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Spreading the Word: PR, Marketing & Recruitment

Build or define your brand

e Your brand is your promise. People know what to expect from a brand product. A
brand is what differentiates products.

e Constituents are the people who your brand touches and reaches. The people Who.a
reached by your message.

e A brand tells people who you are, what your message is, and where you’r
in the marketplace.

regularly.
e With marketing, you don’t necessarily want people to thi

sShic ure you look
professional and credible while not Iooking asipyou asting your money.

e You can sub-brand programs and agency. You can even use that sub-
brand to push your big brand forward.

e Defining a brand is hard, i 0 ~You need time to flesh out what your
exact mission is.

AClogo should have an idea, but it doesn’t have to be a literal connection to what you
want. Be creative with a logo and make something memorable.

e Look at what resources are available to you for funding.

e Components of a marketing program- brochures, direct mail, telemarketing, events,
advertisements, pr, articles, electronic marketing, website- which is the best medium to
display who you are and reach your audience?

e You can’t just use print media, you need technological social media technology for
marketing.

How to find your target market(s)
e Look at the age, address, gender and commonalities of the people you are addressing
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Is your audience affluent? Are they working? Fit your brand to your audience.

Social Media

Facebook, Twitter, Myspace, Youtube

It’s all about connections.

Building a community and getting conversations going.
People trust peer evaluations more than advertisements.
Social media is an equalizer because it allows small and big businesses to communicate
on equal footing.
People like it more because they’re opting in for it, it isn’t just being forced on t
It also doesn’t go away, once its up there, its there to stay. Can be called a rene
asset.

Social media requires knowledge, time and consistency.

5 take away tips:

1) Understand your target market(s).

2) Create a simple message and stick to it.

3) Ask for feedback from your target market.
4) Set goals and objectives.

5) Evaluate results and adjust as needed.
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