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CREATIVE
DUCK

Capturing the Attention of Media & Ir’\fluencevrs |
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WHAT IS PR?



Harnessing the power of earned media.

Earning the attention of journalists and social media
Influencers for your brand, product or service to build a
positive reputatlon and image. |
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~ WHYISIT SO POWERFUL? -
PO i t i A’>_ - \“ | X . | _‘ | ¢ ‘ ‘ -- A | .
Someone walks into a bars— " \

Your friend tells you: “I've

They tell you: "I'm really heard they're really good

good in bed.” S s in bed.”




— WHY IS SO POWERFUL?

= Third party endorsement oftrusted credible media and soc:|al
media outlets" - -

.= Low cost (sometlmes free) : SRR
| . Smaller compames can punch above thelr Welght |
|
= Can deliver ex..posu re, awareness and word of mouth ' :

-







GETTING STARTED



_ NAILING YOUR BRAND STORY
Think about what makes you special..

.- What do you offer that other brands don't?
= What's most interesting about your products or service?

= Do you have an interesting backstory’> What prompted you to set
up your company? » ,

» What's really going to resonate with your target customers?

c—

Try and sum this up sUcc_inctIy"and compellingly
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~ NAILING YOUR BRAND STORY

Case study: Etta Loves

[. “Etta-;Lov‘es is & sensory muslin
- brand developed by mum and
. entrepreneur, Jen Fuller. Etta
Loves muslins are not only*
practical, super-soft, absorbent
-~ 100% cotton, but they have been
Set on mysfawith  heep of mucky muslin by my sid, s tht - designed with input from an early

week old little Etta was staring at my top. It was the first thing I'd noticed

her actively trying to focus on and unsurprisingly it was a simple black and ~ ye a rS Vi S u a | eX pe rt’ to e n S u re t h a t

white pattern.

After a month of trying to rotate black and white clothing (which got both ‘ they Sti m u | ate babiesl Visu a |a n d

difficult and boring) this got me thinking: why aren't the most seen items by

babies designed to stimulate them and capture their attention? And why CO g n it ive d eve | O p m e n t 4

wouldn't you use medical knowledge of babies' visual development to make
them the best that they could be at doing this? And while you're at it they
should be stylish...

! Functional, developmental and stylish essentials are what | wanted to create.
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MEDIA MAPPING

= Think about what media your target customer consumes —
newspapers and weekend sUppIements (local and national - print
and online, online publications, magazines, radlo and TV shows,
. podcasts, trade titles etc)

= Check out iSubscribe.co.uk. Go to a nevvsagent look for, free local
publications in libraries etc, search podcast apps |

= Get hold of copies/ listen / watch and rewew to identify relevant
opportunities for your brand:
= Do they include similar brands to you? |
= Are they one-off features or regular slots?
= Are there opps for expert opinion or comment?
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https://www.isubscribe.co.uk/
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BY CAMILLA KAY AND
REBECCA BAIO

THURSDAY 28 FEBRUARY
2019

HOW | GOT MY JOB

How a near-death experience inspired me to
launch my dream business venture

Find the light.

0000

Succeeding in your career is one thing, having true belief in it is

ADVERTISEMENT

something else entirely. That's the conundrum entrepreneur Jo CONDE NAST

Tutchener-Sharp faced as she lay on her recovery bed following a near- COLLEGE ./

death experience. Sure, being a high-flying beauty PR had its perks with I(‘ ASHION
&DESIGN

an endless lipstick and liner supply, in fact it was her experience working
with mega brands Estée Lauder, Ruby & Millie and Cowshed that

persuaded her to set up her own PR business, but it was a heart-stopping
life event that made her realise she had more to give.
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PTTRESY . . ' About Radio Berkshire

f Contact Key Contacts
A | i 7 : : Breaking news, story ideas or general enquiries: Editorial... I- I F E
i M E D IA MAP p I N G Main switchboard: 0118 946 4200 Sarah Rodi
v: \ ' Email: radio.berkshire.news@bbe.co.uk Editor

phone: 07834 104843

) ‘ , Facebook: https://www.facebook.com/BBCBerkshire } .
email: Sarah.Rodi@archant.co.uk

Twitter: https://twitter.com/bbcberkshire

= Track down who ertes / ¢ Tocmacineteam onapesetephne:
- C S / prOd uces the med Ia e Contact us | The Times & The Sunday Times
OppO reun ities yOLﬂ e ‘ https:ﬁwww.thetimés.co.ukfsta.ticfcontat?t-us! v
M emtified—r . G amers vy Trmes Nevi: evadeek eunday.tmes ook
____f__,,_- Nﬂg’ge down thelr contact - |
, ' details, work out their email X %gﬁn%gﬁ;mw = e o

~address and phone
numbers (a bit of Googling
~usually does the trick)

- = Start to follow them on
Twitter / Instagram-

= Follow #prrequest,
#journorequest and -
#b1oggerrequest on TW|tter

with
shapely turned legs. this




MEDIA ASSETS

Press release structure

n Attention-grabbing headline
* Keyinfointhe sub-heading

2 Who what, Where when, how in the
first1—2 paragraphs

= Two or three paragraphs outlining

your story

= Supporting quote(s)
party

—you / third

" Contact details for further - .

information

= Notes to editors — company
overview

JOHN LEWIS & PARTNERS LAUNCHES
AUGMENTED REALITY VIRTUAL LIPSTICK
EXPERIENCE

April 24th 2019

John Lewis & Partners has launched a new app feature which uses
augmented reality (AR) to help customers find the perfect shade of
lipstick.

Beauty lovers browsing lipsticks in the John Lewis app will now have
access to a ‘Try On’ feature which takes them to a live selfie screen
where they can test different colours before buying. The virtual lipstick is
applied instantly and stays on the lips, moving in real time with the
customer.

The feature enables customers to try on a range of shades from lots of
big brands whenever and wherever they want, giving an accurate
representation of how the lipstick looks on them without having to put
on and take off multiple products. It will also encourage customers to
experiment with new colours they might not have tried before.

The John Lewis app is a particularly popular channel for beauty customers
- with beauty accounting for 17% of all app orders. However research
found that when it came to buying new lipsticks, customers were keen to
test out different shades before purchasing.

Sienne Veit, Director, Digital for John Lewis & Partners, said: “As we look
at new ways of weaving innovative technology into the services and
experiences we offer our customers, I'm really excited by the possibilities
of working with AR. Service is one of the top reasons our customers
choose to shop with us and this is the perfect example of us combining
the expertise of our Beauty Hall Partners with the very best technology
online to give our customers a great experience, however they choose to
shop with us. Beauty is the perfect space for us to experiment with this
technology and we hope our customers have lots of fun using it.”

There are thousands of different shades for customers to virtually try,
from over 300 lipstick brands, including MAC, Bobbi Brown, Charlotte
Tilbury, YSL, BECCA and Lancome.

Customers wishing to use the feature can download the latest version of
the John Lewis & Partners app from the App store. Virtual Lipstick is
only available to customers who have an iPhone X, XS, XS Max and XR
as well as the iPad Pro 11-inch or 12.9inch. Customers will also need to
be running their device on iOS 11 or later.

-ENDS-

For more information please contact:

Lexi Finnigan lexi.finnigan@johnlewis.co.uk

0207 592 6424

Communications Manager John Lewis



_ MEDIA ASSETS

Press release - golden rules
~ = Clear and concnse

o NOJargon

= Write in the thlrd person

« Avoid clichés and excessive use of adjectives
= Check for typos / grammar e Bl | AIg ST

{ "
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— MEDIA ASSETS

Photography L
= Produtt | ;
~u-Lifestyle . |
= Spokesperson & :

)
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TARGETING
JOURNALISTS



_ WHAT DO JOURNALISTS WANT?

Great content for their readers / listeners / viewers
= Genuine news T
(g Toplcallty
~-;~—¥_ Relevance

= Fresh |nS|ghts

= Adifferent angle on a b|gger story
=Quirky, original, funny
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HOOKS
‘Hard’ news

= New product or service (espeually
firsts)

.= Company developments .

= Award wins

‘Soft’ news (news creation)

Calendar events

Anniversaries

Cultural / major events

National / international awareness days
Collaborations (brand,'vambassador,

charity)

Trends TR
Expert opinion & comment

Masterclasses
Reactive
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4 ~_ Moonpig have just launched édible,
: _ meat-flavoured Father’s Day cards

K — 1 N
s ) .
3 '\ k ‘; Lisa Bowman Tuesday 13 Jun 2017 7:13 am

cards (Picture:

You can now buy edible, i d ing

\
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From capturing unstaged i
moments to choosing colours that
'pop’ on camera, experts reveal the |
clever tricks Kate uses when taking
snaps of her children (and say
she's definitely improved over

- time) -

By Hayley Richardson For Mailonline
21:22, 23 Apr 2019, updated 21:32, 23 Apr 2019 8 =
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A brewery in Windsor, the town where the wedding will take place, has created a special
brewery called 'Harry & Meghan's Windsor Knot'
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10 best brands that empower women
. to support on International Women's
Day

1| These businesses employ, support, and help vulnerable women across the world and their female-led initiatives

are sure to inspire you

Emma Henderson | @Emmalouisehendy , Ellie Fry | @iEllieFry
Wednesday 6 March 201916:45 | |
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Why your
home should
smell of oud*

Meet the man leading ol &
the trend for sophisticated ' 50

Masterclass
s ‘

|}
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~ PITCHING TO JOURNALISTS

= Do your research beforehand — search for their latest articles
online ~ . -

-'- Think about vvhen to contact them avold tlmes near deadlines

s Draft an emalil pitch: |
* Press release headline in the subject line - - -

RG] their names right

« Concise overview - flag why it's relevant to them

- Cut and paste press release iInto the body of the email along with low-res_
images -

a&j e "‘N&*-—h PO, e




_ PITCHING TO JOURNALISTS

= Pitch on the phone, then fo'II.ow—up with an email
= |f you can't get them on the phone, send an email

~=|fyoudo get them on the phone don t say “did you get my
~email?”

= Think about creatmg a bit of ‘desk drama —Journallsts are often
influencers too ,

= |f they cover your story, send them a note to say thanks and |nV|te
them for a coffee

c—

o Alm to build relatlonshlps

\ . 1
fan - .
= . -
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-
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1.

 SOME CONTEXT

- 899

] |
f !
Of shoppers make buying ~ Of marketers believe :
-decisions based onwhat - influencer marketing can
- they see on social media. | positively impact how
e SRR N o peoplefeel abouta brand.

Social Media Week 2018 = '] ‘ eMarketer 2018




GETTING STARTED
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.= Research blog awards e.g. UK Blog Awards, Vuelio
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- \____,_. ) ABOUT CONTACT WORK WITH ME CATEGORIES FREE UPDATES ¥ © f® O + in N, -
o .{_O_’_ . — ———— SO saresanena R L L 2,939 posts 20.2k followers 1,709 following -
‘,‘ s i Catherine Summers 6B
SCATERSRLLS o | AKA Not Dressed As Lamb, 40+ style blogger
o « UK Blog Awards Fashion Winner 2017 & 2018
N ‘.’I « Anti “age appropriateness” #iwillwearwhatilike ‘ v
- + 100% ORGANIC 0
3 THE JUMPSUIT AND NUDE SANDALS ALL YOUR notdressedaslamb.com
-~ -\\,vm!lﬂ WEDDINGS AND GARDEN PARTIES CANT .. .
L N \: - ey 5 o Followed by ; e + 2 more
i, w’»’! outfit... | just need to ...
. |
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https://blogawardsuk.co.uk/
https://www.vuelio.com/uk/blog-awards/
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FINDING INFLUENCERS
; Influencers are |often mterconnected Start with one relevant
influencer.in your sector / Iocallty and look at who they follow /

i who they tag in posts / which comments they interact with /Who

theysuggestfor Follow Fridays ' P ey 1

[a— ., .~ - -

i ] Following X .
clemmie_telford unlikelydad ~ fellowing

CcLEMMIE

7.'.'0.’ 2,351 posts 96.3k followers 2,119 following

1,629 posts 17.2k followers

CLEMMIE TELFORD
# Curator of motherofalllists.com
# Creative Director & Strategist

TOM
4> An adoptive, gay dad of one.
® | love food. | love coffee.

# talktous@thetapeagency.com for PR & Press i - 2 W | write. | take pictures.
#hello@clemmietelford.com for a chat g AR 3 @ | really miss lay ins
motherofalllists.com/2019/04/22/my-husband-had-an-affair-now-what ’ o X #unlikelydad

www.clarks.co.uk/c/City-Geo-Kid/p/26143009

i by kingscrossnic. father_of daughters sarahalex moore

nloubarnes. susiejverrill forest_hill father

—————— : ' / & S FAM e

vvvvv
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— WHO TO APPROACH

' < unlikelydad

p ) e

= Review an influencer’s content- ™"

Instagram (grid, stories, story Aty
& | write. | take pictures... more

- Y ‘ . h i g h | ig htS) . b I dg - TWitte r etC : s ; www.clarks.co.uk/c/City-Geo-Kid/p...
. ' < ) " 17.2 k followers 961 followin
: 3 . ; 3 ".' IS it e n g a gi n g? . i Followed by jenloubarnes, sugiejverrill and 9 others
| = |syour brand relevant to them? U TN
= Have they covered similar brands? wm ww eme &
= How do they cover brands? =,

= What are their particular
_ interests?

-
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. WHO TQ APPROACH @ uniikelydad

’ ®
= Calculate their engagement rate 5.48%
- (using a free tqol like Triberr) w
- S : 1629 17204 961 898 45
( = Lessthan 1% = low engagementrate

| = Between 1% and 3.5% = average/good

—— - — ———

| _engagement rate i | :

(o) (0) ‘

* Between 3.5% and 6% = hlgh s INSTAGRAM INFLUENCER .~ =~
engagement rate :

= Above 6% = very high engagement
‘rate ‘

- . Search for free tools to check for -
fake followers (also check thelr
comments) MR T S e

T ings have higher en

s ,. b e e


https://triberr.com/instagram-engagement-calculator
https://influencermarketinghub.com/instagram-fake-follower-bot-checker-free/

:4-~~~APPROACHING INFLUENCERS

ﬁ?’”“ -y K s = et A g i T
L ’-__Itéck dovxm their contact detalls often on their blog or DMthem:
,__“__A_,’L__"_____ o TR DRSS~ IS . I 1 e ‘ e : 2 ! '

= ”“““"L"*"“* TS e b G 7 ' oa CONTACT !

q p . ,
-——-———74 e CONTACT - FOR BRANDS
notlamb B2 - |

2,939 posts 20.2k followers 1,709 following

-..‘._.aw.._...

’h

- If you're interested in working with me my media kit should answer most questions you may have about "
sponsorship or partnership; do please check the details about how | work before contacting me:

https://www.notdressedaslamb.com/work-with-me

Catherine Summers GB
AKA Not Dressed As Lamb, 40+ style blogger

« UK Blog Awards Fashion Winner 2017 & 2018
« Anti “age appropriateness” #iwillwearwhatilike
* 100% ORGANIC
notdressedaslamb.com

N N )"
“

o Prmid 4oy
Ao |

For all PR or collaboration enquiries please email: notdressedaslamb[at]gmail.com

- \.\L‘c—mln.\ AlAe

LR e |
f"“""“f e ‘i CONTACT - FOR READERS

| welcome any questions or general contact and look forward to hearing from all my readers.

If you want to email me my personal address is: notdressedaslamb[at]gmail.com

Followed by doesmybumlook40, theststyle, paiskincare + 2 more
- '

. Or preferably DM me via Instagram - | can guarantee a faster response: @notlamb

Thanks - | look forward to hearing from you!



_ APPROACHING INFLUENCERS

= More informal and chatty than a journalist pitch
"= Don't send press releases "

= Explain Why you think your brand is relevant, Why you'd love to
7 work with them/for them to feature your brahd

= [fyou're sehdlng a product |hclude 3 hahdwrltteh note i

-
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WORKING WITH
INFLUENCERS
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— GIFTING

A bit late for Mother’
Day but still very muc
appreciated. Thank you

#fluffy

Qv . N
Q Liked by mercer7official and 1,143 others

susiejverrill Happy #ShopSmallSunday time again!
For those of you new to following, each week |
feature 5 small businesses (who've offered to gift)
and you can win their goodies! All you have to do is
write the number of the prize to catch your eye in the
comments section and as always, please do support
them as much as you can by giving them a follow too
@ SO; 1) a beautiful, unique origami mobile of your
choice made by parent team @love.lomie - | adore
the intricacy of their designs and it'd make the
perfect addition to a nursery 2) no more fridge
collages! @dinkyartist are offering up one of their
personalised items and all you have to do is hand
over one of your children’s creations. | LOVE this as a
gift idea. 3) Erna, Queen Of Style and all round good
egg runs @mercer7official - a womenswear site
geared around capsule items you'll wear for yonks.
She's offering up this marvellous polka dot kimono
(size small/medium but apparently more ‘one size fits
all’) 4) mum Penny runs @houseofhurrah - a funky
maternity and breastfeeding line; just look at that
sweater! Discreet, breathable & functional fashion 5)
lastly @loztozstudio would like someone to choose
one of their beautiful pieces of jewellery but good
luck with that because everything is delicately
delightful. Happy Sundaying!

10 JUNE 2018

i

Value exchange:
likely to get a
“mention and a’link
to your Instagram
‘ . handle
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SR o ;' - ' doesmybumlook40 @ « Following =+ X ‘

doesmybumlook40 €& Am always so | .

insanely flattered when people send - : - =
me sketches @ o @ | also
remember this afternoon... was spent 8 [ . X - L
with my husband at one of our
special meals at @sheekeys And it's

also reminded me that we're i Va I ue eXC h a'n g e:
probably way overdue one of these, ; ! :
likely to geta

as this was way back in February!

0 Also still feeling all the love for this '
dress from @muntheofficial which me nt|o n a N d a | | n k
was a gift from @feather_and_stitch

Not to mention these earrings which F to yo u r | n Sta g ram fu

were a total whim sales purchase -
from @jcrew at ' h an d Ie L
@johnlewisandpartners This has !
made my Monday, thank you so

much @stephanieanne0
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€ Liked by mercer7official and 1,033 others

3 DAYS AGO




CONTENT OPPORTUNITIES

m Is there an experlence you can offer that would make great
content? Interior design consultatlon cooking lesson, craftmg

masterclass’?

¢. lifedesignlondon « Following

lifedesignlondon My kinda pastels.
#interiordesign #interiors o
#interiordesigner #lifedesign ‘
Life.)  #designlife #creation #create
#concepts #conceptdesign

lovelydesignspaces How classic ‘ 1]

B 3 |
and amazing ¢y @ Interested in .
getting featured next in our
gallery? Write to us for more
info!

E - segeriusbruce Lovely feed J}
i

& Qi

3 Liked by thekmgsblonde and 30 others

qtuuL‘. ;w

‘ :
More bargaining

power — agree
number of posts /
Stories upfront
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_ SPONSORED POSTS

§

notlamb « Follow
Honiton

notlamb [sponsored] Happy
Christmas Eve lovelies! The ultimate
Christmas question is: What's your
favourite flavour of chocolate from a
tin of choccies?!! Something we
ALWAY do at Christmas is crack open

the choccy tin as soon as we think we

can get away with not being told off
by my mum (“you’ll spoil your
dinner”) @ This year we've bought
TWO tins of @Cadburyuk Roses
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i Influencer will advise
cost per sponsored
| post / paid
| partnhership. Cost
" depends on the size
of the influencer’s

- following.
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_ COLLABORATIONS

Mo ofp Dasghfons

RACHEL JACKSON
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More formal arrangement -
requires a more formal
agreement including specific
~_deliverables from the influencer

- - -—. - - @ o
|}
P —— - . ~ - ey
-

. .La..'.-eh.‘&-:-f&.-uhu—- IR . .'\1.‘4.3-.5»:-- & J‘ii)%‘:&\a. ETL, G Lo




~ ASARULES - 3

"If celebrities or ihfluencers are posting about a product on social media,
they must make it clear if they've been paid to promote it, or have been
gifted, loaned a product or thanked in some other way by a brand.”

{ _

: £BR  susiejverrill @ « Followin
doesmybumlook40 G- Followmg o Qﬁ Paid pJannership\.-.rlth alkimi.ugk
vieypoaygudra/ryre resuval/Lutner...
he hates all of them but loves any
documentary about food or
guitars/Ozark/Breaking Bad/Billions,
none of which I like. He doesn't even
like Line of Duty @ @) (& He has
said he'll watch Afterlife again as |
haven't seen it and the only thing we
can think of is to start The West Wing
again as we LOVED it (oh and The
Good Wife and the other one...)
HELP!! all ideas v gratefully received.
#ootd #wiwt Dress @trafficpeople
(AD/Gift marked as ad as current) -
Shoes @insidejigsaw (gift ss18) - Bag
@anyahindmarch @bicestervillage
(3yrs ago) - Sunglasses @chloe
@davidclulow @bicestervillage
(current)

susiejverrill @ #AD - my 3rd and final
post for @alkimi.uk, a brand I've
come to love. Little hands create big
messes and while | love
cleaning/making sure our home's a
fresh one, | didn't love thinking my
sons’ sensitive skin was coming in to
contact with chemicals and alcohols.
I'd tried finding something slightly
less abrasive for some time (the skin
on my hands were constantly flaring
up if I didn't use gloves and | was
worried this wasn't a great sign) but
iy nothing managed to be free from
nasties while suitably strong against
dirt. Genuinely, I love @alkimi.uk and
1 won't be moving away from them.
No parabens, no dyes, no alcohol, no
chlorine. These guys use sustainably
snuirced natural inaredients and «<till
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https://www.asa.org.uk/news/new-guidance-launched-for-social-influencers.html

~ AFEW POINTERS

m Turn on notlﬂcatlons SO you can monitor your target mﬂuencer S
posts o i

L. Alm to build long-term re1at|onsh|ps e e

9 R ) Bu1|d your social following so you can include in the value |
;exchange ! - e ol -
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THE
CREATIVE
DUCK

Capturing the Attention of Media & Ir’\fluencevrs |
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