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| Let’s start with a pol

This room represents -

* Journalists

* Students

* PR professionals

* Creatives

* Communications experts




My journey, a walk down memory lane

Rol

e

Brand Communications St Executive —
Public Affairs

Head of Enterprise Brand, DEI, Tech, SDI
Communications

Career and Expertise

Data driven storyteller

Expertise in Integrated Marketing Communications
10 months at Wells Fargo

Clients include DSRI, SDI, Technology, Public Affairs
Adjunct Professor, Georgetown University

Past positions: Capital One, Sprint Nextel, Carnegie

Endowment :
Famil

Strengtl|'|s Finders
Themes

Achiever, Lerner, Analytical,
Strategic, Achiever, Positivity

Locatio

Washington D.C.
Metro

Education/Training

Masters in Journalism, West

Virginia University

Bachelors in Economics, Lady Shr’

Ram College, Delhi University

Hobbies/Fun
fact

*  Creating short films
*  Boot Camp
*  People Watching

*  Traveling with a purpose

Lady Shri Ram College for Women
University of Delhi




Courtesy: YouTube



https://youtu.be/lHaq7roKRy4
http://www.youtube.com/watch?v=lHaq7roKRy4

Our time today

Walk down memory
lane

R : PR 1s an investment
Shifting tides S

not a cost

Pitch for a budget SRR
year after year

Do I have any
answers for you?




Shifting role of
PR and

Communications

Courtesy: TedX and YouTube



https://youtu.be/KAAALpyg2r4

Speeches PR & Publicity
Appearances |.................. 2 Media Relations
Keynotes " - Media Interviews
Panels - Media Pitches
- Submitted Articles/Op-Ed
- News Releases
- Media Tours
Paid Media EAR N E D - Media Kits
Facebook-Sponsored Posts MEDIA Blogger Relations
Sponsored Tweets [ p> Investor Relations
Twitter Cards .. |Influencer Relationships
e e, afhancee Engagement
Lead Generation 2
Outbrain S H AR E D Response to Detractors
Advertorial Detractors turned to Loyalists

Incentive |

MEDIA Loyalists turned to Advocates
’ Partnerships
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Affiliates

Brand Ambassadors

Sponsored Content

Native Advertising

Content| .~
Expert Content  Employee Reviews i

e-books  Brand Journalism
White Papers Webinars
Research Podcasts
Case Studies Videos
Employee Stories Emails
Customer Stories Newsletters
User-Generated Content Blog
Customer Reviews Infographics
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Sponsorships

Charity Tie-ins

Community Service

Corporate Social Responsibility
Co-Branding

Y Social Media
. Facebook  Vine
.| Authprlty Twitter Google+
Optimized Content Linkedin  Snapchat
gharaple ((:;ontent YouTube  Periscope
Gngaglrf ontent | pinterest  SlideShare
0ogle Authorship Instagram ~ Wikipedia

Adapted from Spin Sucks

1996 2017
14% of Americans get news 67% of Americans get news
from the Internet from social media sites
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NEW MODEL

Slate owne [ETIE
Mashable
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Authority &
Influence—

Authority
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OLD MODEL

Traditional earned media funnel has been up-ended




PR still struggles with 1ts perception.

PR is the foster child of marketing. Not many respect our craft.

Business leaders have long struggled to appreciate the full value of PR.

. PR is often an after thought.

Often, PR professionals are seen as people who spin vs adding value.




How much - IF YOU'RE LOOKING FOR THE EXACT DOLLAR AMOUNT YOU
money do

SHOULD SPEND ON PUBLIC RELATIONS,

we need for
PR>

Courtesy: YouTube



https://youtu.be/s0x_m3BzXbA

Time for a quick pol

How much annual budget is accounted for
Communications and PR?

* >$100K
* <§250K

* Between $500K - $1M
* PR is free.




Dashing for
the win, but
how?

Shape External Narrative Control the Narrative

“Seamless Online Grocery Pick-Up Might Be Reason Enough
to Get the Capital One Walmart Rewards Card”

) Joe Influencer P e & Mark Influencer 2 Follow
Whoa, Wait, Walmart? Why You Need the Retail Done Right: Capital One Walmart
Capital One Walmart Rewards Card for your Rewards Card Offers Surprisingly Flexible
Everyday Shopping and Valuable Rewards”

“Should You Get a Retail Card this Holiday Season? 5 Tips

to Ensure You're Getting the Best Value”

When stories aren’t pre-seeded, it can lead
to confusion and negatively impact
coverage

"Why a Retail Card Should Never Be Your First In
Wallet Choice”

n Arya Influencer 1

A Weak Start to 2019 New Credit Card
Rollouts: Why it Might Not Be Worth Getting
the Apple or Walmart Card

Capital One Launches Walmart Rewards Card - But Can It
Really Compete with the Amazon Rewards Card?
"Battle of the Retail Cards: Target Card Offers 5% Discount In-

store & Online while the Walmart Card Only Offers 5% Back
Online - Who wants to go to a Walmart Brick & Mortar Anyway?"

———

Courtesy: Capital One Product Campaign



Showrcasing value ot PR, year after year

“If you can’t measure tt, you
can’t improve it.”

- Peter Drucker




4 T Bl your PR metrics to business goals.
r&‘J k
Make AN
. Get executive buy-in early.

them |

your results overtime, to see trends &

believe in ; Track  RESEENS

the value
NSl decisions with PR data & valuable insights.
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Let’s hear
from
another
expert.

Georgetown SCS
Professional Development

HOW TO:
Communicate the
Value of PR



https://youtu.be/K5dwNRCsQ3M

DON'T BE AFRAID TO
TALK BIG.

HAVE COMPELLING
STORIES.

BUILD A STRONG
NETWORK. THEN
LEARN HOW TO USE
IT.

LEARN HOW TO
PITCH.

I%\\

FOCUS ON BUILDING
RELATIONSHIPS.

LEVERAGE INDUSTRY
GROUPS —
WORKSHOPS, ADVICE,
COUNSEL.

No money,
don’t fret.




Set
expectation
s upfront.

Make sure
they are
invested in
your craft.

Guidelines and Best Practices

Educate, Don’t aim Understand  Articulate Speak the Test and Let data tell
educate for the the the real language of  learn. Start the story.
educate. stars, start business. value of PR the small, then

small. business. build on it.

PRis a
long-term
investment.
Itis not a
cost.




Leaving you
with some
inspiration



https://youtu.be/-4QPVo0UIzc




