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Editor’s Note

Fellow associates, colleagues, clients, and prospects welcome to PRtalk — the first edition
of Prime Time PR’s complimentary e-bulletin. Our way of staying in touch and giving you
something more, it’s designed to help you maximize your potential and reach your goals.
Intended to provide practical PR/media tips you can use to effectively publicize &
promote your business and offer further insight and benefit, it contains:

‘Guru Guidance’ — the section we devote to you. In it you’'ll find a variety of PR topics &
issues that will enable you to overcome any PR/marketing obstacle you may be facing.
Please e-mail us with the particular problem you’re experiencing and we’ll respond with the
appropriate solution. To get you started, this month’s direction “12-Months of Great
PR” — exemplifies the importance of examining your company, determining your marketing
goals, and doing strategic PR planning.

In ‘Success Stories’ we’ll go one step further and examine the programs, consulting &
training we’ve done, as well as review some of the greatest PR coups of all time — so
you'll be able to experience first-hand, the power of PR!




‘In the Spotlight’ — is the section where will get you focussed on other professional and
personal matters. In it inspiring life achievers will be invited to impart their wisdom with
you.

Lastly in ‘What’s New at Prime Time’ you’ll learn more about our soon to be released
website, “Publicist of the Year” contest, upcoming speaking & media appearances,
referral program, and online partnership opportunities.

Looking forward to serving you and to receiving your contributions,
Janette

12-Months ¢! Great PR

Putting a successful PR plan in motion takes careful planning. Along with research, the
process requires sufficient lead time as well as a thorough examination of the internal
and external factors affecting your company.

The internal factors include your company’s environment, marketing objectives, product
features and benefits. The external factors include your target audiences, the
marketplace, your channels of distribution, and your competition — all vital information that
can make or break your PR programs.

To help you get at these details and implement your own PR strategies, I'd like to share
some of the methods | use to uncover my client’s truths and keep them on track:

Interview company owners, partners, key executives, and decision-makers
Disseminate mail, phone or e-mail surveys to customers and potential customers
Personally interview customers and potential customers

Interview industry analysts, consultants, journalists, and other experts

Review all current and past advertising, PR and promotional materials, such as
placed ads, ad tear sheets, article clippings, press release archives, product
brochures, media Kits, websites, catalogs, and similar documents

Conduct an in-depth search of Internet and print sources including articles, case
studies, product literature, and other relevant publications

Why do all of this? Because | need to know where my client’s at — where they’ve
positioned themselves and their products and services in the marketplace and what
people — particularly their clients, customers, prospects and the press — think of them. |
also need to know how they fare against their competitors. And | have to comprehend
their message — that is what their conveying, or not conveying, to their consumers. | have
to capture their story and figure out how they can relate it to their customer’s needs, in
order to change market perception and increase or preserve their market share.

Because | practice what | preach, | devised my own PR plan and continuously use it to
promote my firm, Prime Time PR. In doing so, | make myself and it better known. | create
awareness, develop brand name, and attract more clients that fit our target profiles and
which we can best serve.

The plan covers the following sections. You're welcome to follow it to come-up with your
own:



1. Overview - an executive summary of the marketing challenges you’re presently facing
and that the PR campaign is designed to help you meet

2. Goals — What do you want the PR campaign to achieve for your company?
3. Strategies — What are the methods you intend to use to achieve these goals?
4. Target audiences — Who are the types of people you want to reach?

5. Key target media — Who are the specific publications and programs to which you wiill
direct your PR efforts?

6. Recommendations — Which of the available PR tactics and programs I've been
presenting in my PR column do you intend to use and Why? What other ideas do you have?
What are the themes, hooks, and angles of each?

7. Action plan — What do you plan to do over the next 12 months and when? How much
time will you commit to delivering and following-up on these tasks so that each of your
chosen strategies produces positive results?

It’s important to be realistic about your PR goals and expectations, and to consider the
main expenses involved in designing and executing effective PR programs and materials.
Remember that although PR costs a small fraction of other marketing methods (often less
than one one-hundredth of what you’d spend on paid advertising) it is not 100% free. And
while the media does not charge you for placing feature articles in their publications or for
appearing on their shows, there’s still the cost of printing and distributing these materials
and of following up with the press, not to mention the writing of your press releases,
media Kits, and editorials.

Then there is the cost of your time (or the person who’s handling your PR time), fees paid
to outside sources (graphic artists, Web designers, freelance writers, PR agencies, media
directories, media lists, etc) and out-of-pocket expenses such as printing, photocopying,
and postage for mailing your media kits. So it is best to budget what you need to get the
job done!

I urge you to consider your options and plan-ahead for 12-months of great PR. You'll only
have yourself, and the benefits your PR programs reap, to thank!

Success Stories

“This case study is being recounted with permission for educational purposes”.

The Client - Alex Messer, Franchise Owner, Blueberry Hill Hamburgers, division of
Restaurant Visions Ltd.

The Problem — Needed to introduce himself and his business to the people of
Newmarket, and get them to purchase B.H. burgers over his competitor’s & increase sales.

The Solution - we devised the following PR programs: community fun day/ BBQ;
trivial pursuit nights; contests, coupons and cross-promotions in conjunction with
Newmarket's high schools, Famous Players Theaters, Petro-Canada Gas Stations &
Blockbuster Video stores.



The Results - added exposure helped get his message across and made consumers
aware of the all-natural, no preservative, affordable, health-conscious burgers, salads and
foods B.H. had to offer - in a friendly, upbeat, family-oriented, venue, that catered to their
specific needs and schedules. Publicity also gave him access to new patrons (representing
various target groups from young families and teens, to empty nesters and retirees) who
never before realized the differences between B. H. ’s and other fast food chain’s
burgers. Promotion & programs, also made consumers think about what they were eating
and purchasing in terms of quantity, quality and calories, and see the value they were
getting, which in turn augmented sales.

In His Words - “For a minimal investment, Janette Burke of Prime Time PR and the
promotional concepts, incentives, special events and publicity she provided substantially
increased my sales and exposed my restaurant to the Newmarket/Aurora area. | found
Janette to be extremely unique in her approach to “marketing” and very intuitive
towards my business needs. Prime Time saved me time and money, creating
alternative marketing solutions that effectively allowed me to motivate, entertain
and better service my customers, and increase sales.”
Alex Messer, Franchise Owner

BLUEBERRY HILL HAMBURGERS, DIVISION RESTAURANT VISION LTD.

What’'s New at Prime Time?

Website

Watch for the launch date of our new website, where you'll be able to register for our
newsletter, learn more about the services we provide, the topics we consult & speak on,
the clients we’ve done work for, and our upcoming speaking & media appearances. View
client & participant testimonials, article archives, photos, tape recordings, video clips, and
more! The first 4 visitors to log on will receive 60 minutes of prime talk-
time”, valued at $150.00!

Publicist of the Year Contest

in ‘Success Stories’ and you could be our “Publicist of the Year”. The
winner will receive a trophy (with their logo on it) and media coverage (as determined by
us) valued at over $2,500. To enter: simply tell us (in 500 words or less) how we
impacted your business. State the fine points of the PR program (s) we devised and
implemented on your behalf and don’t forget to mention the results! You may also qualify
by describing how one of our tutorial sessions, workshops or seminars stimulated you to
devise and implement your own successful PR program(s)! must be received by
midnight, August 31’st, 2004. The winner will be announced in our September issue.
we only accept one entry per person, program, session, workshop, and

seminar.

MoreFree PR Tips

For further PR tips, please see our published in The York Region Business
Times, available the 5th day of every month.






