Public Relations and
Corporate Advertising




Public Relations

* Marketing and management
communications function that deals with a
firm’s public issues

* Publicity: News coverage of events related
to a firm’s products or activities but are not
controlled by the firm

e Objectives
— Promote goodwill
— Promote a product or service
— Prepare internal communications
— Counteract negative publicity
— Lobby
— Give advice and counsel Ch 20: Public Relations 2




Microsoft turned to “warm
and fuzzy” corporate
advertising to combat the
negative publicity of the
Department of Justice case
against the firm
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Objectives of Public
Relations

— Promote goodwill
— Promote a product or service

— Prepare internal
communications

— Counteract negative publicity
— Lobby s
— Give advice and counsel P e

Ch 20: Public Relations 4



Jools of Public Relations

* Press releases

« Feature stories

« Company newsletters
* Interviews and press conferences
e Sponsored events
* Publicity
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ublic Relations and New
Media

Istribute newsletters
2. Combat rumors
3. Present testimonials

4. Cut through media clutter
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Public Relations Strategies

* Proactive PR strategy
— Guided by marketing objectives
— Publicize a company and its brands

— Take an offensive rather than defensive
posture

* Reactive PR strategy
— Dictated by external influences
— Focuses on problems, not opportunities
— Requires defensive measures
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Proactive Strategies

 Public relations audit

« Public relations plan
— Current situation analysis
— Program objectives
— Program rationale
— Communications vehicles
— Message content
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Reactive Strategies

Public relations audit
|dentification of vulnerabilities
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Corporate Advertising

* Designed to establish a favorable
attitude toward a company as a whole

* Objectives:
— Build the image of the firm

— Boost employee morale or attract new
employees

— Communicate an organization’s views
— Position the firm’s products
— Play a role in integrated brand promotion
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Corporate advertising

features the firm rather
than one of the firm’s
brands.
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Types of Corporate
Advertising

« Corporate image advertising: Create a favorable
predisposition toward the firm—not designed to affect sales.

« Advocacy advertising: Establish the firm'’s position
on important social, political or environmental
ISSuUes.

« Cause-related advertising: Features a firm’s

affiliation with an important social cause. N
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Drinking and driving is an
Important social issue featured
In corporate cause-related
advertising
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