that she’s
been asked in recent years. And along the way, she introduces us to
some of her mentors.

My grandfather was my greatest mentor. He taught me the
most powerful means of learning. He had a natural curiosity and an
enthusiasm that was infectious.

Whatever you do and however you learn, throw yourself into it.

Stephen Waddington is Partner and Chief Engagement Officer at
Ketchum, helping clients and colleagues to do the best job possible
engaging with the public. He is responsible for driving the integration
of digital and social capabilities in client engagements across the
agency’s international network.

He is Visiting Professor in Practice at the Newcastle University,
supporting the university and students through teaching and
mentoring.
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Stephen was President of the CIPR in 2014, during which time
he helped return the organization to its roots of professionalism as
set out in its Royal Charter. He is a Chartered PR Practitioner, a CIPR
Fellow (Hon.), and member of the City of London Public Relations
Guild and PRCA.
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Introduction

Every Modern Communicator
Has a Question

When I started my journey in public relations and marketing, no
one said to me, “Deirdre, it is time to give back.” As you learn, grow,
and feel confident in your career, you naturally want to pass along
information to your colleagues and peers. I've built an entire career
helping business professionals to communicate more effectively.
Along the way, mentoring and teaching came naturally and have
always been top of my mind. But, I never felt as if I had to mentor;
I'just wanted to give back. At the same time, I quickly learned that
everyone has a question and everyone wants to be a good modern
communicator. As you can only imagine, mentoring has become a
daily exchange of Q&A.

Thinking back to the late 1990s, mentoring was a much more for-
mal relationship. As a former communications agency owner, I used
to work with employees, teaching them their roles, responsibilities,
and the skills necessary to succeed in the agency environment and
with their client accounts. My goal was to teach them the business of
communication. There were times when I felt like a mom, “raising”
many of them and navigating through the tough times, as if they
were my own kids. I also enjoyed interacting with one or two young
professionals outside of the office. They were my official “mentees.”
We would meet once a week for coffee, or catch up by telephone.
Several of these young professionals would shadow me, experienc-
ing a day in the life of a communicator.

Today, mentoring has expanded exponentially, helping profes-
sionals to make the most of their careers in a crazy, fast-changing
media landscape. Keeping up with the times or the trends is not easy.
You have to stay on top of consumer media consumption habits and
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how businesses must adapt to social media and new technologies
across their organizations. Even though I'm a professor mento-
ring students in the online classroom, I also mentor professionals
through LinkedIn messages, answer questions publicly on Twitter
(via @dbreakenridge), and share advice privately through Facebook
messaging. I video Skype with students from universities around
the world, sometimes a couple of times a week. I don’t know these
students well, but I see their ambition and aspirations through our
social media conversations.

Realizing I'm 25+ years into my career, I had to figure out an
even bigger way to give back. I thought the best approach would
be to select the most meaningful and challenging questions I have
been asked throughout the years and share the answers or the
lessons I have learned, all packaged neatly into a book. Answers
for Modern Communicators breaks down the most important areas
for communicators who want to learn and excel with their modern
communication skills. Each chapter has helpful Q&A with the most
pressing, concerning, confusing, and frequently asked questions,
with advice and examples for a better learning experience.

The advice I offer you is the information that has kept me
focused and on track as a communicator for many years. Answers
for Modern Communicators is my way of answering important career
and communication-focused queries and imparting advice that
spans decades. The goal is to make a difference in the lives of my
professionals and peers, and to help you, the modern communicator,
wherever you are in the world. After all, the best learning takes place
through your own experience and the experience of others.

Answers for Modern Communicators is also a way for me to mentor
many people all at once and in a more in-depth manner. I wanted
to respond to the questions that flow through my Twitter feed daily,
come to me via my LinkedIn inbox, and show up on Facebook from
students and professionals around the world, who are searching
for their answers. When one person has a question, this means a
thousand more may have the very same question. I offer my answers
to questions at the front of every chapter. There is also guidance at the
end of each chapter from many of my influential marketing friends.
They, too, provide their best advice, all to help shape your course as
a modern communicator.

In Chapter 1, “Learning the Essentials,” you'll find the absolute
essentials or communication survival skills; what I learned early
on and then “lived,” regardless of the many ongoing changes in
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technology, consumer behavior, and the evolving media landscape.
The essentials mold the communicator to handle a number of
situations and to be a savvier and seasoned professional, no matter
how many years of experience they have.

The foundation of any business is built on solid relationships
and trust. Relationships come and go, but the questions and answers
shared in Chapter 2, “Growing Relationships Built to Last,” are based
on building relationships that have the potential to develop and
grow over time. The questions and answers included in the chapter
are focused on business and relationships with constituents, even
when facing tough situations and numerous obstacles. The lessons
are personal experiences, as I was cultivating important friendships
and partnerships for the long term.

Chapter 3, “Socializing Your Brand,” is one of the big turning
points for modern communicators. As a “traditional” PR pro who
started in a small agency, I was typing media lists and news releases
on a Brother typewriter. I was also using a fax machine to send those
very same releases to news departments across the country. The
fax machine was the “hot” technology of the time. The answers to
the questions in this chapter focus on getting you up to speed with
technology and social media; what it will take for you to embrace
an evolving media landscape. The advice and stories are a good
reminder that you have to chart a technology course. However, you
should never lose sight of the people who are at the heart of your
business and what it means to deliver valuable communication to
them through new media channels.

In Chapter 4, “Taking Your Stories to the Next Level,” the
questions and answers are presented for modern communicators
who know it is time to change the art of storytelling. But, you may
not know how or feel confident enough to take bold steps. Not only
do you have to embrace the best of storytelling from the past; you
also have to incorporate new thinking and unique ways to capture
attention with content, driving interest and engagement. Modern
communicators benefit from real-time experiences that focus on the
techniques that move you from average so-so stories to making an
impact through all your communication outreach.

Chapter 5, “Owning Your Brand and Your Reputation,” offers
advice focused on the importance of building and owning a good
professional brand. Whether you are a young professional just
starting out or a seasoned veteran, you will be evaluated regardless
of your small or vast digital footprint. As a modern communicator,
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you will learn to create a strong professional brand, understanding
the importance of monitoring media properties carefully. Your brand
is what you stand for and the answers in this chapter reinforce what
it takes to build, maintain, and protect your brand.

Chapter 6, “Measuring Your Success,” is an extremely personal
area. The experiences shared will be interpreted differently by
everyone who reads this book. Why? Because success is different
for each and every one of us. At the same time, a business must
nail down goals and clearly identify what success looks like. This
chapter shares what has influenced my career and journey, from
the greatest success to the lessons learned about creating value in
the business environment. In Chapter 6, the Q&A will guide you
and help you to gauge success that is tailored specifically for you
and your organization.

It took me about ten years in to “officially” mentor. However,
it might take you less time. Chapter 7, “Giving Back as a Mentor”,
will help you to understand how and when to mentor, the best tips
for mentoring and some extra lessons that will assist you in your
own career. Even the best mentors need career-long mentoring. You
are never too young or too old to be mentored. The answers shared
in this chapter come from my own career journey, applying what
my mentors have taught me over the years; the sage advice that
has stayed the course for decades. The Q&A also represents some
of the most frequently asked questions I have received and enjoyed
answering for my mentees.

The last chapter in the book wraps up all the questions and
answers to guide the modern communicator. Of course, there will
always be more questions, answers, challenges, and opportunities
as a result. When you are curious and push yourself out of your
comfort zone to try new experiences and to learn from others, you
will find greater rewards. Answers for Modern Communicators offers
you new ideas and a stronger foundation to excel in your career and
as a mentor. Every answer to a question has the potential to influence
your own course, help you find new opportunities for yourself and
your organization, and help someone else in a different and positive
way.

Are you ready be a modern communicator? Do you want to
chart a new course? Good luck on your journey. As you create new
experiences, be sure to ask more questions to enhance your learning
and answer as many questions as you can for your peers who need
your help.
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Chapter 1

Learning the Essentials

Early in my career, I remember wishing there was a resource or
some type of guide with answers to the strategic, yet “in the trenches,”
questions and answers that a communication professional faces on
a daily basis. There are a lot of good books on the subjects of PR,
marketing, social media, and how integrated communication affects
a business. But, where are the essentials, or the “do this” and you
better not “do that” guidance to survive as a modern communicator
today? Do you have all the answers you need to your most pressing
questions?

Sometimes you have questions and you don’t know how to
phrase them or you don’t know who to ask. What about the dreaded
“stupid” question? Did you ever have one of those? A question that
is considered outside of the normal scope or just doesn’t fit what
someone would expect you to ask? People have asked me publicly
and privately, and pretty much daily, the questions that run the
“communication gamut” and beyond. Now, I am sharing them
with you. In my experience there are no stupid questions; maybe
just “stupid” answers when people don’t really listen to what you're
saying or truly understand what you need.

Asking questions helps you to learn the essentials of your
profession. The answers are critical to your role as a successful
modern communicator. So, don’t ever stop asking your questions.
Simultaneously, you need to gain access to many crucial practices
and to have personal stories at your fingertips. When you are on the
job, on your feet, or faced with an urgent situation, you’ll want to
have quick answers to essential questions on hand and in an instant.
No time to think or to research on Google. You have to move forward
and know how to get your job done. One of the best ways to tap
into the essentials is by learning through another professional’s
experience.

Being a student in the physical classroom gave me a great
foundation of knowledge. I wouldn’t trade my years at Glassboro
State College (now Rowan University) or my MBA at Fairleigh
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Dickinson University (FDU) for anything. But today your classroom
is everywhere, and you should take advantage of this ... in person,
online, and through social media. At the same time, it was my
positions with different companies, the experiences and interactions
with supervisors and my peers, and the wisdom of colleagues
and mentors, that truly guided me. It all started with many, many
questions. They say curiosity is a sign of leadership. Perhaps this is
why many parents believe that their kids, by the age of three, will be
natural leaders. The answers to those questions help carve the path
to career development and personal growth.

Based on all my own questions over the years and the many
questions I have been asked, here is a set of essential questions
and answers for you to use and practice. These answers are the
Frequently Asked Questions (FAQs), on the job and in the trenches.
Now, you don’t have to worry about the stupid questions or wait for
someone else to ask what you really need to know. Best of all ... no
more guessing.
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Question 1. Why Should You Learn Your Company’s
Business Inside and Out?

Absorb as much information as you can about your own
organization and your marketplace. Learning the business, and
really showing an interest in your company beyond your own
responsibilities, leads to more opportunities and will make you
stand out.

Iapplied thisadvice early onin my career. As a result, Iwas invited
into the boardroom with the senior executives at my agency. Did I
enjoy reading those financial newspapers and industrial equipment
trade publications? Well, not in the beginning but they certainly
grew on me in time. Why did I read them? Because professionals
who want to excel must know their own businesses and/or their
clients” businesses as if they were their own. These pros can speak
intelligently to any audience, especially the media. You can become
a valuable resource for a journalist/blogger just by being able to
answer company questions directly and in less time.

Here are a few ways for you to learn the business inside and out:

1. Scour the company’s trade publications or magazines related to
your industry.

2. Watch the news program for a worldly view of what affects your
company’s industry and the marketplace.

3. Set up your Google Alerts to know when your company is
mentioned online and in the news.

4. Ask to receive marketing and sales bulletins and other internal
department publications at your company.

5. Find out what your CEO reads from his/her executive assistant,
then add those publications to your reading list.

6. Find out what your supervisors are reading and take the time to
get a subscription or set up an RSS feed.

7. Listen to podcast shows that focus on topics related to your
industry.

8. Learnfromthe well-knownbloggersin yourindustry and engage
in any online events and conversations for more knowledge.

When you learn your company’s business, you will also interact

on a much higher level with executives, customers, partners, and
other important constituents.
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Question 2. Why Is It Important to Speak Less and
to Listen More?

I know many communicators who have the gift of conversation.
They are incredibly interesting, but there is never a moment of
silence when you're in their presence. You must always know when
to stop talking. The best communicators try to curtail their own
communication to listen more to the people around them. It's not
always about what message you want to communicate. Your time to
share will definitely come.

Whether you're in the personal or professional setting, you
should not be “listening” just to formulate your next sentence. How
do you know when someone is really paying attention? Here are a
few signs of the true listener:

1. Active listeners will make eye contact with you.
2. Active listeners will be able to repeat back what you say in their
answers.

3. Active listeners will ask follow-up questions.
4. Active listeners will engage with their interest and their intellect.
5. Active listeners turn out to be the best conversationalists.

At the same time, you can also tell when someone is not
listening. They give you a vacant stare as they are framing how they
want to present their own information. Plus, their responses are
representative of some kind of pre-set agenda.

Instead of focusing on your own points and getting your
message across, practice speaking less, and listening more with an
acute ear. If you do, then you'll be absorbing critical information
that you can use and, better yet, act upon. With this approach, you
will gain a greater understanding of what people need from you,
and why they take the time to share information with you in the
first place.

When the time comes, you will share your messages. And, if you
listen first and share second, then the chances of what you say being
well received will increase tenfold. Why? The reason is simple. The
knowledge you gather and what you have learned from listening
will show in your own communication.
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Figure 1.1 Active Listening

Question 3. If You Practice PR, Then Are You
Considered a Marketer?

If you don’t understand how or why PR fits into a larger
marketing framework, then you can only be partially effective in
your role. PR has become a crucial part of any marketing program. PR
builds the brand awareness, trust, credibility, and advocacy through
media and relationships with key constituents. PR helps to optimize
the company’s marketing efforts, including your advertising,
promotions, digital marketing, social media, etc.

If PR and marketing are working together, then all your
communication is consistent in messaging, design, and experience.
Your consumers want to receive the same great brand experience, at
every touch point with your company. This can only happen when
PR and marketing are on the same page and operating in synch
with one another. The customer doesn’t ask, “Who sent me this
communication? Was it PR or was it marketing?”

Working together as a team of communicators is not a new
experience. Back in the days before digital and social media
opened up new communication channels, PR and marketing had
to coordinate together. For example, at my old agency, marketers
and PR pros worked on the precise timing of messages in their
print feature stories and product reviews, balanced out by brand
and product advertising in trade publications. You would see the
same consistent messaging show up in editorial stories as you did in
advertisements, although the third-party endorsement was far more
powerful. Plus, PR paved the way to credibility so that advertising
would help maintain awareness and drive sales. What started back
in the days before the Internet is even more pronounced today.
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PR and marketing should be shoulder-to-shoulder and arm-in-
arm, as comrades. You can’t have one without the other. Embrace
your togetherness as a communication team. If you're in PR, then
you're in marketing too.

Question 4. Why Should You Keep Ethics Top
of Mind?

Trust your instincts. If you feel you're going to communicate news
or company information that is causing you to take pause, then stop
and speak up. Ask yourself, “Is what I'm about to disclose lacking
truth, fairness, or accuracy and does it benefit all of the people I'm
trying to reach?” Even if it is your boss or a supervisor who has given
you a directive, go with your gut feelings. At times, you may have
to challenge other professionals, and change the communication, or
make the decision not to participate in a program.

Skilled communicators understand the serious ramifications of
unethical communication including the legal ramifications. You have
to be familiar with the meaning of ethical conduct. Organizations,
such as the Public Relations Society of America (PRSA), share a
Code of Ethics to help break down ethical communication for you.
The International Association of Business Communicators (IABC)
also has a Global Standard, which includes the highest standards of
professional behavior.

My friend and colleague, Kirk Hazlett, APR, Fellow PRSA,
summed up the importance of ethics in a blog post discussing PRSA
Ethics Month. He said,

September is traditionally the time of the year when the
Public Relations Society of America observes “Ethics
Month,” and PRSA chapters nationwide are encouraged
to present special programming. A comprehensive set of
resources is available to assist in this effort. While I sup-
port and encourage this educational emphasis, both on
a personal and a professional level, I would prefer to see it
a year-round, continuous initiative.!

The bottom line—ethical conduct is an everyday practice because
every day it is your reputation that could be at stake. Professionally
and personally, no one can demand you do something that makes
you feel uncomfortable. You create your own actions and you are
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ultimately responsible. At the end of the day, all you have left is
your integrity. If you put yourself in a compromising situation, then
you risk tarnishing your own reputation and your credibility as a
professional.

Question 5. Do You Have to Audit Your
Communications?

Moving forward with more precise and meaningful communi-
cation means you understand what has been done and what has
worked well in the past. Knowing the history gives you a better
chance to achieve success, and to avoid any failed efforts. Before
you communicate, ask yourself, “Do I have a comprehensive under-
standing of the big picture, and what has worked well and what
has not?” Having the answer to this question is a “fix it to move for-
ward” approach. After all, why move forward with problems from
the past that will just continue to hinder your progress?

Here’s where auditing your communication initiatives and
uncovering your strengths and weaknesses come into play. You
should be asking questions about what you’ve said and done in the
past, and whether your efforts have been effective or not.

These questions may include:

= Are your communications aligned with your organizational
goals?

m  Are you integrating your marketing efforts across your
organization?

= Are you taking full advantage of your communication
channels?

= Are your communication channels operating efficiently and
effectively?

s Who are your different target audiences and do you have
communication tailored to each group?

= Have you developed consistent, clear and concise messages
for all audiences?

= Do youknow how your audience wants to receive information
from you?

However, two more important questions, which should always

be top of mind, are: “What do your customers think of your
communication?” and “What would make your communication with
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them more effective?” These questions are frequently overlooked,
but lead to more precise communication and achieving your goals. If
you can learn what customers want from you, then you will be able
to help them much more in the future.

Best of all, today, you don’t have to wait until your program is
over to audit and then apply the fix part to propel forward with a
greater purpose. You can gather information and feedback from
your customers through data in real time and at different intervals.
Social media data, website analytics, performance analytics, and
automated CRM (Customer Relations Management) software help
you to fix what’s broken and to adjust quickly and accordingly.

So, yes, audit your programs for background information and
extract what did and did not work. Then, fix your issues and move
forward with your customers’ needs at the forefront. These are the
key steps and they provide a better way of learning and increasing
the effectiveness of your communications.

Question 6. Why Is Knowing the News Always Your
Business?

Reading about current events is a must for every communicator.
My mentor shared this advice with me 25 years ago, and I'm still
practicing it daily. At the time, he told me to select one or two
publications and read them every day. Perhaps you might choose
The New York Times, the Wall Street Journal, or CNN.com, or you may
prefer USA Today. Make local, national, and international news your
business.

At the same time, read the PR, marketing, advertising, and
social media publications to stay up to date with industry news
and challenges facing the profession. PR Week, PR News, Adweek
and Advertising Age are good, go-to sources. Top blogs with the
latest news and helpful marketing and PR tips include Spin Sucks,
PR Expanded (personal plug, this is my blog), PR Daily, PRSay,
CommPRO, Convince & Convert, and Social Media Examiner. There
are far too many to list. You can find more of the top marketing and
PR blogs, for example, at Alltop.com, under “Topics” and “PR.”
Bookmark these blog sites.

Then, for the communicators who are constantly on the go, and
want the quicker highlights on current events, there are daily quick
news fixes. For example, the Skimm gives you just the right amount
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of information every morning to get you through the day, with links
to more details on a variety of news stories. The Huffington Post also
has daily news briefs, with links to national and world news, keeping
communicators well versed in business, politics, media, tech, and
entertainment topics. What about news apps on your smartphone?
From cable TV and network news apps to curated and customized
headlines from Newsbeat or Flipbook, your news can always travel
along with you. Or, maybe you're listening to your favorite news
podcasts including For Immediate Release (FIR) with Shel Holtz and
The BeanCast with Bob Knorpp.

Communicators have to be well rounded. You can’t expect
to sit with the executives at the boardroom table if you're not up
on your news and industry information. Plus, in my experience,
you never know when small talk at events or social gatherings on
important issues can open doors to exciting new relationships and
opportunities in business.

If you are trying to be a part of the business or helping to grow
the business, then you have to make the news your business.

Question 7. What Exactly Is PR and How Does It
Bring Value to a Business?

As a modern communicator, you have to know and be able to
explain public relations. Here’s one of my most frequently asked
questions: “What do PR people really do?” My best friend’s mom,
who’s known me for almost 20 years, just asked this question.
She’s not the only one. Most industry definitions of PR discuss how
professionals build “mutually beneficial relationships” through
strategic communication.? True, but a broad definition.

What does PR mean to me? How do I use communication to create
meaning? How does my outreach lead to value for different groups
of people and, most of all, build relationships? In the business world,
when you make PR a part of your communications program, you
quickly learn the real-world definition. The “P” stands for “Personal”
and the “R” translates into “Relationships” that are built by sharing
targeted, meaningful communication and becoming a trusted source.
Words like “mass” or “broadcast messaging,” “spin,” and “hype”
should not be a part of your vocabulary or your thinking.

At the same time, PR helps to interpret how different groups
perceive, and respond to, your communication. When you're in PR
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you also evaluate what actions result. A career in PR means you will
be instrumental in creating the communication that:

shifts an opinion;

changes behavior;

builds reputation;

builds the bridges of understanding between the people you
connect.

0N =

Of course, if you don’t deliver meaning and value with your
communication, then you will not reach the best part of PR; what
it is like to be the trusted source, creating strong relationships with
many different constituents, including the media.

Now that you know PR, you can help spread the word about the
meaning and value of PR.

Question 8. How Do You Score High on the Ethics
Test?

Companies are in the news daily and they are called out on
social media as a result of their unethical conduct. Not just the big
companies, from a specific industry, but companies of all sizes and
organizations doing business in every market. Scandals range from
diversity issues and sexual harassment to fraudulent accounting
practices and communication missteps via social media.

What would you do if you were asked to provide counsel on
a matter that you believed was unethical? Would you want to be
on the PR team if you knew about a potential “cover-up,” with
a deliberate lack of openness about a situation that negatively
affected your customers? What would you have done if you were
the communicators on the job when Enron, Arthur Andersen, AIG,
BP, etc., were under scrutiny and not completely transparent in their
communications? What about the political campaign surrogates in
the 2016 Presidential election who went on TV for all the world
to see and said anything to support their candidates? Would you
stand behind someone if you knew that they were stretching the
truth or outright lying? These are all ethical questions that only you
can answer.

Your answers will depend on whether you believe in the
behavior that has occurred, and if you feel you're representing
the truth. Ask yourself, “Am I representing the truth?” If you know
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there is a cover-up in play, or you suspect the company’s actions
are unethical (or a political candidate’s actions for that matter), then
as an ethical communicator you don’t want to further the dishonest
conduct.

Always review all your accounts, cases, opportunities, support/
volunteer work, and communication carefully. If you remain aware,
objective in nature, trust your instincts, expand your perspective,
and err on the side of caution, then you will score high on the ethics
test. Hopefully, you will influence others to do the same.

Question 9. Should Training Stop When You Are a
Seasoned Pro?

Sure, younger professionals need different types of training:
speaker, presentation, diversity, management, and leadership.
However, so do the seasoned pros. Executives need coaching too.
For instance, even the best public speakers require constant practice
and critique. Most professionals don’t recognize their own poor
speaking habits. For example, they’re usually the last to figure out
that they favor certain pause words. For years, I said the word
“again” far too many times, which was a difficult speaking pattern
to break. Someone else had to help me kick the habit!

Think about your own speaking and presentation habits when
working with different groups. Do you know your annoying pause
words (um, wow, so, absolutely, again, to name a few)?

Here is another test for you (or your executives) who think they
don’t need training;:

1. Do you know if your physical stance is uninviting or highly
approachable?

2. Would you be able to tell if your communication paints a clear
picture or if what you say is confusing?

3. Would you recognize whether your body language was friendly
or told a different story?

4. Do you know how to establish a connection with your audience
even before you speak?

Be honest ... chances are you may not. Training at intervals in
your career helps to make your communication more targeted, vivid,
and meaningful to an audience. They say, “Practice makes perfect.”
But, it should be “practice and frequent training make perfect.”
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Question 10. Do Executives Need Media
Coaching ... Even If They Don’t Think So?

Right up there with the important training is ongoing media
coaching. Even the most poised and well-spoken C-level executives
need help. Sharing information with a journalist for a print or online
story is completely different than a TV appearance or a media Skype
interview. Then, when crisis strikes, the friendly questions disappear,
and issue-related questions become rapid fire. Your executives will
be the first to say they don’t need training, or “I've been trained in the
past.” Stand firm on why they do need training (because situations
and the media constantly change) and don’t back down.

Can you ever be fully prepared for what the media or the public
will ask? It’s unlikely, but good media training sessions will better
prepare you or your executives to answer questions on point and
succinctly, in good times and bad. The goal is to deliver the most
important and accurate messages in a polished and credible manner.
At the same time, it’s better to test your media skills before the crisis
strikes and not in the midst of a full-blown crisis.

Unfortunately, I've witnessed too many interviews “gone bad.”
I can immediately tell the difference between the trained company
spokesperson and the one who didn’t take the time to get more
professional practice. You have one shot in an interview to deliver
information that will set the record straight, or impart valuable
information on behalf of your company.

Remember, when it comes to the media ... there are no do-overs.
Please get it right the first time. Good coaching always helps.

Question 11. How Do You Maximize Earned Media
Opportunities?

Among all the ways you can create awareness, earned media
is considered the most credible. The power of the third-party
endorsement carries far more weight than a message crafted
and placed in an advertisement or in a digital promotion. When
someone else recommends your company, especially someone you
trust, the endorsement carries influence, much more than anything
you would read directly from the company. Consumers know that
advertising, promotions, and other forms of owned and paid media
are all carefully orchestrated to capture attention and to create
impact.
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There are so many opportunities to maximize your earned
media efforts through any number of channels today. Third-party
endorsements come in many different forms, from your editorial
placements and social media comments from fans, to online reviews
and customer testimonials on your website. Today, earned media can
also be the conversations customers are having about your company
and your products in their social media communities—including
Facebook, Twitter, Instagram, Yelp, and Reddit—when you're not
around.

However, maximizing earned media starts with the company’s
actions. Businesses have to show they care and that they’re focused
on serving customers and their other stakeholders. Becoming a
better employer, partner, vendor, provider, etc., is the best way to
get people talking positively. At the same time, businesses are built
on great people. So, it becomes everyone’s job to help the business
operate at optimal performance. Then, their favorite journalists,
bloggers, friends, and customers want to talk favorably about them
or recommend their product and service offerings.

When the company does its part internally, then you will see
the interest and appreciation grow through earned media with
external audiences. When this happens, there is a ripple effect.
Other people are much more likely to pay attention and act on the
recommendations of the people they trust.

When working from the inside out, you are maximizing your
earned media opportunities.

Question 12. Why Is It Important to be Recognized
Outside of Your Silo?

There are communication challenges across your entire company.
Make it your business to know what keeps the executives up at night.
Perhaps these challenges relate to low productivity or poor customer
satisfaction. Working in a silo, sectioned off from other areas in the
company:

1. will not help you to understand and solve issues; or
2. get you noticed outside of your respective department.

Your ability to work with other teams propels you into new

and interesting work. The more you can engage with other areas,
including HR, Sales, Legal, Customer Service, etc., the more you'll
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understand the challenges from a different perspective. You'll be
able to offer more realistic solutions to organizational problems. At
the same time, sharing, collaborating, and innovating with other
groups is the key not only to your own growth and development
but also to moving your company to greater success through the
synergy of diverse people and teams. Working beyond yourself and
your department results in career growth and recognition.

When I interviewed Samantha Paxson, CMO of Co-op Financial
Services, on my podcast show, Women Worldwide, she shared a story
with me about her career growth. Samantha didn’t wait for anyone in
her company to anoint her as the person to solve problems affecting
different departments and ultimately improve delivery for the client.
She proactively did this on her own. Samantha knew that if she worked
with areas outside of marketing, such as Operations and IT, she would
not only immediately stand out, but also solve problems more quickly.
She believed that “business happens in the spaces between functions.”
Long story short, this is how Samantha, by the age of 30, earned the
title of Vice President and now is CMO of her company.’

If you want growth and recognition, then you have to be
comfortable outside of your silo. Remember, there is no “I1” in TEAM
and you also have to realize that your team today goes far beyond
your own department.

Question 13. What Is Your Best Form of Research?

Listening. Over the course of your career, you'll do a great deal
of communicating, both written and spoken, offline and online
too. But, regardless of the form of communication, you always
have to listen first. Listening leads to truly understanding your
audience needs. The information gained from listening can be
used in different ways. For instance, feedback can be placed back
into your product development cycle to make a better product,
or information you uncover internally can educate management
on how to better manage employees for smoother processes and
operations. Listening helps you to personalize or customize
customer communication, and it can also lead to more innovative
pitches with the media.

Sometimes, when you are too close to the situation, you cannot
“see the forest for the trees.” You either have to step back and do
some more listening, or get an outside perspective to shed some
additional light for you. The bottom line is that listening will always
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be an important form of research and should continue throughout the
duration of your communication programs (and your entire career).

Michelle Bacharach, the founder and CEO of FINDMINE,
shared how listening helped to launch her business. After seeing
consumers ask about 600 million questions a day through search
engines, she founded her startup company. FINDMINE helps
retailers to customize a consumer’s shopping experience. Michelle’s
research and listening to people online helped her to solve their
wardrobe issues. She created a tech platform to offer retailers the
opportunity to cross reference and pair together different articles of
clothing that looked good together, based on consumer preferences.
Understanding the customers, their needs, and making it personal
are the best ways to build loyal fans and lasting bonds.*

Goahead, put on your big listening ears and keep them on as your
best form of investigation and understanding. Your organization and
your customers will thank you. Your own professional and personal
growth will be your reward.

Question 14. How Curious Should You be About
Your Competition?

No matter how big or small your company, be curious about
your competition and watch them closely. You have to monitor the
competitivelandscape. Take a good look at what your competitors are
doing and saying; don’t be “boxed in” by what they do or how they
are positioning themselves. The goal is not to be like them. You want
to stand out and apart from them. When it comes to being curious
about the competition, it really means you want to be different.

A word of caution ... there is always competition. Don’t accept
the boss, client, or teammate who says there is no competition and
that “no one is like us.” There will always be competitors on some
level, but you will have to determine some of the differentiating
factors. In all my years in marketing, I have always managed to find
a competitor for comparison.

Here is my short list of questions to help you be more curious
about your competition:

What is your competitor’s positioning and messaging?
What is the perception of your competitors in the industry?
Has there been recent positive or negative communication
about them?
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Figure 1.2 Curious About the Competition

= What are the media and influencers in the industry saying
about the competition?
Where and how often do they communicate?
How are they represented visually?
What is the competitor customer experience like? Do some
“mystery shopping” by getting a demo of their services and
speaking with their sales representatives. You can also ask
people to do this for you.

=  How are your competitors doing financially?

Be curious and know your competition. Keep your eyes on them.
Then, absorb what you learn to build your own unique brand. Deep
curiosity is the characteristic of not only an avid learner but also a
strong leader. Being curious will also help you to know what you do
better and to capitalize on your strengths.

Question 15. Is PR Best Suited for the Small
Marketing Budget?

PR can be implemented on the tightest marketing budget, as
long as the commitment to building a relationship exists. Remember,
with PR, you're paying for the time it takes you to build awareness,
credibility, and relationships for a company, service/product, or to
change audience opinion and maintain/protect a reputation.

Thankfully, you can do this with the tremendous amount of
research and data at your fingertips through media audits, sales data,
website analytics, customer service, and social media analytics. As a
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result, your programs can be much more targeted, which translates
into less time wasted and not as much money spent. Today, it can
take you a fraction of the time to reach the right audience with the
information they want and need from you.

Here is an example. Your media pitches can be extremely
hard hitting and attention grabbing based on the information you
capture and analyze, and the intelligence you glean. There is no
excuse for not knowing who, when, where, why, and how to build a
relationship, by sharing information that’s newsworthy, timely, and,
most of all, of interest to your recipient and the members of their
media community.

When Kingsford Charcoal wanted to call attention to coal
at Christmas (for reasons other than black coal in your stocking),
they found the right partner and worked efficiently and quickly to
make some noise. They teamed up with Sysomos, the social media
intelligence and data analytics company, to find the nicest person on
social media. Sysomos analyzed over 100 billion tweets to learn that
Clifford Brown, a resident of Waukesha, Wisconsin, was the nicest
person on social media because he:

1. didn’t use profanity in his tweets;
2. used words like “please” and “thank you” the most on Twitter;
3. was an avid griller, even in the wintertime.

Because Mr. Brown was immediately placed at the top of Santa’s
“nice” list, Kingsford awarded him a year’s worth of coal, a Kingsford
Kettle Grill and some grilling essentials. By using Twitter data to
find the nicest person on social media, the story landed in a number
of publications, from online grilling to social media publications,
raising the awareness of charcoal and grilling at Christmastime.’

So, get your team ready for some data sharing and brainstorming
(with your partners too). Pitch the newsworthy information that’s at
your fingertips. Your programs can be small and targeted, yet really
effective, when PR is implemented on a shoestring budget.

Question 16. Do You Need a Straight or a Dotted
Line to the C-Level?

Your best opportunity as a communicator occurs when you
have direct access to the CEO or the senior-level executives in your
company. Of course, being in this position takes a tremendous
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amount of trust. You're not only privy to sensitive business
information and company growth strategies, but you are also relied
upon to make important company announcements and to represent
your organization.

Unfortunately, if you don’t speak directly to the executives,
and other professionals are communicating for you, then “layers of
interference” may get in the way. In this case, the communication
moving through layers can be diluted or weakened and you clearly
won’t have the executive insights and face-time you need. Plus,
having a straight or dotted line to C-Level secures your seat at the
boardroom table. Your relationship with executives should be a part
of your career growth strategy.

Earlier in my career, I worked in a New York City branch of a
PR agency. There were financial publications lying around the office,
from the Wall Street Journal and Barron’s to Investor’s Daily. I would
take a publication and read it at lunch and also take one home on
the bus, making the commute time pass by a little more quickly. I
made a point of asking questions about what I read to make sure
I understood how some of the information related to our financial
clients. I would also cross my name off of the small printed sheet at
the top of these publications (they were inter-office reading materials)
and always hand deliver a financial publication to the next executive
on the list. I wanted to make sure he knew I was keeping up on my
financial reading. Could I have handed it to a manager on the list?
Sure, but I knew better.

My interest in the financial side of the agency’s business and my
constant curiosity allowed me to create that dotted line to a senior
executive in the office. Why did he take an interest in me? Because
I took an interest well beyond what was expected of my role, which
helped me to get recognized much more quickly. Whether you're
a young professional looking to be noticed or you're a little more
seasoned, always take the time to further your interest and create
that straight or dotted line.

Question 17. How Can You Make the CFO Your Best
Friend Forever (BFF)?

If you want to get the CFO’s attention, then think like one.
Better yet, if you want to make a Best Friend Forever (BFF), then
demonstrate how what you do every day delivers valuable outcomes.
Share the business side of your communication results. Let your
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CFO know that your focus is not on the clicks, likes, views, hits, and
impressions. You are much more than HITS, describes Katie Paine,
who says that’s “How Idiots Track Success.”®

Of course, sharing the volume of your stories and media coverage
is part of the equation, but you must also make sure you can clearly
show how these stories drive traffic to the company’s website, and
how people behave from there. These are the “trackable” outcomes
favored by senior leadership. You want to uncover how people
behave on your website or what actions they take on a specifically
designed landing page in your campaign. Then, from click to
conversation, you can demonstrate lead generation, which is very
close to the CFO'’s heart.

Other outcomes appreciated by your CFO include how your work
helps with brand health by averting negative issues and fostering
positive public opinion, how the art of storytelling optimizes a
marketing program, and how your communication helps to produce
happy and more satisfied customers.

One of my best, and early, examples as a younger professional
was a news story about an architectural client that I placed on the
front page of a north Jersey publication. The story led to my client
receiving calls about the design of a new school building. Several
months later, they were signing a contract. One front page story
turned into a lucrative project. We scored major points with the CFO
and all the executives at the company.

Your CFO also wants news stories to reflect the growth of the
business and to attract the interest of the business media. If you can
achieve these activities and outcomes, then you'll have a BFF at your
company in the form of a C-level friend.

Question 18. Will PR Ever be Your Sales Pitch?

Although PR and marketing work closely together and the lines
continue to blur, there are still distinct differences. PR is considered
the softest “selling” approach, unlike advertising, promotion, and
direct selling. Yet, it is considered highly credible in the eyes of
consumers. For this reason, your PR should not come across as sales
or what’s referred to as “marketing-speak.” If your PR does cross the
line, then you will hear about it quickly.

Forexample, every time you writeabyline article for a publication,
share a blog post, give a television interview, or commit to a speaking
engagement, you would not use these opportunities as a direct sales
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pitch or an infomercial for yourself or your company. In fact, these
forums require your thought leadership and sharing of your expertise
and advice. However, you can use these types of platforms to be
positioned as the expert, which, in turn, results in clients/customers
and other stakeholders inquiring about your business.

In PR, the credibility you build through thought leadership will
eventually become an instant gateway to getting the big “sale.” PR
implemented correctly means you can help to generate sales without
ever having to cross the line into the really “salesy” territory.

Question 19. How Do You Become a Trusted Change
Agent?

Believing in change, rallying for support, and implementing a
transformation can be one of the scariest, yet rewarding experiences
you can have. When you're a change agent, you believe in yourself
and you step out of your own comfort zone. Through new experi-
ences, you can apply your leadership, knowledge, focus, and cour-
age, to develop and implement what needs to get done.

Creating change is never easy, especially in an organization
where infrastructure may be rooted in an older and, sometimes,
more “traditional” framework. However, just thinking about change
and creating change are two entirely different animals. If you're a
change agent, then you really want to spark action, which starts
with finding others who have a similar goal or vision. You need a
coalition, small or large, that will communicate the urgency to help
make change happen.

At the same time, the change agent knows that communication
about the change is paramount. If you can educate and guide others,
then participation around the change will increase. Growing your
army of change agents, who will rally for the change, will also be
instrumental in the endorsements and small “wins” that you share.
When these small winning moments occur, others may take notice
and join your cause. You'll also see the naysayers slowly fade away.

Back in 2007, I started writing about the concept of PR 2.0 and
the hybrid PR approach on my blog. For me, PR was becoming
more integrated with marketing, and I noted how the practice
of PR was changing as a result of social media. I received a lot of
pushback from PR peers and colleagues. By 2008, when I attended
the PRSA International Conference in San Diego, I had educators
on the university level approach me about my views. Many of my
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colleagues felt I was blurring the lines too much. However, I saw the
bridge to marketing and I started breaking down the silos between
marketing and PR earlier and was vocal about the changes in my
book, PR 2.0.7

I never stopped believing in the tremendous opportunities
resulting from the blurred lines. There was, and still is, incredible
potential for communication professionals to do more as integrated
teams work together. Today, we see this collaboration and innovation
in full force. Change can be daunting and sometimes a slow process.
Be ready to face resistance, which is a sign that people are taking
notice. However, the change agent never stops believing in herself
and moving toward the transformation end goal. Be the change
agent and the role model. Others will naturally take your lead and
follow.

Question 20. How Can You Prove to Executives Your
Communication (PR) Is Tangible?

PR is the hardest of all of the marketing disciplines to “sell”
because the tangible results may take months or sometimes years to
produce. What's the immediate value of building relationships? The
valueis often realized over time. However, there are tangibles you can
quickly point out. The easiest is media coverage, which now extends
well beyond print to online and social media endorsements. Another
easy tangible is benchmarking the traffic and the sources that drive
visitors to your website as a result of your PR outreach programs.
Also, added to the list is hearing and showcasing testimonials from
happy customers, from your case studies to what people share about
on Facebook and Twitter.

Customers will always let you know how they feel. What about
solving issues that could tarnish your brand? When you address
a potential issue bubbling up on your blog, and turn a negative
situation into a positive learning experience, then you're saving time
and money. This, too, is tangible PR.

But, don’t stop there; continue to watch what actions your
customers take as a result of your communication. You should focus
on their actions and dive deeper into their behaviors. Here are some
of the important action-based questions to ask:

1.  What do people do on your website and where do they spend
the most time?
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2. On social media, what do they like to do with you and what do
they like to do on your behalf?

3. What important messages do people share the most about your
brand and how often do they share them?

If you begin to identify and showcase the different tangibles,
then you will experience how good PR can “sell” itself.

Question 21. Should You Participate in Pro Bono
Work?

Throughout my career, professionals have shared how
increasingly difficult it has become for them to participate in pro
bono work. Reasons include the economy being in a recession and
their scarce resources. Unfortunately, there will always be excuses.
However, when you take the time and resources to invest in pro
bono, your work is an excellent way to help a non-profit organization
or a company with limited resources. At the same time, you can gain
attention for your work and your give-back culture through the
media exposure you generate.

Participating in pro bono work also positions your company as
altruistic and one that cares about the community. After all, pro bono
work is not just reserved for a certain size or type of company. Giving
back to the community is important for all companies and all their
professionals. The rewards clearly outweigh any excuses that might
hold you back. Plus, the companies that pursue pro bono receive
experience in different areas that may help them to build additional
business opportunities in the future.

When you want to pursue pro bono work, here are a few ways to
make the most of your participation:

1. Look for mutually beneficial opportunities so it’s a win-win for
all parties involved.

2. Make sure you have the skills and competencies required to
participate in the pro bono work.

3. Put the terms of the pro bono work in writing so everyone is in
agreement over the work and the deliverables.

4. Meet beforehand and talk often before accepting and beginning
your pro bono work.

New experiences and giving back through pro bono work can
make a difference and outweigh any of the excuses.
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Question 22. How Do Creative People Help You to
Increase Your Creative Quotient (CQ)?

In any profession, surround yourself with brilliant, creative
people and you will thrive in your career. Regardless of your role, you
can’t afford to stop exercising your creative muscles. By surrounding
yourself with very talented, artsy people, you will continue to learn,
grow, and advance your own skills. Some of my favorite years in PR
and marketing have been working with the designers at my former
marketing communications agency. I would like to believe that some
of their creative genius rubbed off on me.

As a rule, interact with the professionals who will motivate you
to a higher creative plateau, whether they work with you directly
or you're engaging with them remotely in your communities. Three
ways I have taken advantage of creativity outside of my PR and
marketing role include:

» attending social Meetups focused on the type of creativity you
would only find outside of your own professional position
and skillset. For example, Meetups with artists, designers, and
tech visionaries really opened up my frame of reference;

= taking a group tour of an art museum and participating
in the discussion with your group can be a deeper
learning experience than just walking around the museum
on your own;

= having your owndinner party or even a company get together
will stimulate great conversation and creativity. But, be sure
to invite guests who are from different cultures, careers, and
geographies.

If you take advantage of new creative learning experiences by
tapping into the knowledge and gifts of your artistic peers, then you
will see your own Creative Quotient (CQ) rise.

Question 23. Why Should You Get More Intimate
with Your Customers?

When you know your customers, it shows in your communication
and in their actions. They engage with you on a deeper level and

praise you for a more rewarding experience. Studying customer
behavior will help you to understand their motivations, perceptions,
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Figure 1.3 Brands Listening and Helping
Adapted from Twitter

influences, opinions, and purchasing patterns. Primary research is a
great way to dig into audience habits and needs. Different methods
include focus groups, surveys, polls, one-on-one interviews, usability
studies, and even situations that warrant researchers to be placed in
the business setting with audiences to monitor their behavior. You
are gathering information first hand.

At the same time, uncovering social media conversations and
data intelligence about your company and industry will tell you
how your audience feels and what they like, and don’t like, about
your business. You should be monitoring your company’s keywords
to uncover important discussions about your company or your
industry. At all times, you have to be listening closely and then use
the feedback to show customers how much you value what they say.

28 4 Learning the Essentials



I remember having a conversation on Twitter about one of my
favorite car brands ... Volvo. I consider my family to be a Volvo
family. There are three Volvos in the driveway as proof of loyalty.
In a Twitter conversation, a friend and I were discussing the Volvo
XC60. I was shopping for a new car. I shared how I didn’t know
much about the XC60. Within a couple of minutes of my comment,
@VolvoCarUSA jumped into our conversation, offering me more
information on this new model, with a link to find out additional
information. They also offered to answer any of my questions about
the model I mentioned or any other model that might be of interest.
This is the perfect example of a brand listening and being there to
help me out in the decision-making process.

Being intimate with customers is an investment in them; your
research, onlineand offline, when used wisely in your communication,
shows your customers that you truly care.

Question 24. Why Do You Need a Contingency Plan
for Every Situation?

This is an easy answer. Always have a contingency plan set in
place. You may be thinking that the back-up plan only applies to a
few scenarios. Think again. It's Murphy’s Law that whatever can go
wrong will, at any time. It didn’t take me very long to realize that
the concept of the contingency plan was critical to the success of my
communication activities.

Here’s why ... your media tours will start later than expected; you
will encounter Town Hall meetings with really tough questions for your
executives; partners will face deadline issues affecting your campaign
activities and timelines; planes will be delayed right before important
events; and your team members have personal lives and their own
problems. They get sick too. There are so many more scenarios that
could negatively affect weeks of planning. During these situations,
your contingency plan would have to be ready to kick into action.

When my agency was working with a client at a large media event
in Las Vegas, I learned the value of a Plan “B”. It was the day before our
news media event at the National Association of Broadcasters (NAB).
My Vice President (VP) was too ill to travel on a plane. I was left to
handle all media activities at the booth and the press event ... alone!
Through excellent relationships I had forged with members of the client’s
product and marketing teams, I was able to enlist some additional help
and delegate work to others that would have required me to be in two
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places at once. At the same time, I shifted members of my company who
were on our client’s advertising team, and also attending the conference,
to the PR side. They, too, jumped in to assist with the event.

To this day, I'm ready for any scenario. My motto: If not Plan “A”
then move to Plan “B.” And, if you are really ambitious, then you'll
have a Plan “C” in your back pocket as well.

Question 25. Is Your Communication Planned or
Spontaneous Spaghetti Thrown Against the Wall?

The popular phrase, “throw it up and see where it sticks” is definitely
not a phrase well-liked or embraced by communication professionals.
Personally, I think it causes unnecessary anxiety. In this respect, I
know I'm not alone. There’s too much at stake for a company or an
executive’s reputation to leave anything to chance. For those of you
who like to fly by the seat of your pants, you'll find that your company’s
communication is a serious business and only the strong, focused, and
steady will survive. From day one, you have to be proactive and plan
ahead, using research and intelligence to build a solid strategy; the
exact opposite of the “throwing-the- spaghetti-on-the-wall” approach.

Planning and research should be at the heart of your communi-
cations. The effort you put into your marketing communication plan
shows in your program results. Take the time to plan appropriately
by figuring out your communication goals and objectives and appro-
priate messaging for target audiences. You will need to uncover the
right channels to reach your audiences and build in a measurement
program with benchmarks to prove that you're successful. Most of
all, make sure everything you plan can be implemented because you
have the resources—time, budget, and the people—to see the plan
all the way through its execution.

If, by chance, you find that you only have some spaghetti on the
wall, then please peel it off and start over with research and planning.

Question 26. Do You Really Need to be Ten Steps
Ahead?

As a modern communicator, you need to be ready for the
unexpected. But, how do you plan properly? You can be ready by
constantly monitoring the business landscape and industry climate.
Your job is to keep on top of the pulse of the marketplace and what
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economic, social, cultural, political and technological factors affect
your company and your stakeholders related to these areas. By
monitoring and understanding these areas and the constant changes,
this will keep you abreast of the overall state of the industry.

Other ways to be ten steps ahead include understanding and
articulating market size and growth, the scope of the competition, the
level of product or service differentiation, and the rate of potential
profitability.

At the same time, it’s important to understand any hostile
environments and threatening moves by competitors. If you can
constantly access and keep this information current, you're much
better prepared to handle any communication situation that
may arise. At the same time, you'll also be able to hang out at the
boardroom table and engage in more than just small talk with the
C-Level executives.

Understanding the business of communication, going far beyond
the planning of your pitches and media outreach, really helped me
(and my clients) to always be ten steps ahead.

Question 27. Can Good Communications Solve All
Your Company’s Problems?

You may be incredibly organized and connected to the best media
contacts or partners in your industry. Perhaps you're extremely
proficient at what you do and it shows in your work. But, great
communication can only go so far. If your company does not live
up to the standards you're setting, then the result of your efforts will
be useless. You can’t say one thing and then do another. In the end,
your hard work may end up highlighting all the negative behavior
surrounding your organization, rather than accentuating the very
positive information you set out to share.

Regardless of your ability to build relationships with different
groups, secure great interviews with major media outlets, or
motivate people inside your company and external audiences too,
your company has to make sure it delivers on all of its promises.
People who believe in your brand promise will evaluate you on
whether they have a great experience each and every time they
interact with you.

Excellent PR and great communication will not cover up a lousy
product, crummy customer service, bad employee behavior, or
deceitful practices. You have to fix what is broken, starting on the
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inside first. Then, when you’re back on the right track, you can use
PR to accentuate the positive and highlight what really stands out
about your company.

Question 28. Why Should You be Patient and Never
Lose Your Cool?

If you're a modern communicator, then you may work with
anxious customers, annoyed executives, frustrated employees, and
short-tempered journalists. Situations can be tense; it’s the nature of
any fast-paced business. However, if you lose your patience your
attitude is a direct reflection of your company; the people that you
represent or your own personal brand. Losing your temper once can
immediately send red flags to the party who is on the receiving line.

Unfortunately, people remember great communication less often
and are quick to point out what they don’t like and their less-than-
pleasant interactions. Depending upon the situation, it’s best to thor-
oughly hear the complaint, nasty comment, or unpleasant remark.
Step back, count to ten, breathe, and formulate a response that is
not based on your own personal emotions. Try to remove yourself
from the situation. You need to become an observer of your own self.
Then, coming back with a clear head will certainly help.

When I was feeling out a story with a media outlet, I came across
a journalist who was very unhappy with my pitch angle. Back in the
days of extensive pitching by telephone, after I delivered the quick
story idea, the journalist snapped at me. He called me uninformed,
and a “not well-read PR person.” He also told me that I wasted his
time. I was shocked at his reaction, especially when our client and
my internal team had come up with the angle together. We had
all read numerous issues of the magazine and did our homework
extensively on the journalist and his publication.

Being a young and sensitive professional, I really wanted to fire
back, just to let this cranky journalist know we worked really hard
on this story. However, a big voice inside told me to wait, breathe
and just listen. I kept my cool and told him that I would take his
comments back to my team and that I appreciated his candor. Well,
he didn’t know what to do with my very nice and sincere response.
Quickly gaining his composure, he told me he was having a bad day.
After the call, we ended up tweaking the angle for this journalist to
fit into a piece he was already working on for his magazine. And, so
the story goes, it was a win—-win for all involved.
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What I learned through the experience ... be patient, because
losing your cool may frustrate you more, and will not solve any of
the issues at hand. Plus, you definitely get more bees with honey.

Question 29. Why Should You Create a Strategy and
Then Implement Your Tactics?

If you don’t take the time to create a strategy, then don’t bother
with your communication tactics. The strategy part is your roadmap
or your approach. Your strategy is knowing your goals and objectives
(specifically what you want to achieve), understanding your audience
because you have done your research, and identifying how you
will reach them with different messaging through the appropriate
channels. When you have a strategy in place, you also set your
measurement benchmarks and the budget that will be required.

Developing a communication program takes time. You don’t
want to rush the strategy and planning part or skimp on your
research. Your research helps you to fully understand your audience
and the situation. Some companies formulate their plans every six
months and some construct their plans more frequently. And, now
with social media, planning can actually be done in real time because
of the instantaneous feedback loop from your customers and other
stakeholders. Regardless of the timing, strategy always comes first.

At the same time, every part of your roadmap has to be realistic,
with the right resources in place. A good plan, with a solid strategy,
lets you roll out and easily manage your communication tools and
tactics, which may include your news releases, blog articles, emails,
social media posts, etc., through different channels. If your strategy
is really good, then you’ll be measuring significant outcomes as a
result of the activities you put into place.

For your program’s success ... always think strategy first and
then communication tactics. Also, because you're in real time,
remember to evaluate often and make adjustments as needed.

Question 30. What Is the Best Way to Brainstorm?

Brainstorming is a great way to open up a wider canvas of creative
ideas. In my experience, the best brainstorming teams are made up
of individuals in marketing /PR, as well as those outside of your own
department. When creating the brainstorming team, you should
select people in your company who are uninhibited, unbiased, and
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can step outside of their comfort zones. These individuals should be
among the team members who do not have “preconceived” notions
or feel restrained by any prior marketing knowledge.

When you set up your winning brainstorm team, you can also
set a few parameters in place for a more creative session, including:

1. making people feel it is okay to share their “far out ideas”;

2. helping teammates to feel comfortable about articulating what
they like and what they don’t like about an idea (always sharing
why they don’t think an idea will work);

3. playing the devil’s advocate approach to every idea—to hear the
pros and cons;

4. demonstrating how to build on a concept, sharing different
approaches and options.

At all times, try to get away from the usual boardroom setting
for these meetings. Take the team into a different and more relaxed
area of the company or go offsite altogether to get the creative juices
flowing. If you only incorporate typical brainstorming into your
process, then you will only generate typical ideas.

Question 31. Is It Important to Take a Proactive
Approach for Yourself?

Being proactive really counts for your company and for you too.
Many of the larger brands, such as Coke, Pepsi, Wal-Mart, Google,
Apple, etc., clearly have a media edge. Their reputation and size in
their industries afford these companies the steady media coverage
they receive. The media knocks on their doors for information
constantly. They are always in the news, with the feel-good stories
and sometimes the negative coverage too. If you are not the “media
darling” in your industry, then you have to think of creative ways to
get in front of the media.

Remember, the media need executives who can provide valuable
insight on hot topics and pressing issues. You should always
be thinking about creative ways to tell your story, tied to what is
going on in the news, affecting your industry, or even your local
community. Opening up the PR opportunities to other areas of your
company allows your internal subject-matter experts (SMEs) to share
a different perspective or something unique that you may not even
know. You can also try sharing some fresh statistics with the media
about your market or your customers using creative visuals or in a
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more interactive way. Lastly, you can talk to different departments in
your company to find out what they are doing differently, and what
is new and interesting in their work.

You would be surprised at the variety of topics and stories that
result from being proactive and from asking different questions from
untapped sources that are right within your own four walls.

Question 32. How Do You Identify Your Partners
and Create Opportunities Together?

You can’t be all things to all people. Working with partners,
skilled in areas that you're not, will allow you to focus on what
you do best. The most rewarding relationships exist when there is
a clear delineation of responsibilities and functions. Partners are
complementary to your service offerings. Finding these partners will
open up your business and products to their networks and vice versa.

As a small marketing communication agency of about 40+
people, we had realized that we could not be everything to everyone.
It was a hard lesson for entrepreneurs who wanted to do so much to
serve our clients. We tried to build everything in-house, which was
an expensive proposition. We hired a pool of copywriters, increased
our design staff, and even began hiring programmers to build out
our web development capabilities. What we learned quickly ... the
best resources are highly paid and you don’t want to skimp on your
clients” work. At the same time, hiring people meant an incredible
amount of overhead, from the square footage of the workspace to
the workplace insurance for all these new employees.

As time went on and there was more acceptance about the remote
work teams, we realized that we didn’t need to have everyone be
onsite. We also didn’t need an employee to fill every single marketing
role. In great partners, we found excellent copywriting services, web
designers, and programmers (beyond just a core few). We didn’t
need big departments filled with creative people, but we did need
big pools of creative people who we could trust. Relying on industry
friends and associations and our ability to constantly network, we
built up a strong partner base.

Of course, every partner has to be a trusted resource. You must
do your homework and screen your partners carefully. A partner
is an extension of your brand and one that has, at times, access to
your customers and employees. When you're aligning your brand,
always be sure your brand is in very good company.
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Question 33. What Is the Best Way to Exercise Your
Creative PR?

Creative PR is matching your creative and interactive storytelling
with the messages you need to communicate, while being able to
measure your great results. The right side of the brain meets left side;
creativity unites with analytical thinking. The key is to always be
creative with purpose.

You may have the responsibility of maintaining and protecting
your brand’s public reputation or maybe even the company
stock price. However, this does not mean you cannot stretch the
imagination to make your communication more passionate, human,
and attention-getting for all the right reasons.

I remember working with a regional medical center in Florida.
They really needed a creative way to increase awareness nationally
about their hospital community—from their physicians and
administrators to their staff. They creatively raised the bar by
sharing more human and intimate details about the key physicians
at the hospital. Doctors are real people too. They employed world-
renowned doctors on staff, but they were also just as human as the
guy or gal next door.

Videos on the site showed the doctors in action ... from doing
their rounds and surgical procedures to discussing very complicated
procedures. At the same time on the hospital’s website were videos of
these same doctors doing what they loved in their free time. One doctor
was playing the guitar and singing along to his own handwritten
music. Reaching into the depth of their own people and sharing
something different definitely raised this hospital’s creativity bar.

Here is a good rule to follow ... your communication, regardless
of the industry, does not have to translate into mundane, routine, or
evenboring information. Creative PR lets you deliver communication
that’s more interesting, visually pleasing, and highly informative
and meaningful. But, most of all you should be able to show how
your creativity impacts and grows your business.

Question 34. What Do You Do When a Situation
Looks Grim?

You may be faced with some tough situations that need to be
handled delicately. Even when things get rough, you should keep
a positive attitude as you push forward to solve the challenge or
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problem and neutralize negative issues. Research says our brains are
wired to be in survival mode and often project the worst possible
scenarios. Yes, it’s true, as a modern communicator you may have to
think of all of the worst-case scenarios and how they may play out.
However, there are more reasons for you to remain positive both
for productivity and your own health benefits, as well as for those
around you. As a matter of fact, studies show that being negative or
pessimistic can lead to depression and other health issues. Staying
positive and calm as a communicator, even when the situation looks
grim, is not only a quicker path to a solution but also the key to helping
others around you to keep their composure in a trying situation.
When the situation looks grim, here’s what you can do:

1. Step back, take a deep breath and gather all the facts quickly.
2. Listenandhear from differentsources to gain valuable perspective.
3. Don’t fear communication, but use it as a way to be transparent

and inform the people who matter.

4. Step outside of an emotional situation and be a clear-headed
observer who can respond appropriately.

5. Use your words carefully and understand just who they’ll
impact, and how.

6. Never let them see you sweat. You can fall apart when the
situation is back under control or headed in a better direction.

Dale Carnegie wrote a well-known book, Stop Worrying and Start
Living.® When it comes to a situation that looks grim, do what Dale
Carnegie says ... ask yourself what’s the worst that can happen and
then face that reality. In the end, it may not be as horrible as you think.

Question 35. What Is Better, Being an “A” or a “B"-
type Personality in Communications?

Type “A” personalities are known for moving quickly and
conquering tremendous tasks in a short amount of time. However,
if you ever find yourself wrapped up in doing a lot and just going
through the motions without a clear picture, then take a moment to
step back. It may be time to incorporate some Type B perspective
into your regimen.

Type B personalities are more likely to step back, think clearly, and
connect the dots. When you remove yourself from your crazy cycle
of busy communication tactics, you can visualize the big picture and
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strategically move toward your goals. Suddenly, you're able to connect
the dots. As a communicator, it’s the difference between being tactical
in your approach and strategically planning for what you want to
achieve and then moving toward the success of your program.

Avoid jumping from dot to dot, or randomly skipping from stone
to stone. See how and why these dots strategically tie together and
map your course with greater purpose and a clearer understanding of
your situation. At times, you'll want to harness your “A” tendencies
to get a lot done, but not before you've capitalized on being a “B”
type by connecting the strategic dots.

Question 36. What Does It Mean to “Command a
Presence” in the Room?

Don’t just enter the room; you need to command the room. You
can make your presence known by standing tall with great posture
and with the tone of your voice, right down to the clothes that you're
wearing. Now, this doesn’t mean you have to run out and spend
thousands of dollars on fancy outfits. But what it does mean is that
you have to show you care; from how you communicate to your
physical appearance and presence.

When you take the time to care about your presence, you
come across as someone who is polished and interested in serious
discussions. Even the strength of your handshake and how you make
eye contact will let people know that you mean business. The way
you come across with your first impression will help to determine:

1. if your information is well received; and
2. whether new doors will open, leading to more successful
interactions and relationships.

Have you ever noticed how performers in a theater production
enter onto the stage? They almost glide with grace and physical
prominence. What about members of the military; how do they
stand when they are in a formation? Even when they’re “at ease,”
their stance is strong and ready.

Here is one of my favorite tips: When you enter a room, whether
it's a meeting room or you're on stage for a presentation, it’s
important to keep your feet firmly planted about a foot or so apart,
almost as if you are assuming a military stance. Then, as you speak,
you open your arms wide in a welcoming fashion, drawing your
audience right into your discussion.
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Of course, these tips take time and practice. When you learn to
command the room, everyone will know you have arrived!

Question 37. Can You “Control” Your Own People?

I've prepared executive speaking points for years, whether they
were for company announcements, one-on-one interviews, or news
conferences in a Q&A setting. Speaking points keep executives
focused on the key messages. Prepared executives can work these
messages into almost any interview response. However, no matter
how many points are discussed and prepared prior to the delivery, a
couple of situations can occur.

For example, your executive may appreciate having the points
on hand. However, she doesn’t take ample time to review them.
Then, there’s the executive who prefers to “shoot from the hip,”
which is the more preferred and natural speaking style, but could
prove to be the worst-case scenario for you, the communication
expert.

Iremember preparing a high-profile athlete for a news conference
at his annual charity event. The PR team felt very well prepared for
any journalist’s questions that came our client’s way. Feeling very
confident, it was time to make our way into the conference. Just
as we were walking into the room where the media were waiting,
I'asked our client if he had any questions about the messaging points
we had prepared. He stopped, looked me squarely in the eyes and
said, “You mean what you sent me? Uh, thanks, but no ... I think I'll
just wing this one.”

Ugh. Not exactly what the PR team wants to hear. Let’s just say
this news conference was not the best one during the tenure of this
athlete’s professional career.

The Experts Weigh In
Sandra Fathi, President, Affect
Lead by Example

When I was 19, I volunteered for the Israeli Army. I was born
in the U.S. and attended New York University my first year of
college. When I decided to go abroad for my sophomore year,
I chose Hebrew University of Jerusalem because I had some
family in Israel and thought it would be an easy transition. I had
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a wonderful roommate from New Jersey who was a true Zionist
(someone who believes in the Jewish nation) but more than her
love for Israel, she had a keen understanding that all the cute
guys our age were in the army. Essentially, every Israeli, men
and women, serves in the Israeli army. Men serve for three years
and women for two. We were clearly missing out. Together, we
dropped out of school and volunteered to serve in the army:.

My time in the Israeli military taught me about the true
meaning of leadership. My experience was nothing like
American movies about the army—with a sergeant or veteran
officer standing on the side lines barking orders at soldiers
to march, run or drop for 50 push-ups while he stared at a
stop watch never breaking a sweat. In the Israeli army, your
commanders are only about six months older—sometimes a year
or two. They barely have a few minutes more experience than
the soldiers they are leading. In addition, Israelis are known for
being fiercely independent, feisty, and completely defiant when
it comes to authority. There is no respect for rank or power in
the military—soldiers talk back to commanders, they disobey
orders, they don’t fear military jail. So, how do you lead a group
of soldiers in this environment? You lead by example. You lead
by earning their trust. You lead by demonstrating that no one is
willing to work harder, no one knows more about the mission,
and no one cares about them more than you.

That is the only way to get soldiers to follow you into
battle—and in Israel, with enemies surrounding the state, and
a looming threat of war literally a few miles from their homes,
the struggle is real. An Israeli commander is at the front of his
squad, not at the back, the first to risk his or her life, the first to
encounter danger, the first to take a bullet. You would never ask
a soldier to do something that you as a commander would not
do yourself. And they know it.

Although public relations never rises to the intensity of going
to war, the same principles apply when it comes to leadership.
For the past 14 years, I have run my own agency and I've never
asked a team member to do anything that I wouldn’t do myself.
I am continuously learning new skills and acquiring new tools
to improve my craft and impart that knowledge on my team
members. I am unwavering when it comes to the quality of my
work, and anything that leaves the walls of our agency. However,
at the same time, my employees know that I have their backs—I
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won’t ask them to sacrifice their principles for the sake of a
paying client. I won’t ask them to work 80-hour weeks because
I believe they too should spend time with their families. I'll do
what needs to be done to protect them, to provide them with the
compensation, skills, and the tools they need to accomplish any
mission, and I'll lead fearlessly into any battle.

Heather Whaling, President, Geben Communication
Partnering and Connecting Are Your Competitive Edge

Did you know there are PR agencies that offer “networking”
as a paid service? Meaning, they’ll open their contacts, facilitate
introductions, and make meaningful connections—for a fee.

For some, that’s a business model that works. For me, I've
found that creating partnerships and making those connections
isn’t a service ... it's my competitive edge.

How can that be? And, why would I willingly give away
something that other people are monetizing?

A few years ago, we were working with a local government
agency that was preparing to launch a new service. Young
professionals who live and/or work in downtown Columbus
were a key target demographic to reach. Our scope of work
with this client was narrow—limited to social media community
management. But, we had a very strong relationship with the
local Yelp community manager and saw an opportunity for our
client to partner with Yelp toreach this audience. So, we facilitated
an introduction and scheduled a lunch meeting. From there, we
stepped out, but the partnership that evolved turned into a win-
win for both parties. That client renewed their contract with us
and the Yelp community manager continues to be an excellent
advocate for that client (and many of our other ones).

As communicators, it’s our job to build trust and improve
relationships (it is public relations, after all!). Instead of hoarding
connections, open your network. Look for opportunities to make
meaningful introductions or to facilitate mutually beneficial
partnerships. That’s how you build a strong network, with
yourself in the middle. A mentor once told me that the person in
the center of the network owns the network. Instead of viewing
networking as a necessary evil, shift your perspective. Embrace
it as your competitive advantage.
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Karen Freberg, Assistant Professor at the University of
Louisville and Adjunct Lead Instructor at West Virginia
University’s IMC Graduate Online Program

Train Like an Olympian

Being proactive and successful in the communications field
does not happen overnight. I have this conversation many times
with students coming in and out of my office or sending me a
late-night tweet about what they need to do to be successful in
the PR, social media, or communications field.

My short answer is: You have to embrace the mentality of
an Olympian and train like one. As a former student athlete
in track and field, I ended my athletic career as a four-time
All-American in the shot put, University of Southern California
shot put school record holder, two-time SEC champion, and a
2004 Olympic Trials finalist.

Working, teaching, and practicing in digital media taught me
a lot of life lessons I still share with my students. To be successful
in the PR and social media field is very similar to being a track
and field athlete, such as:

You are expected to perform and be on your “A” game if you work
in social media and PR: The field is changing so much, you have
to make sure you have your hand on the pulse of the industry.
Each pitch, meeting, performance, and presentation you make
you have to be at your very best. Everyone will be looking at
what you are doing while tweeting, snapping, and sharing your
insights for the world to see.

Know how you compare to other athletes (professionals) out there in the
industry: Like athletics, you want to make sure you are preparing
the best you can for the upcoming competition. You always want
to see what everyone else is up to and have a few cards up your
sleeve to pull out at any given time. Do your research, see what
other professionals in the industry are doing, and make sure you
address your strengths and work on your weaknesses. You can
learn something from everyone—educate yourself and see what
you can do to bring something new and unique to the table.

Train like an Olympian with your work in PR and social media: I used
to work out 7 to 8 hours a day back as a collegiate athlete. From
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weightlifting to throwing, I was trying to master my sport and
event to the best of my ability. There were days where everything
worked and you had the best possible conditions to compete
and practice. Then, there are days where everything goes wrong
and the last thing you want to do is pick yourself up after not
performing well. How you react to failure defines how you will
prepare to achieve success. The same can be said about working
in social media. While I am no longer throwing things, I am still
“training” in my work ethic in social media. You have to do a
little bit each day and set time aside for studying, reading, and
practicing your work like an athlete. There are days where you
are on top of the world, and then there are days where you have
to advise clients who are experiencing a crisis. You don’t become
an Olympian (or influencer/thought leader) overnight. It takes
time, persistence, and dedication.

Every PR pro (or athlete) trains differently: Everyone has a different
approach they like to take when it comes to educating (training)
for their craft. You want to see what works best for you based on
the way you approach the field even to deciding what times of
the day work best for you to write, brainstorm ideas, and create
content in social media.

Embrace your own brand as a pro (athlete): Never feel like you have
to be like everyone else. You want to be your own person and
make sure you are communicating this yourself. You are your
best PR professional—no one else knows you better than
you. Same thing as an Olympian, you never want to feel like
you have to be like everyone else in your event (or industry). I
wasn'’t the typical shot putter competing and I tell my students
all the time I am approaching being a professor in a different
way. Don’t try to be like everyone else. Do what works for you.
Showcase your personality and embrace your brand, and be the
strongest advocate on why you are unique compared to others.
You sometimes have to be your own best PR person.
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Chapter 2

Growing Relationships
Built to Last

What is the secret to growing relationships that are built to last?
Time, effort, focus, and knowing what you put into a relationship
will show in the strength of the connection over time. Remember,
creating connections, and growing them, is more about the people
you meet and less about finding your own opportunity. There is no
secret potion or easy checklist to guarantee that a relationship will
last a lifetime, a year, or even for an intense moment.

At times, you may see relationships quickly surface in your
career and then go away just as fast. However, when you can get
to the heart of what people need and you deliver consistently as a
reliable, trustworthy, and attentive “friend,” then your relationships
will develop to a higher level and for a longer time. For me, every
relationship is unique. But, the relationships that are built to last start
with a deep understanding around your connection. Then, they build
upon the enthusiasm and great mutual synergy, which continues over
time. Now, you may think it is easy to start a relationship, and in
most cases, you may be right. But it is how you nurture and develop
the connection over time that makes the difference.

Friendships can spark anywhere and anytime. How you
approach the relationship matters the most, regardless of where
you meet. I have met some of my best friends through the physical
work environment. When you work with people eight plus hours a
day, you become a family and deep friendships form. At the same
time, some of my other best friends I have met through professional
associations and interactions that began on Twitter, long before I
ever met them in person. The old excuse of “they live so far away”
or “we really don’t get to spend time together” doesn’t work in an
age of social conversations and technology that allows you to cross
borders and boundaries with your communication. The principles
you apply in your personal relationships are the same professionally.

¢ 45



The success of your relationships has more to do with your mindset
than your physical proximity.

In this chapter, the questions and answers presented will help
you to take steps from simple connections that begin with casual
conversations down a long and winding path to form stronger,
longer-term bonds. At the same time, you’ll also learn the art
of connecting your most valued contacts in your network and
helping them to build successful relationships that are also built
to last.

Question 38. Is Wasting Someone’s Time the Anti-
relationship Builder?

If you are trying to build a relationship, then you want to be
very respectful of someone’s time. For example, if you book an
appointment in person, by telephone, or by video call then you
should not only show up on time but also be ready to engage in
meaningful discussion. The translation: You are enthusiastic and
serious about the potential of the relationship right from the start.

Of course, we all know “life happens,” and there are times
when meetings are missed or even rescheduled at the last minute.
A note of caution ... when you're dealing with busy professionals,
sometimes you don’t get a second chance for a first meeting, or a first
impression. Keeping your appointments, and showing up eager and
prepared, says a lot about you and how you want a relationship to
move forward.

I remember a young professional who asked me to chat with
him about his career goals. He wanted to pick my brain, as he was
transitioning into an important new role at his company. I was
happy to set up a call to mentor him. However, when the time came,
he didn’t reach out as planned. Instead, he emailed later that day
to explain something had come up and he was unable to make our
call. We ended up rescheduling for another day, which unfortunately
came and went. Once again, I heard nothing from him at our
scheduled time. Like the first incident, there was another excuse. He
said, “Duty called ... I had to jump into something,” claiming there
was no way for him to reach out.

How do you think this story ended? Was a third call scheduled? At
that point, we had hit an unfortunate roadblock, and the relationship
suffered. Relationships flourish when both parties are fully invested
and they honor the agreed-upon time commitment.
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Question 39. How Does Saying “No” Help Your
Relationships?

You may find yourself busy building a number of critical
relationships. However, this should never reach the point of
aggravation, pressure, or fatigue. There will always be a plethora
of events, social gatherings, and online discussions that will interest
you. Yes, the Internet never sleeps and neither does social media.
However, you do. Know when to decline an invitation gracefully by
saying “No.” You only have so many hours in a day and the choices
you make will help you to stay happy and healthy. Working too
much, and finding you're over-extended is not good, personally or
professionally. As a result, all your relationships will suffer.

When my daughter, Megan, was eight years old, I was a solo mom.
She taught me how to say “No.” At the time, I was an agency owner
and author. I remember one of our mommy-daughter interactions
after Iwrote my second book, The New PR Toolkit.! As an author, I found
myself getting increasingly busy between work, networking, taking
interviews on off-hours (to accommodate the media), and additional
speaking engagements to discuss my book. From my daughter, I
learned that the gift of time should never be taken for granted.

One day, we were sitting on the floor playing a game and she
said, “Mommy are you paying attention to me?” She knew I wasn't.
My mind was clogged with book- and work-related obligations. I
was physically there, sitting on the floor, but not mentally. Her sad
voice and disappointment spoke volumes to me. I knew what I
had to do. I decided to slow it down and be more selective with
my activities. From that day onward, our time together became
more fun, focused, and meaningful. It became easier to say “No” to
average opportunities, knowing someday my daughter would not
want to sit on the floor with me any longer. Learning to say “No”
was the best decision I've ever made for our relationship. To this day
(she’s 22 as of the date of this writing), we may not be sitting on the
floor playing games, but we are still best friends.

By taking the time to refocus your energy and not spreading
yourself too thin, you'll find renewed meaning in your relationships
and you'll be much more productive. When you start saying “No” to
every opportunity, youbegin to carefully select the best opportunities,
becoming a much more present participant in your interactions with
family, friends, and at work too.

Saying “No” helps you to pursue the best connections, and to
also focus on growing the right relationships.
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Question 40. How Do You Balance Tech with the
Human Side of Relationships?

There are plenty of tools, platforms, and online communities to
connect you with anyone you want to reach. You have many choices,
from discussion forums and online groups to social networking and
community discussions, to find your new connections. Perhaps,
you're linking publically or privately through LinkedIn, Twitter, or
Facebook. Technology serves one very important purpose: to facilitate
better human interactions. But, remember, it’s the human, in-person
contact that is still, by far, the most valuable of your interactions.

Your goal should be tomove from the virtual into the physical realm,
being transparent and human every step of the way. I would choose an
in-person meeting over any type of virtual meeting. Remember, when
you're online you can’t shake a hand, pat someone on the back, or give
a friendly hug hello. Using an emoticon or an emoji is not the same
thing. Although it’s pretty cool to design your own personal bitmoji
(I have one that looks and dresses like me). Still, it’s not the same!

Early on, Iadmit, I was skeptical of online relationships. However,
I experienced the ultimate in relationship building that started
in the virtual world and then moved to IRL (In Real Life). I don’t
remember what year @Fogfish and I started tweeting back and forth.
Our conversation started as a casual “hello” that went on for weeks.
From that point, we moved to direct message (DM) and chatted back
and forth, sharing resources, ideas, and building a friendship. It
wasn’t until about three years after we began our Twitter friendship
that I finally met my friend in San Francisco, when I was speaking
at the PRSA International Conference. I felt like we knew each other
for so much longer.

Our back and forth via DM formed a solid friendship over
the years. Right after this very meeting, we worked on a project
together. He was kind enough to design my PR Hybrid Honeycomb
infographic, to visually represent my eight new PR practices from my
book, Social Media and Public Relations.> With the help of my husband,
we built a website where people could download the poster and the
different PR roles related to their careers. I'm still direct messaging
him to this very day. Real relationships can start online.

Of course, if you can’t be in the same room then utilizing
technology to simulate being in person is the next best thing. Every
opportunity to meet virtually gets you one step closer to the most
human type of interaction you can have.
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Question 41. Why Can’t Everyone be a Best Friend
Forever (BFF)?

One important lesson to learn early, both on the personal and
professional front, is that not everyone will be a part of your inner
circle of trust. Only those people you consider your confidants will
be there to help and support you. Understand there are contacts
who are your closest friends and colleagues. They will add value to
your work or life, vs those who may participate with you on a very
different level.

For instance, you may have contacts you visit when you're
traveling to different cities, and there are also those who you only
chat with on Twitter, Facebook, or LinkedIn. The latter contacts
are still very important and you can certainly find great value
in those relationships as they grow in time. They may be sharing
interesting insights and you're bonding through your social media
channels. Perhaps, with these contacts, your relationship is based on
knowledge sharing and learning together in an online environment.
These relationships should not be overlooked.

For example, I'm actively involved in Twitter communities,
including #PRStudChat and #WinnieSun chat, and I also love
participating in #MeasurePR. Participating in Twitter chats is a great
opportunity to cultivate relationships with your online friends.
Not every new contact will be a BFF, but the learning opportunity
is invaluable. For your online friends, there are simple steps you
can take, for example, after a Twitter chat to keep the relationship
learning and growing:

1. Follow those who share the most interesting insights during the
Twitter chat session and continue the discussion by reaching out
with questions or additional relevant information.

2. Find your new contacts in other networks where they may be
participating. Are they also on LinkedIn, Instagram, Facebook,
and do they blog regularly? Get to know your new friends better
by seeing what else they do and by checking out where else they
participate.

3.  Write a blog post about the chat session and the community’s
participation. You can use Storify, which is a useful tool to
capture the best tweets of the discussion. Be the champion who
shares the entire story and let your new friends know that they
are included in your recap.
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4. If the Twitter chat hashtag is popular, and used frequently
post discussion, follow along on a daily basis to engage more
frequently with the people you met during the Twitter chat
discussion.

You will learn to identify different types of relationships over the
course of your career. It's a give and take. You can’t be all things to all
people. But, if you can understand the dynamics of each relationship
and the mutual benefits, then this will help you to invest the right
amount of time and effort, from your BFFs to your more casual
online acquaintances.

Question 42. How Do You Become a CRA (Chief
Relationship Agent)?

Modern communicators are skilled relationship builders. They
know the best relationships take time to cultivate and are based on
trust. Think about your relationships at work, school, family, and
with your friends. What do those relationships mean to you? Do you
work at them every day? Do you give them your steady focus? Do
you go the distance to protect these relationships because they are so
important to you?

Asyoucontinue to develop and nurture your ownrelationships,
part of becoming a CRA is knowing the value of your relationships
and always keeping your contacts sacred. You should only share
them with the utmost care. As a part of any good relationship,
people trust you with their business information, their successes
and challenges, and their time. So, if you decide to make an
introduction on behalf of a contact with someone else in your
network, then you must truly believe there will be synergy between
the professionals you unite. When I make introductions, the goal
is for my contacts to benefit and grow together as a result. By
continuing down this connection path, your friends, colleagues,
and peers will appreciate you as someone who has moved from
relationship builder to what is called relationship “agent” status
and trusted resource.

I have always said my career goes far beyond just relationship
building. As a Chief Relationship Agent (CRA), my goal is to make
the connections where other people thrive and excel together. The
greatest satisfaction is seeing the fruits of someone else’s labor and
knowing you were instrumental in their successful outcome. But, it
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all starts with the importance you place on your relationships and
what those relationships mean to you.

Question 43. How Can Your “Marketing Family”
Create Experiences Together?

Marketing is a big family with all different professionals who
share a common goal ... the growth and well-being of the brand.
Thankfully, the silos are breaking down and PR is very much
integrated with marketing. This is nothing new; I've always viewed
PR as a big part of the marketing world for a few reasons:

Reason 1: Communication must be consistent, from brand messag-
ing and imagery to every consumer experience at various touch
points.

Reason 2: You need a mix of media to capture the attention of the
highly-connected consumer in a noisy media landscape. Marketing
is not enough and neither is PR. Today a combination of targeted
messages, customized content, and meaningful ways to engage with
audiences (where and when they want to connect with you) will get
their attention and allow you to keep it.

Reason 3: No one area can do it alone and you don’t want to canni-
balize your own efforts. I've seen companies do this just by not con-
necting the entire communication team internally.

Reason 4: It takes an army of champions to maintain and protect
brand reputation. PR has led the charge and sets a great example,
but more champions from every area of the company need to join the
reputation task force.

I remember working with a non-profit organization focused
on consumer healthcare. When 1 first started working with the
group I conducted a quick audit of their brand through various
communication channels. I shared with the internal communications
team how one part of the marketing organization was not sharing
crucial information to support other areas, including public relations.
For example, if you took a cross section of their social media profiles,
from Twitter and Facebook to their YouTube channels, you would
have seen different imagery, logos, messages, and an inconsistent
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Figure 2.1 Reasons Why PR and Marketing Work Together

brand. They quickly worked to rectify the situation. Their solution
was to halt any further disjointed appearance and messaging from
occurring by building a better internal communication system.
Everyone had to be on the same page and working to support one
another.

PR builds brand awareness, credibility, trust, thought leadership,
and relationships; marketing reinforces messages and—through
visual, interactive, and compelling content—helps to drive engage-
ment, leads, and sales, or—in the case of a non-profit organization—
membership. Together, PR and marketing create the communication
to build loyalty and brand advocacy. The two are greater than the
sum of their parts. You have to know the PR and marketing world to
work closely with your “brothers and sisters.”

Remember, the customer does not care who says or does what
from your communications department. No one wants to know who,
in the company, created that great promotion or thought leadership
article. They are clearly looking for what they need and the very best
experiences with your organization.

Question 44. How Do PR and Sales Fit Together?

If PR works closely with marketing, well then, guess what? PR
has to work just as closely with a sales department. PR pros must
have a relationship with the sales team. They need access to all
your media successes, whether this is in the form of editorial and
online coverage, customer success stories, or your favorable product
reviews.
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At the same time, the sales team should be finding the best
customers for the PR team to highlight as client or consumer
success stories. They should also share market and customer
insights, including any information, reports, statistics, and studies
on your industry and competitors. By sharing information and
data, the sales team is helping you to be closer to the customer.
Knowledge is power. You're also helping salespeople to share the
communication tools that build better customer relationships and
interest prospects too.

I've always tried to forge relationships with the sales team. When
I owned my agency, whenever we won a new account, I would ask
for a meeting with the sales team. Our questions included the ones
they wanted to hear. To understand and build a relationship with the
sales team you need to ask these questions:

1.  What are your sales goals?

2. What communication tools do you need from a PR team?

3. What do your customers complain about and what makes them
happy?

4. How can we better help to bring customer success stories to
light?

5. What's different or interesting that you're hearing from customers
or you're doing with your customers?

All these questions immediately tell a sales professional you're
there and on the team to help, supporting their efforts from the
start.

You can’t sit back and wait for someone in your sales department
to suggest a meeting. Reach out and set one up yourself. Connect,
so PR and sales have the opportunity to meet and work together to
benefit the customer.

Question 45. What Does It Mean to be the Ultimate
Internal Liaison?

If you're in PR, then you know you're a liaison, managing and
facilitating communication, whether it’s with the media, customers,
different community organizations, analysts, or other external
groups. However, your liaison skills will really be tested when you
work internally to expand your communication efforts to be more
inclusive of all areas of your organization.
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Good communication starts on the inside, yet many companies
are not connecting their own people to collaborate and learn
together. You can use what you know about external communication
and connecting people, and then apply the information within your
own four walls. Social media is one of the best ways to make those
great internal connections and to build cross-functional groups who
can tackle challenges and work together. You are the ultimate liaison
when you can move beyond your own department to include other
areas of the company in collaborative and innovative efforts.

You have a choice. You can stop at liaison, or you can push the
limits to become an ultimate liaison, by making a difference on
the inside. Technically, what many professionals don’t realize is
the inside of your company should be the first place to start. The
positive steps you make internally in your organization will lead to
even stronger and more compelling external communication with
the public.

What you do on the inside really shows on the outside.

Question 46. Why Should You Put Your Customer
Service Hat on and Keep It on?

From day one of your career to the day you retire, you will be
on the customer service team. Everyone, whether you're in PR,
marketing, sales, or customer service, should be helping customers
when called upon. For example, when a PR person is listed as a
“Media” or a “Company” contact on news releases, or in a company
newsroom/media center, customers naturally reach out directly
thinking you're a part of the customer service team. And, guess
what? You are, because you would never turn a customer away.
Instead, you would quickly put on your customer service hat to
answer their questions, help them on your website, find more
product information, or steer them to the appropriate customer
service representative.

I remember a conversation dating back to 2002. At the time,
I was a VP at my agency and I was also the contact name on JVC
news releases. The call came in the late evening when I answered.

“Hello, this is Deirdre.”

“Hello, Deirdre, can you help me with my JVC
GY-DV500?”

“Sure, how can I assist you?”
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“l have a few questions about the repair of my
camcorder.”

“Okay, I'm happy to help you locate a dealer who can
better answer your questions. Do you have access to
the JVC Pro website? I'd like to walk you through the
process.”

This example was back in 2002, pre-dating the proliferation of
social media. Today, with everyone making their way to your social
media channels, you're also there to listen and to get customers the
assistance they need quickly. The goal is to always help as much
as you can and then find a customer service representative when
the inquiries go beyond your knowledge base. However, at no time
would you ever think, “I'm not in Customer Service,” or say, “That’s
not my job.”

Without customers, you wouldn’t have a job.

Question 47. Why Can't Your Relationships
be Perfect?

When you want to build relationships, you have to learn a lot
about people. Understanding their needs, challenges, concerns, and
agendas should be your first line of focus. However, there will be
times when—no matter how much you know, or how well prepared
you feel—the relationship is strained. Testy attitudes or tempers can
flare up and you find yourself walking on relationship “thinice.” Step
back and breathe, because not every negative encounter is about you,
or because of something you did. The more pressure your “friends”
are under, the more stress they project at you. Unfortunately, you
may be in the wrong place at the wrong time.

Whether you encounter an annoyed CEO (Chief Executive
Officer), upset supervisor, a less-than-satisfied customer, an over-
worked colleague, or the journalist on a tight deadline, take any
“attitude” and critique with a grain of salt. Listen and acknowledge
that you hear what they’re saying. Then, use what you hear to learn
from the interaction.

I remember one learning experience that stands out in my mind.
My agency had been preparing for a media conference for weeks on
behalf of our client. The media kits were ready to be handed out to
the journalists who attended the event, with about 20 news releases
stuffed into them. This was back in the days when journalists
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still wanted paper releases, although they were also online in the
company’s newsroom. At one point during the conference, the client
(an EVP—EXxcecutive Vice President—at the company) told a new
partner that he was so excited about their newly formed alliance.
The EVP went to grab the release about their alliance out of the
media kit. Unfortunately, that release received last-minute approval
and did not make it into the media kit that day.

Asyou canimagine the EVP was not happy with our PR team. My
team took its lumps accordingly (with me as the lead “lump taker”).
Remember, mistakes occur at the top and trickle down. I immediately
apologized and said it would not happen again. Eventually, the anger
subsided and the relationship with the EVP and our client company
continued. This was an example of an imperfect moment, but the
relationship went on for many more years. No matter how prepared
we thought we were, there was still upset. We learned a lot about our
client that day, who felt embarrassed by referencing a release that
wasn’t physically included in their media kit for him to share. Had
we told him the situation in advance, our team, most likely, would
have avoided the entire situation.

Your relationships may never be perfect. From the very good
interactions to the unpleasant encounters, you will uncover more
about the people that matter and their challenges. In the end, you'll
be better equipped, and able to strengthen these relationships
moving forward.

Question 48. How Do You Handle Rejection?

Rejection is tough. But it serves a great purpose; to make you
stronger. Take the media, for example. Yes, no one said it was easy
to pitch or to follow up on a news story, knowing you may be shot
down very quickly or not even receive an email response. However,
rejection is a natural part of any business.

Similar to making mistakes, rejection becomes your opportunity
to step back and learn. In the case of the media, you may want to take
more time to really understand an outlet’s audience and to read the
stories written by the journalist on the receiving line. You can also
see where journalists hang out on social media. Follow your media
contacts on Twitter, and by all means read their blogs, and contribute
actively in their communities.

But, rejection is not only reserved for your interactions with the
media. You may face rejection when you submit proposals, compete
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for job promotions, submit creative and business writing, and deliver
campaign concepts, to name a few examples. Here’s a personal
example. Before this book was published, I had about five other book
ideas that I pitched, which received absolutely no interest. Whether
it was the nature of the topic, the size of the market, the changing
nature of the landscape ... I've heard it all. But, not once did I say,
“That’s it, I'm done” (throwing my hands up dramatically) or, “I'm
not going to try anymore.”

On the contrary, I tried harder. I threw my heart and soul into
working on a book project that excited me; one that I wanted to
share as a part of my legacy as a communications professional. I've
been writing Answers for Modern Communicators for many years and
finally I connected with the right publishing partner. Sure, I've faced
rejection but I've learned from it and then turned my experience into
a better opportunity.

Above all, don’t take anything personally or give up easily. If
you encounter rejection from a journalist or anyone along your
career path, then think about what you could have done better. Did
you need more detailed information, or would a different type of
approach have worked in your favor? Or, maybe this person was just
having a bad day.

Make rejection the impetus to try harder, over and over again.

Question 49. Should You Position Yourself as an
Expert Source?

If you have expertise in a particular area or subject matter,
then offer your counsel to media outlets and blogs. The media and
bloggers want to form long-term relationships with professionals
who can offer expert commentary, especially when there is
breaking news or when hot topics bubble up quickly. Your expert
commentary may focus on specific industry knowledge (for example,
pharmaceutical, tech, travel, retail, etc.) as a subject-matter expert
(SME), or you may have expertise in an industry and comment on
broader business matters in the news, such as reputation, branding
issues, and crises.

When you provide expert commentary, whether it’s in print,
online, or in a broadcast interview, the exposure is tremendous for
your career growth. Offering yourself may be done through your
company or agency connections. Or, it could be as simple as reaching
out to specific media and bloggers for a background interview,
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sharing information about your particular areas of expertise. With
all the experts and executives you work with, don’t forget your
expert self.

For years, I have been doing PR for myself. Today, I work with
a publicist who presents angles and story ideas to media outlets
that invite me to appear on radio shows, Blog Talk Radio and TV
news programs. As you are helping all the experts with their media
placements, expert commentary, and building media relationships,
don’t neglect yourself.

If you devote time and attention to your own PR, then you can
be the expert too!

Question 50. How Can You Help Your Executives
to Grow?

Your executives are no strangers to speaking, interviewing
and being in the public eye. You can be a big part of their growth
and success. Make it your job to watch, listen, and offer the gift of
feedback. Because you're involved in the company messaging, you
know when information is delivered properly and if the appropriate
meaning comes across clearly. Because you also have the inside track
on the talking points, you're the best candidate to provide valuable
commentary to your executives.

When my client was rebranding (after acquiring a tech startup
company), we had worked tirelessly with the branding agency on
the messaging and talking points for media, analysts, and customers.
The COO (Chief Operations Officer) of the company planned to
be on stage at the rebrand event to share the exciting news, which
was the unveiling of the new brand look, the new leadership, and
what this meant for the company’s customers. It was the big day
and everyone was really excited. I arrived in New York, where the
event was taking place, a few hours early. The COO had just finished
practicing his short welcome discussion. It was the first time he was
using the visuals and sharing the company’s story. But, sometimes
when you're up on stage and there’s no teleprompter, you may miss
some important points that need to be articulated. Of course, the
audience would never know if you missed something, only the PR
person who has worked closely with you.

Now, making the COO feel uncomfortable or anxious is never
a good idea right before a big event. You walk a fine line. Plus, we
were in a group setting with other executives present, and with no
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time to pull the COO aside, I didn’t want to say, “You forgot one of
the most important points that needed to be communicated to your
customers.” Instead, here’s what I said:

“Your points were solid and your story flowed the
whole way through. But, what I also really like that you
didn’t mention was ... ”

He had a big smile on his face when I shared my feedback and he
got the message loud and clear. He later thanked me for helping him
fine-tune his talking points and for the gentle reminder.

You can evaluate and share how your executives came across
in their interviews, from the answers to questions and important
messaging to how they handled some of the unanticipated inquiries.
You're there to help them when they need to address their customers
or the members of their own team. You're also the one who points
out body language signals and if they were making an emotional
connection with their audience.

Giving feedback at the executive level is a critical role to play. I
always say it is a gift to give and to receive feedback. The key here is
growth for professionals, at every level.

Question 51. How Do You Make Your “Friends”
Stick Around?

It doesn’t matter if you're working with the media, professional
colleagues, or business partners. Make it your business to help
people so their jobs become a little bit easier. Now, you may be
thinking, “What about my job and who’s making it more comfortable
for me?” What you give, in most cases, is what you will receive in
return.

For example, take your relationships with the media. Journalists
truly appreciate PR people who answer questions without having to
wait a few days searching to find the answers. The best PR people
have journalist friends that stick around because they are:

1. responsive to media requests and able to meet the tightest
deadlines;

2. proactive and deliver interesting angles to journalists who
appreciate the sharing of information before they have to ask;

3. accurate, truthful, and consistently deliver timely information;
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4. able to follow up with additional information without the
journalist having to ask or to chase after them.

The outcome is having their stories published on deadline. At the
same time, you benefit from more impressive coverage. Suddenly,
everyone’s life just got a little bit easier.

Think about your contacts first and get them what they need.
Then, see how this comes back to help you. You may not find
immediate benefit all of the time. But, in the end, you will have more
people wanting to work with you, many more than the person who
does not care enough to make someone else’s job a little easier.

Question 52. What Is the Best Way to Get to Know a
Journalist or Blogger?

Thereis abig, ongoing complaint from the media. PR people don’t
take the time to fully understand a news outlet or know a journalist’s
specialized area of reporting. When will these complaints stop?
With all the intelligence available through search engines and social
media communities, and new PR tools that match media influencers
to your content, there’s no excuse for the useless pitch.

If you don’t understand the media outlet or the blog, the types of
stories covered, a journalist’s interests, and the variety of information
their audiences enjoy, then you shouldn’t bother reaching out. Here
are a few helpful relationship-building hints:

m  Read as many stories as you can by journalists /bloggers you
want to pitch.
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= Take alook at archived publications and the type of coverage
on a particular topic over a period of time.

= Find out what type of information the journalist/blogger and
publication likes to receive and in what format.

»  Use search engines to uncover a broader look at where your
media contacts are and what they like to do.

= Make sure you connect with them through social media,
where it makes sense (caution, not their personal Facebook
page).

= Engage with journalists and their communities; be a part of
the meaningful conversation.

= Share their stories with your network and tag them in your
posts or @mention them in your tweets.

= Give, as a helpful and timely resource, more than you expect
to receive, keeping your media contacts updated with news,
information, and potential story ideas.

If you take these steps seriously, then moving forward the
complaints will no longer be about you. Wouldn’t you rather ditch
the useless pitch, before someone decides to ditch you?

Question 53. What Happens When You Break a
Promise?

If you promise something to the media or any other important
group, then you had better deliver. Otherwise, the trust and
credibility that you've worked so hard to build fizzles out quickly.
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If you're going to make a promise, then you need to take a couple of
steps to be sure you can actually deliver on your word.

Step 1: Thoroughly understand what is expected of you.

Step 2: Be aware that time frames are extremely important as
professionals are working on tight deadlines. Unlike what you
may do for your own marketing communication programs, such
as padding deadlines to give people a little more time, this is not
necessarily the case for the professionals you work with.

If you find yourself in a situation where you have promised
materials, resources, or even an interview with experts and you
cannot deliver on time, then reach out as quickly as possible to
inform your contact. Unfortunately, in the case of working with the
media, they may pass on using your expert the next time around.

However, not every undelivered promise has to end in disaster,
depending on how you handle it. I remember working with my
client to fill a panel session at the PRSA International Conference
back in 2014. We had several influencers who had agreed to
participate. A few weeks before the event, I received a call from
one of the panelists. His mom had a terrible fall and broke her hip.
She was in the hospital and he needed to take care of her. He was
very quick to share the information and even offered to help find
someone else to fill his shoes. As a result, we were able to shift to
our Plan B, which was to find another professional who was already
at PRSA to join the group. Luckily within a couple of days we had
our new panel member and the conference session was standing
room only.

For the sake of your relationships, know what is expected so you
can always deliver what you promise. But if you can’t, then it is how
you handle not being able to fulfill your obligation that will make or
break the relationship.

Question 54. Why Is Lying a Relationship Ender?

Here is a short lesson. Lying to the media or any constituent is
unacceptable behavior, and has serious consequences, sometimes
even legal action against you. Your actions should be based on
ethical, credible, and responsible communication. Even the smallest
twist of the truth can escalate into big trouble. Don’t lie to anyone in
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your organization, or for anyone, such as a supervisor, partner, peer,
friend, etc.

I learned a valuable lesson during my years of agency work. A
VP at the agency gave me an envelope to mail. She said, “Please take
this to the post office and don’t put it in the mail slot downstairs in
our building.” I said, “Sure, I'm happy to do this for you.” As I was
leaving with the letter in hand, my direct supervisor stopped me and
said, “Don’t go to the post office, please drop the letter in the mail
slot downstairs in the lobby. I need you working on the ‘XYZ’ event
asap; the team has agreed that we need you here.”

So, what did I do? I went and dropped the letter in the mailbox
downstairs. Well, guess what? I was now a part of a lie, knowing
my VP was very clear with her directive. Thankfully, my VP knew
enough not to blame the messenger. At the same time, I realized I
had to be accountable. Moving forward I would think differently
about this type of situation.

If you ever receive conflicting directives, you need make sure
both parties who gave the different directives know the steps you
are about to take, not just the last person who tells you what to do.
For me, this would have meant really knowing if the entire team had
agreed to how the letter was to be mailed.

Unfortunately, the relationship between my supervisor and VP
was never the same from that day forward. Lying will always hurt
someone in the end. If you lie or you are involved in a lie, or there are
lies swirling around you, then somewhere or somehow a relationship
will be severed and everyone involved loses.

Enough said.

Question 55. Do Your Stories Pass the “What’s in It
for Me” Test?

With the ability to gather, collaborate, and share their own news,
information, and entertainment, consumers are in the C-Seat; what I
call the Consumer-Seat behind the wheel of their own communication
vehicles. They have the control and decide if they want to hear news
about you or your business. They say when, what, with whom, and
how they’re going to collect and share what they like with their
own personal networks. With an extremely noisy media landscape,
you need to replace your self-serving company announcements
with valuable and customized content that is meaningful in your
customer’s world.
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An important first step is to educate anyone in your company
who still believes that every piece of “news” is worthy of an
announcement. You know better, and now it’s time for others in your
organization to understand as well. Sometimes your “news” is not
even worth a tweet or a Facebook update, let alone a news release
distributed over a newswire or a client-wide email. Think about
what people want from you ... all your stakeholders.

You have so many choices when it comes to sharing your stories
today. Sure, there will be times when your news is mainstream and
you will cast a wider net. But, at other times, you can carve out more
specific stories for different types of bloggers and influencers, or
even share directly with your customers. In every instance, make
your news and information customized, valuable, and about them.

Your news has to pass the “What's in it for me” test, which means
what you share has to play an important part in your recipient’s
world. You can build relationships through content, but only if you
can deliver meaning and value.

Question 56. What Is the Ratio for Give and Take in
a Relationship?

Maintain the attitude that you will give more to your “friends”
than you will take from them. Having a great network means helping
people; not because you have to, but because you want to make a
difference. Giving back to my industry and the professionals who
have helped me is a large part of my career today, and it defines my
own personal success.

Social media has opened up a whole new way of giving for
me, from working with my professional peers to the students who
need help with their projects, career advice, and questions about
marketing communications. It's one of the reasons this book came
to fruition. The questions get more frequent and the communicators
come from different countries, through various channels and from
professionals of all ages.

A couple of give-back conversations stand out in my mind. I was
online with a 69-year-old communicator who asked to “pick mybrain”
about book writing and publishing. He also shared some interesting
stories about his life’s work. I shared my approach and process, and
at the end of the conversation I walked away believing that he would
write his memoir one day. On that same day, two middle school
students contacted me through email about their National History
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Day project. They wanted me to participate in an interview to share
my thoughts on social media and the gay rights movement. From the
seasoned veteran to younger, school-age children my giving was not
predicated on receiving anything in return.

This level of giving back is not new. Many professionals are
right there with me helping, sharing, and doing their part. However,
some may think the number of connections through social media
and the amount of insights that you are asked to share is far too time-
consuming. On the contrary, I believe there are tremendous rewards
for helping people and seeing them achieve their goals over time.
The best type of thank you and the greatest gratification come when
you see people achieving their dreams.

When you give back enough to the industry and your colleagues,
eventually the “universe” and all your connections will start to
recognize you in bigger ways. Then, as you build up your continued
career successes, it is an even bigger opportunity for you to give
more.

As you think about how you will give back and build relation-
ships, ask yourself a question. If everyone decided to stop sharing
insights because it was too time-consuming, then where would you
be today?

Question 57. How Do You Maintain Your
Networking?

You should not place limits on growing your network of
professional contacts. Just because you have many great relationships
doesn’t mean you have to stop pursuing valuable connections. Not
only will you continue to meet interesting people, but you'll also be
able to stay up to date with industry information and insights from
your new acquaintances.

The key is to network and scale. Know and respect that there
are levels of relationships. You have to select the right contacts,
matching the opportunities that make the most sense for you and
your connections to pursue at a certain point in time. Not everyone
will move to a level of new business venture, partnership, or trusted
resource. As you move up the relationship staircase, relationships
will grow and change and some may stall and fade.

Feeding your connections pipeline through networking will
ensure that you have a rich database of contacts available to you
at all times and at varying levels of “friendship.” Your pipeline
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should always be full and your opportunities plentiful. Similar to
the saying, “You shouldn’t put all of your eggs in one basket,” you
want to maintain your level of networking for the same reason.

So, by all means diversify and grow your connections, and pull
them from different relationship baskets when you need them.

Question 58. How Do You Make Your First Meeting
Really Count?

The potential for a relationship to grow starts with the very
first meeting. If you have the opportunity to meet with someone in
your network, whether it is via a telephone call, Skype, or in-person
meeting, then you should prepare as if it were your first job interview.
Imagine the possibilities if professionals treated every meeting as if
it were their first interview. There would be an increased potential
for stronger bonds and more valuable outcomes.

Of course, this approach requires extra effort on your part.
However, it is well worth the time and energy. When you really
prepare for a meeting, you are saying that you care about who is in
the meeting, and you want to advance the relationship. Doing your
homework and understanding everything about the people who
are participating and what they care about are extremely important
steps.

However, it is not just about what happens in the meeting and
that first great impression. You also have to think about your meeting
follow up. What are the follow-up steps to advance the relationship
to the next phase? Here are a few follow-up best practices that will
enable you to show initiative and interest:

1. Write a meeting follow-up note, thanking a professional for
taking the time to meet/Skype or chat by phone. My personal
favorite is the handwritten note. It is an older practice that really
gets a person’s attention.

2. If there are follow-up materials discussed or requested during
the meeting, let a professional know your time frame for
delivering the information or send it immediately.

3. Ask a professional if there is anything else they need from you
or if they have any additional questions not covered in your
meeting.

4. Drop a note from time to time, not to request something but
just to offer information of value or to congratulate them on their
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accomplishments (LinkedIn is a great community that enables
you to keep in touch).

5. Share a professional’s work actively through your social networks
and let her know you appreciate her insights and expertise.

When you think about every meeting on a higher level and the
follow up that is involved, you raise the bar on your relationships.
For me, building relationships is more than a skill, it is at the heart of
my career. Every great relationship starts with your focus and how
you approach the first meeting.

Question 59. How Does Visualizing Your
Connections Grow a Relationship?

Social media has you connecting in any number of communities.
However, participating in a community is not about your number of
friends and followers. On the contrary, it is understanding how and
why you are connected, the like-mindedness of the people you are
attracting, and the context of your discussions.

Using visualization software to see your network connections
helps you to uncover who is the most actively involved in your
community conversations. Their level of interaction with you, from
initial participation to more meaningful engagement, reveals the
people who have the most interest in what you're saying, and in
what you're doing and sharing. Visualizing your connections helps
you to grow any relationship based on what people experience with
you and how they prefer to interact with you.

Here is an example of how visualization helped to build
relationships with food bloggers when we were launching a new
restaurant gift card experience. We needed to find foodies who
would be willing to participate at our launch by receiving the gift
card, using it at a restaurant, and then writing about the experience
to interest their online communities. Because of a very short time
frame, it was easier to find food bloggers through our own personal
connections than it was to build a list of top tier bloggers and pitch
them blindly.

Using a simple Twitter tool called Mentionmapp, we looked at
the members of our own team on Twitter, and who they engaged
in food conversations. We uncovered several close connections who
were frequently engaging with foodies or food bloggers in these
tightly woven influencer circles. In a very short time frame, we were
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able to find a handful of food bloggers who were connected to our
close friends. Through easy introductions from our close friends,
these bloggers were pitched and happily accepted our invitation to
participate in the gift card program. These very same bloggers also
recommended some of their own friends, who were also bloggers
who wanted to participate in the restaurant gift card experience.
Our ten bloggers quickly quadrupled our pool, which led to a very
successful campaign and many product reviews and endorsements.

When you see the relationship, you can find creative ways to
grow it—directly or indirectly.

Question 60. How Do You Cultivate Relationships
Locally and Globally?

The best relationships are only as good as the time you put into
them. Time and effort equate to stronger bonds. Technology allows
you to connect, share, and collaborate more closely, getting to know
people long before you meet them in person. In addition, social
media lets you transcend borders and boundaries. You are as local as
you want and as global as you prefer to be.

Years ago, you would have to wait to see your colleagues and
peers at an annual industry event. Today, you can see anyone at any
time, and time zones are no longer an inconvenience. Cultivating
your connections, and getting to know other professionals better, is
as quick as a Skype video call, or sharing a link to a Join.me meeting.
You can set up a GoToMeeting or jump into a Google+ hangout. Now,
I look forward to chatting with my friends in Spain, England, and the
Netherlands. I had one client who was a digital nomad, traveling from
city to city every month. Connecting via Skype every week made our
working relationship stronger than if we were just chatting by phone.

You are no longer bound to networking or even work restrictions.
Instead, you can connect and cultivate your local connections, while
you develop a much stronger global network.

Question 61. What Constitutes “Stalking” Tactics or
Acceptable Boundaries?

There is a fine line between researching the people you want
to get to know and discovering too much information about them
personally. Of course, when it comes to the media most journalists

68 4 Growing Relationships Built to Last



like how PR people take the time to understand as much about their
past stories and even personal pitching preferences. But, be careful
not to go overboard to the point that it looks like you're some kind
of stalker. Knowing about contacts works professionally but not
personally, unless they invite you into their personal circle of friends.

You walk a fine line with all the information you uncover at
your fingertips. Think about what you would want people to know
about you as you're building a relationship. Anything you think is
borderline uncomfortable for you should be considered off limits.
Researching to the point of looking like a creepy new friend will get
you ignored or blocked immediately.

When someone connects to me, it is an opportunity to make a first
impression. I'm only just meeting and getting to know this fellow
community member. At this point, making any kind of comment
about my very attractive daughter on Instagram (in more colorful
words, of course), is definitely a boundary crossed right there. A
little too much homework on my family and me!

Question 62. Who Is the Trusted Confidant?

At the top of the relationship staircase is the trusted confidant
who you will trust with sacred information. Together, you can
safely bounce around new ideas, share concepts, and even learn more
about yourself in a safe, judgment-free zone. A trusted confidant
can give and take positive feedback, as well as a negative critique.
Their help and the trust you have together is always balanced and
appreciated.

At times, the trusted confidant is someone whom you may
communicate with frequently or that friend/professional who
weaves in and out of your life at important intervals. However, you
always know you have a trustworthy source and sounding board.
These individuals have your best interest at heart, as you have
theirs. They are a part of your trusted advisory board on topics and
information that you would not find easily or that is not readily
available to you.

I'will never forget what one of my trusted confidants told me. We
met in New York City one beautiful day in May when she was visiting
the east coast for business. I was having one of those challenging
months. As I was navigating some ups and downs, I mentioned
that no matter the situation, I would survive. Being a confidant, she
stopped me and stated, “I don’t want you to just survive, you need
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to thrive.” These words stuck with me ever since that day. Only a
trusted confidant can offer this type of advice.

The trusted confidant is the type of relationship that comes
few and far between. If you are fortunate enough to have a trusted
confidant, then you should cherish this very special relationship.

The Experts Weigh In
Jennifer Connelly, CEO, JConnelly
Invest in People

Many tools promise to manage and build relationships.

Email, texting, audio messages, tweets, Siri, Snapchat, Face-
Time, LinkedIn, and Tinder are all available from your phone,
your tablet, your car, while watching TV, or in the shower.

Technology certainly improves our ability to instantaneously
share information (“Look at the salad I just had for lunch!”), but
it fails to genuinely connect us.

In our hyper-connected modern society, many people
crave something more. For example, when I meet someone in
business and want to develop a real relationship, I send a quick,
warm email after our meeting, but then I'll follow up with a
handwritten note or a carefully chosen book that is relevant to
something we discussed.

Relationships need to be nurtured.

People who desire genuine relationships are often givers and
if you are a giver, then you'll find yourself in situations that can
blossom. When I was a young account manager, I was handed
a client on the verge of firing my agency. Rather than dismiss
the client, I dug into understanding why the relationship was
in crisis and what I could do to solve those issues. Then I began
the work of regaining the client’s trust—effectively turning that
relationship around. Today, that client remains an important
part of my life, personally and professionally.

At the time, I had no idea how the future would unfold, but
I believed that if I took the time to help, without any expectation
of a quid pro quo, and just made deposits into the bank of good-
will, I would form a genuine meaningful relationship.

And I did.

Uninterrupted face time is sacred. Just the simple act of
eating with another person and enjoying good food and drink
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will create a genuine opportunity to form a more meaningful
relationship. And keep your phone off the table! I think it’s rude
to even have the phone visible—a reminder that at any given
second, the person across the table might become less important
than whatever might beep, buzz, or flash on your phone.

Make the time. Telling yourself that you are too busy is no
excuse. Everyone is too busy. I actually start by blocking out
time on my calendar for meals and quality time, even before I've
figured out with whom I'll spend that time. Weekly, I share a
meal of some sort with as many as ten people, either one-on-one,
or with a small group. It's often the most rewarding, enriching,
and productive part of my week.

Weneed to getback to the basics of genuine human interactions.

Take the time to look people in the eye, slow down and ask
questions, and then really listen to what a person has to say. It’s
time to put down the phones and show respect for the person in
front of you.

After all, people are not gadgets; let’s not treat each other as
if we're disposable or interchangeable.

Peter Shankman, Author, Speaker, Founder of Shankminds
Relationships Built to Last

Let’sfaceit, I know a thing ortwoabout growing relationships.
I started Help a Reporter Out, the largest website in the world
connecting journalists and sources. I build HARO because, for as
long as I can remember, I'd been very good at one specific thing:

Connecting people. I'm very, very curious. I enjoy finding
out about people. Let’s face it—if I'm on a plane next to you,
unless you fake your death, I'm going to know a lot about you
by the time we land.

I enjoy connecting people. I enjoy the little thrill that comes
with introducing two people (or more) and watching great
things come from that introduction. And it’s because of that my
relationships are built to last. Simply put, I put out ten times
more help into the universe than I ask for. That’s how you make
relationships last.

Everyone has that one friend who only reaches out when
they need something. Annoying, huh? I'm the opposite. Chances
are, I reach out to you when I don’t need anything. I reach out
when I have something to offer. Perhaps it’s an article I found
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that matches one of your interests, or perhaps it’s a photo of
something I think you might enjoy. The point is, I'm taking the
time to reach out and say “Hi,” with a little tidbit that you didn’t
expect, that doesn’t require anything in return and, even better,
makes you smile. I'm putting help out there into the universe.
That creates positivity. It strengthens a relationship. Whether
it’s a reporter, or a business contact, or a client, or a potential
customer.

The best part? I'm not simply doing something for the sake
of getting something in return. I'm being genuinely helpful,
because I believe that’s the right way to be. Real relationships,
strong relationships, relationships that stand the test of time,
should be based on mutual respect and growth. That’s how I
grow my relationships.

Valerie Simon, VP of Communications, Atlantic Health System
Develop Business Relationships that Are Meaningful and Enduring

Business relationships are often classified as “contacts” or
“connections.” They can be defined by a specific association,
such as a common workplace or industry, with the purpose of
mutual collaboration for a temporary period of time. Developing
business relationships that are both meaningful and enduring
requires a significant investment, but can yield unexpected and
tremendous returns.

Put people first: In striving to reach the aims of the business, it
is easy to ignore what is most important. For every exercise de-
signed to achieve a business return, there are opportunities to
impact those around you. Consider how those on your team
might grow, learn, and prosper from the experience. Will those
who work alongside you be able to look back and say they per-
sonally profited from your efforts? Are they better for having
known you?

Stay engaged: Use social media, email, your phone, or even an
old-fashioned letter. Don’t limit yourself to simply acknowledg-
ing birthdays, promotions, and awards. Actively seek opportu-
nities to reach out. Forward an article or information that could
be of interest, share an upcoming event, or ask them for their
opinion on a project or idea. Likewise, be sure to respond to their
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communications thoughtfully and in a timely manner. Show
them that you value the relationship.

Be both a rock star and a fan: Add value and share your talents,
but don’t hold back when it comes to celebrating others. Recog-
nizing strengths and expertise in others does not diminish your
own authority.

Don’t be limited by a business title or affiliation: It can be okay to
blur the line between personal and professional. Respecting the
privacy of others and using good judgment and discretion in the
workplace is necessary; however, developing meaningful rela-
tionships requires a willingness to be personal. Make an effort
to learn more about the people you work with. Strive to under-
stand what matters most to them. Our value to others extends
beyond what they may find on a business card or resume.

Do what’s right, not what’s easy: Navigating business objectives,
office politics, and limitations on time and financial resources
will present inevitable challenges. How you treat people during
the most trying times will leave the greatest impression.

Joe Provenza, CIO, Flagler College
Data Is Important, but Only Because Relationships Are Critical

At small private colleges, student success and retention are
more critical than ever. As such, colleges invest a lot in data
analysis tools to help identify students who may be at risk of
transfer or dropping out of school altogether. We look at data
that helps identify the type of student that we should recruit; that
is, who has the best chance of succeeding at our institution. Data
can tell us how to best advise our students on how to manage
their academic careers. It can also tell us how the students think
of themselves.

All of this is very important to the well-being and survival
of a small college. However, the success or failure of these data-
driven initiatives depends on how they are used and I will give
the answer before the question: Data must be used with the
students” well-being first and foremost on our minds. If we miss
that, we become impersonal and our students become things
instead of people. If, however, we use that data to best know our
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students in order to best take care of them, then both we and our
students will succeed.

Despite the fact that my job at the college is to run the
technology operation, I signed up to be a first-year advisor. This
is a program where staff members are assigned a small number
of freshmen advisees (I only ever have four) for their first year
at school. The primary role is to advise them academically, and
for that I use all of the aforementioned data. However, I never
learned the trick of using data to only tell me when they were in
trouble, or to tell them what class to take next. I use it to know
as much about them as I can so that I can best take care of them
in every way possible. You see, a student going away for the
first time is a little more apprehensive than they let on. Their
parents are usually terrified. I almost feel personally responsible
for them; but I've really just met them. Enter all the data that we
have gathered and I have a head start in communicating with
them to establish the kind of relationship that builds trust and
lets them know that I genuinely care.

I could give you examples in which I have turned a student’s
academics and/or their future at our college around, but the
example I will share is one in which we actually lost a student to
another institution because it best illustrates the point.

Frieda (not her real name) showed up as a very bright,
academically qualified, and energetic student. But one thing I
learned from the information that we had, and from my first
meeting with her, was that she would be prone to homesickness.
And, she was far from home. When she came in for the first
meeting, I knew I might be hearing this from her and was
prepared to address the issue. We were quickly able to get to
the heart of some of her concerns and I was able to frame the
decision she was trying to make, such that she knew all of the
implications of either choice.

In the end, she chose to go to a school near her home and,
after it was all said and done, it was the best choice for her. On
her last day, I had her whole family in my office for a tearful
goodbye. Her parents were extremely grateful and I am still in
touch with them and with the student. The benefit to the student
is obvious. The benefit to the College is reputation. We may have
lost a student that we were going to lose anyway, but not without
them knowing how much we care. They left thinking and saying
that our school was a most amazing place (it just wasn’t located
in their home state). So, we may enroll several other students
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based on the testimony of people who know how much we care
for our students. But, even if we don’t in this case, we took care
of a student like we said we would.

In higher education, it begins and ends with sincere
relationships (with a little data sprinkled in the middle, and that
only to make the relationships better).

Notes

1 Deirdre Breakenridge and Tom DeLoughry, The New PR Toolkit,
Strategies for Successful Media Relations (Harlow: Financial Times
Prentice Hall Books, February 2003).

2 Deirdre Breakenridge, Social Media and Public Relations, Eight New
Practices for the PR Professional (New York: FT Press, May 2012).
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Chapter 3

Socializing Your Brand

For me, being “social” used to mean networking at industry
events and taking time to cultivate relationships in person. Years
ago, as an agency owner, I would go to a marketing or PR function
once a week and also make a point of catching up with colleagues
by telephone or over lunch. However, the meaning of being social
today, or socializing your brand, has expanded; it's a complete game
changer for the modern communicator. When social media entered
onto the business scene, many communicators faced a harsh reality.
They were not ready to take a truly social approach to communication,
which was online, peer-like, collaborative, open and transparent,
and much more human than ever before. Building relationships in
these quickly proliferating social media communities was a whole
different world.

Social media opened up what many called the “corporate
kimono” and required PR and marketing to “listen” to conversations
and to figure out the best ways to be genuine. Sharing news
stories had to be customized and not considered an interruption.
Information had to be delivered in a more meaningful manner.
Today, socializing your brand means that you have to adjust your
storytelling, content creation, and engagement to meet the socially
accepted ways of community sharing. If done correctly, companies
and their communicators have the unique opportunity to get closer
to their customers and to become more valuable resources to many
different groups.’

Socializing your brand does not mean being in hundreds of
communities and just expanding for the sake of having a presence.
On the contrary, wherever you have a presence, you have to be an
active participant. This takes time and resources. When you socialize
your brand, you do it with purpose and you become an important
contributor to your communities. Early on, many communicators
were criticized for how they jumped into social media without really
understanding the culture and the norms of the different networks
and platforms. They were quickly labeled as spammers or blacklisted
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by bloggers and journalists. When you socialize your brand the right
way, the word spam doesn’t exist in your vocabulary. You're building
relationships with people who have similar interests and values, and
you're managing your participation at the same time.

In this chapter, the questions and answers presented will help
you to socialize your brand in such a way that people will not only
care about what you say, but they’ll also want to engage with you as
friends and peers. Socializing your brand is an opportunity to create
stronger bonds. For your company, it means more loyal customers
and advocates.

Question 63. How Do You Know Where to Hang Out
on Social Media?

One important social media rule to remember ... if people are
talking about you, your company, and the topics related to your
area of expertise, then there’s a good reason for you to explore your
digital presence. But, you need to do more than just know where
they are and listen intently to these discussions. You also have to be
aware of the culture, and the values and norms of every community
to participate effectively. Before you join the conversation, take the
time to understand how your audience interacts, what they like to
share, and why they would want to interact with you.

Remember, being a part of a community means adding value
and helping someone by sharing what is important to them. The
concept of community always involves peer-to-peer engagement
and supporting people. If you can think about the meaning of
community and helping your peers, then you'll be able to hang
out comfortably, when and where it matters. You'll be considered a
welcomed addition by any of your social media “friends.”

Back in 2008, I decided to hang out in a Facebook group with
some tech peers. I didn’t participate right away, but instead watched
the group interactions. Finally, when one of the group members had a
question about mining data and intelligence gathering, I jumped into
the discussion to share a good resource. By answering this question,
and being helpful, I forged a new relationship with a director of IT
services for one of the largest food manufacturers in the world. After
connecting her with a few more of my personal contacts, she reached
out to me privately. She asked me if I would consider working with
her team on an internal, collaborative social media project for their
company. Socializing your brand pays off!
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This was a good lesson for two reasons:

1. When you find the right groups, because you understand the
culture and behavior, you can help others.

2. When you help others, you're seen as a valuable resource, which
may turn into a reciprocal opportunity.

As you expand your digital footprint, you too can be a welcomed
addition to any community as long as you're willing to help.

Question 64. How Do You Take “Listening” to a
Whole New Level?

Social media gives you the incredible opportunity to become
more intimate with the people you care about. You can use social
media monitoring (free or paid tools) to “listen” closely or monitor
conversations in different communities using keywords related
to your company, products, executives, competitors, and the
marketplace. You can also hear how people feel about you and your
own professional brand. There is no shortage of information or
opinions shared.

The more time you invest in your monitoring or “listening,” the
more you will learn to share what is meaningful to others and create
the types of engagement that make a difference. Listening first also
helps you to create communication to stand out and distinguish
yourself. Your job is to give people what they need. Listening
closely helps you to identify and answer questions or concerns, and
create and distribute valuable content when and exactly where they
want it.

I built my blog, PR Expanded, and wrote most of my books by
uncovering the critical pain points experienced by communicators on
Twitter. I would follow different hashtags (#PRTech, #PRStudChat,
#CrisisManagement, #SocialMedia, #PublicRelations, #PRjobs,
#Reputation, etc.) and different combinations of PR keywords. Then,
I created articles to answer the communication questions and to
solve the pressing issues.

Whether it was my own approach to a problem or I interviewed
other experts and influencers for their perspectives, my content
always addressed the pertinent issues PR and marketing pros
discussed. Eventually, an abundance of ideas and pillars of thought
leadership turned into several books.
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I remember attending a conference just after my book, Social
Media and Public Relations, was published. A well-known PR blogger
raised his hand during the Q&A portion of my presentation. He said,
“What you've just presented in your keynote really crystallized what
we’ve all been saying, wanting, and asking for over the years.”

Exactly what I was hoping to hear. That’s how you can take
“listening” to a whole new level.

Question 65. Do You Have to be Everywhere on
Social Media?

For today’s modern communicator, digital and social media
are not a communication option; they are a communication must.
Regardless of your age, or experience, opportunity will pass you by
quickly if you're not aware of and knowledgeable about the “new”
social media platforms, tools, and resources for your company and
your own professional development.

However, thereis only so much time in a day to be effective through
your social channels. The key is to understand that you, personally,
don’t have to be everywhere. But, for your company, you may have to
spend more time becoming familiar and conversant when it comes to
the new tools, resources, and apps that interest your customers.

For example, I don’t have a Periscope account. But, when
Periscope launched, I did my homework, researching and discussing
the platform with many of its users. I took the time to understand the
opportunities for brands, talking directly to different groups about
live streaming and knowing why, when, and how businesses could
use Periscope effectively.

At the same time, if you asked me if I would be streaming video
live via Facebook years ago, I may have said, “What for?” Now, it's an
imperative for some of my clients. As a part of my work with them,
I'm on Facebook Live interviewing experts and sharing information at
their tradeshow events and conferences. I've also personally dabbled
in Facebook Live to share interesting new adventures. For example,
when I recorded my third Lynda.com and LinkedIn Learning video
course, I took the opportunity to share the news on Facebook Live. I
interviewed my course producer and director. It was a great way to
reach over 7,700 people who might be interested in my course.

If you play a role in your company’s communication, targeting
different groups (internal or external), then learning new technology
is now a part of your job description. You certainly don’t have
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to be everywhere, but you do have to know a lot about different
communication channels.

Question 66. Is It Important to Learn a Social Media
Vocabulary?

Communicators need to adopt a new language, or an updated
vocabulary, in order to “fit” into different social media communities,
and the discussions that ensue. Otherwise, you may stick out like a
sore thumb. The goal is to become a member of the network and to
seamlessly adapt to its language and culture.

For example, if you're spending time on Twitter, then you would
know the best practices when it comes to:

direct messages (DMs)
@ replies

mentions

pinned tweets
promoted tweets
quoted re-tweets
tweet chats

hashtags.

And, if you spend time on Instagram, then you would want to
familiarize yourself with:

feed

filters

caption
hashtags
Instagram direct
stories

geotags
Instagram apps.

Every social community has specific terms of engagement that
you will need to know to participate successfully and to blend in with
your peers. The same goes for Snapchat, Reddit, or any other social
community where you decide to participate. Platforms may launch
and fail. So, no matter where you are, what’s important to remember
is there is a community and a language built into the culture.

80 ¢ Socializing Your Brand



Learning a new language and growing your social media
glossary will help you in your social conversations and interactions.
Of course, if you build your glossary be sure to share it with other
colleagues and peers so they can learn too. The more you can be
collaborative and educate one another, the more you will grow
professionally and propel your industry forward.

Question 67. Do PR Pros Need Creative
Independence?

Years ago, PR people were recognized in their organizations
as the writers and the storytellers. However, when they needed
different visuals, photography, website designs, and video footage
to accompany their stories, they relied upon illustrators, designers,
photographers, videographers, etc., for their imagery and multimedia
needs. The times have certainly changed. Today, you can create your
own websites, blogs, photos, infographics, memes, videos, etc.

Creative tools are abundant and easy-to-access resources. They
offer you everything from royalty-free images to downloadable
design templates, with step-by-step directions to create and share
your reports, newsletters, infographics, posters, presentations, and
more. You no longer have to wait for someone else to create images
or designs on your behalf.

To get into the “discover, design, and create” mode, you can rely
on a number of easy-to-access sources:

s  Conduct a quick YouTube video search to help you find
videos on creating your own visual designs. YouTube is the
second largest search engine next to Google.

= Research different free or cost-effective design tools through
search engines or ask your peers for recommendations.

s  Open up discussions on Twitter, Facebook, and in your
LinkedIn groups to learn about creative tools. This is how I
learned about Piktochart, Canva, and Pablo by Buffer.

»  Take a quick poll to find out which creative tools your friends
and colleagues prefer. Your peers will be more than willing
to share and rate their favorites for creative storytelling. At
the same time, you'll learn which resources are the easiest
to navigate, offer the most creative design options, and are
worth the time or dollar investment.
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Figure 3.1 Get into Your Discover, Design, and Create Mode

In addition to being an excellent writer, you can now design and
create attention-grabbing visuals. Your hands-on use of powerful
imagery will further ignite your storytelling.

When you are using tools to design and create visuals or videos,
then you have reached creative independence status.

Question 68. How Do You Move from Tech Tester to
Tech Specialist?

I talk a lot about PR Tech Testers. These are professionals who
take the time to research, test, and implement technology as a
part of their daily PR function.” These pros are great at technology
exploration and they’re naturally skilled at expanding their social
media presence. However, as a modern communicator, you should
not stop at simple tech testing.

Because technology continues to change the media landscape,
your role requires you to advance into a whole new technology realm.
You have the opportunity to evolve into an even more intimate tech
role by mastering social media strategically. For example, the PR Tech
Specialist goes beyond testing and knows how to use technology
for research, planning, campaign execution through new channels,
and measurement that demonstrates the value of communication
programs.

You can be more strategic about using technology when you ask
these questions:

»  How will the technology support my purpose and does it
help me to accomplish my goals and objectives?

= Does the technology allow me to take a deeper dive into data
intelligence (e.g., ad hoc searches) to better understand my
audience?

82 & Socializing Your Brand



s  What internal resources are available to manage the

technology?

m  Does the technology cast a wide net or is it for a specific
channel?

= Will the technology support our content development and
curation process?

m  Does the technology offer metrics/measurement and any
type of reporting function?

The difference between Tech Tester and Tech Specialist is distinct.
The Tech Tester uncovers and experiments with new technology
to feel out possible digital expansion and new interactions with
stakeholders. But the true Tech Specialist has in-depth knowledge,
deeper experience, and a more strategic approach to using new
technologies for facilitating better relationships. The result: Stronger
relationships with happy customers and loyal advocates.

When you make this critical transition and you graduate to Tech
Specialist, you also become recognized as a more valuable asset to
your company.

Question 69. How Do You Close the Gap between
Communications and Technology?

In business, the Chief Information Officer (CIO) has to work with
the Chief Marketing Officer (CMO), and everyone below these two
leaders must do the same.

Do you think the frenzied world of marketing communication
can work with the precise and logical world of IT, in harmony and
without the loss of productivity? The answer is “Yes,” and you have
to learn how. But, you have to socialize with your tech or IT peers to
help close the gap between the two groups.

Working in different organizations, I've discovered a three-part
process that must be embraced to close the deep divide:

1. The first part of the process requires breaking out of your
communications “silo.” Become more integrated and social with
other areas of your company. Working together is a large part of
what communication requires today.

2. The second part is to roll up your sleeves to learn new social
technologies, web analytics, CRM software, and to analyze
data and trends. With a new understanding of data, you’ll be
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able to better speak their language and learn more about their
world.

3. The third and final part of the process is to have a concrete
understanding of what IT and tech professionals do on a daily
basis and to appreciate their requests and challenges. When you
take the time to learn about them, the requests you receive from
them will make more sense and vice versa.

Remember, you and your tech counterparts have different
jobs, processes, and procedures. But you're all on the same team
and, hopefully, now speaking a similar language. Plus, there is one
overarching common goal. Everyone, in every department of your
company, is working to reach higher-level objectives for the business
and to make your customers happy.

Question 70. What Does It Mean to Take the Best of
“Traditional” Forward?

What is traditional PR and marketing anyway? Perhaps, in ten
years, what may seem like shiny objects in social media and mobile
marketing right now will be seen as “traditional” communication or
even as obsolete. As a communicator, I've experienced the launch
and downfall of Friendster, MySpace, Orkut, Ping, Google Wave,
and, at the time of this writing, Vine.

Now take a look at what’s happened in PR. First there was PR,
then PR 1.0 and PR 2.0. I know because I wrote the book, PR 2.0 New
Media, New Tools, New Audiences. I stopped counting at PR 3.0 even
though colleagues still discuss PR 3.0 as what's next. Why did I stop
counting? Because PR is PR, and good PR carries forward the best of
its traditional roots.
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No matter what technology is preferred and what new media
channels and platforms have surfaced, good PR is:

» practicing ethical communication with your internal and
external stakeholders;
planning programs with measureable goals and objectives;
building a better image or reputation for the health of the

brand,;
m creating more meaningful and innovative customer
experiences;

» sharing news, information, and storytelling that results in
customer loyalty and advocacy;

m developing strategic communication to create mutually
beneficial, long-term relationships;

= helping to optimize marketing programs that drive leads and
company sales.

Technology will continue to facilitate new ways to connect
and to create engagement. Whether you're in PR, marketing, or
advertising, etc., you have to learn to move the best of traditional
methods forward. It doesn’t matter what year, what number, or what
type of technology is used. Your goal is the health and well-being of
the business and the public you serve.

Question 71. What Does Increasing Your Digital
Footprint Really Mean?

Increasing your digital footprint means expanding your
professional brand online and through social media. It is the sum
total of all of your online media and your community participation,
including status updates, reviews, search results, and any other
content created by you or the content someone else creates about
you. Remember, your digital footprint is what others say and post on
your behalf, whether you like what they share or not.

When you expand your digital footprint, it is an opportunity to let
others know what you stand for; a means to showcase your values and
area of expertise, building your reputation and credibility. When you
expand your digital footprint the right way there are many benefits
including more of the right relationships, industry recognition, and
greater credibility, as well as rewarding partnerships.
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However, brand building should start long before your
professional career begins. Students need to think about their brands
prior to graduation. For students, the benefits are tremendous. They
include:

more networking with industry professionals;

better career opportunities as you meet interesting people;
alignment with peers who share common interests;
increased knowledge sharing with your peers;

tremendous learning potential by accessing new resources/
groups;

credibility in your field, even before you graduate;
perceived potential to succeed among peers and
professionals.

At the same time, while you are brand building and increasing
your digital footprint, you must constantly be monitoring your
own brand. Using search engines and alerts, you can uncover what
is being said about you, from the positive to the negative, always
working diligently to turn negative sentiment into a positive learning
experience.

Increasing your footprint means greater opportunity but also
translates into brand monitoring and more responsibility. You are
giving people the permission to review, learn, and discuss you even
more, based on the information you have shared.

Question 72. When Should You Update Your PR and
Marketing Toolkit?

You should update your PR and marketing toolkit frequently
because tools, resources, and apps are constantly changing. Your
toolkit should consist of the tested and trusted tools that you need to
do your job effectively.

In 2003, my book the The New PR Toolkit discussed toolkits ten
plus years ago. At the time a PR toolkit included surveys, polls, news
releases, print and digital media kits, fact sheets, email, newsletters,
clipping services, dark crisis websites, and online newsrooms, to
name a few important kit components.

However, your toolkit today expands to reflect an age of social
conversations and the proliferation of social media communities.
Of course, you're probably still using surveys, polls, news releases,
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digital media kits, fact sheets, email, newsletters, etc. However, the
more socialized communicator’s toolkit must be armed with:

= monitoring/tracking tools to listen to what your customers
and other important constituents are saying;

= authority/ranking tools to find the influencers or influential
individuals that will help you to amplify messages and create
action among target audiences;

= highly customized content and targeted stories to reach your
community members;

= company/blogger ethics and guidelines and social media
policies for better community participation;

= web analytics to capture unique visitors, page views, bounce
rates, referral traffic, time spent on a page, etc.;

»  a host of social media tools, resources, and apps to consider
for content creation and curation;

= a new guide to metrics and data explaining the difference
between capturing ROI (Return on Investment) as it relates
to your business goals and objectives, as well as what metrics
are used to track exposure, engagement, preference, etc.

Your toolkit should reflect the changing times and new media
technology. It should showcase what’s new and relevant in
technology. When your toolkit relates directly to your customer’s
news and information-gathering habits, and content sharing
preferences, then your tools will create the most meaningful brand
experiences to excite them.

Question 73. When It Comes to Social Media,
Should You Just Ask a Millennial?

Talking to Millennial consumers takes the guesswork out of
social media. Remember, a Millennial may not have a few decades of
business experience. However, these up-and-coming pros have been
exposed to disruptive technology as a part of their schooling, and
have learned about and used social media at an early age.

For example, according to the studies on Snapchat, I'm clearly
not the popular demographic.® Of course, as a communication
professional, it is my job to learn, understand, and be able to help
companies when they ask questions about new social media channels
and apps. The first place I turn to is my Millennial connections.
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Whether I use my own “built-in” family focus group, or I learn from
younger professionals in my Twitter and Facebook communities,
asking is the only way to get the inside scoop.

If you want to learn why the younger generation are addicted to
a social media community, or a new app, then you have to do some
reverse mentoring. When you are helping them, turn the table and
ask some questions. They are more than happy to share why they
love Snapchat, Reddit, and YouTube. At the same time, if you plan
to participate in a community that skews younger, then make sure
your team is comprised of younger professionals who understand
both the technology and the culture of the community because they
are active themselves.

There’s a reason why the clothing brand, Wet Seal, gave their
Snapchat account to a 16-year-old blogger. After they saw an increase
of about 9,000 new friends, they knew they needed the help of a
younger digital native to fit in and engage in ways that they may not
have done on their own.*

Question 74. How Can You be More Strategic about
Your Communication?

For me, the best part of being a modern communicator is the
strategy part. Directly related to the strategist role is access to
tremendous amounts of data and analytics that show important
trends. When you can tap into data and analytics, you're able to
work smarter, communicate more effectively, and be much more in-
tune with your company, customers, and the market.

Atone time, I was a communicator who, pre-Internet, was pushing
papers, buried in books and various print resources. My primary or
tirst-hand research and the discovery process for a client account took
a much different form than it does today. Now, technology provides
you with readily available information online. The speed at which
you can obtain the information continues to increase.

However, keep in mind that an incredibly dynamic public tied to
their mobile devices feeds the data surge. People are more than willing
to share ideas, thoughts, emotions, and even personal preferences
freely and at all times of the day and night. Among the many groups
talking are your customers. They want to interact, co-create and
crowdsource with their favorite brands. They want to feel closer
and be more a part of the company or your product experience ...
if you let them.
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You actually have two of the greatest sources for your research
and planning:

1. The data you gather from the direct collaborative interactions
you have feed into your strategy.

2. The people who give you feedback openly and directly and
what you experience together make you more strategic.

Being a strategist today requires capturing the data, analyzing
it for trends and understanding, and engaging directly to learn
through the experiences of your customers.

Question 75. Does Digging Deeper into Social
Media Give You a Competitive Edge?

Your competition is sharing information and you don’t always
need expensive tools to understand them and to stand out in a
different way. But you have to dig deeper. Looking on the surface
will only give you surface knowledge.

You can use social media to gain intelligence by watching,
tracking, and evaluating competitor interactions. Of course, it is easy
to check out how many followers your competitors have, and the
lists where they appear (all on the surface). And, yes, you can also
scour through their friends and followers to see which important
influencers they have connected with and their resulting levels of
engagement. Even a Google search is considered surface intelligence
today.

However, there are a few less obvious ways to figure out if your
competitors are just getting their feet wet, or if they are farther along
with a communications and social media strategy. Ask yourself a
few questions:

= Do they have a clear branding and messaging strategy that is
consistent and focused throughout their social media channel?

m  Are they using dedicated links to landing pages to track
social media engagement and activity?

m  Are they timing all their tweets or engaging frequently with
people in real time?

= Do they have acommunity manager or a group of community
managers for their social media properties?

= Does social media stop on weekends and holidays?
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Another great way to tell if your competitors are socializing
their brands the right way is whether they have active employee
champions who amplify messages. Do they have a unified army of
internal brand ambassadors? You can also study the content they
deliver through their channels to determine how their audiences
react to what they share.

Lastly, if your competitors are crowdsourcing with community
members, then they're hitting the highest levels of engagement with
their brand enthusiasts. If you want to check out a couple of good
examples of crowdsourcing, there’s Mike’s Hard Lemonade and AT&T.

Mike’s Hard Lemonade crowdsources their Mike’s Harder
Lemonade brand. This is a seasonal item that changes flavor and
packaging options a few times during the year. The brand is known
as “a brand of the people” for good reason. Another example is
AT&T’s Business Circle and what they’ve done on this front with
video contests that have videographers seeking out SMBs (small and
medium-sized businesses) to profile in order to win a cash prize.’

The time you put into your intelligence gathering, going
underneath the surface, will determine the depth of your competitive
edge and your next best move.

Question 76. Should You Prepare for Social Media
as If It Will Hurt Your Brand?

Yes, you should always prepare. You're taking what could
turn into a potential negative situation and heading it off by being
proactive. Social media can be your greatest source of awareness
and engagement or your worst nightmare. Unattended, social media
conversations can damage a brand reputation within minutes. You
may have seen this happen with Dell “Hell” and Kenneth Cole’s
#Cairo tweet during the Arab Spring uprisings. When you decide to
be actively involved in social communities or if your customers are
there talking about you, there is no turning back. The social media
floodgates are officially open whether you like it or not. You have to
be prepared, and, in the case of Dell and Kenneth Cole, you have to
watch what you say or the rate of your response (or lack thereof),
respectively.

Setting up your social media presence and sharing information
is an invitation for others to learn about you. You can make this a
very positive experience. At the same time, you're inviting anyone in
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your social media communities to be critical of your work. The more
you increase the size of your community and your own influence,
the more you will hear opinions about what you do, from the good
to the bad, and sometimes the very ugly. Negative opinions often
have a direct correlation with the size of your network, especially
as it increases. Having “haters” just may be a good thing and an
opportunity to learn and grow.

Being active in social media always means proactively watching,
listening, and making sure you know what is being said about you at
all times. It’s putting on your social media listening ears, turning up
the social media alerts to track your name (check the wrong spelling
too) and any topics related to your area of expertise.

Your efforts to watch carefully and to quickly correct what could
go wrong are the best way to prevent damage.

Here are three steps to protect your brand as you continue to
socialize it:

1. Be proactive and think carefully before you share something. If
you get a funny little feeling that hitting the send /share button
isnot a good idea, then don’t do it. Here’s a test: How would you
feel if it appeared on the front page of The New York Times or the
Wall Street Journal? Or, personally, would what you're sharing
pass the family test? Would your mother or grandmother be
proud of your communication?

2. Set up alerts or a monitoring system so that you can keep track
of what people are saying about you, your company, prod-
ucts, or services. This way you can watch, learn, and steer the
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Figure 3.3 Steps to Socialize and Protect Your Brand

Think before you share
* be proactive
* set up alerts

« if you make a mistake,
say you are sorry
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conversation in a better direction. Notice I didn’t say control ...
because we cannot control anything today.

3. If you make a mistake (this is an extension of step 2), say you're
sorry. Be accountable for all your actions and do the right thing.
Words have consequences, especially on social media. You will
neutralize a potentially damaging situation by apologizing and
then learning from your mistakes.

If you plan for the negative, as if social media may hurt your
brand, then you're ready to handle conversations that could take a
turn for the worse.

Question 77. How Can You Travel the World with
Social Media?

Social media allows you to work with professionals in other
countries. Connecting to areas of the world you could not reach before
isnot only interesting, but also an amazing learning experience. When
it comes to international relationships, there are some important best
practices to keep in mind. You have to understand the culture and
the customs, as well as how to engage on the accepted platforms.

When I spoke (remotely) to the members of the Iran PR 2.0
Conference in Tehran, a couple of best practices came into play.

First, we agreed on Skype as the preferred business platform for
my virtual keynote address.

Second, I quickly researched the Islamic women’s dress code
and honored their tradition by wearing a light headscarf during
my presentation. I wanted to create the best first impression when I
“visited” 500 Iranian PR professionals at their annual PR event.

Third, I learned as much as I could about PR in their country
from the conference organizer as well as from my own research. I
was prepared to deliver a presentation that addressed their needs.
PR is different in all different parts of the world, so you have to
be sensitive to your audience’s needs. At the same time, you'll
have a much easier experience during the Q&A if you do your
homework.

Social media helps you to make the connection, but then it is
up to you to make a good first impression. Make sure you do your
homework to explore the different cultures and customs of your
international friends. At the same time, when you interact, take the
time to listen carefully and really take advantage of what you learn.

92 & Socializing Your Brand



Social media allows you to discover so many interesting traditions
in exciting and unfamiliar regions of the world.

Question 78. How Do You “Up” Your Learning
Online?

Today’s classroom has expanded and you can be learning 24/7,
if you choose. But, it is up to you to make time for learning. Meeting
in the physical classroom will always have tremendous benefits.
However, for those who need more flexibility, you can pursue many
different options. Online learning has become increasingly popular
and a big part of our culture.

Your learning options include everything from online college
courses and certificate degrees to social media community learning.
You can participate in Twitter chats and LinkedIn Groups. You can
also frequent Google+ hangouts and Facebook groups where you
can learn from other professionals. If you're a visual learner, then
you should check out the video courses on Lynda.com and LinkedIn
Learning. I'm a Lynda.com author with several video courses in the
areas of PR and marketing.

Of course, you can also take advantage of Massive Open Online
Courses (MOOCs), which are a great way to challenge yourself
with new areas of interest in the virtual classroom setting. If you
decide to explore a marketing and communication MOOC, then
you may want to ask the following questions to narrow down your
search:

Have you researched the instructor? What is his /her experience?

How much will you be able to interact with the instructor?

Is the course scheduled or self-paced?

Are you looking for mastery of a topic or general passable

knowledge?

= Is the knowledge shared specific to your industry or does it
span across different industries?

= Do you understand what is expected from you when you

enroll in the course?

If you have the passion and commitment, then you just need to
find the time and the best format for you to learn. Education is the
key to growth and opportunity. Online or offline, there is a world of
new knowledge to discover.
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Question 79. Even If You Feel Up to Speed on Social
Media, Should You Learn More?

The lesson here is to always learn more. At the start of social
media, PR professionals were criticized for not being up to speed on
their knowledge and use of social media channels, tools, and tech
resources.

I remember participating in a big pitch meeting before social
media was mainstream. At the time, blogs were still called “Web
Logs.” We were trying to secure new business with a tech company
that was launching a new load balancer product. We prepared for
the pitch and went in sharing all our creative storytelling ideas.
We thought we knew the best new ways to reach media and their
customers. It was quite a surprise, when we finished sharing our
presentation, and the CEO of the company asked, “Where is all of
the new media?” Awkward!

Here we thought we had pitched the latest media ideas but
we missed the mark on blogs, RSS (Really Simple Syndication)
feeds and open discussion forums. From that day on, I always
made sure we were “up” on our media, whether it was social or
otherwise.

As a communicator today, you know that PR and marketing
extends far beyond what you were used to or familiar within the
“traditional” realm. What you've started to master in the digital
PR and marketing arena, and what you’'ve dabbled with on social
media, is only the beginning.

There is a new “To Do” list. You will always be checking off
activities on this list. But, as soon as you feel like you're up to speed
and all caught up, it’s time to push the envelope and to learn more.

This is an age of PR and marketing “hustle” and being up to
speed is not good enough. When you are not up to speed with the
rate of change, you will easily be left behind.

Question 80. How Do You Tap into the Full Potential
of Social Media for Yourself?

If you're busy on social media and not excelling in your
professional relationships, then you may be doing something wrong.
Connecting, chatting occasionally, liking, viewing, and adding a
comment here and there is clearly not reaching your full social media
or relationship potential.
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Now it is time to go deeper. Everything you do for your
company or for your clients is what you need to do for yourself. If
you understand the concept of community for a business, then what
about creating community for you? If you know businesses need
influencers and brand champions then what about you—do you
need them too? Who are your influencers and how can you create
deeper connections with them? If you understand how a business
creates awareness and credibility through social media, then what
are you doing to increase your own?

To move from communicator in the background and shift all your
liaison work to new influential levels, you can use social media to:

= Build your own following, your own friends, fans, and brand
advocates; people who will champion for you.

m  Create your own influence, but you have to work at it every
day; be a helpful resource, take the time to give advice and
bring value to your peers. You can take your passion and
expertise to new levels.

= Grow your relationships to become reciprocal and leverage
them to meet other like-minded influential people.

Treat your own brand like a business and socialize it fully. Now
you can tap into the full potential of social media for yourself. Then,
when you align your brand with other credible brands, you’'ll find
yourself in really good company.

Question 81. Why Is Social Feedback a Gift?

When someone shares with you, it is a gift. Regardless of the type
of comment, he or she took the time to give you some information.
This goes both personally and professionally. It’s no different for a
business; customers are sharing their thoughts all the time. As a rule
of thumb, if people take the time to comment, share an idea, or give
you feedback, then you need to take even more time to thank them
and to respond. Relationships start with simple gestures, courteous
behaviors, and showing people that you actually care about what
they say. Make it a habit to let people know you appreciate their
actions.

There are times when I receive great accolades and then there
are those instances when I don’t get glowing content reviews. When
it comes to sharing content, the more you create and distribute, the
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more feedback you will receive. However, knowing that a “friend,”
colleague, peer, or acquaintance wants to give you feedback is an
opportunity to listen and learn. When you evaluate the critique, it
can help you to figure out how to put your best forward.

I remember after my book PR 2.0 was published, I participated
in a Q&A on an influencer’s blog. I didn’t feel like I was out of my
league, having run an agency for about ten years. The questions
were focused on measurement and one of my answers clearly ruffled
the feathers of a thought leader in the industry. She slammed my
comment and pretty much stated that if I was right then she would
eat her shirt (or something to that effect).

At the time, I didn’t really know how to answer. So, I didn’t
respond. I justignored her comment and hoped it would all go away.

In hindsight, I would have learned a lot if I had politely thanked
the influencer and asked for more information about her approach to
measurement, and where she might be able to offer more expertise.
In the end, I ended up following her closely and I learned so much.
Today, I respect and recommend her frequently as an expert.

So the next time you are faced with a comment that looks like
it’s negative, it’s your positive reaction that lets someone know their
effort was not wasted. Acknowledging feedback is a great way to
show your appreciation and to learn something new at the same
time.

Question 82. Should You be the Smartest Person in
the Room?

With so much to do every day, you have to use your time wisely.
This means using social media to find the greatest thinkers and
innovators; those who help you to grow in your career or excel in
life because they share valuable information. There is very little to
no room for the noise makers in communities, and the “friends” who
frequently go on angry rants.

But first you need to figure out what information is critical to
your daily function and role; what will help you during the business
day and not hinder you. Always look for the people and information
that propel you forward, with new ideas or ways to help you tackle
challenges. These are the people who know more and have experienced
more, and quite often they share a very different perspective.

Once you identify your great thinkers and innovators, you can
focus on those inspirational people and learning from them. At the

96 4 Socializing Your Brand



same time, as you discover your true influencers, you will want to
do some spring cleaning. You may start by cleaning out your social
news feeds (unfollowing or unfriending certain people), opting
out of many of the emails that fill up your inbox, and re-evaluating
any other unused sources that provide you with a constant flow of
information you don’t use. Yes, it’s time to filter down to exactly
what and who helps you to excel vs what and who hold you back.

I have always surrounded myself with great thinkers and
innovators who share valuable insights. Remember, what is true for
the online realm works offline too. No matter where you are, in order
to learn and grow in your career, make sure you are not the smartest
person in the room.

Question 83. Do You Have a Social Media All-In
Reel?

Every year I look forward to International Women’s Day.
My social media feeds light up with many positive messages
and supportive posts from friends, colleagues, and peers. The
compliments are plentiful and, as a woman, it feels great to be a
part of a nationally recognized day to celebrate women around the
world. However, social media is not always supportive and there
are negative effects on how you may view yourself just based on
the incredible adventures, stories, and news you see posted by your
friends.

In a recent interview with Carrie Kerpen, CEO of Likeable Media,
on Women Worldwide, she discussed the impact of social media on
women. Carrie mentioned the concept of the Highlight Reel, which
you see all the time, but may not really verbalize the power of its
effects.

The Highlight Reel is the “best of the best” of what a person
shares. Now, that’s not to say that everything on social media is
poised and perfect. After all, Snapchat captures your daily activities
in the moment. You have to be quick to “snap” or capture what'’s
going on at any second, unplanned and transparent. But, when
you think about the bigger picture, social media has a tendency to
showcase the very best moments.°

If you're not fully aware, the Highlight Reel can make you feel
uncomfortable and uneasy about what you're doing and trying to
achieve. Suddenly, when you're looking at all these amazing people
in your network, and where they’re going and all their incredible
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opportunities, your life and career may look more challenging or
maybe even a little mundane. However, as Carrie points out in her
interview, you're not seeing the challenges your friends, colleagues,
and peers face in their daily lives. The message Carrie shared was
loud and clear. You cannot and should not compare yourself to
anyone’s Highlight Reel.

How do you combat the Highlight Reel? It’s time to start thinking
and embracing your own reel. However, perhaps you can call it an
“All-In Reel,” which is a compilation of the best, the average, and
the not so good of what goes on in your world. If you're comfortable
in your own skin and you feel you're moving forward in your life
and working toward your goals, then looking at someone else’s
Highlight Reel will not affect you.

The Highlight Reel is not going away. There will always be
people in your circles, students in your classes, and professionals in
your networks who have amazing stories and adventures. It’s time
to start working on your own confidence level and how to be secure
in what you do. Then, all the comparisons will cease and you’ll be
sharing not only the best of you but also the real you. Are you All-In?

The Experts Weigh In
Shonali Burke, CEO of Shonali Burke Consulting, Inc.
Design Your Digital Learning Experience

Technology is so all-pervasive in our lives these days. I don’t
think we are as mindful about it as we could be. But if we take
just a few minutes to think about what we want to get out of
our careers, we can play a much more active part in our digital
learning experience.

I'm not talking about turning our devices off periodically
(though that is always good!), or any such initiatives. I'm talking
about actually thinking carefully about where we want our
careers to go, and the digital skills we need to acquire and hone
to get there.

For example, if your sweet spot is content, then are you adept
at creating engaging content across a variety of mediums and
platforms? Do you know what it takes to socialize this content
on a regular basis? Do you know how to build communities
around your content?
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There are specific techniques and learnings that contribute to
each of these. You could stumble upon them—and many of us
do!—but you could also approach them in an extremely focused,
mindful way.

That’s what I mean by designing your digital learning
experience in a way that significantly enhances your career.

I recently launched my own online course for the first time,
after having taught online for years, at two of the world’s most
reputed universities. That grounding in navigating online
learning environments was invaluable, because I was already
comfortable designing and delivering educational instruction
online.

But then I had to learn all about email marketing software
and systems in a way most PR folk never do. I had to learn how
to build a member site. I had to learn all about landing pages,
and sales pages, and e-commerce!

It felt really overwhelming—and still does—at times. But all
these were specific skills that I learned in order to launch my
course. Now, I can also bring these skills to clients who might
need them.

Nathan Burgess, Account Supervisor, Digital Strategist, Bliss
Integrated

The Next Level of Marketer

The archetypal marketer of tomorrow will be defined by
how they’re able to blend their own expertise, experience, their
client’s needs, and the world at large for the benefit of their
clients.

There are and have always been good marketers—they are
able to sell an idea to the right audience. For “PR pros,” that
audience has always been the press and that skill is definitely
more work and luck than unearned gift.

The next level of marketer is much more business minded—
frequently thinking ahead of their client and with one foot
rooted firmly in healthy skepticism and the other in enthusiasm.
They are always looking forward: What is the story we’ll be
telling next week? What is the competition working on? What
“disruptive” force is going to put us out of business or take us to
the next level if we can pivot appropriately?
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Over the last several years, we've added a new layer to the
cake—technology. When considering social media and “digital”
(some ephemeral combination of site content, UX, Ul, SEO,
and non-social-specific content), the modern marketer has an
additional layer of information to assimilate into their client
work.

Seeing the whitespace—no matter how new—and filling it
in separates the “PR pro” and the “Content person” from the
strategist and counselor. Integrating business and the state of the
art puts you steps ahead of the game.

These higher-level folks ask, “How can this new technology
be put to best use by my client?”

Camera phones, location-based services, drastic cuts in
storage and wireless bandwidth costs, at-home broadband
penetration, social media, social customer service, and tablet use
(already on its way out) presented smart marketers opportunities
to be capitalized on or missed.

It’s hard to be a first-mover (or second, or third). It’s easier to
wait for a case study, for all our competitors to claim the space
and find where “X” marks the spot. But once they’ve found the
treasure, what is it exactly you'll be looking for?

Ai Zhang, Assistant Professor, Stockton University
A Crisis Moment Resulted in Transformative Changes

One of the compelling issues in public relations education is
the disconnect between education and practice. As an educator
in this applied field, I have become an adopter and advocate of
experiential learning, or learning by doing. A critical element to
experiential learning is that educators, themselves, are learning by
doing. This is especially paramount when it comes to teaching
social media-related courses, where ideas and knowledge are
being constantly disrupted and (re)invented.

Can PR professors teach social media without being active
on and learners of social media? My answer is “No.”

In February 2015, I had a profound encounter with one of my
PR students who wrote in his paper that he had never heard of
Pinterest. That was a wake-up call: I believed that digital natives
were digitally savvy, and, clearly, I was being naive. They are
not. I saw immediately a gap in my teaching, a disconnect in
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my classes, and an important missing piece in my students’
toolbox—and that gap started with me as the educator.

Unless I practice what I preach, I will never see the change
that I want to see among my students. This realization became
the catalyst to embark on a never-ending social media quest. I
fully immersed myself into the digital world to learn and build
my digital footprint, hoping to lead by example and use my
own experience to influence my students. Two platforms that I
experimented with heavily are Twitter (especially Twitter Chats)
and Snapchat. When 1 first started this journey, I participated
in two to three Twitter Chats a day. I tweeted articles and
commented on other people’s tweets. I also overcame my fear
of videos and dove into Snapchat to tell my stories of being a
college professor, a first-generation immigrant, a mother, a wife,
and a vegan. I engaged in conversations with people and built
relationships with them on a daily basis.

The opportunities I received by creating a visible digital
footprint amazed me: Speaking engagements, research
collaborations, guest blog invitations, book chapter invitations,
and many others. For example, I started a show with a few
of my Snapchat friends who are as passionate as I am about
digitizing higher education, called “Reimagining Higher
Education,” where we discuss issues in higher education and
best digital practices. I also did two guest blogs that gave me
an unbelievable amount of publicity. One is on Brian Fanzo’s
website, where I discussed how I use Snapchat as a teaching tool,
and the other is on Spin Sucks, where I shared how social media
transformed my teaching career. My conversation with Brian
started via Snapchat, and with Spin Sucks over Twitter. These
instances showed me the power of social media in bringing
people together to collaborate and initiate change. This human
element behind the virtual space is empowering, attractive, and
fascinating to me.

In the Chinese language, there are two words used to form
the word “crisis”: “danger” and “opportunity.” A seemingly
crisis moment in my teaching resulted in transformative
changes and opportunities to my career. As I continue on
this journey, I am constantly learning new knowledge and
formulating new ideas to embrace and expand the digital me. I
am eager to see where and how my career unfolds by following
my digital footprint.
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Michael Ehrlich (@MichaelEhrlich), Director of Public
Relations, Adidas (@adidas)

What it Means to Socialize Your Brand

The days of exclusive daily or long-lead print editorial pieces
to tell your story are long gone, so in order to effectively build
your brand you must socialize it.

In 2017 and beyond, the storytelling landscape will be fully
rooted in social media, therefore the opportunities to build your
brand are endless. Indeed, this is a huge opportunity to shape
your narrative around the clock but, consequently, it comes with
a major responsibility, as there is unlimited access and eyes on
your brand.

Although my expertise is in the sports world, the lessons
I've learned and adopted are applicable to every brand across
all industries.

Positioning is everything: Prior to any brand building efforts,
you must first take a huge step back and ask yourself a series of
questions:

= What does my brand stand for?
»  What differentiates my brand across the industry?
= What is my brand’s positioning statement?

The thought process and brand soul searching needed to
answer these questions will act as a roadmap for building your
brand.

No matter the industry, focus, or size, every brand must start
with a positioning statement. Without one, your communication
efforts will be inconsistent and won’t make an impact on building
your overarching narrative, especially via social media.

Clearly, the positioning statement is the most difficult part
of the brand building process, and that’s by design. In order
to make a splash, you must dive deep into what makes your
brand different from your competitors, and determine the
crystal clear statement that serves as your thread across all
communication.

Once you establish your positioning, constancy and
frequency are the keys for this statement to stick across the
industry, and most importantly with your consumers. Every
piece of marketing creative, social copy, and press material must
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ladder up to your brand positioning. If it doesn’t fit, then don’t
do it.

Fish where the fish are: To socialize your brand, you don't need to
be on every platform, but the right ones, for you.

Carefully select which platforms to launch based on your
target consumer, not industry norms or even internal pressures.
Fish where the fish are!

Too often, brands choose to create an account on a social
channel but don’t have the resources, expertise, or brand point
of view to activate there effectively. The brand ultimately suffers
by socializing where it isn’t the best fit.

Just because a new platform is the hot trend across the
industry, that doesn’t mean your brand has to live there.

Authenticity is key to telling your story, as your target
consumers today are more brand-aware than ever before, so it’s
vital for you and your partners to speak in your own voices
when communicating on social media. Anything inauthentic
will immediately raise flags with the public and hurt your
narrative.

Kidstoday, especially, are so conscious of their own personal
brands on social media that they’ll see right through a brand
or its partners pushing a corporate message. It’s a delicate
balance to combine your overarching brand positioning with
your target’s voice, but it’s imperative to socializing your
brand.

In addition to your actual social copy, your content on each
channel should be unique to the platform. Pushing the same
imagery on every social network is never a good look for a brand
trying to differentiate itself amongst its competitors. Consumers,
media, and industry experts certainly take notice with this lazy
approach and it devalues your brand positioning on the most
public forum.

Socialize your Own brand too: Beyond socializing your employer’s
brand, communication professionals today cannot forget to build
their own brand too.

Social is where media break stories, it's where news is
driven, it’s where brand partners interact with fans, and it should
be where storytelling profess