MAKING PUBLICITY WORK FOR YOU!
Jonathan Wiesel, Nordic Group International

NOTE: Publicity Boot Camp materials are geared toward smaller businesses and people getting started in the tourism world. Our presentations will cover some more advanced and detailed tactics suited to large resorts too.

We’re talking today about one element of marketing – publicity. Jay Conrad Levinson, guru of guerrilla marketing, defines publicity as “free stories about you and/or your company in newspapers, magazines, newsletters, and house organs, on radio and TV, and in any other types of media.” That definitely includes the Internet.

Here’s a small example of a big fact: Publicity can affect your bottom line!

John and Nancy Morris are avid cross-country skiers living in Iowa. Over the past eight winters, they’ve visited nine places described in a book about cross-country ski destinations. My guess is they spent over $20,000 on these week-long holidays. They learned about the book from a newspaper review based on a news release from one of those ski areas.

Mining Publicity

Publicity can work for you, but you have to work to get it. If the resort hadn’t sent the news release to the right person, at the right time, at that particular publication, these guests wouldn’t have visited Lone Mountain Ranch in Big Sky or Izaak Walton Inn in Essex. 

Because of people like you, people like these come back to Montana, spending money at restaurants, rodeos, B & Bs, outfitters, gas stations, and rental car agencies – all of whom are potentially your marketing allies.

There’s a lesson here: If you approach media with something good to write or talk about, there’s a reasonable chance they’ll do it – because you just made their professional lives easier! In turn, they can help drive customers to you.

The Costs of Publicity

You may have heard publicity defined as “free advertising.” That’s cute but it’s not true, mostly because it takes time to develop good publicity; and your time is valuable. 

There are some hard costs like postage and printing, building a photo library, or comping 

night’s lodging or a raft trip, but your major cost is in time. You need to learn to put 

publicity at the top of your priorities, along with things like sending out invoices and 

checking whether you’re overstaffed, because it can be just as important to your profit 

sheet. You need to commit to publicity, be realistic about resources and expectations, and 

follow up.
But compare these costs to the price of multiple advertisements in major magazines and you’ll become a publicity believer.

Publicity vs. Advertising

There are a lot of shortcuts to save you money; but whether you’re generating publicity in-house or working with a public relations agency, you need to know general principles as well as specific tactics.

Effective publicity can help your cash flow in any season. There are other advantages, like it’s more credible than advertising; and once you get major media coverage, it’s a lever to generate more stories.

Most of you are involved with hospitality, recreation, and “the romance of the Montana.” You’re probably experts with guest relations, food service, and lodging – basically making people happy and helping them escape urban pressures. 

With the help of publicity, you can build business quicker than by using advertising alone. You may have great products, services, staff, and setting – but if you don’t renew that customer base, you’re stuck on a plateau.

Comfortable and Cost-Effective

Publicity isn’t very widely valued or understood by a lot of people. Textbooks and college classes don’t give it much attention. And that’s a big error because the potential in the hospitality/recreation business is anything from significant to gigantic. 

I’ve worked a lot of years at resorts and consulted with dozens of smaller businesses like lodges, ranches, and B & Bs. In many cases, it’s clear that publicity isn’t always a comfort zone for people in the tourism business for five reasons:

· It may feel like Madison Avenue slick.

· You maybe haven’t done it constantly.

· It may not have worked well in the past.

· It can be complex and intimidating.

· It’s not infallible. 

But if you can make it work, it’ll change your financial future. If you can systematize your publicity and think like a professional, you’re on the way.
Today we’re going to show you that publicity can work for you, year after year, without costing an arm and a leg. You’re going to leave with a working knowledge of what the media needs from you, and an understanding of what various weapons in the publicity arsenal can do for you. 
 

HOW TO WRITE A NEWS RELEASE 

Jonathan Wiesel, Nordic Group International

Whether it’s sent via snail mail, e-mail, or fax, a news release is one of the best ways to connect with media. Media lists, media trips, media kits, and photo libraries are other vital publicity tools, and they’re all interdependent.

A new release is exactly what it sounds like: Genuine news, not trivia, sent to media with the aim of generating stories. The trick is to get the right stuff to the best people at the most opportune moment.

A lot of tourism/recreation businesses send their releases to magazines and newspapers alone, pretty much ignoring radio, TV, the Internet, and freelance writers (people who aren’t formally affiliated with a particular publication). But it can be even more effective to contact the whole range of media – if you have a story that’s news for them all.

Publicity is a competitive world. The best way to get media attention is to understand how writers and TV news anchors and radio talk show hosts think –  and what they need from you.

Let’s take the example of travel writers. With every contact, you need to be smart and professional, tireless, persistent, and courteous. Remember, they’re in business too, finding good stories, meeting deadlines, satisfying readers, keeping the boss happy, and staying employed. The way to their hearts is to reach, intrigue, inform, help, and thank them – then stay in touch. And remember the “24 Hour Rules” – be available to media 24 hours a day, and respond to any contacts within 24 hours. (That’s not easy but it works.)

Nuts and Bolts

Specifically, your news release has three to five seconds to grab attention with the right presentation and real substance. Here are some tips about making an optimal impression:

· Be concise: maximum 2 pages or 1 page FAQ or fact sheet.

· The whole release matters – appearance as well as meat. 

· Make sure your logo, address, web site, etc., are clear.

· Have a great headline, lead sentence, and lead paragraph – those are your grabbers! 

· Tell a story; give it life and personality, with quotes and guest testimonials for credibility.

· Your text should be in descending order of importance – end with a conclusion, don’t tail off.

· Include enough information that an editor doesn’t need to call you, can just use your facts and quotes and wording.

· Use active verbs (you want to sound lively, not like a bureaucrat).

· No spelling, grammar, or punctuation errors!

· Leave at least an inch of white space on both margins.

· Single-spaced material is okay with a blank line between paragraphs.

· Number the pages.

· For snail mail, use stationery and an envelope that look and feels substantial.

· Use easy-to-read fonts, not too small.

· Fact-check everything—have someone else read everything for accuracy.

Try to get details on whether a writer prefers a release via U.S.P.S., e-mail, or fax. 

And when you hit the bulls eye, be prepared for phone questions, maybe interviews or a visit, even network TV. 

And finally:

· Trace results as much as possible (your release may generate an article without the writer telling you so).

· Stay in touch with any media who give you coverage or have acted interested.
· Remember that publicity is a numbers game (the number of releases multiplied by the number of media contacted). It may take numerous contacts before your first success – so keep at it!
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