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DO YOUR OWN PR is based on a series of workshops I have given on how to promote any kind of product or service yourself. This is a way to keep your costs down, rather than hiring a PR firm, which typically charges a $2000-5000 monthly retainer for a campaign which commonly lasts about 3-4 months. If you can afford it, an established PR firm can draw on its connections to get you publicity. But if you don’t have such funds, you can use these techniques to do your own publicity.
Today you can do your own PR more easily and inexpensively than ever. You can do everything from sending out press releases and query letters to the traditional media to creating a social media campaign to using online organizations like Meetup to build a quick following.
Publicity is less expensive and more powerful than just placing an ad, because people know you have paid for an ad. So you have more credibility when your publicity campaign generates a news story. Thus, the more you can spread the word through publicity rather than advertising, the more that will help you promote your product or service, though sometimes advertising can open the door to your getting publicity, such as when somebody buys a big ad and that becomes a compelling story, because people respond to that ad in a powerful way. The Apple “1984” ad is a powerful example of this phenomena. The commercial only aired once, but it was picked up by the media and created so much buzz for Apple that there was no need to pay to run it again.
DO YOUR OWN PR covers the major types of PR you can do on your own. It draws on my experience in doing promotional campaigns for several dozen books, as well as dozens of workshops, seminars, and classes I have attended on public relations and publicity. I also gathered material for this program through teaching a grad school class on PR and marketing at the University of Notre Dame de Namur. And I have had numerous discussions with writers and company owners about what they did that was successful in their own PR campaigns.
First, let me introduce myself to show what I have done that qualifies me to write this book about doing your own PR. I’ve been a writer, consultant, speaker, and seminar/workshop leader, mainly doing programs based on my books for the last 30 years. I’ve published over 50 books, and have worked with publishers or on my own in promoting them. In addition, I have published about two dozen games and assisted some game manufacturers in promoting these games. My latest books include: WANT IT, SEE IT, GET IT! and ENJOY! 101 LITTLE WAYS TO ADD FUN TO YOUR WORK EVERYDAY.
Promoting my own books has been an especially powerful learning experience, because now you not only use the mainstream media, but you have to develop social media campaigns, too, to create a presence on the major sites, which include LinkedIn, Facebook, and Twitter.
At one time publishers used to invest in major PR campaigns for their authors. But now, unless you’re famous already as a celebrity, are in a big news story, or are involved in the latest scandal of the day, you generally have to do your own PR. So that’s how I learned a lot about PR, and for my last book, the publisher’s publicist and my editor sent me all of this information about getting on LinkedIn, Facebook, and Twitter. Besides that, I’ve written and sent press releases to the major media, and I’ve been on hundreds of radio and TV shows, including Oprah and Montel Williams.
In writing books, my specialty is business and work relationships, and professional and personal development. I’ve chosen to highlight a few specialties, because the media wants people who are experts in something. They don’t like it when you do a lot of different things, because you may seem scattered. So it’s important to pick your strongest topic and emphasize that. In turn, having this expertise helps you develop a high profile, called a “platform”, which is what publishers, agents, and managers are looking for.
Visit: http://www.smashwords.com/books/view/5870 to purchase this book to continue reading. Show the author you appreciate their work!