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Public relations
WHO TO CONTACT:

Contact: Lauren Turner (lauren@nolimitagency.com) or Mallorie Anderson (mallorie@nolimitagency.com)
No Limit Agency
312-526-3996
www.NoLimitAgency.com
OVERVIEW

Public Relations is the practice of strategic communications and relationship building that benefits the FranNet brand, media and the public. Working with media contacts to provide newsworthy content and expert sources, FranNet can increase brand awareness through media placement that the public will find helpful, resourceful, interesting and relevant.
When an article, blog or TV segment features FranNet, the public reads this as an endorsement of our brand by the publication. One single sentence from the pen of a respected journalist is an earned placement and can have a longer-lasting effect with a reader than a paid ad.
Public relations require creativity, determination and persistence. Unlike advertising, PR is:

• Earned editorial space

• Believed as “fact”

• Unbiased (depending on the outlet/editor)

• Filtered by the media

• Subtle

• Newsworthy enough to merit space

PR, like marketing, wears many hats and is more than just securing media placement. Things like planning an event, developing a social media strategy or finding beneficial sponsorships can also be considered part of your PR strategy. Whether you’re vying for newspaper, magazine, blog or local TV attention, you need something that is newsworthy. To get people to read about you in the local media outlets, the story angle needs to be interesting. Keep in mind that writers and editors are increasingly being asked to include multimedia materials with their stories, so be prepared to supply a high-resolution photo (300 dpi). 
PR results in earned media, rather than paid media placement. When featured in an article, this placement was the result of interviewing with a writer/editor and was free. Do keep in mind, some media outlets are pay-for-play meaning the editors may be pressured or required to only feature brands/sources that advertise with them, too. But there are many others where that is not a requirement. This is not something you will have to ask – if it is a requirement, they will tell you.
NEWSWORTHY EVENTS
Much of what you read in the paper, in magazines or on larger-scale blogs is the result of public relations activities. Editors, producers and news directors rely on public relations professionals for valuable, newsworthy information. Even though you may think you have some great information about your FranNet office to share with the public, keep in mind that you’re competing with all other companies who feel just as strongly that their “news” should be reported. What makes your story different? What makes your story stand out? And is your story idea something that their readers, listeners or viewers will truly care about?
Placing a client with a specific franchise, for example, would not be considered newsworthy. But let’s say you’ve noticed that several placements have been geared toward a specific industry. In other words, you’ve noticed a trend. Now you may have an angle that could work for your local business journal. Timeliness and relevancy are also a factor. If you can tie an event or provide expert advice that coincides with what is going on in the community or on a national level, you are more likely to get a response from the media contact.
YOUR MEDIA LIST
You’ll need a current media list if you want your news to be covered. Follow these tips to keep your lists updated and precise:
· The media list should include all types of media outlets – daily and weekly newspapers, consumer and trade magazines, blogs and television and radio stations. Think about the different media outlets your customers read, watch and listen to. Those are the outlets you need contacts for.

· Once you have your outlets, now you need a contact. You can send to the generic editor@ or info@ email addresses, but consider how much mail those in-boxes receive daily. Familiarize yourself with the outlet and find which editor or writer specifically covers your topic. If you can’t find out on your own, it’s OK to call and ask who the contact is for press releases or event listings. A great way to turn off a writer is by sending them something they never would cover in the first place.

· For your list, you’ll need the correct spelling of their name, publication, title, phone number, email address and their beat (topic they cover).

· Tailor your pitches and press releases for the correct contact. For instance, don’t send a children’s party announcement to the business section.

· Don’t send information to more than one contact at the same publication or station.

· Keep in mind the high turnover rate in the media. The reporter you contact one month may have left the next, or may be covering a different beat. Pay attention to what your contact is writing or where they’ve moved and update your list on a regular basis.

LEAD TIMES
Lead time is the amount of time between the start and completion of the editorial production process. Different types of media require different lead times. Let’s say a publication has a 3-month lead time. If it’s currently January, then the magazine is most likely working on its stories for the April issue. If you want a story in the March issue, it’s too late.

Below are some general lead times, but the times can vary greatly depending on the outlet. Once you start working with a reporter/writer, confirm how far in advance they like to receive information.
• Monthly magazine: 3-6 months

• Daily papers: Non-breaking news/event listings, 3-4 weeks
· Business news, 1-2 weeks unless it’s a major story

• Radio: 1-2 weeks

• TV: 1 month to get on the schedule.
*These are very general lead times. Confirm with your outlet.

PHOTOS
Unless it’s a large, feature story, you will need to be able to provide your own

photos. Keep in mind that photos should be in color (not black and white) and

high-resolution (300 dpi). Anything below 300 dpi will not be printable. Provide

action shots, rather than people standing around looking at the camera. If there

are people clearly pictured in the photo, get a release saying that they give you

permission to use the photo. And, be sure to include a caption in the email that

gives the correct names and spellings in left to right order of those photographed.

PRESS RELEASES
There is some debate about the press release still being relevant in the industry today. The short answer is “yes,” the press release is still an important part of your strategic communications plan when working with the media. Distributing a press release to your media list is a great way to announce the arrival of a hot new product, a milestone accomplishment, special promotion or any other news that would be of interest to the general public. Use press releases sparingly – no more than once per month. Remember, check spelling, formatting, names, dates and grammar, and follow AP Style rules when crafting your release. If you have any questions about any of these, contact FranNet Marketing department. 

A good rule of thumb when writing a press release is to put the who, what, when, where, why and how much in the first two paragraphs. Often, if a writer/reporter can’t find the information quickly, they’ll move on to a new story idea. Let the writer write the story, you provide the facts – so stay away from adding fluff or unnecessary words to the release, and try to keep it at one, no more than two pages.

Once you’ve distributed the release to your contacts, you may or may not receive a response. If you don’t hear back, wait about 1 week, then follow up with a second email or a phone call. If calling, do not start the conversation by asking if they received your release … this is the quickest way to be hung up on. Instead, start by introducing yourself followed by “I am calling to follow up on a release I sent about XYZ …” Either they will know what you’re talking about and not be interested, know what you’re talking about and ask you for more information, or have no idea what you’re talking about and ask you for a quick re-cap. Make sure you have a 15 to 30-second intro about the topic you are calling about so you don’t miss an opportunity.
*See the press release template. 
*See Parts of a Press Release.

*See the AP Style Reference Guide for dateline information.


GENERAL RULES FOR MEDIA CONTACT
· Don’t get discouraged if a reporter doesn’t have time to talk to you. They could be on deadline and just don’t have the time.

· As a general rule, avoid calling daily newspapers after 3 p.m. This is usually their “deadline” time. Avoid calling weekly newspapers on Thursdays, as this is typically deadline day. Once you’ve started working with a contact, ask them if they prefer phone or email and the best time to reach out to them.

· Once you’ve contacted a reporter/writer about a specific topic, don’t hound them by calling or writing too often. Your goal is to build a mutually beneficial relationship with your contact, not come across as a pushy salesperson.

· It is unprofessional to offer gifts or money to reporters. However, lunch or an invitation to a business seminar is acceptable.

· Learn your media outlets. If you read the paper or listen to the radio, you will have a better understanding about what type of information will work and what won’t.

· Establish a good working relationship with local news media contacts at newspapers, magazines, television and radio stations. As a result, you may be used as a reliable source on franchising issues.
