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For better or for worse, every brand has a reputation. Sometimes that reputation is positive;
sometimes it’s negative; sometimes it can swing between both extremes on a day-to-day basis. It
can even be neutral or ambivalent, leaving your brand in need of a little love and attention. These
shifts can sometimes seem random and unpredictable, but what if we told you that many times
they were not? That’s where the business of public relations (PR) comes into the picture. Think of
it like this: Do you admire a particular brand but have a tough time describing why? Or, are you so
connected with a brand that you’re able to overlook occasional negative press? You can probably
thank some very skilled public relations professionals for that. Let’s explore the special kind of
behind-the-scenes magic that is PR.

WHAT IS PUBLIC RELATIONS?
In short, PR is responsible for tactfully and proactively
managing a person, company or brand’s reputation. To
that end, we promote people, products and initiatives that help
portray our client in the most positive light possible. We help
spread the word on important initiatives like the Get Back UP
Today movement for Allard USA, which helps raise awareness
of a common but often ignored condition called Foot Drop.
While that doesn’t directly sell the Allard braces that help
manage that condition, it does work to drive awareness and
foster goodwill for a community movement directly related to
those braces.

Public relations involves promoting not just what the
company is doing externally, but also what the company
is doing internally. Take, for example, a recent story we
landed about local Triad McDonald’s employees graduating
from the company’s English Under the Arches program, a
program which helps ESL employees improve their Englishspeaking skills and encourages professional development.
While there is no explicit mention of the “bread and butter”
of McDonald’s (e.g. their food) in the article, it serves to
reinforce their brand and presence in the local community.

Our job is to make clients look
like rock stars, regardless of the
situation.
In the unfortunate event that your brand happens to falter
in the public eye, we’re the first people on the scene to
manage your damage control. So not only are we proactive
“cheerleaders,” we’re also firefighters when the situation
calls for it. Another common source of confusion for people
is the difference between advertising and public relations.
The biggest distinction? All press, coverage and attention
garnered from PR efforts is earned, whereas advertising
impressions are paid placements. There is a time and
place for both strategies, but we in the public relations
business are more concerned with convincing others to
spread the word on your behalf.

As graduates of McDonald’s English Under the Arches program stepped to the front of the room to
make a speech, a common theme quickly arose: extreme gratitude.
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Get Back UP Today is a public relations-related campaign from Allard USA, designed
to help raise awareness of mobility issues and provide community support.

HOW DOES PUBLIC RELATIONS WORK?
The foundation of public relations is built on one primary driver: the building and maintaining of relationships, both with the
media and with a client’s audience and community.
Because we are in the business of earned media, we have to rely on reporters, editors, producers, bloggers and other members
of the media to deliver our intended message. Sometimes messages can get lost in translation from pitch to press, but we remain
diligent to keep the message on-brand and factual.
Our personal connections with reporters and journalists aren’t only to keep our brand messages sharper and more clearly
reported. They also mean reporters are more likely to answer the phone each time we come calling. And when we’ve got a
story to pitch, you’d better believe we’ll be spending a lot of time on the phone.
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And as social media has changed the way journalists and
news outlets communicate to the world, so has it changed
the way public relations professionals pitch their stories.
While we’re building relationships with journalists
over the phone or in-person, we’re also building
relationships online. We’re using Twitter to connect with
journalists hungry for a scoop; we’re using Facebook to
connect with audiences in an intimate, 1:1 conversation.
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Craft and pitch a press release to targeted media and
influencer groups.
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Provide speech writing services and include insight
on brand image.
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Connect brands with their community through
engaging in-person events.

Using these human-to-human connections, a public
relations professional can make sure a new initiative,
event, message, etc., is heard loud and clear by the
influential people within your community. Tactically
speaking, we can deliver that result in a few ways:
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Utilize social media as a distribution channel and
awareness generator.
Our strategies will utilize these tactics in varying
ways and combinations depending on each different
initiative or campaign we approach—public relations
is an extremely agile art. But no matter what our
methodology may be, we work diligently to keep your
brand’s image both positive and top-of-mind for the
right media players and members of your community.
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WHAT CAN A PUBLIC RELATIONS TEAM DO FOR ME?

So by now you might be thinking to yourself, “This sounds pretty
simple. I can pick up the phone and call a few reporters, right?”
Wrong!
Public relations isn’t just about knowing who to reach out
to but also how to reach out to them. Are you on a first-name
basis with your local news anchors? Do you know how to pacify an
angry customer when they’ve turned against your brand? Can you
make any story shine, no matter how straightforward it might be?
(For that matter, do you have several hours a day to dedicate to the
pitching process? We thought not!)

And because the spread of “fake news” is on everyone’s mind, we
can’t overstate how valuable a dedicated public relations team
can be when dealing with a story about your brand that is grossly
exaggerated, or worse: completely false. In fact, a recent study by
a professor at Elon University found that fear of fake news stories
is a significant concern among brands today.
Above all else, the greatest gift a dedicated public relations
team can give you is peace of mind. While you’re busy with the
day-to-day tasks of running your business, we’re keeping a finger
on the pulse of your community, making sure that you’re being
talked about (and talked about in the right ways). We bring the
good stories to life, and we make the bad stories go away.

Public relations may be more time consuming than paying for an
advertising placement, but it offers a special kind of value: it gives
your delivered message added credibility because it was
validated by a neutral third party. Rather than using all of your
budget to tell the world how great your brand is, we get others to
do the preaching on your behalf.

ABOUT BOUVIER KELLY: Back in 1974, our agency was founded to do two things: help our clients succeed at any and every level and have a little fun in this crazy,
mixed-up world called advertising. Over the years, we’ve developed a really simple modus operandi: Data + Gut. Every decision we make is influenced by this
mindset, a combination of analysis and intuition. Sometimes we lean a little more heavily on facts and studies; sometimes we rely on instinct and emotion to show
us the way. But one thing’s for sure: you can’t have one without the other. It’s that balance which keeps our work grounded and our ambitions limitless. It also
informs the way we strive to assemble talented, resourceful and open-minded individuals who aren’t afraid to challenge and inspire one another for the good of
both the agency and our clients.
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