The prospect of seeing your company’s name in the ages of The Wall Street Journal or featured in the trade magazme your
prospects read faithfully is exciting. However, PR e urts can do more harm than damage....if the company isn’t quite ready for
the spotlight. Before making an investment—of valuable funds and indispensable time—know if your company is prepared.

Ask yourself these four questions:
1. What do you want to accomplish?

v Know your objectives, such as building brand exposure and awareness,
changing your image, and creating air cover for sales.

W Identify a big “win” you would like to achieve in the first 6-12
months.

2. Have you established your brand?

|dentify key aspects of your brand, such as your messaging and positioning,
W key audiences and differentiators.

W Have a tangible, sellable product or service—concepts, ideas or business &
plans alone are typically not enough to drive media interest.

3. Do you have the personnel?

Have at least one person in your company that can serve as a day-to-day
V point of contact or has the skill set and expertise to manage it directly.

C_D At least one executive must be prepared to carve out time to talk to the
media, offer subject matter expertise and engage with influencers, often on a
tlght turnaround.

4. Do you have an adequate budget?

In order to determine how many hours of work you'll receive from the agency,

W a hudget must first be set, typically a monthly retainer over the course of 6- $ /
2 months.

Expect the unexpected—in addition to a PR agency or in-house staff,
W successful programs also require investments in things like press release
distribution, content design and travel costs.
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