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Translating Marketing Strategy Into PR Execution

Marketing strategies encrgize
public relations camipaigns,
Unfortunately, marketing-insti-
tuted strategy is often kacking,
nat shared or too fuzy to help
PR pros execute on-strategy
campaigns. Sometimes PR

has to help marketing create
strategy. Without ome, PR will
remain tactical, random noise
without brand benefits or
market traction.

FOUMND IN TRANSLATION
Public relations is the voice of
marketing. Communication
strategy boils down to: “What
does marketing (or whoever is
directing the program) want
its customers, prospects or key
stakeholders to know that's of
value about the organization,
program, idea, movement or
brand?” Tranzlating sirategy
into PR practice amswers this
simply and correctly: “What
dioes the brand stamd for?”

Ways of establishing percep-

tions in the mind of the market
[tactical actions) are Innumser-
able as are ways of not cre-
ating the desired perceptions.
Translation 1s where marketing
and PR gets creative and psy
chology is applied in the real
world.

Effective communications
strategy s driven by how the
brand idea sits verses com-
petitors. Hint: Everyone can't
claim “leadership” However, If
you're not first in your market,
you Can sl up & new Gategory
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vou can be first in, The key to
creating effective PR actions is
communicating what gener-
ates or enhances the valuable
perceived difference in the
prospect’s mind. The singular
vilue you communicate, ideally
in a single word youw can own
{Think BMW and driving), is
key to strategic sucoess

SHAPING PERCEFTIONS
Language, tenc and the com-
munications media applied

in PR campaigns and other
promotional forms shape the
perceptions desinsd by a mar-
keting strategy. Notice 1 didnt
say “change minds” Minds gen-
erally resist changing. However,
creating perceptions well
aligned with the way a defined
group of people are already
thinking is the correct strategy.

If vou don't know how you
want to be known, vour PR
efforts won't gain miuch trac-
tion. “Fear of focus™ often
OCCurs ameng marketing and
particularly sales-oriented
leaders. Standing for a single
thing blows their minds.
However, attempting 1o be a
list of things {benefite/values)
1o people gets you nowhene.
People are too bombarded with
messages to pay attentlon to
'l-'n:IHIJL'I:H.'h!I-.

Comparne Your percep-
tions of Chevrolet vs. Porsche.
Which is well defined? Porsche,
in spite of now building SUVs
and sedans, retains a strong

place in the mind for the high-

performance sports car. What's

a Choevy? Is it a truck, a sedan,

A sporis car, a compact?

Shorthand for these ideas
are:

+ Your brand is the truth about
vou well told. Find vour
story, tell it well {and often).

« Clarity trumps persuasion,

+ Make it brain-dead simple.

DISTINCT OR EXTINCT
With marketing and PR team
agreement on what the brand
stands for and against whom
they are competing or what
category they want to create
and own, they re setting them-
selves up for success. The
path to their goal becomes
clear. Tactics that correctly
move brand perceptions in
the desired direction naturally
emerge. People get it. Everyone
is heading in the same direc-
o, [t doesnt mean evervons
says precisely the same words.

Whats truly creative is
when international brands have
to figure out cultural differ-
ences, change gears by applying
different MASSI0ES O CVEN
adopt an entirely new mar
keting strategy because what
winrked inone lecation wan't fit
a new environment.

The polnt is, ofi-strategy
PR dilutes brand peroep-
tioms. Without expressing or
reinforcing values relevant to
strategy, almost anything will
fly, and often does, That's prob-

ably why we
often see TV
spots or other
promations that don't connect
andd only make us ask, "What
was that aboug?”

Tor sum up here are my key
prints:

+ Have a competitively differ-
entiated marketing/commu-
nications strategy.

+ Focus on a specific, well-
defined population with
aligned values,

+ Detine the single value your
brand or entity wanis to be
known for.

« Communicate in ways the
help drive the desired value
perceptiom.

When marketing and public
relations work together, some-
thing beautiful is bound o
happen.
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