leases ... these all sound
like jargon that might describe
the action in a new sporting
event. In a roundabout way they
are. These terms are used every
day in the fast-paced and highly
competitive arena of public rela-
tions—a worldwide contest for
media coverage that is expand-
ing into all areas of corporate
America as owners and man-
agers alike recognize the need
for an added edge over their
competition.

The development of a public
relations strategy, aimed at the
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discovered that can help expose
them to new clients during these
times of increased competition
and ever-tightening budgets. In
the words of PR consultant Lori
Rosen: “Smart companies realize
the media is the edge ... that
third-party endorsement really
helps.” Rosen recently worked
with the New York office of the
Michael Peters Group to develop
a media plan for its new publica-
tion, Brand News. This glossy,
four-color magazine has been
created solely as a marketing

tool for the firm. MPG and firms

lations programs that have
helped catapult them to the
forefront of the graphic design
industry.

With many larger firms having
already discovered the advan-
tages and value that public rela-
tions programs can offer, it's
time for smaller firms to look
into developing similar pro-
grams. With an active PR cam-
paign, any firm can gain the
added exposure its larger nation-
al or international counterparts
are cultivating.

There are many ways to ap-

creating a staff position to in-
clude communications duties or
taking it on yourself. While the
first two would be ideal ap-
proaches, the intra-office PR
team, too, can be a successful
reality.

... And One for All

Whether or not you decide to
tackle the public relations pro-
gram with outside assistance,
you will need to select one per-
son within the office to handle
the many PR responsibilities. It's
more effective if one person
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FOR IMMEDIATE RELEASE
AIGA/LA BRINGS KIT HINRICHS AND PENTAGRAM TO LOS ANGELES

The Los Angeles chapter of The American Institute of Graphic Arts will be

hosting an upcoming lecture featuring Kit Hinrichs at the Pacific Design

Center, October 23, 1989 at 6:30pm.

L.A. born and raised, San Francisco's Kit Hinrichs returns to his hometown
to talk about graphic design, his Pentagram partners and the creative pro-
cess. Hinrichs is a well-known author, lecturer and recipient of numerous
design honors and heads up the west coast office of international design

firm Pentagram.

In addition to his presentation on the American perception of international

design Hinrichs will touch upon many of his worldwide projects through

a series of "Case Studies™ selected from a client list ranging from Lucas

Films, US West, Potlatch, Warner Communicationa, The Nature Company and the

Smithsonian Institution to his alms mater, Art Center College of Design.

Additionally, the evening will be highlighted by a reception taking place
prior to the Kit Hinichs lecture honoring the patrona and sponsors of

AIGA/LA.

The lecture takes place at the Pacific Design Center Theatre, at 8pm
Monday, October 23, with the reception preceeding the event at 6:30. For

reservations and information please call AIGA/LA at 213 653 1724.

Press releases need to be produced in a reader-friendly typeface and are
always double-spaced for added readability.
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19 February 1990

FOR I MEHEDIATE RELEASE

AIGA/LA CELEBRATES A 75TH BIRTHDAY WITH STYLE AND TASTE

The Los Angeles chapter of The American Institute of Graphic Arts will be
_ joining their national parent organization with a local birthday party and

celebration--a celcbration of the past and the future.

For three quarters of a century the American Institute of Graphic Arts has
represented the best traditions of graphic design, and on the 75th day of
its 75th year there will be a local party and celebration thrown by the Loa
Angoles chapter--Friday, March 16, 1990, Starting off the event at 6:30,

being held at the Halms Bakery Building in Culver City. will be the

the release even if it’s already
printed on your letterhead. And
don’t discount the importance of
the letterhead. “I love designers’
stationery,” says Robinson. “It's
always more visually interesting
than PR agency letterhead.”

Visual interest is one of the
greatest inherent advantages de-
signers have over most other in-
dustries. Good visuals can play a
key role in the success of a story.
Never underestimate the visual
value of a project or story. This
can be a make-or-break issue.
Once a promotable project has
been selected, keep plenty of vi-
suals on that project at the office
for use in your press kit. Many
writers, editors and art directors
work under very tight deadlines
and may ask that you get some-
thing to them overnight. This
holds true for company resumes,
bios, photos of principals and
reprints of past coverage the
firm has received, so keep plenty
on hand.

The Pitch
Now that the goals have been
established, the media list devel-
oped, and the press releases
written and sent out, it's time to
follow up and pitch a story idea.
This is where the term public re-
lations takes on its importance.
PR is a relationship business,
and while a consultant is not re-
quired, it can be a tremendous
advantage to attaining exposure
within the media. In de-
scribing the relationship
Pentagram has with its
consultant, Miller says:

Li

We both do the legwork, but he
does more of the work outside of
the design world. Working with
an outside consultant really
helps. It gives us a perspective.
It helps us to gain insight into
the business press—press we do
not have as much experience
with.”

Experience and insight will
help you determine just how an
editor decides which stories are
a “go.” Following up a press re-
lease can be the best way to
pitch a story to an editor. Be
sure that when you call the edi-
tor you're clear that the story is
appropriate for the publication
(and get the editor’s name right,
by all means). Try to determine
if it has ever run a story like
yours before. You may also be
asked to write a short query, or
synopsis of the idea. While it's
more work on your part, it's also
a good sign, Miller says. “If it
gets that far, 90% of the time it
will work into a story.”

In Greiman's case, stories
have been pitched to specific
publications within the high-
tech industry, including Mac-
WEEK, Publish!, The Jeffe
Report, MacWorld and more; all
these met with favorable re-
sponses and ended in a story. In
some cases, the firm was also
given the unusual opportunity to
collaborate in the design and lay-
out of the spread. While being
offered design control is some-

iy
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