MARKETING AND PUBLIC RELATIONS
                                                         


An Introduction to 
Marketing and Public Relations 
A paper for non marketers outlining the 
function and process of marketing and public relations 
        Produced by
The ComMentor Group

Marketing Definitions and ROLES 

What is marketing?








Use the word “marketing” and the majority of the general public still conjure up images of salesmen or thoughts of advertising agencies. In fact marketing is a complex and diverse management function that covers a range of activities from research to pricing and from strategy to the sales cycle. Definitions range from the simple statement of “making it easier for your customers to buy” through to the more demanding assertion that it is about “investing the company’s resources to create sustainable and profitable growth”.

The Chartered Institute of Marketing definition of marketing is, “The management process responsible for identifying, anticipating and satisfying customer requirements profitably”.
Management guru Peter Drucker took the position of marketing a step further when he stated that, “the business function has only two basic functions – marketing and innovation. Marketing and innovation produce results: all the rest are costs”. 

Peter Doyle recently described marketing as “the management process that seeks to maximise returns to shareholders by developing relationships with valued customers and creating competitive advantage”
Which ever definition you favour, the message is that marketing is about driving business forward.

Key tasks of marketing





        
Marketing can, as with other management functions, be said to be a series of processes and procedures. The basic marketing cycle of identifying, qualifying and addressing business opportunities can vary considerably depending on the industry sector being addressed, the company structure and the maturity of the market. In order to manage the marketing operation, companies create a variety of marketing activities to match their needs. The following is but one example of the range of marketing roles that could be employed;

Business Planning 
Channel Managers 
Customer Relationship 
Events Management 
Marketing Manager 
Market Communications 
Market Research 
Product Manager
Pricing and Commercial

PR & Media

Strategic Marketing
Web Management
Each company addresses marketing differently, most include Sales in the marketing portfolio while one in particular excludes Pricing. The common task of marketing is to control the pre defined “cube”. This is made up of three faces - the offer the company is making, who it is making it to and where it is doing business.   

The Key Elements of Marketing

The marketing cycle 








The broad task of marketing is to identify, anticipate and satisfy customer requirements profitably. While this can be a complex activity it does break down into a seven-stage process which asks the marketer to address certain questions. 

Which customer requirements are going to be addressed? In particular what do they see as their needs, what sort of offer from a supplier could best address it and what is the competitive dynamics of the market?

Where are the target groups that are most likely to purchase our products or services and how should we interface with them? 

How are we going to address the market? What will be our competitive strategy over time and in different environments?

When should the campaign commence and, particularly, how should the many actions that lead to the launch, and the subsequent support of the offer, be phased?

Who is going to undertake and support the various activities and are they all aware and resourced for their role? 

What are the key elements in the implementation of the marketing plan and how will they be managed?

How will we monitor the success or failure of our marketing activity? What are the key factors that need to be measured and how will we learn from them? 

In order to effectively address these potentially complex questions it is essential to have a structured approach to both planning and, most importantly, implementing the marketing process. 

Stages of a marketing plan.  






On identifying a potential business opportunity the first structured task of the marketer is the development of a plan against which decisions can be agreed and resource committed. While these can be complicated devices covering multi product / service in multi market opportunities, in their simplest form they divide into four sections.  

	     Strategic Focus
	Mission 

Corporate Objectives



	     Marketing Analysis  
	Background and Marketing Audit 

Key market and technological changes 
Opportunities and issues
Assumptions 

Identified opportunities.

Definition of total offer and logic
Competitor analysis

Marketing objectives and goals



	     Opportunity analysis
	Managing the value chain

Building the supply chain

Achieve speed and responsiveness



	      Competitive Investment
	Marketing Strategy
Marketing Mix
Tactics and Implementation 

Resource Allocation and Budget 

Expected Results



	     Organisational Model
	Vision

Skills profile
Virtual team motivation

Support systems

Required infrastructure


	     Business Goals
	Achievement Targets

Performance Measure 

Financial ratios

Control and Budget



While any form of planning is a means of rehearsing the future, it tends to relate to the outcome of just one set of actions. It is therefore imperative to recognise that the implementation of a marketing plan requires support from a variety of sources within an organisation. It should also be remembered that those sources will also need support from marketing. 

Aligning the company to drive the business 








In addition to the need for the marketing function to identifying new markets and offers, and to create the right environment to generate qualified leads, all other functions can equally benefit from marketing in their quest to become more effective. Some of the areas include the following;

Human Resource
Reducing turnover and identifying future key skills

Customer Service
Establishing the basis for a more effective interface

Design Group

Defining the future market requirements

Finance 

Lowering debtor levels and increasing unit profitability 

Other functions such as Legal, Project Management, Commercial, Logistics, Manufacturing, etc., all require the support of marketing and its many tools and techniques.  

MARKETING RELATIONSHIPS

The marketing influence






In performing its role, the function of marketing should relate to all parts of the organisation. Whether it is defining the market needs and advising the Design group, or forecasting demand for the Supply function it is not an isolated activity. 

The closest relationship marketing has with another function is Sales. This is an activity that many see as one of the many marketing responsibilities. Alternatively, some see marketing as a sales support function. Whatever your view, the function of marketing is to create the right environment for the sale to be made.  

The following gives a brief outline of the generally accepted roles of sales and marketing although the ideal balance will reflect the dynamics of the market.
	
	Sales
	Marketing

	
	Prospect for potential customers

Qualify appropriate opportunities

Forecast revenue by offering/client

Make sales to agreed target customers

Maintain the relationship with client base

Identify new business opportunities
	Analyse markets for new opportunities

Identify and qualify segment opportunities

Develop strategy and implement plans

Forecast demand and growth

Stimulate and satisfy target needs

Monitor and measure marketing investment


Many analogies have been drawn between Marketing and Sales. Some see it as the relationship between the rally car navigation and the driver – both must be skilled at their respective role if they are to have a chance of success.  Others see Marketing leading the horse to water while Sales encourage it to drink. In the final analysis the Marketing role is to create a sales opportunity where the company has competitive advantage. 
Research and Competitive Intelligence

Approaches to market research







Whether investigating the current perceptions within a given market, the future requirements of a particular segment or the needs of a selection of  customer, research falls into two basic groups – Qualitative and Quantitative. 

Qualitative research involves asking questions that enable the respondent to give a reasoned “touch and feel” response. Methods include one to one research, focus groups, psychometrics analysis, etc. 

Quantitative research allows limited option responses but is ideal for confirming or rebutting a hypothesis. Usually undertaken in large numbers such research usually involves a mail, e-mail, or one to one (i.e. field research – street and door to door) approach. 

The general role of market research is to address the following;


The impact of new products and services


User attitudes, intentions, evolution, awareness or perception 


Market potential and subsequent penetration.


Market dynamics and market share


Product/service design and development


Estimating market potential and identify strengths and weaknesses

Ideally all of the above activities will be repeated as the real value of market research lies in its ability to track changes. 

Understanding the competition






To some the phrase competitive intelligence smacks of industrial espionage. In fact it is an essential marketing tool. Competitor activity, their culture and future plans need to be understood if an effective marketing plan is to be developed and successfully implemented. Not only must you understand the customers’ perception of your competitors, you must know what they are doing to try to maintain or improve their position. 

Sources of information could be as simple as reading their annual report, monitoring their web site, following their marketing and media activities, talking to customers or past employees or becoming a customer yourself. If it is legal it is admissible. After all they are doing it to you. Unfortunately too little effort is placed in this area; those who take it seriously can gain considerable advantage over their competitors.
Understanding the findings









A research report, whether commissioned or in the public domain, can be complex. There are some key questions that will help when reviewing such a document, or considering buying research, or even developing a research brief.

What is it about? A seemingly simple question, but titles can be deceptive, particularly when a supplier is trying to capture a broad audience.

Which topics are addressed? Does it cover all your interests or are your areas of concern secondary?

What is the coverage? Whether geographically or by industry segment, does it properly reflect the areas you wish to address?

What is the time frame? Does it cover the period you want and how much is based on fact and how much on the extrapolation of previous research?

What is the source? Who was asked, how many, was it a representative sample and were they the appropriate people? Also is there an audit trail?

Creative Marketing Strategies

Achieving long term goals

Marketing strategy literature is littered with military analogies when describing the strategic options. Frontal Attacks, Encirclement, Guerrilla Warfare, Pre-emptive Strike, Defence, Flank Attack and Alliances to name but a few. All are effective in the appropriate scenario and all require a real understanding of the dynamics of the market in terms of competitive activities, customer perceptions, business environments, etc. 

The precise use of particular strategies is dependent on the goals you have set yourself and the environment in which you are operating. If you are the market leader in a particular sector then you should have the opportunity to manage the market. Improving the offer and wrong footing the competition is the key. This is frequently referred to as “moving the goal posts”. However it should be remembered that it is unlikely that you will be market leader in all the segments in which you operate and therefore a number of strategies may be adopted across business unit.

The ways in which potential customers can be “touched” has dramatically increased, and the client, whether domestic consumer or business user, is now more in control of the channel and the way in which they do business. It is therefore even more important to define the most effective means of influencing their opinion. This requires the best information you can get, information about the customer , the market and the competition.

Understanding the target 







The ever changing purchasing process, the mix of customer options and the consequent bargaining power of the buyer(s), needs to be understood in detail before arriving at an effective marketing strategy. In addition there must be knowledge of the dynamics of the different markets you are involved with and the various competitor activities within them. Armed with this you are ready to develop a marketing strategy. 

Having defined the appropriate marketing mix it is essential to understand your position in the market - where you are coming from and what will be the appropriate means of attack or defence. Being customer led, market oriented, involved in one to one marketing or whatever, there is still a competitor who is targeting the same source of revenue. 

In general there are four positions that an organisation / offer is likely to take up in a market.

Leader
Usually the largest by sales, R&D budget, margins, etc. Its key concerns are how to expand the market, take other companies out of the market, and be thought leader and prime innovator. 

Challenger
They have an aspiration to be leader or a major player. Main activity is building strength by attacking smaller competitors and entering into skirmishes with the leader.  

Follower
Avoids cost of product or market development but has little control over price or market dynamics. Tends to win through margin reduction and differentiation.

Nicher
Specialises in defendable market segments where they can be a big fish in small pond. Key concerns are positioning in the segment and predators.  

NB It should be recognised that one company, or even one product, can take up all four positions across a number of countries, segments and/or offers.

Competitive analysis 

Competition comes in many forms. There are not only those offers/companies that you are usually up against, but also new entrants coming from only slightly related sectors. In addition there are substitute offers and the option the customer has to use the funds available on something completely different. 

The Marketing MIX
The classic marketing mix comprised of the 4P’s, namely Product, Price, Promotion and Place. However the growth of services markets and the recognition that, even with a “product”, people have the option to select from a number of “offers” which are seldom judged simply on just the basis of the 4P’s, has led to a more comprehensive set of factor that have to be addressed by the marketing function.  
The seven P’s of the Marketing Mix







The marketing mix comprises of those factors that can be defined and controlled by marketing in the implementation of the chosen strategy. They include: 

Product – the offer that seeks to satisfy the customers needs

Price – the strategic and tactical issues that surround the perceived value 

Place – the issues concerning location, ease of access and intermediaries

Promotion – the communication of benefits to the potential customer

People - the quality of interaction with, and between, customers 

Physical Evidence – tangible evidence of the nature of the service/offer
Processes – the way in which the offer is delivered and customer involvement

Positioning the intangible







In marketing services, not only does the marketer have to balance the 7P’s but they also need to overcome the intangibility of the offer, they must make the service into a “product” in order to achieve a consistency of offer. In doing so they have to address the following issues;
Perishability – you cannot store service for another day and therefore there needs to be a marketing mix that will maximise the use of the capacity and an accurate forecast of demand. 

Lack of Ownership – the customer does not own the service in the same way they can own a physical product they have bought.

Variability (heterogeneity) – Most services rely for their level of quality on the people supplying it. This is not always consistent.

Inseparability – services cannot be created without being delivered: so they cannot be returned nor can you generally try before you buy. 

Control – While service processes take control from the customer, as they become experienced in many cases they want to get it back.
The key task of services marketing is to define how the customer can most effectively be serviced, and how this can be done while differentiating yourself from the competition. The only tools available are those in the marketing mix – the seven P’s

Managing the Mix

Diffusion of Innovation







Not everyone buys at once. There are those who could be called innovators, the people (or companies) that have to have it (what ever it is) first. They are willing, and even enjoy, taking the risk of an untried product or service.  Few would follow their example, most preferring to wait until someone whose opinion they trusted adopted the new approach. The opinion leaders are the key to marketing success in that they will act as the trigger for the majority of potential purchasers to buy. But beware, just because an individual or company is an opinion leader in one field does not mean that their opinion is respected on other subjects. Finally there are of course those that will buy eventually, the laggards, whose buying motivation also need to be understood. 

All of these buyer types require a different approach from marketing and all represent a different proportion of the total potential market. The diffusion model is a useful tool in clarifying the maturity of market segment being addressed and particularly helps to define the type of message that needs to be taken to the market      

Positioning on the Life Cycle






As a new offer (product and/or service) enters and becomes established in the chosen market segment, it passes through a series of stages that require a totally different approach in terms of the marketing mix.  The way in which each of the seven P’s are managed changes as the maturity of the offer and the market changes. The following are a few examples

Introduction
During this period promotional cost is low and the features and benefits of the offer limited, and yet the price can be high.

Growth
A dangerous period when competition recognises the business opportunity and attacks, and so the incumbent needs to differentiate and grow channels of distribution.

Maturity
A time of high volume, little growth and the need to add value despite comparatively low margins. A period when the science of marketing proves its value. 

Decline
Not a time for depression. A declining market can be relatively profitable if managed well. Also it is a time when the replacement product is being leveraged into place.

Perceptual Mapping









In order to manage the market mix it is essential to not only understand the dynamics of the market but also the mind of the customer. One approach amongst many is to map out their decision criteria.  Their perception of competing offers can then be understood and the true position of your offer mapped out against other suppliers and the customers ideal. It is then possible to forecast competitive responses over time and have a better understanding of what your organisation needs to do in order to compete and win.

Cross border issues 

While the buyers decision criteria, the market maturity and phase in the life cycle is important it should also be remembered that no two groupings are the same. Whether addressing different departments, divisions, market segments, socio-economic groups or geographic locations it is imperative to ensure that each facet has been compared and differences accounted for in the marketing mix. While groups of potential customers may seem the same, their perception of your offer may differ considerably. Always make sure you understand the differences as well as the similarities between apparently related segments.  

BRANDING

The definition and structure of a brand 





“A brand is an aura of beliefs and expectations about a product or service which make it relevant and distinctive. It stretches beyond the physical and into the psychological and is extremely powerful”

A brand builds links between customers and “products” by addressing functional and psycho-social needs and as such comprises of a number of factors which go beyond the visual identity and the company name. While the positioning of the brand in the mind of the individual is the key factor, achieving that involves the whole business and is affected by (or ideally, affects) the dynamics of the market. The task of marketing is to build and maintain a brand that will achieve an emotional link between the customer and that brand. On mentioning any recognised brand everyone has an opinion on the type of operation they are, whether they are the type of company they would want to be involved with, and even the sort of person who works for them. Brand image is critical to the success of a company
Perceptions and realities





In the long process of establishing a brand it is essential to be clear as to where you want it to be in the clients mind. To achieve this position it is imperative that you understand how your company/offer is perceived at present and how the key competitors are perceived in relation to you. Not only do you need to discover which aspects of yours and other brands is currently important to the market, but also the relationship between the customers perception and the reality. Always remember that a customer’s perception is their reality. Your reality is an irrelevance in their mind. 

 Managing the Brand

Brands are affected by packaging, advertising, logos, customer service, in fact the whole customer experience. It is therefore essential that there be brand continuity throughout the markets served and within the company. To this end marketing is frequently seen as the guardian of the brand, the function that maintains, manages and, where appropriate, manipulates the factors supporting the brand. The key to success is the regular measurement of the strength of the brand and of its perception in the market.
Brand value
Brand equity is the asset built up in the minds of customers by good marketing and as such does have a value as does “good will”. While the current top three world logo’s, based on recognition, are the Michelin Man, the Red Cross and the Nike “swoosh”, the top three worldwide brands by value are firstly Coca-Cola at $72.5billion, followed by Microsoft and IBM. It must be remembered that brand values are very sensitive to market changes.

Communications

The communications cycle








The process of persuasive communication encompasses a great many ways of getting the message to the target audience. With people being bombarded by ten of thousands of messages each day, it is essential that your message is carefully targeted and that the appropriate media is employed. However, the most important issue is to ensure that, in developing a communication strategy, you are creating an awareness of the message you want to bring, that it is understood, that the target audience find it convincing and that you will get the response you require from them. This seldom happens all at once. Different approaches may be required at each stage.  

If there is to be awareness then your message must have impact, if it is to be understood then it requires the appropriate information, if it is going to convince them then it requires evidence that is believable, and finally, if they are to respond it must be relevant. If you fail in any of these then your audience will be sceptical or apathetic. If you are misunderstood it is your fault, you either got the message wrong or it was the wrong target audience or the wrong media. 

Media options 








“Touch points” is the term now being used to describe the many ways in which a person receives a promotional message. The variety of options open to the marketing communications specialist is vast when you consider the fact that a campaign will seldom involve just one promotional activity. The following are some of the options.

Advertising

Launch Events

Sales Promotion

Collateral

Point of Sale 


Seminars

Direct Mail

Press and Media 

Sponsorship

Direct Sales

Publications 


Tele Marketing Exhibitions 

Public Relations 

Tele Sales

And then there is the web. This can, to some degree, encompass all of the above and, in many cases, do it more efficiently and more cost effectively. However it does have limitations in addressing some target markets and seldom is the complete solution to a campaign requirement. 

Throughout the communication life cycle the marketer has to use the appropriate media tool in relation to the profile and maturity of the audience being addressed. A partially right strategy seldom drives a message home.  

The effective campaign strategy 

People in the UK are bombarded in the home, at work and in the community, with thousands of promotional messages each day, many of which they are aware of, but few of which they respond to. If the purpose of a message, which can touch the potential customer in many ways, is to create awareness, then doing so is success. If the purpose was to gain a response and all you have achieved is awareness, then it has failed and the marketer has wasted the promotional budget. It is essential that a strategic promotional plan be created in order to ensure that the appropriate return is made on the marketing investment.  

As with all processes, the development of a competitive strategy can be extremely complex or a comparatively simple activity. In its simplest form there are certain key questions that must be addressed

What is the overall objective of the campaign?

Who are the key decision-makers and influencers that need to be touched?

What do we want them to do and when?

What messages need to reach them and when? 

What is the most effective media to use for the contact/ message?

When do we want the various promotional activities to occur?

What is the cost of the campaign?

In answering these questions, others will arise including the perennial, how can we do it cheaper? If you have answered all the about then it is possible to either defend the requirement in time of budget cuts (if you cannot get a particular message to a targeted decision maker then the sales is at risk). Also you are able, in times of real cut back, to consolidate some of the activities (common messages using common media to different decision making groups)

The most important question is 

How will I measure the effectiveness of the promotional activity?

Promotion is the most public element of marketing spend and therefore it is essential that the return on marketing investment is monitored and measured – and not just based on the level of sales 
THE PUBLIC RELATIONS ROLE

Definitions and roles 








“The planned and sustained effort to establish and maintain goodwill and mutual understanding between an organisation and its publics”

IPR definition

PR is more than just press releases describing recent happenings, it is the overall projection of what the company offers, the corporate messages and the building of a strong corporate image or brand. Some see it as addressing the soft “touch points” via such activities as product placement, etc. PR is a part of the marketing function but in larger organisations is frequently also a part of External Affairs. Whichever way it is positioned the role of PR includes public and media relations, external relations and internal communications. In general the PR responsibilities relate to the following:

Establishing and maintaining two way communication with the publics

Preventing conflict and misunderstanding

Promoting mutual respect 

Promoting goodwill

Making the company attractive to potential employees

Making the company attractive to city analysts and investors

Promoting products and services

A PR department or agency will invariably be involved with several of these activities at once, many on a fire fighting basis, and therefore it is essential that the overall objectives are clearly understood, the publics recognised and the appropriate tools used.

Tools and techniques 

There are a great many “tools” that can be used by a PR Department and, as with marketing communications, there are appropriate tools for a particular message/audience, indeed many are used in general promotional activities. Those that are specific to PR include:


Media relations 

Local community liaison

Advertorial


News inserts / column

Sponsorship


News letters


Award programmes 

Seminars and conference speakers

Competitions


Educational devices

As with promotional activities, the web, e-mails and mobile communication all extend the ability of PR techniques to approach the audience. However, while relationship marketing exploits the web, telephone, direct response and direct marketing, the enforcement of permission marketing could restrict the ability to reach key people via these newer routes.
Measuring effectiveness 

As with any other aspect of marketing it is essential that the effectiveness of the PR effort is monitored and measured.  With such activities as awards, seminars, competitions, etc. it is a matter of checking the number of appropriately profiled people who become involved and whether they respond as planned. In other areas such as advertorials, news inserts, articles, etc. there should be some sort of response mechanism (coupon, information request, etc.) against which the response can be measured. 

With the published media, whether trade press or national newspapers, the usual count is column inches achieved and the quality of the coverage.  More advanced companies will also measure story type, brand prominence, journalists involved, significance of the story and, most importantly, competitive comparisons.

Whether a large or small operation, the effectiveness of PR should be measured on a regular basis in order to identify trends and assess the effectiveness of the PR effort.

UNDERSTANDING “THE PUBLIC”

Who is the public? 








In marketing communications the “public” generally involves the users, the buyers and decision influencers. While this can constitute a large number of contact points for PR, the range is far larger and, at times, far more diverse. In some instances they are also addressed by other parts of the marketing community and therefore it is essential that internal communications between marketing activities are effective.

The following is a list of the most common “publics” that a PR department or agency is required to address. 

Market community


Consumers and users

Local community


Partners & associate companies

Opinion leader’s


Financial market / investors

Employees



Suppliers of service & materials

Potential employees


Distributors

The media



Trade unions

Forming relationships

The purpose of PR activities is to influence behaviour and form opinions amongst the target publics. In most circumstances this can be a long-term activity; however there are daily examples of a PR department having to give an instant response to an occurrence.  The first thing to do in such a situation is not to respond instantly. Allow time to gather the facts and consider the appropriate response. As with all responses it must be based on a clear understanding of whom the message is for and, in addition, who else will hear it and how they might response.

To build a relationship you must understand the various groups you are trying to influence in order that you can respond appropriately. Is it government, organisations, in company communities or the general public, and if so which part? Also is this board level or the shop floor, professional adults or the teenagers? Effective PR requires a chameleon approach that can adapt to the many public types it must address.  

In order to build a relationship with a particular public, you must understand them. There perceptions, influences, beliefs, life styles, etc. The simplest way to do this, and one that is frequently overlooked, is to talk to them. Get to 

know a representative sample of each group and monitor their views of the environment and market in which they operate.  

Quality PR

Each of the PR activities should contribute to influencing the behaviour, or forming the opinion, of the target groups. However, poor PR can have the opposite affect. Whether sponsorship or seminars, awards or advertorial it is essential that the activity is “on message”, or in a company sense, supporting the corporate objectives and the marketing strategy.

The complexity of PR requires many issues to be addressed in order to ensure a quality output. The following are just two examples that come under the heading of Media Relations but are frequently labelled PR. Press Relation (or media relations) is one of several element of the Public Relations (PR) function
The press release is a deceptively simple tool, which if incorrectly used just results in silence.  A press release should of course reflect the interest of the target journal readers and be in the style of the journal, More importantly it must impress the editor who, ideally should have an overwhelming urge to print it. Here a picture that they will see as having the potential to improve their page will help.  A business to business press release might include the following:

Headline 
What the story is about

Summary 
Subject and highlight of the story  

Advantages
What is new or different?
Specification
Its uses and users, description and price

Source

Details of the company or organisation

Name, address and contact name

Remember a good picture really is worth a thousand words.

A press pack is another item frequently produced by the PR function. To the company or organisation it is a one off that is handed to the press at a launch or some other key event. To the press it is yet another one that day. And so it has to impress and, most importantly, encourage use. The only reason it is produced is to get coverage in the reporter’s publication or media. The sort of material a press pack might contain includes;

The latest press releases on the subject

A facts sheet and/or specification / data sheet

A catalogue, brochure or promotional literature

An article giving the background to the subject

Photo’s (b/w and colour) with captions

A Q&A or FAQ sheet (questions and answers or frequently asked 

questions)

Biographical notes on personalities

A sample of the product if appropriate

The annual report if appropriate

A differentiator – something to make it memorable.

When dealing with the press it is important to know if they are appropriate to your needs. What is their circulation number and reader profile and is it monitored. There are many low circulation, badly targeted, short lived, publications that should, in most cases, be avoided. Find out about their circulation numbers and who they go to (their ABC or Audit Bureau Circulation) from such publications as Brad or Media Disk who give full details. An example of a good publication is Marketing Business, which publishes its ABC average net circulation figures each month in the magazine (44,090 in September 2002). This is, of course, only of interest if their target audience is also yours. 

PREPARING FOR PR 

In starting a PR assignment it is important to have an understanding of the issues you are likely to face, the public to be addressed and the most effective approach. The following gives an indication of the key questions that need to be asked.

Who are the publics?

Whose opinion do I need to influence? How are they grouped? What are the key elements of their profile (age, interests, socio-economic, media influence, etc.)?  

Why do they need to be influenced? 

What is their current opinion? What is (or could be) the factor(s) that can create an adverse opinion? What opinion do we want them to have in the long term and what can be achieved in the short term? 

What message(s) are needed?

What messages need to be brought to the different groups in order to influence their opinion? In addressing this, the following must be born in mind.

There will be some common messages between groups but they may require different media (see below)

The messages may change over time as the promotional cycle takes effect. 

If a message is contradicted by reality, or more importantly, the publics perception, then it will not only fail but also throw doubt on future messages. 

Which is the most effective medium?

Having defined the individual public and the appropriate message at a given time, the next step is to clearly define the media to be used. In addition the timing of the activity, its cost, the budget requirement and the implementation plan must be developed. 

How will the effectiveness be measured?  

It is important to monitor and measure PR. This is not only in order to judge the success of the various PR activities but also to justify the effort and expenditure and to support future PR budget requirements. 

What is The ComMentor Group?
Established in 1992, we are an independent business development consultancy offering services that significantly improve the ability of our client companies to generate business. In order to unlock their full marketing potential we utilise senior marketing practitioners whose experience and proven ability combine to create competitive strengths for our clients – our people have practical experience of successfully generating business in a variety of industry sector - not just a grasp of the theory.
But why use the ComMentor Group?

Having addressed projects covering world-wide markets, and developed European marketing communities and world-wide management teams for international services, engineering and IT groups, the breadth of experience and depth of knowledge available in the ComMentor team provides the flexibility and mix of practical experience seldom available from general management consultants. 

The ComMentor Group

PO Box 3627

Bracknell

Berkshire

RG12 8NF

England

Tel: +44 (0)1344 301855   Fax: +44 (0)1344 300110 
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