The power of
marketing PR

Which is more effective — PR or
advertising? Here are few examples that
show how PR is more effective

s e g iy Pt 1 10 [ Wepy e ey

o
hu—-r-'-n-rr--h rebye prip gy ey Wy o B b e By e g e = e e M
P B O B ere—— e -—FH--—“-I-“-'—'—---‘--T—I—-—!!. [ e |

T
e w e e By o

Video cnnfamnmng cumas tu Elhr i'ﬂa'ﬂ

e e Wiy Wirwiler Uy Sl

e

= ; 4
- " isnralioel S el
| ' - ' ol il il i ——:
| R - AT b p e ' —mraer - - P o
Jm o mmw m dmnre = b ) gy L b = ol W ey
| ' T b Tl rpp—-
e = - e - =
[ m— ae - 1ow e = b (e
1= - : oot M et = -
sl i s p—p. " ol - -
i = = n  BPEE el g el o
L= = - d Rl b
| i« - - " - ot v e -
v - - nt A"
L —— e — e - ol Ao N

manufacturers and marketers realise that innovative
marketing strategies must be evolved to establish
brands and that a well thought out and executed publie
relations plan to publicise the brands goes a long way in

I N A COMPETITIVE and price-sensitive marketplace

* reaching and winning customers.
Marketing public relations covers planning, executing
and evaluating programmes that help to encourage
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product buying and customer satisfaction through
credible communication of information, Typical activities
that lend themselves to PR include product launches,
promotions, product repositioning and social marketing
initiatives.

Let me demonstrate the power of 'marketing PR
through a few examples.

VIDEOQ CONFERENCING AT IWAYS

Sify Ltd., a leading network and e-commerce services
company in India was introducing a unique service by
offering video conferencing facility branded “iMeet” at its
iways (cyber cafes) across India for just Rs 5 per minute,
This meant a person in Mumbai or any other city could
talk with and simultaneously see his mother, brother,
wife, boss or anvone else in Delhi or any other city Tor just
Rs5 per minute, Video conferencing was being launched
as a convenience for businesses for recriitment,
marketing feedback and other activities. It eould keep
individuals in touch with their loved ones.

The PR plan to launch Sify “iMeet” had two
components: ;
a. Simultaneous media conferences in Delhi and Chennai
with a video conference between Arun Shourie, union
minister for information technology, communications and
disinvestment and George Zacharias, COO Sify in Delhi,
with Vivek Hariharan, IT secretary of Tamil Nadu and
R. Ramaraj managing director & CEOQ of Sify in Chennai.
The wvideoconference gave journalists in Delhi and
Chennai simultaneously a first-hand experience of Sify's
“iMeet” service.

b. A media release and photograph were disseminated to
journalists in all cities where the “iMeet” service is
offered.

Both the media conferences and the media release
resulted in extensive exposure for “iMeet”.

FI5H FOR GOLD

Aunique contest was planned for Tribhovandas Bhimji
Zaveri, Zaverl Bazar, Mumbai to boost sales during the
lean season. A large attractive fish tank, with exotic
species of fishes, was placed in a jewellery showroom. Alsoe
placed in the tank was a glass jar full of gold coins.
Consumers who bought jewellery for as little as Rs 5,000
could participate in a month-long contest and guess the
number of coing in the jar, The person who suessed the
number correctly would get diamond jewellery worth Rs 2
lakh. The runner-up would get gold jewellery worth Rs 1
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The Aspirin Foundation Information Service
(AFIS) was created for collecting and
distributing credible scientific information
to both the medical and health community
and the media.

lakh. Besides, there were more than 100 consolation
prizes.

The PR challenge was to publicise the contest and
drive consumers to the TBZ showroom during the period
of the contest, Here 1= what we did,

During the first leg of the exercise we invited model
Aditi Govitrikar, who at the time had just been crowned
Mrs World and who fitted the profile of TBZ's jewellery
customer perfectly, to launch the contest at the show
room. Key journalists from consumer media (print and
television) were invited to the launch. Govitrikar
launched the cortest by unveiling the curtain on the fish
tank, providing an interesting photo opportunity.
Immediately after the launch a media release with her
photograph was disseminated to media in Mumbai.
Within a week there was extensive coverage with
photographs in both English and language media. Even a
business paper like The Economic Times carried the
photograph prominently on its back page. The contest got
an overwhelming vesponse during the month and the
winners were selected,

During. the second leg of the exercise, a prize
distribution event was organised at the Cricket Club of
India (CCI) at which Tribhovandas Bhimji Zaveri, Zaveri
Bazar's kev customers, participants of the contest,
winners and media were invited. Photographs of the
winners along with media release was sent to various
publications and some of them gave good coverage.

ASPIRIM - THE NEW WONDER DRUG

According to Thomas L. Harris' book Value Added
Public Relations-~~ The Secret Weapon Of Integrated
Marketing, published in 1981, several manufacturers of
aspirin in the US came together to form a- trade
association following health concerns that aspirin was
unsafe and the success of competitive produets. This
producers wanted to reverse the negative image in the
public mind about aspivin. This led to the formation of the
Aspirin Foundation of America (AFA).
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The PR challenge was to publicise the
contest and drive consumers to the TBZ
showroom during the period of the contest

The AFA decided to build credibility by developing
contacts in the medical, scientific and healtheare
communities and establishing a strong and multi-faceted
image of aspirin’s benefits and safety profile.

The PR agency, working on the campaign, decided to
turn the situation around by repositioning aspirin as the
“new wonder drug”, while highlighting its long history of
safety. The agency also wanted to prove that new doesn't
necessarily mean better.

The Aspirin Foundation Information Service (AFIS)
was created for collecting and distributing credible
scientific information to both the medical and health
community and the media. The Aspirin Foundation
Scientific Advisory Board (AFSAB), comprising health
professionals representing different areas of aspirin
research, was formed to lend credibility to the message
and to act as spokespersons.

The communications campaign was built around the
information service, a consumer hotline, seminars and
symposia and aggressive media relations.

Seminars and symposia were held in conjunction with
several credible scientific and public health groups
focusing on traditional and new uses of aspirin, such as
its potential help in preventing heart attacks and strokes
and in helping to bolster the immune syvstem. Media
tours were conducted in top markets featuring members
of the AFSAB and other independent scientists speaking
on aspirin’s many benefits.

As a result of the media outreach programme, positive
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