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Ask qguestions!

Feel free to ask questions
throughout this presentation


Presenter
Presentation Notes
I’ll either answer them right away or let you know if the answer is coming in a few slides. During the first part of the session, we will go through developing your message, have a break, and the second part will concentrate on sharing your message.


All about the people

| ‘
5

A good business is built on
relationships between people

People are more likely to do business
with you if they
know, like and trust you


Presenter
Presentation Notes
Before we dive right in about your messages, let’s keep in mind that you are essentially a business and every business is about relationships with your customers, partners, coworkers.


et’s think about your organization as a
ousiness

What business are you in?
Who is your target audience?
What do you want people to know about you?
What do you want them to remember?


Presenter
Presentation Notes
Activity


How can you be “heard” above the rest

Create messages that are:

O True

O Strong

O Supported
O Repeated
O Succinct



Presenter
Presentation Notes
Ok, so now you think you know your audience and what you want them to know, but have to be heard. There is a lot of noise surrounding us every day. We are receiving messages from TV, print, radio, online, and in person. How do you stand out above all the chatter. The key is to have a truthful message you can stand behind and repeat again and again. Just about the time you are tired of hearing what you’re saying, is the time others start paying attention. So how do you create your message that will stand up to these 5 essentials?


Creating your messages

e Start with a XYZ statement
e Create your brand manifesto — your story

e Determine your core message(s)
e Concise messages explaining who you are and what you do

* Build supporting messages that validate your core message

e Consider how you want your audience(s) to hear your story

* Tone
e Personality


Presenter
Presentation Notes
We will be going through the following on how to create your message. 


XY/ statement

Your XYZ: We do X, for Y, so they can Z.

At Nancy Marshall Communications, we apply 30 years of
experience in public relations and marketing for clients
statewide and nationally, so they can meet their goals to
increase their sales and/or fundraising. We do that by creating
a strategy so their targeted audiences will know, like and trust
them.
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Presenter
Presentation Notes
Think about this for a moment and fill in your blanks…jot it down. The Z doesn’t have to be so complex.


XY/ statement

Your XYZ: We do X, for Y, so they can Z.

We do X
ForY
So they can Z
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Presenter
Presentation Notes
Activity 


Tell your story

* Everyone likes a good story

e A story allows us to know a
brand more intimately - feel a
connection

e Brand manifesto — a written
declaration of what and who you
are



Presenter
Presentation Notes
Everyone likes a good story. A story allows us to know our brands more intimately. Feel a connection.
Brand manifesto – a written declaration of what a company or individual stands for and represents. Once you have your story down on paper and you are happy with it, you use parts and pieces of it on your website, through social media, in press releases and included on any collateral materials you may develop. 


Tell your story

Your Brand Manifesto .

M/ﬂ Compassion. Leadership. Excellence.

At Delta Ambulance, we pride v
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"At LEAP, our message is our people.”

[ TTEEs PR T TE TR L]

{ Hirddprsmmey i e s ppremibipnd
—LEAP Executive Director Darrvl Wood | i1 ST v S gy oy M ey  rrivta it |
Tt eraiiinn "M LEAP, inir mextspe Dn i pacoidie,”
Our Roots e . CBiP Sommrmn oo ThiseT et
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LEAP's rich history began in 1980 when care for people with < | e et obmtrtrs sl s pesi g o e A
disabilities and the public's tolerance and understanding were ' sl adisesigalioarg dund sl s it st pievemym e
less advanced. Dissatisfied with the nearest facility for people | 1 AT oA it T S S s S
with developmental and cognitive disabilities at the time, a group | M iy oL
of dedicated community members joined together and worked | A T
tirelessly to establish an alternative to improve the standards of

care.

LEAP's inception was a monumental event for disabled
individuals in Western Maine. After 30 years of growth and
transformation, the historical philosophy and values upon which
LEAP was founded are still present.
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What is a Message Map?

* A tool to tell your story — go back to your XYZ statement
e Easy to follow graphic using your brand manifesto
* Ensures everyone is singing from the same song sheet

e Consists of:
e Core message — 21 words — your seven-second sound bite
e Supporting messages that reinforce your key message


Presenter
Presentation Notes
So, you’ve come up with your XYZ statement and you’ve written your story as your brand manifesto. Now you need a tool that is boiled downs to something that is succinct and easy to follow. How many of you attended the presentation I did last year with Abbe Levin? The brand manifesto, broken down into an easy to follow graphic is called a message map. Message maps are used for a variety of purposes including special events, crisis communications and niche pitching to media. It’s an effective tool in ensuring everyone is speaking from the same page when it comes to your brand, business or organization.



Message Map Template

Secondary messages
that support the core
message.

Core message
21 words
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Healthy Maine Streets Message Map

ﬂ;ﬂgram Structure

Downtown Center in partnership with MCD Public Health
Mational Centers for Disease Control and Prevention
Mational Main Street and Downtown Metwork Programs.

recruit local businesses to get involved

+ A program of the Maine Development Foundation’s Maine

# Funded by a two-year Community Transformation Grant from
# 19 communities participating from Maine Downtown Center's
# Local Wellness Committees determine community projects and

# HMS is being integrated into the National Main Street Four-Paoint
Apprnach"' 50 that moving forward health and wellness will

\remain as part of their downtown community development wnrk;/ \ J/

~

f/l;rt:gram Goals \

# |ncrease access to physical activity

* |[ncrease access to healthy food and
beverages

* Increase and raise awareness of
tobacco-free environments

* Gpals to be achieved within
downtowns and at small businesses

Healthy Maine Streets brings communities and small businesses together to create shared wellness projects
that transform downtowns into more healthy, vibrant places to live and work.

ﬂalthy Maine Streets Projects \

+ Machias: Walking Wednesday and Fresh Friday

#» Brunswick: Get Moving on the Mall, walking/biking map,
exercise equipment lending library

+ Rumford: Free gym access for downtown waorkers, business
dodgeball tournament

# Skowhegan: Mutrition classes and downtown free snow shoe
program

+ Biddeford: Outdoor 7 Minute Workout Stations, step
competition at Caleb Johnson Architects and Builders

= Gardiner: Downtown Walking Train, drawing 20 foot arc
outside of businesses representing Maine State Tobacco Law

Quring Art Walk.

f/HcaIth-,l People = Stronger Communities \

+ HMS is unigue among COC grant recipients for combining
community health and economic development

= Reports from the Trust for America’s Health and the
Robert Wood lohnson Foundation stress the impaortance
of health and economic development initiatives working
hand-in-hand instead of separately

+ Studies have shown that healthy people build downtown
vitality, fuel economic growth and strengthen a

\cnmmunitfs quality of place /




Integrate your message

e Add XYZ statement to website

e Alter core message / brand manifesto to create a
boilerplate for press releases

* Use core message in:

e Brochures

e Other collateral materials
e Media interviews

e Talking points






Sharing your message = Public Relations

* Long-term investment
* Having a game plan

* Takes time, continuity and
persistence

e Your audience will know,
like and trust you



Presenter
Presentation Notes
Public Relations Society of America defines public relations as “a strategic communication process that builds mutually beneficial relationships between organizations and their public.” This definition includes an arsenal of tools including media relations campaigns, social media, interactive websites, public speaking engagements, special events, creation of collateral material and more. If you really want to connect with your audience, the best way to do that is to engage with them through PR. If you do it right, over time your target audiences will come to know, like and trust you. The process takes time, continuity and persistence. 


e Develop “most wanted”
media list

e Different types of media
e Avoid a blanket approach
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Presenter
Presentation Notes
Developing a most wanted media list will be one of the first things you do as part of the PR process. Setting realistic goals is important. You won’t all get coverage in the New York Times or Wall Street Journal. Your media list should consist of a variety of outlets including Wall Street Journal, Maine Sunday Telegram, the Castine Patriot, Maine News Simply and TV from the Today Show to our local news show in Maine. It’s your job to read, listen and watch these outlets. Know what they are writing about and understand the kind of story angles that will appeal to individual editors, journalists and producers. 


Media as a third party endorsement

e Finding angles
 Building relationships
* Following leads

* Media events that
deliver big results

e Collaboration



Presenter
Presentation Notes
Give MaineGeneral examples: IPD, farm to fork, sports medicine, the move. Building relationships – Beth Harpaz story, Washington Post story. Following leads – pay attention to what’s hot in the news, subscribe to services like HARO.
Media events – Taste of Maine, Lobster bake in Chicago
Collaboration – Look for partners when planning events that may not be practical with your clients budget (ie. Taste of Maine and PR Partners program)



Five basic steps for working with the media

Think like a journalist
Be determined
Don’t expect immediate or guaranteed results
Avoid a blanket approach
Reiterate key messages



Ten tips for getting in the news

Develop a “Most Wanted” media list
Know thy media

Find a good angle

Be creative

Make it short and sweet
Follow up

Collaborate

Treat journalists with TLC

O 0 N o U A WD E

Be aware of specific needs
10. Be mindful of deadlines




Press releases

e Ask yourself these questions:
e Who is involved?
 What is the subject of the release?
* When will or did the subject occur?
e Where is it or did it take place?
e Why is it important?
 How did it or will it take place?

nnnnnnnnnnnnnnnn



Press releases
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Distributing information

 Let the journalist decide

e Email is typically preferred
* Never include attachments
* Include low res photo with link to high res version

* Social media
e Pitch via Twitter/Facebook

 Phone
* The old-fashioned, but effective approach



Incorporating Social Media

1 !
* Why social media | f |
-

e Tactics for success |
e Creating content calendars
e Building communities

e Creating content that engages and sells YO[I TI,II]E

* Interaction, engagement, relationships

e 6:1 ratio m

M
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Presenter
Presentation Notes
Social media is a tool that can help spread messages to a different audience than traditional PR or advertising does. It presents an opportunity for building loyalty, trust and commitment. When using social media, you are also handing control of your message over to the general public, which means risk is involved. It’s Ok to concentrate on one platform and do it well. You can build from there. We typically recommend our clients start with Facebook due to the size and reach of Facebook. Once you choose your platforms whether it be Facebook, Twitter, YouTube, LinkedIn, Pinterest, etc., you will need to develop a content calendar. First, determine who will be posting and how often, monitoring and responding. You can set an actual schedule. To build communities through social media you have to engage first and foremost. Selling will come later. Creating that content: pose questions, post photos, ask opinions and respond. 


Posting tips

e Quality, not
guantity

* Time of day =
unique audience

e Ask questions for
more engagement

* Include links, photos
and videos
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Traditional PR and Social Media Equivalents

* Identify key messages — create content calendars
* Create media list — identify digital influencers
* Build media relationships — engage with you audience

e Secure media placements — secure Facebook posts, shares, tweets,
pins, etc.

* Pitch — reach out to digital influencers



Monitoring and reporting
- T

e Goals and objectives

* Free and paid services
 What to measure/why
e Reports and dashboards
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Presenter
Presentation Notes
Revisiting your goals/objectives is the first step in determining what and how you are going to measure and report. 
Monitoring can be quite expensive. Free services such as Google News Alerts, Talk Walker, Social Mention and Hoot Suite (which has paid and free options). 
Reports, concise, but thorough.


Closing words of advice

e Start today
 Finalize your XZY statement

e Determine your story and
core message

e Draft a message map

* Make it work for you
e Use it!

COE MU AT IONS
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