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® FRANKENSTEIN
PUBLIC
RELATIONS

How to build a better brand
without creating a monster!
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* Frankenstein means different things
to different people.
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FRANKENSTEIN

PUBLIC RELATIONS

* Frankenstein had a plan to make
something from bits and pieces

 He brought something to life

* \WWe can do the same thru public
relations: We can bring something
alive!



As an introduction we are going
to talk about

Frankenstein

--The Book

--The 1931 movie version —

--Young Frankenstein

--And something really scary:
Public Relations



Written in 1818

The story was
mostly about
Victor
Frankenstein
(not the
monster)



Frankenstein

1931-B&W

http://www.youtube.com/watch?v=tTNN5h8CG Y




Boris Karloff
was not
offered

the script
first.

Béla Lugosi
wanted

a part

that had
lines.

More than
gruts



Young
Frankenstel
n

1974-B&W

Mel Brooks
Gene Wilder



It's Alivel

Putting On The Ritz

http:// www.youtube.com/watch?v =Yk -gcZ7c9KKk




Perception Versus Reality

In the book: Frankenstein’s Monster was an
unwitting creation who taught himself to speak,
became philosophical and negotiate with his
creator—

and, well, was still a killing machine

In the 1931 movie: Frankenstein’s Monster was
a ghoulish black & white nightmare that grunted
and maimed!

In Mel Brooks movie: Frankenstein’s Monster
was a tap-dancing, hilarious spoof.

A tragedy became a comedy!



Public relations affects
perception

e Wall Street
“Ballout”

Versus

 Financial Sector
"Rescue”



Wall Street “Bailout”



Financial Sector “Rescue”



What Is PR?

t Is not marketing
t Is not branding
t IS not communications

But it is part of all these. And all of
these should support public relations.



-

Public Relations, or PR, is the overall
term for marketing activities that raise
the public's consciousness about a
product, service, individual or issue. In
short, PR Is the management of a
company's public image that helps the
public understand the company and Iits
products.

Defining
Public Relations




A

 The simple description of public
relations...

Do Good & Tell People About It

Defining
Public Relations

 What my old mentor told me...
e PR stands for:
e Purchase Refreshments



Defining
Public Relations

> (A

e Goals of Public Relations - Building
good relationships with the company’s
various publics by obtaining favorable
publicity, building up a good "corporate
Image," and handling or heading off
unfavorable rumors, stories, and events.



Defining
Public Relations

* A healthy public relations strategy must
permeate all aspects of the business. The
PR mechanism itself exists in all
organizations--whether formally managed
or not. Every communication creates an
Impression, causes an emotional reaction,
or makes a statement about who you are
and what values you hold dear.



» (A

* As the Marketing Plan comes from the
Business Plan, so must a Public Relations
Plan come from a strong Marketing Plan.
Your Public Relations program should be
planned, executed carefully, and
measured to ensure success.




Defining
Public Relations

What are you doing that is good?

Build a story around it. Build a plan
around It.

Why even do Public Relations?
Cut backs in Marketing...

Continues the process of building
awareness of the CU differentiation.



Elements of
FRANKENSTEIN
PUBLIC RELATIONS

Finding the right chemistry:
Connecting to your audience

Integrating Various Components
Adding electricity: Creating the spark
It's Alive: Public Relations that moves

Uh-oh: We have creating a PR
monster—When things go awry




Finding the right chemistry:
Cconnecting to your audience



Warm. Soothing. Intimate. Bonded. Sly.



Jack Daniels:
Making A Personal Connection









FRANKENSTEIN
PUBLIC RELATIONS

Finding the right chemistry:
Connecting to your audience

Integrating Various Components
Adding electricity: Creating the spark
It's Alive: Public Relations that moves

Uh-oh: We have creating a PR
monster—\When things go awry




TWO TYPES OF
PUBLIC RELATIONS

« PROACTIVE
« REACTIVE



REACTIVE
PUBLIC RELATIONS

 Damage Control
e Crisis
Communications



FRANKENSTEIN
PUBLIC RELATIONS

e Proactive PR

* Integrating Various Components

* Public relations is more than just pitching
stories to the media or mailing out press
releases. The PR umbrella covers a
number of related activities, all of which are
concerned with communicating specific
messages to specific target audiences.




Proactive Public Relations
Integrating Various
Components

Research

Strategic Planning
Publicity

Community Relations
Internal Relations
Stakeholder Relations
Charitable Causes
Communication Training



Integrating
Various Components

* The label public relations typically
encompasses the following:

 Research: You have to thoroughly
understand not only your company but also
your customers and potential customers.
What do you offer that is unique or special?
What are customers looking for? And how
well do you fill those needs?




Integrating
Various Components

* The label public relations typically
encompasses the following:

- Strategic planning: Define each target
audience, your marketing objectives for
that group, and the messages you must
communicate in support of those
marketing objectives.




Integrating
Various Components

* The label public relations typically
encompasses the following:

e Publicity: For most small businesses,
the central public relations activity Is
publicity — getting visibility for your
products, the company, and the owners
In print and broadcast media.




Integrating
Various Components

e The label public relations typically
encompasses the following:

e Community relations:

e Being a good citizen



Integrating

Various Components

* The label public relations typically
encompasses the following:

e |nterna

relations: Employees are the

Interna

audience. When the

unemp

oyment rate is low, good

employees are hard to find, and a good
public relations program job can help
Improve loyalty and retain more of them.



Integrating
Various Components

* The label public relations typically
encompasses the following:

- Stakeholder relations: A stakeholder is
anyone or any organization that holds a
stake In how well your company
performs. Key stakeholders can include
board members, your members,
suppliers, and industry gurus.




Integrating
Various Components

* The label public relations typically
encompasses the following:

- Charitable causes: When a company
gives to charity, it wants to help the
cause, but it also wants to be recognized
for its contribution.




Integrating
Various Components

* The label public relations typically
encompasses the following:

- Communications training: __ In large
corporations, PR specialists may
spend a lot of time coaching senior
executives in dealing with the media
and other communications skills.




FRANKENSTEIN

PUBLIC RELATIONS

* Finding the right chemistry:
Connecting to your audience

 Integrating Various Components
« Adding electricity: Creating the spark

e It's Alive: Public Relations that moves

 Uh-oh: We have creating a PR
monster—When things go awry



Spark =
Creativity



Could
this
product
benefit
from
some
good
PR?



Tactics
CLS picked Ty
Pennington, the
then-star carpenter
on TLC's popular
"Trading Spaces"



Results

All objectives were exceeded.

Within one month of the launch event, a total of

55 articles and broadcast stories generated more
than 20 million gross impressions. 112 broadcast
minutes and nearly 200 inches of print coverage.

Champion sales at The Home Depot after the
launch event were up 150 percent, without any
advertising support.

Today, the momentum continues: two out of
every 10 American Standard toilets sold are
Champion tollets.



Genalytics Case Study

o Genalytics Is a provider of
advanced predictive data solutions
that enable direct marketers to
successfully target customers.



Bring on the pizza!



Suffering from sleep apnea?



FRANKENSTEIN

PUBLIC RELATIONS

e Finding the right chemistry:
Connecting to your audience

* Integrating Various Components
« Adding electricity: Creating the spark
e |t's Alive: Public Relations that moves

 Uh-oh: We have creating a PR
monster—\When things go awry



It's Alive:
Public Relations that moves

 Activating the public
 Engaging the public

 Viral marketing, advocacy,
hunger for your product









The Wienermobile









Band-Aid has been a tried-and-true brand.
But In the face of competition,
IS It a tired brand?






Celebrate “everyday kids”
who have “stuck with it”
In sports, school, arts and hobby.



IS It possible to make a brand
steeped In history
hot to a new generation of tea drinkers?



e Lipton Tea asks young consumers to:
e Rethink The Drink



e Lipton Pyramid Tea Party



In Europe,
for decades,
the way you

spelled cheap
transportation
was

V-E-S-P-A






Recently, Vespas mostly
seemed nerdy...
until...



Vespanomics



Uh-oh:
We have creating a monster
—When things go horribly awry



e \Wendy’s Public Relations Mistake






A{ Dealing
@ With The Media

e Know what news is.



{ Dealing
@ With The Media

* Be Prepared.



‘(‘ Dealing
@ With The Media

e Don’t Lie.



{ Dealing
@ With The Media

e Be creative.



Here Is a powerful
oublic relations tool...







e Content Hints: Style

 Answer the questions:
 who, what, where, when, and how.



e Content Hints: Headline

 The headline should capture the
reader's attention and is
therefore very important. This
may be the one factor that gets
the reader to read the rest of the
release.



e Content Hints: Directing your
news release

e Ensure you think about the reader
or viewership of the media you
send the release to. Write for that
audience. A large news or TV
outlet is unlikely to be interested
unless there is something truly
unigue about your business.



e Content Hints: Tips to make your
release more interesting

 |f you can support the fact that your
event Is the largest or first, for
example, you can use these
superlatives in your news release.

 Use quotes and reactions.



An AHA moment



e Credit Union Example

 Texas Tech FCU Helps Students Beat
High Cost of Gas With Non-Interest
Bike Loans?






Creating A Difference

* Piggy Bank
* Piggy Credit Union



How About Something
Really Different

A
Credit Union
Cup



How do you generate ideas?

Set goals
Know where you are going
Know what you want
Collaborate

Use a Creative Workplan!




How Volunteers
Can Help Bring PR Alive

Help set goals—that include PR goals
Clearly communicate goals

Discuss managements plans for
meeting those goals

Advocate for a marketing committee
Serve on the marketing committee
Be a help, not a hinderance



How Volunteers
Can Help Bring PR Alive

Engage your members
Solicit testimonials

Educate about the credit union
difference

Inspire advocacy



How Volunteers
Can Help Bring PR Alive

 Encourage your credit union to do
good and then tell people about it!



Questions?

Thank Youl!

FRANKENSTEIN
PUBLIC
RELATIONS



