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Getting PR for your 

Business: Pressing the 

right button 
By Martin Pollins 

When most people think of 
ways to promote their 

business, the chances are 

that they probably think of 

traditional advertising and 

marketing methods. Don’t 
get me wrong - these 

methods have their place 

but the problem is they're 

generally expensive and 
everyone else uses them. 

Unless you have a big 

advertising and marketing 

budget, you probably have 

competitors who can 
outspend you and get the 

lion's share of the business.  
 

How can you promote without a 

big budget:  The answer is by 

learning ingenious, low cost, but 

very effective methods to 

promote your product or service.  

 

Although it may not be a popular 

form of marketing to secure 

clients/customers in the short 

term, public relations can help you 

solicit additional clients in the long 

term. Getting your name and your 

company name in print, public 

relations lets you position yourself 

as an expert in your field and lets 

you flush out prospects whom 

you could not normally reach by 

other marketing means. For some 

really good ideas, look up 

Freelance Writing at: 

http://www.freelancewriting.com/     

 

How to use PR effectively 

Public relations means getting free 

advertising, usually in the print 

media whether in a paper or 

digital form. You need to write a 

newsworthy press release that 

provides valuable information to 

the publication's editor and to the 

publication's audience - otherwise 

your press release will end up in 

the proverbial editorial bin. 

 

Many freelancers who use PR to 

market their businesses develop 

press releases that offer a free 

report for the publication's 

audience to request. Your free 

report should be related to the 

services you provide. For instance, 

if you were an ad copywriter, you 

might create a free report about 

"10 Ways to Improve Your Ad 

Headlines". If you were a direct 

mail writer, your free report 

might be "15 Ways to Increase the 

Response of Your Direct Mailing". 

 

You'll want to get your press 

release published in only those 

print media markets that attract 

your type of clients, otherwise 

you'll be soliciting people who'll 

only want your free report and 

have no intentions to buy your 

services. 

 

No amount of press coverage can 

make you what you aren't. The 

stodgy can't become innovative or 

the authoritarian enlightened 

merely by journalistic fiat. That's 

the number one PR rule to 

remember. A good agency can 

help you polish your story; it can 

package it perfectly and may have 

great connections in the press. 

But you're wasting your time and 

retainer unless your company has 

something good to say. Effective 

PR is the truth that is effectively 

communicated to an organisation's 

many publics - not just an illusion 

foisted on the press. 

 

To get publicity, your news must 

be newsworthy. To do this, you'll 

have to meet one of media's three 

goals - (1) inform, (2) educate or 

(3) entertain. Your story must 

also be timely. Before pursuing a 

story, editors, reporters and 

producers ask themselves, why 

would our readers, viewers or 

listeners be interested in this 

now? 

 

Hopefully, this brief introduction 

has made you curious and wanting 

to find out more about PR. I’ve 

written an article about this on my 

Blog at: 

http://onesmartplace.c

om/getting-pr-

business-pressing-right-

button/ 

 

To receive a FREE 

publication on this 

subject – simply email 

me at 

mpollins@bizezia.com 
for your copy 
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Important Notice 
© Copyright 2015, Bizezia Limited, All Rights 

Reserved 

  

This article appeared in Better Business 

Focus, published by Bizezia Limited ("the 

publisher"). It is protected by copyright law 

and reproduction in whole or in part 

without the publisher’s written permission is 

strictly prohibited. The publisher may be 

contacted at info@bizezia.com (+44 (0)1444 

884220). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss howsoever 

occurring as a consequence of any action 

which you take, or action which you choose 

not to take, as a result of this article or any 

view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at the 

time of publication, it is not a substitute for 

obtaining specific professional advice and no 

representation or warranty, expressed or 

implied, is made as to its accuracy or 

completeness. Any hyperlinks in the article 

were correct at the time this article was 

published but may have changed since then. 

Likewise, later technology may supersede 

any which are specified in the article. 

  

The information is relevant primarily within 

the United Kingdom but may have 

application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in accordance 

with English Law. 
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