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* * * * * * *
You can get free publicity, just as I do. No matter where you are in the world the principles of communication are the same.
I had no publicity experience until I promoted a dance tour, but I will tell you how I got my story covered in fifteen newspapers, twelve radio interviews, national magazines, and several newsletters. I have since appeared in many other publications and have helped others do the same. I am a publicity layman (woman!) not a public relations expert, and therefore I use layman's terms throughout this book.
I had never appeared in print before or featured in a radio interview, but both these exciting learning experiences proved to me that anyone can get free publicity if they follow a few guidelines. After helping many friends along the way I saw a need to write this book.
Since the first edition of this book we now have the internet and social media to promote our message. Lucky for us there are a plethora of authors out there willing to show us how to use on-line tools. While it is beyond the scope of this book to cover social networking and gaining free publicity on the internet, the core principles of getting your message out to the world still remain and you’ll find them in the following pages.
Read on, and learn how to achieve your own free publicity, and save thousands of dollars in advertising.
Good luck & best wishes,
Linda.
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* * * * * * *
Here is a list of synonymous words for publicity which I found in the Collins English Thesaurus: advertising, attention, ballyhoo, boost, build-up, hype, plug, press, promotion, public notice, puff, puffery! That's what you're aiming for, isn't it?
In this book I will help you achieve success in getting free puffery, whether you are launching into a full-scale project aiming at nation-wide coverage, or just hoping to get a write-up in the local paper. By free publicity I mean that you can get your message into the media without paying for it.
By the end of this book, I hope you will be able to identify exactly what you are publicising and how to achieve the result you want from the various media available. Through studying your uniqueness, your attitude and your image, you will learn how to stand out from the crowd, and how to create a successful package to sell to an editor or producer.
Note that throughout this book, 'editor' means editor or producer. These are the people in charge of deciding the content of their newspapers or radio/TV programme.
I will take you through the essentials of gaining free publicity - from making a dynamic first impression to increasing your chances of publicity 100% by following up. You will learn how to turn a potential rejection into success, and how to create multiple publicity opportunities from one event.
You will find examples of letters and articles that work and you will learn to project your story so well that an editor won't be able to say no. You will find out the tricks of dynamic writing and sparking interviews. I have included practical advice on the interview process, and helpful techniques to use before the interview. You will learn skills for getting across an interesting message, and what to do afterwards.
If you suffer from lack of confidence you will benefit from the section on stress release and advice on sounding and appearing calm and professional when you are nervous. You will be able to use the methods to make you the happy, healthy and enthusiastic bringer of news that you are!
In this book I will be using myself as an example of how a person with virtually no experience cracked the publicity nut! If you take the time to absorb these new skills, and if you are prepared to do what it takes, your campaign for free publicity will be a breeze.
* * * * * * *
Before you can present yourself in a way that gets your message across, you need to know what you are offering and to whom. It is important that you identify what is unique about your goods, services or cause before you attempt to get others interested.
Sometimes this necessitates going beyond the obvious. The following anecdote about my friend Ann Skinner shows you that although on the surface she had a potentially boring story which no paper would take, by delving further into what she was really publicising, we saw a brilliant opportunity.
Ann owns a dance school in Auckland called Dance Dimensions and she wanted publicity for her annual concert. I suggested that I write an article and get it published along with a photograph in the local papers. She thought this sounded like a good idea, but told me she didn't think it would work. 'I've been trying for years to get in the papers. I send them articles but they never publish anything. One year a paper even sent someone out to do a story and take a photograph, but nothing ever appeared in the paper.' After some questioning it turned out that Ann had sent articles giving only details of the time and place of Dance Dimensions' annual concerts.
I told Ann I could see two reasons why the papers had not been interested in publishing her story. Firstly, there was nothing to tell the editor why her concert was different from any other dance concert; and secondly, her information was about things like times and dates, not people. I asked Ann to take a mental step away from herself and tell me what made her different from other dance teachers on the North Shore. This would uncover a human interest angle which we could use to promote her story.
I knew the answer I wanted, and eventually she came up with it - the fact that she had been to New York on my dance tour. She had grasped a chance to realise her dream and make the lights on Broadway a reality for her. It took courage because she'd never been further than Australia and had never travelled on her own. As a result of the trip she wanted to bring new exciting experiences to her students and she was doing this through her annual show which, surprise, surprise, was called New York, New York.
This is exactly the type of story that an editor likes: the editor can see that readers might be inspired or touched by it. I think you will agree it has oodles more interest value than the bald statement of facts about a clichéd event which was her original approach. On the face of it, Ann was publicising a concert, but once we went beyond the obvious to search for the interesting angle to her story, we saw that she was publicising her adventure to New York and her wish to impart that adventure to the local community by way of her concert. You will see the "before" and "after" examples of Ann's publicity campaign later in this chapter.
Your cause is different to Ann's, but the same principle applies. Look beyond the obvious and get right down to the meat of it. What did you go through to get to the stage that you wanted publicity? Is it a story people will identify with? Make sure you publicise something people want to read, and present your story in a unique way.
Say, for example, you have a business selling clothing. Okay, hundreds of people are in the rag trade, but there is something unique about your business. Was it that a grandmother was given a new lease of life and started going out to parties when her granddaughter shouted her a garment from your new spring collection?
You're a plumber. What are you publicising? You are not publicising fixing public toilets. You are telling the story of the prevention of a public health hazard due to your racing down to the local park at three in the morning to stop the sewage overflow.
You're part of a committee for a local sports team. What are you publicising? Not the match between Westport and Dunedin. You are publicising the rise to fame of your new young star "Samuel" who was born with a club foot and has overcome a major hurdle in his life to pursue his passion.
I am sure that by now you are getting the idea. So when you are thinking of what you want to publicise, remember to look beyond the obvious.
What Story Angle Will Gain Attention?
Human Interest
People are strongly influenced by their emotions and it's a natural human emotion to empathise with someone else's success or failure, happiness or tragedy. Whatever it is you want to publicise, there will be a human element in it. Look for it. Imagine yourself in the shoes of a stranger. Ask yourself what aspect of the story might attract your interest.
A human interest story is about people and their interactions. The people's stories must be somehow unique or different.
A group of people is an excellent resource for personal interest stories. Whatever group you belong to - a musical theatre society, a sports team or your work - you have the advantage of large numbers of people to draw from for your human interest angles. I am frequently amazed that a tap dancing class attracts a fascinating range of people from different backgrounds and I'm sure this is true of nearly all groups. Recognise the achievements of someone in your group. This is a skill you can develop by taking an interest in others - people often overlook their own achievements.
An example of an interesting person in a group from my experience was a seventy-three year old lady, Joy (not her real name), who had had a hip replacement and who had wanted to come on my dance holiday to America. An active tap dancer, she later had to phone me to say her commitment to dance in a show at the Royal Albert Hall in London meant she couldn't come on my tour. What a woman! Joy's is the kind of achievement that would have been a good story for the local newspapers. Apart from great publicity for my tour as well as dancing in general, imagine the feeling it would give other people to read about her? How many people in their seventies do you know like that? I hope many. There should be more!
Talk to people involved in your venture. Find out what interesting stories they might have and always be alert to the publicity potential of everything. Ask permission from them before you go ahead. Develop the human interest angle of your story!
Remember Ann's story earlier in this chapter? Here is the letter she originally sent.
This type of letter doesn't work:
Dear Sir/Madam
We will be having our annual dance concert at Kristin School on 1 April. There will be two performances: 2:00 p.m and 7:00 p.m. This is open to the public.
Thank you for considering mentioning this in your paper.
Yours sincerely
Ann Skinner
Most people want to hear about someone who achieves their dream, so the new approach I took for Ann included a human interest angle. Here is the letter and article I sent:
The letter that worked:
Dear Ruth
Broadway Dreams for Two Hundred and Fifty North Shore Dancers
Ann Skinner, an infectiously enthusiastic dance teacher from Dance Dimensions in Browns Bay, lived her dream this year when she joined a dance-lovers trip to America.
Highlights of the trip included seeing ten shows on Broadway in ten days! and participating in classes at the Broadway Dance Center.
Ann has returned wanting to impart some of that dream to her two hundred and fifty students (from three years old to over sixty) and she's doing this by way of her annual show "New York New York" at Kristin School.
I thought your readers might find the attached article interesting and I'm enclosing a photo with it.
Thanks for your consideration for the paper, Ruth.
Yours sincerely
Linda McDermott
The article I wrote for Ann:
BROADWAY TO BROWNS BAY
Dance teacher Ann Skinner is about to share her Broadway dream with two hundred and fifty North Shore dancers.
Adults and children of all ages from Dance Dimensions will perform in a New York theme show on October 8th and everyone will end up on stage together for a grand finale.
The idea for this glittery New York-flavoured show is a result of the dream that became reality this year for ex primary school teacher Ann, who joined a dance-lover's holiday tour to America organised by Mairangi Bay dance enthusiast, Linda McDermott.
"Broadway's lights are something that most people only dream of, but I wanted my students to share the feeling of a New York show because it's so exciting - even if we are in Browns Bay not Broadway!"
Ann has organised a two hour extravaganza with an array of Broadway show songs which depict daily life in the Big Apple. Aged from three years to ... (she won't give that away), performers will dance to tunes from Teddy Bear's Picnic to New York, New York.
Dance to Ann is happiness and life. "I cannot think of a better reward than seeing people having fun expressing themselves through dance." She's not surprised that more and more people are taking dance classes these days. Dance strengthens you physically, builds confidence and awakens friendships with fellow dancers.
"I always say dance is for fun and it's for everyone. This was reinforced when I was at the Broadway Dance Centre (New York's largest dance establishment). It was fantastic to see that no matter where you are in the world, people of all ages, shapes, sizes and abilities are dancing because they love it."
October 8 at Kristin School Auditorium you'll be able to see that love of dance from Ann and her students. Phone 478 5898 for more details.
Linda McDermott
I loved writing the letter and article for her because it was such a great story. As a general rule, if you love the story, others will too. The article was successful all the local papers we sent it to, along with a snapshot I took of Ann at the studio. It would have cost hundreds of dollars to pay for advertising with the same reach and impact.
Visit: http://www.smashwords.com/books/view/12430 to purchase this book to continue reading. Show the author you appreciate their work!