pr for designers

Don’t Be

Self-promotion involves more

than mailings to potential clients.
A focused media campaign
can bring increased exposure

and new business to your firm.

Your Own

BEST

KEPT

SECRET

By Todd Alan Hays

Learn the keys to a successful public relations program

as designers and communications professionals share their experiences.

hen Maureen Smullen read her first
newspaper interview a few years ago, she
felt it was a complete disaster: “I said the
wrong things, I used the wrong words.
My nerves were driving the interview—
not my instinct.” Today, on the eve of yet
another interview, this West Coast designer exudes a much
different aura—less anxious, more confident. Her public
relations efforts over the past two years have paid off.
Smullen’s three-person design firm counts the two largest

employers in Southern California as clients, in addition to
a host of other prestigious national corporations. “Our
press coverage has helped us enormously in getting pro-

effort that happens automatically is the growth of the
individual,” cites David Goodman, a marketing consultant
who has more than 20 years experience working with
designers. “The more confident you are about yourself, the
more confidence you project to others,” Goodman adds.
Public relations isn’t limited to simply having articles
written about your work. Ancillary opportunities for expo-
sure among two key groups—your peers and potential
clients—include entering design competitions, becoming
involved 1n organizations and clubs, teaching, public
speaking, designing pro bono projects and authoring
books. Why seek out exposure among your peers? “When
Sﬂ[l'lﬂb{}dy asks “Who are the top designers on the East
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make it a number one priority.”

Begin by asking yourself: Who do I want to reach?
Where can they be reached? Why do I want to reach these
people and publications? How is my work different from
that of other designers? To assure success with any public
relations program, determine what is unique about you
and your firm when you establish your goals.

Remember to refer to these goals when making a deci-
sion on any component of your PR program, including:
What is the best angle for a press release? Where is the
best placement for a company profile? Who is the best
audience to speak to?

Knowing Who To Contact ... and How
The next step is developing a target audience that consists
of consumer and business publications as well as local
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publication. “I would prefer the visuals to come with the
release,” Baxter adds, but she understands that this can
get to be an expensive proposition for many firms. "A
photo or two included with the initial contact/pitch
would be better than none at all,” she says.

To help define their editorial agendas, most magazines
will gladly send out a media kit containing useful back-
ground information and often a sample issue. [dentity, for
example, has come up with a very user-friendly one-page
“Painless Submission Guidelines” that spells out what
Identity publishes and how to submit a story idea. From
those guidelines, you learn that the publication places a
strong emphasis on environmental graphics and is very
concerned about the visuals available for a given project.

Timing is also an important factor, taking into account



story. Unce a promotable project nas been seiecied, keep
plenty of visual materials on hand for use in a media kit.
Many writers, editors and art directors work under very
tight deadlines and may ask that you get something to them
overnight, including project shots, résumes, bios, photos
of principals, reprints of past media coverage the firm has
received, etc.

The Pitch

Now that the goals are established, the media list devel-
oped, and the news releases written and sent out, it’s time
to follow up. This is where the term public relations takes
on its title importance. PR is a relationship business and
while a consultant is not required, it can be a tremendous
advantage. Many publications will resent a call to follow
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bicoastal design firm Maddocks & Co., has gotten back
into the PR game because he knows it gives him an edge
over his competition. And although the results can often
be difficult to measure, he acknowledges that “PR plays an
important role in recruitment and retention of design tal-
ent—we get better people working here, and thus we get
better work coming out.” HW

Todd Alan Hays is a Pasadena, Calif.-based public
relations and marketing consultant.
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