
P.R. Does Not staND 
foR “PRess Release”

effective public relations helps  

you communicate with all of your 

stakeholders to seed preference,  

increase positive visibility and enhance 

reputation. It’s important to consider  

the audiences you want to reach, the 

messages you want to communicate and 

 the media channels you can leverage.
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In today’s world, companies of all sectors and sizes can tap into myriad 
communications options. But many of them actually know little about P.R.  
and the critical role it can play in helping them achieve their core business 
goals. that’s because people often equate P.R. with media relations. of course, 
media relations is a critical component of public relations, but it is certainly 
not the only arrow in what is becoming an ever-more powerful quiver.

the market needs a paradigm shift — moving beyond media relations to 
“stakeholder communications.”  simply put, public relations is a means of 
communicating with all of an organization’s publics — or stakeholders — to  
seed preference, increase positive visibility and enhance reputation. 

so, what tactics might stakeholder communications include?

MeDIa RelatIoNs
No campaign is complete without this old tried-and-true stalwart. If there 
is legitimate news to share, it should be properly framed and distributed 
to a solid list of media contacts. Press releases and pitches must be based 
on well-conceived ideas and critical knowledge of the issue, outlet and 
reporter/blogger/host. 

aNalYst RelatIoNs
from financial analysts and technology analysts (such as the Gartner Group) 
to industry research groups, it is critical to keep key influencers abreast of your 
company’s products, technologies and services. once they become aware of 
your presence in the market, they can serve as advocates for you.

INteRNal CoMMUNICatIoNs
although often overlooked in the communications mix, your people can 
be your best promotional asset or your worst enemy. It all depends on how 
you position information and share it with them. While word of mouth and 
reputation have always been very important, rank-and-file employees have 
an increasing number of forums available to voice their opinions. that’s why 
honest and thoughtful communication with employees is paramount.

soCIal NetWoRKING
the Internet presents a wealth of communications opportunities and 
challenges. smart companies actively monitor what’s being said about  
them. they leverage social tools to create brand advocacy, establish brand  
personality, educate the market and enhance thought leadership, prospect 
and open new sales channels and stay top-of-mind with all of their publics. 
Content is king, so it is important to establish some general guidelines for 
generating content, how to include that content in social media outlets, and 
how often these outlets will be monitored (and by whom). 

RELATED TOOLS & PROJECTS

MeDIa RelatIoNs

Media lists, editorial calendars, 

op-eds, byline articles, press 

releases, press kit and fact 

sheets, e-mail and phone 

pitches, expert commentary, 

media tours and deskside 

briefings, satellite media tours, 

press conferences.

aNalYst RelatIoNs

Contact lists, subscriptions/

contractual relationships with 

key firms, presentations, fact 

sheets, research calendars, 

briefings, roadshows.

INteRNal CoMMUNICatIoNs

employee newsletters, 

manager training, town 

hall meetings, leadership 

blogs, intranet, company 

events, employee awards 

and appreciation, employee 

listening and focus groups.

soCIal NetWoRKING

linkedIn profile and employee 

profiles, corporate facebook 

page, twitter account, flickr, 

foursquare, Pinterest, company 

or product videos on Youtube, 

contests or promotions to 

solicit feedback and enhance 

your following.



self-PUBlIsHING aND DIReCt-to-CUstoMeR CoMMUNICatIoNs
When the media quote a company’s experts or run a bylined article authored 
by someone within an organization, this implied third-party validation can 
play a critical role in legitimizing a company’s market positioning. However, 
there are many ways to avoid the middle man and target customers directly. 
e-newsletters, blogs, webinars, podcasts, Youtube videos, twitter and company 
websites all provide outlets for publishing your own news, success stories 
or thought leadership pieces. Content quality will determine the size and 
caliber of the following, so keep the tone educational and informative rather 
than overtly promotional.

eVeNt MaNaGeMeNt
a well-planned event can work wonders. trade shows, press conferences and 
grand openings are all solid bets for gaining attention. the key is to include a 
wide range of audiences and drive the event through all proper channels. 
 
Imagine an event to celebrate a major production milestone. such an event 
would include inviting media, customers, analysts and dignitaries to the event 
and offering on-site interviews and photo-opps. Internal communications 
and employee appreciation would also be appropriate. the event could be 
videotaped and written about on various websites and social media outlets. 
stories could be created for company and client newsletters. analysts could 
receive a separate release or fact sheet. a bylined article could be written 
on how the company overcame challenges in meeting this milestone, and 
speaking opportunities could also be secured. Beyond such P.R. tactics, you can 
explore a range of advertising or marketing communications tactics and outlets.

 CoMMUNItY RelatIoNs
actively participating in your communities can go a long way toward 
maintaining a positive reputation and seeding preference. Most companies 
implicitly understand the importance of corporate social responsibility — doing 
good to do well. therefore, they make donations, consider sponsorships 
and become involved in some form of charitable work. the challenge is to 
decide what to become involved with and why. 

a good strategy is to identify an organization or cause that is non-
controversial and is not tied to any one particular group or religion.  
In addition, it should have a direct tie to your business and your target 
geographies. for example, construction companies should consider 
organizations such as Habitat for Humanity. Companies in the foodservice 
 sector might work with food pantries. Clothing companies might work  
with the Red Cross. Consulting or knowledge-based organizations might 
become involved with local schools.

RELATED TOOLS & PROJECTS

self-PUBlIsHING aND 

DIReCt-to-CUstoMeR 

CoMMUNICatIoN

Company blogs, social media, 

online events, website media 

room or “ask the experts” 

features, e-blasts or newsletters, 

case studies, articles, direct 

mail, etc.

eVeNt MaNaGeMeNt

trade shows, grand openings, 

press conferences, etc.

CoMMUNItY RelatIoNs

Company fundraising events, 

sponsorships, company drives, 

corporate volunteer or pro 

bono programs, company 

volunteer events, sponsorships, 

community organization 

leadership or committee 

opportunities.



INDUstRY RelatIoNs
Be sure to serve the broad needs of the industry in which you operate. seek  
out industry groups or trade associations. offer to do presentations, serve  
on panels, or become a member of a board. Not only will this approach 
elevate your company’s reputation in the industry, it will position you as 
 a “good guy” looking for the greater good rather than simply what’s best 
 for your own company. 

THE BIG PICTURE
there is certainly no one-size-fits-all approach to public relations. P.R. must 
not be limited to a singular tactic in a much larger marketing campaign. 
Instead, it should be a fully fleshed-out sub-campaign. the key is to consider 
the audiences you are trying to reach, the messages you are trying to 
communicate and the means of delivery available to you. In so doing, your 
company can create an optimal public relations program and tie that  
program to the overall marketing mix to achieve your desired outcomes.

RELATED TOOLS & PROJECTS

INDUstRY RelatIoNs

Board memberships, speaking 

opportunities, industry 

lobbying and advocacy, 

hosting industry functions or 

meetings, participating in trade 

associations and networking 

groups, serving as a judge for 

industry awards or leading an 

industry group, mentorship 

and training programs.
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VantagePoint is a nationally recognized marketing and advertising agency 
where keen insight and fresh ideas blend to positively impact your business.  
From our Greenville, SC, and Charlotte, NC, offices, we provide integrated 
marketing, advertising, branding, digital, and public relations solutions.  
For more information, visit www.vantagep.com.


