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EEddiittoorr’’ss NNoottee

Welcome to the f i fth edit ion of  PPRRttaa ll kk -

of fer ing you practical PR/media/market ing t ips 

to exempl i fy the power of PR and get you 

th ink ing about your own PR object ives. As  we 

near the end of  September, f rom our schedules

and commitments to the t ime, temperature and 

colours of  the leaves, many of  us are  

exper iencing a per iod of  change and growth .

For those of  us of  the Jewish fai th, this  t ime is  

also known as one of reflection and  renewal –

where we take stock of  ourselves,  behaviors  

and achievements; ponder our values and 

judgments , and quest ion our purpose – in 

search of  improvement. 

Fo l lowing su it , we looked at how we could 

better  serve you and decided to e l iminate  

certa in of  this pub l icat ion’s sect ions and 

focus on what PR entai ls .  Intend ing to  

educate and insp ire  you, in monthly

broadcasts,  we’ l l continue to explore PR’s  

d iverse faces and facets – demonstrating

how it  differs  f rom advert is ing and how you

can apply  i ts  proven techniques to talk and 

stir-up your business! And very soon we’ l l  

be communicating  wi th you in both HTML 

and PDF (text) format.
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Whichever s ty le  you choose ,  you’ l l  st i l l  be  

able to “harvest”…

- The var ious PR topics addressed in Guru 

Guidance

- The greatest PR coups and personal  case

stud ies reviewed in Success Stories

- Detai ls  on our act iv it ies,  achievements,

specia l  of fers, workshops, seminars, speaking 

& media appearances revealed in What’s New 

at Prime Time 

IInn tthhiiss iissssuuee,, yyoouu wwii ll ll ff iinndd……

- Advise on the creative process and how 

to use i t  to come-up with profitable  PR

ideas

- Another example of  the greatest PR coups of  

al l  t ime…the tale  of  Gi l le tte Sensor Razor

- What we’ve been up to s ince our las t b l i tz

To those ce lebrat ing i t ,  we extend our very 

best wishes for  a  happy and healthy New 

Year!!  

Unt i l  Next T ime,

Janette

GGuurruu GGuuiiddaannccee

CCoommiinngg--UUpp wwiitthh
PPrrooff ii ttaabbllee PPRR

IIddeeaass
By: Janette Burke

Excerpts taken from my workshop on 
“How to Come-up with Profitable PR Ideas
to Grow Your Business & Snag The Media’s  
Attention” and published articles. Re-
printed with permission…

You’re anxious  to see your name in pr int ,  and 

to appear on radio and te lev is ion. But before 

you put your publicity plan in motion  or 

pick-up  the phone and pitch an edi tor ,  

broadcaster  or  producer, you should know  a 

few more things about the PR process .

Doing your homework, understand ing the 

basics and thinking creatively ,  is  where 

i t  a l l  begins.  In addit ion to being 

packaged  and compil ing  a current l ist of  

media contacts ,  you must come up  wi th a 

l is t of  c lever ideas -- themes or angles

that convey  your marketing message  and 

also relate to the needs  of  your target 

audiences,  as we l l  as to the needs  of  the 

publ icat ion’s readers,  radio stat ion’s  

l isteners and TV show’s viewers  you’re 

going af ter . 

Make no mis take th is  process requires  a  

great dea l of  t ime, ef fort and pat ience, but  i t  

doesn’t require any special  t raining .  Sure 

some of  us are natural ly  more incl ined

towards creative marketing and promotion,

but the truth is  anyone who tries  to generate  

good PR ideas for  his or  her business can.   

You just have to get your creative juices

f lowing!

I f  you’re f ind ing that  to be a difficult  task ,  

consider employ ing these measures:
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1. Spot the problem - know  exact ly what 

your problem  is  before you attempt to  

solve or ar t icu late i t .   Be upfront - s tate  

your marketing objective  in a s ingle  

sentence.  For example, i f  you’re a 

business or  l i fe coach promoting a seminar 

on goal-sett ing, convince  your target  

audience r ight of f  why they should attend 

it  (as  opposed to reading an art ic le on the 

same subject or  buying a sel f -help book).

2. Present the facts – Like a detective who 

requires clues  and can’t rely  on c lever 

th ink ing alone to so lve a case, you too 

must  have a l l  the facts  to solve  a  

problem.  Profess iona ls in  every f ie ld  

recognize the importance  of  gather ing  

speci fic  and useful  in formation. When I  

take on c l ients,  I  conduct  extensive 

research on their  company.  I  interv iew 

them and review their  website  a long with 

the ir  other promot iona l  mater ia ls  to get a  

deeper understanding of  what i t  is  they 

have to say and offer .   You have to do 

the same.  Keep organized f i les of  the 

background  mater ia l  you gather and 

review them severa l t imes before 

formulating  your so lut ion. Fami l iar ize  

yourself  wi th th is information by us ing 

word process ing programs to wr i te-up and 

tweak  your research.  Summarize and 

condense your most hard-hitt ing facts

in to a few neat pages that can be v iewed 

at a g lance.   

3. Collect general knowledge - Deal on ly 

with the fac ts that  pertain to the project  

at hand.  Such facts  inc lude: budget,  

schedule, avai lab le  resources, the 

customer ’s  specif icat ions , product  

knowledge and techniques.  Draw upon 

your own experience  and expertise  and 

refer  to your storehouses  of  information

concerning events, people, med ia, cul ture ,  

sc ience, technology,  management, and the 

wor ld at  large.  Advance and accelerate

your education by becoming a student  of  

the areas  that correspond  to your 

profess ion, and make it  a priority  to 

subscribe  to the var ious journa ls that  

re late  to your f ie ld.   Clip and save

art ic les  that conta in useful  informat ion,  

read books on your area of  expert ise,  

search  on- l ine, and develop  a reference 

l ibrary. Become a compulsive 

information collector  by tak ing courses ,  

at tend ing seminars, conferences and trade 

shows.  Make friends with your co l leagues 

and share  your stor ies, case his tor ies ,  

and other technica l  t ips.

4. Look for groupings -  many ideas  are 

s imply new variations  of  existing 

concepts.  By looking for  new 

relationships between o ld ideas, you can 

come up with a fresh  approach.  When 

you examine the facts ,  look for  common 

l inks .  Th is w i l l  help  you determine a 

c lever angle or promot ion that f its  your 

marketing object ives  and conveys  your  

message in a unique  way.  The Earl  of  

Sandwich,  who invented  the sandwich 

because he wanted to hold his meat in one 

hand whi le being f ree to p lay poker with 

the o ther  made use of  th is technique.  So  

too d id the engineer  of  the clock radio,

when he combined  two exist ing 

technologies  into one.
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Sti l l  having trouble thinking creat ive ly? Good 

PR ideas are a lso be generated  by: 

- Going shopping - enter a toy store  and 

take a look around. Perhaps you can devise  a  

game  to promote your message.

- Keeping a “swipe fi le”  fu l l  o f  promotions

that catch your eye or  that you especia l ly  

l ike . Use them as examples  for  planning 

your own PR.

- Spending an afternoon at the l ibrary, in  

a bookstore l ike Chapters or Indigo, or at  

a museum .  The best way to feel inspired  is  

to surround your sel f  with ideas.

The creative process  works in  two ways:

The f irs t is  the idea-producing stage  where 

ideas f low f reely.  The second is  the crit ical  

or “edit ing” stage  where each idea is  

scrutinized  for  i ts  pract ical i ty .     Too many 

people make the mistake  of  mix ing these 

stages and are too quick  to cr i t ic ize or  shoot  

down an idea they should be encouraging. A  

typica l  idea ki l ler  is ,  “We did that already 

and it  didn’t  work”.   Given the rapid pace 

of  change, i t ’s  poss ib le  that in  today’s  wor ld  

an idea that once fai led  can be resurrected

or refined  and made effective  in  a new 

marketplace.     

Another f requently voiced objection  is  “We 

don’t  do things l ike that around here”.

As a PR profess iona l,  I  can assure i t  is  very

dangerous  to make statements l ike that .    

When you do the same old thing  you get the 

same old results!

So don’t let yourse lf  fal l  in to the same trap

lots of  businesspeople , especia l ly  managerial  

types,  who tend to develop the ir  crit ical

facult ies  over the ir  creative ones ,  fa l l  into. 

For i f  every creat ive person l istened to 

these peop le and was afraid to try

something new, we would not have

te lephones, cars,  a i rp lanes, personal  

computers , the Internet , l ight bu lbs,  

e lectr ic i ty , or  real i ty TV shows!

SSuucccceessss SSttoorriieess

Recounted for educational purposes… 

““TThhee TTaallee ooff GGiilllleettttee SSeennssoorr RRaazzoorr””

TThhee PPRR ccaammppaaiiggnn ffoorr tthhee iinnttrroodduuccttiioonn ooff tthhiiss pprroodduucctt

rreepprreesseennttss aann uunnpprreecceeddeenntteedd ffiirrsstt aanndd llaasstt..

WWhhyy -- TThhee nneeww rraazzoorr mmaaddee FFoorrttuunnee mmaaggaazziinnee’’ss ttoopp tteenn

lliisstt ooff nneeww pprroodduucctt iinnttrroodduuccttiioonnss iinn 11998899 –– eevveenn tthhoouugghh

tthhee pprroodduucctt iittsseellff wwaassnn’’tt iinnttrroodduucceedd uunnttiill 11999900!!

HHooww -- IIttss nnaammee iiss wwhhaatt mmaaddee tthhiiss pprroodduucctt ffllyy.. SSeennssoorr

nnoott oonnllyy iimmpplliieedd hhiigghh tteecchhnnoollooggyy,, SSeennssoorr EExxcceell ffoorr

WWoommeenn llooookkeedd mmoorree lliikkee aa SSttaarr TTrreekk pphhrraassee tthhaann aann

aaccttuuaall rraazzoorr!!

TThhee RReessuullttss - Toouuttiinngg aa uunniiqquuee rruubbbbeerr ggrriipp hhaannddllee tthhaatt

pprroommiisseedd ccoonnssuummeerrss tthheeiirr hhaannddss –– eevveenn iiff aa lliittttllee wweett ----

wwoouullddnn’’tt sslliipp aalloonngg wwiitthh aa sshhaavveerr tthhaatt pprroovviiddeedd mmoorree

ccoonnttrrooll aanndd aa cclloosseerr,, ccuutt--ffrreeee sshhaavvee,, tthis incredible 

campaign yielded more than 800 print, radio and TV 

placements in over 19 countries worldwide!  Media 

running stories included Good Morning America, CBS 

Evening News, Newsweek, Forbes, The Wall Street 

Journal, The New York Times, and Associated Press. 

PRtalk; Issue #5                           …pg. 4



WWhhaatt ’’ ss NNeeww aatt PPrriimmee TTiimmee??

CCll ii eenntt ss && PPrroo jjee cctt ss – we’ve spent  the 
las t few months conduct ing  
interv iews, packaging,  
posit ion ing &  branding 
c l ient ’s ,  wr i t ing the ir media 
mater ia ls, and plac ing them 
along wi th our “Publicist  of 
the Year” – who just  by
enter ing our contest and te l l ing  
us how we impacted her  

business won $2, 500 worth of  free  pub l ic i ty 
and a trophy that sports her corporate name 
and logo!

Speaking – we’re looking 
forward to doing more 
workshops and seminars ,  
and are pleased to  
announce that we’ve been 
picked-up by Jos ie  Tytus , Pres ident,  
SPEAKERS TRAIN – a bureau of  profess ional  
speakers and tra iners .
www.speakerstrain.com I f  you or someone 
you know is looking for a dynamic Marketing  
Speaker to keynote your next  event,  g ive us a 
cal l !  

Media Appearances - October marks the 

18t h consecutive month we’ve been produc ing 

our PR column in The York Region 

Business Times. Avai lab le the 5t h

day of  every month, October ’s issue

conta ins a special  p iece we wrote 

on “Coming Off as a PR Pro” – created for 

those of  you who want to be your own

publ ic is t.   With add it iona l p lacements in the 

Fal l /Winter edi t ion of  Women with Vision 

Magazine and BIG Times, i t ’s  certainly  been 

a whir l  wind ing summer!

RRee ff eerr rraa ll PPrrooggrraa mm - we appreciate your  

business and referrals . To show you how 

much, we of fer  “cash back” and “banked

point” rewards for  every qualified  lead we 

receive!

Have a PR topic you want discussed? 
Please send your requests to:
primetime@pathcom.com – subject 
heading Dear PR Guru.

PRtalk is a FREE publication produced by Prime Time PR
and distributed online directly to your inbox. Prime Time 
PR respects your online time and privacy.  We do not 
share e-mail addresses.  If you prefer not to receive 
further broadcasts, click “reply” and specify in the 
subject heading “Unsubscribe”.

If you know anyone who would benefit from this 
publication, feel free to pass it on, have them register on 
our website, or contact us directly.

To sign-up for your free copy of PRtalk; see
back issues; see examples of our work with 
testimonials, peruse our list of programs, 

workshops &  seminars, and find out where 
we’re next speaking or appearing, please visit 

us at:  www.primetimepr.ca

@ 2004.  All Rights Reserved.

We welcome your contributions & feedback.

For the past 8 years we’ve been helping 
businesses flourish. Here’s what we can do to get 
your name known & boost your bottom line:

• Professional Imaging, Branding &
Packaging

• Copywriting & Copyediting
• Media Relations
• Speaking Tours
• Sponsor & Investor Relations
• Promotions
• Special Event Design & Management
• PR/Media/Marketing Coaching & Training 

(Tutorials, Teleconferences, Workshops, 
Seminars, Keynotes & Lunch ‘n’ Learns)

Let Us Put You in the Spotlight!
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