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Today’s Agenda 

What is public relations? 

How does PR work? 

What is the value of PR? 

How do corporations/brands manage reputations in consumer 

healthcare? 

How is the digital revolution changing PR? 
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What is public relations? 
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What is Public Relations? 

•  The management of communication between an organization and its 
publics.  

•  Shifted from one-way, controlled communication to two-way, receiver-based 
dialogue 

          Sender            Receiver 

          Sender          Receiver 

ONE-WAY 

TWO-WAY 



Facets of Public Relations 

PUBLIC RELATIONS 

Issues Management 

Investor Relations 

Measurement 

Media Relations Research/Analysis 

Social & Digital Media 

Community Relations 

Special Events 

Corporate Social 
Responsibility 



How does PR work? 
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How Public Relations Works 

•  Reinforces the company’s reputation as an 
organization that responds to customer needs 

•  Supports the company’s position as an 
industry leader and technology innovator 

•  Supports the company’s brands and maintain 
visibility in the marketplace  

•  Supports new and existing products/services 



PR is a 360 Approach 

•  PR is at the intersection of all marketing communications tools to deliver a 
consistent message 

Integrated 
Campaign 

Promotion 
Trial 

PR 

Advertising 

Direct 
Marketing 
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Helpful Definitions of Marketing Communications 
•  Marketing – management of product, price, place and promotion in 

order to generate revenues and profits for an organization 

•  Advertising – the strategic purchase of space in order to place 
messages intended to persuade or sell 

•  Public Relations – a planned effort by an organization to influence 
behavior of groups of people through acts and communications 
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Public Relations is used 
throughout your marketing 
program 
•  Should start with specific organizational goals 

•  Then identify audiences that need to take action 

•  Figure out why they’re not acting today 

•  Develop messages directed at customer needs 

•  THEN and only THEN determine the methods for getting those 
messages into the marketplace… in a way that leads customers 
through the buying continuum 



PR is NOT Advertising 



Communicating for Action  
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Rules for Public Relations Success 

• Speak in terms of your customers’ interests 
-  It’s about them, not you! Adopt a customer-centric attitude 

and language 
• Do your homework  

- Understand the mind-set of the audience 
• Make it easy to tell your story 

- Be concise, consistent and noncommercial 
• Ongoing evaluation and recalibration 
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What is Media Relations? 

• Using the news media as a channel to tell a 
company’s story to its target publics 

• Many different types of media 
- Business 
- Trade 
- Newspapers 
- Broadcast 
-  Internet 

• Only effective if it reaches target audiences 
• Requires an understanding of journalism and 

the journalistic process 



The Value of Media Relations 

•  Tell your story in a variety of ways 

•  Understand how the world views your 
organization 

•  Distinguish your organization from 
competitors 

•  Establish expertise 

•  Generate awareness 
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What Media Relations Can Do 

• Tell your story through a credible source 
• Distinguish you from your competitors 
• Raise awareness of an industry issue; 

present your position on an issue 
• Provide the ability to tell your stories in a 

variety of ways 
• Help establish your expertise 
• Generate sales leads 
• Reinforce/validate the sale 



• Replace advertising or other tactics 
• Tell your story EXACTLY the way you want 
• Compensate for a product that doesn’t meet 

customer needs 
• Eliminate the competition 
• Clarify an unclear message 

What Media Relations Can’t Do 



Media Control v. Media Credibility 

High 

Low 
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PR Tools & Techniques 

•  Proactive editorial outreach/editorial calendars/matte releases  

•  One-on-one interviews/briefings 

•  News releases 

•  Product launch (press conferences/industry events/Web seminars/media tours) 

•  Celebrity and medical spokespeople 

•  Professional engagement … Council 

•  Third-party partnerships 

•  Online PR/Social media 

•  Cause marketing 

•  Surveys/data 

•  Bylined technical or opinion articles 

Must make it easy for reporters to tell the story. 



News Releases 

•  Announce NEWS (as defined by the media) 
• Contain factual information that triggers editor 

action 
• Not sales communication; they’re written for the 

media 
• Can announce more than product news 
• Must answer the “5W’s and H” 
• Distribution – wire services, direct to editors 
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Trade Show Editor Briefings 

•  Trade media attend to find stories and resources 
•  Pre-show publicity 
•  Editor appointments 
•  Announcements 
•  Press kits 
•  Press conferences 
•  Presentations 
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Media Tours/News Conferences 

• One-on-one meetings or individualized briefings 
• Group gathers with multiple editors/reporters  
• Their place or ours? 
• Serve a specific purpose for major news or 

industry-leading product launches 
- Content must have a unique or ground-breaking 

element 



MORE THAN 99 MILLION IMPRESSIONS 

Celebrities and Cause Marketing/Events 



MORE THAN 100 MILLION IMPRESSIONS 

BE A FAKER 
When Brooke Shields discovered a precancerous spot on 
her face recently, it was a wake-up call for the former sun 
worshiper. Even though she stopped actively tanning a 
decade ago, the health scare made her realize "how 
dangerous [the sun] really can be." Now the actress – 
who's the spokeswoman for 
Coppertone's new NutraShield beauty line – happily 
fakes her radiant look. "The invention of spray tans and 
self-tanning gave me the opportunity to still get a glow 
without damaging my skin." – Alexis Chiu 

Celebrity Spokespeople and Events 



The Value of PR 
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The Importance of Reputation  

•  Customers tend to buy innovative products and services from 
companies they trust 

•  Top talent seeks out and stays with companies that have long-term 
vision and strong reputation 

•  Investors looking beyond the balance sheet at “intangible assets,” 
such as brand and reputation 

•  When partnering, companies tend to seek out the strongest voice 
in the marketplace  

•  When something goes wrong, companies with strong reputations 
get the benefit of the doubt 
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Reputation 

Constant 
Communication 

Internal & External 
Communications 

Sound 
Financials 

Quality of 
Products & 

Services 

Innovation 

Quality of 
Management 

Reputation Management Factors 



Your brand 

Customers 

Shareholders 

Employees 

Suppliers and 
Partners 

Channel Partners 

Media 

Industry  
Associations 

Standards Bodies 
Industry 
Analysts 

Your Reputation is Established through Audiences You 
Touch… 



How do corporations/brands 
manage their reputation in 
consumer healthcare? 
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Building Merck Consumer Care’s Reputation … 
Prevention & Wellness 
“You really need to look at every possible touchpoint the company has 

and tell a consistent story about who you are and what you stand for.” 

   —Adele Ambrose, CCO of Merck for PR Week, March 
2011 



Wellness Cause Marketing … MiraLAX Educates Baby 
Boomers 

•  Conducted survey to uncover 
insights on baby boomer health 
priorities 
•  Discovered digestive health 
knowledge gap among boomers 
•  Enlisted registered dietitian Maye 
Musk to deliver key messages 
•  Launched 
MyBoomerWellness.com, an 
educational resource on digestive 
health and wellness  
•  Hosted satellite media tour and 
media day to disseminate 
information on managing digestive 
health  



Reputation Builds Brands 

•  A company’s brand is the “promise of experience.” 

•  Expectation of the experience comes in part through reputation 



Reputation Dynamics in a Complex Healthcare Industry  

•  Economic 

-  Competition from generics 
-  Industry structure (M&A activity)  
-  Drug pricing 

•  Political  

-  Obamacare  

•  Legal/Regulatory 

-  Restrictions on direct to consumer 
advertising 

-  FDA and social media  

•  Advertising/Consumer Demand 

•  Social Media 



How is the digital revolution changing 
PR? 
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PR in the Digital Age 

•  Explosion of Internet has 
drastically changed the way 
information is received and 
produced 

•  “Democratization” of the 
creation, distribution and 
consumption of media content 

•  Reaching target audience(s) 
through multiple outlets 

•  Accelerates communication 



Aforward slide 
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AstraZeneca Tweets 

•  #rxsave – first 
pharma-sponsored 
Twitter chat in 
February 

•  Activists attempted 
to hijack 
conversation 

-  Seroquel side 
effects 

-  Off-label promotion  



Coppertone Creates a Community 



Questions? 
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