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*DIY’ PUBLIC RELATIONS

Our special report in the last issue showed how you can manage the media circus when
the press get to hear you are treating a famous patient. But what if you do want to get
something in the press? Tingy Simoes shares some useful tips on home-made PR

ACCORDING TO playwright and
poet Oscar Wilde, the only thing
worse than being talked about, is
not being talked about,

In these belt-tightening times
the instinct might be to quleten
down with regards to publicity -
but now is actually the time for
consultants with businesses to
really make themselves heard,

Increased competition means
that customers (rather than
‘patients’ in the elective proce-
dures arena) have more choice
and will naturally choose the sup-
plier whose offering they perceive
promises the most satisfaction
and the most value, The era of ‘let
the prospects come 1o me’ is over

Public relations in general may
still have an image of spin-doctor-
ing or possibly even sleaze - but
the majority of private healthcare
providers have come to respect
how, in this media-led society, s
power can help influence public
opinion.

However, not evervone under-
stands how PR actually works and,
sadly, many unscrupulous agen-
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Define your style

Before launching a campaign, it is
essential that we define what
makes our particular private prac-
tice or clinic unique. Differ-
entiation is key.

Are vou family-oriented?
fraditional or cutting-edge?
Young or established? Multi-
disciplined or specialised? To
define the wording that describes
vou early on will allow communi-
cation with the press to be more
efficient and will also influence
vour choice of outlets.

Materials you should have
handy include team biographies,
photos of spokespeople and facili-
ties, factsheets about treatments
and any new equipment or tech-
nalogy,

Then you really need to think
about what the press would con-
sider to be ‘newsworthy'. What,
these davs, is worth writing about
in a newspaper or CONSumer mag-
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azine? There are some main areas
which will almost always secure
coverage:

B Surveys or statistics ("three out
of four people suffer from...",
'90% of people think..").
Sometimes all you need to do s
poll vour own patients, or study
clinic data for interesting trends;
B New technology: any new treat-
ments or techniques;

B The most difficult to secure, but
by far the most successful, I3
always the human interest story
—a case study,

In addition, local and regional
press are likely to cover ‘grass-
roots’ participation in the local
community, such as giving a talk
at a local school, for example, or
charity fundraising for Breast
Cancer Awareness, Smile Month,
or Red Mose day.

Let us sav vou have got a new
medical treatment or a fascinating
case study and you are ready to
shout from the rooftops. How do
you then contact the media and
whom should you speak with?

First, you need to decide what
audience you should be targeting.
When presented with this ques-
tion, many of the clinics | have
worked with immediately rattle
off names of glossy magazines
that they have seen on news-
stands, with very little under-
standing of who actually reads
them.

Dead giveaway

A dead giveaway is the age of the
model on the cover: thus, Red
magazine is geared towards women
in thelr 30s, Woman & Home in
their 40s, Prinn in their 50s.
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Last issue showed hacks' tricks to find celeb patients

To pitch a story to a journalist
vou need to ensure that all the rel-
evant material has been properly
packaged — a one-pager (press
retease) outlining the news, a
paragraph about the clinic (boiler-
plate), and any relevant photos.

You also need ta choose which
jouirnalist is Ideal for the opportu-
nity:

M Would it be the sclence desk, or
the health editor?

B Does it have a medical or rather
a heauty slant?

B |5 it the kind of story that is
Ideal for a Sunday newspaper, or
perhaps a consumer website or
forum?

Often it takes more than one -
indeed, sometimes several ~ tries
before you gel the right person.

Once you become adept, it is
possible vou can reach that Holy
Grail of 'R: to become the outlets’
main ‘resident expert’ with regu-
lar slots,

This is when name recognition
really comes into its own, and the
public decides that they have
gotten to know you, so they can
Lrust you.

Finally, how do you monitor
your success? Agencies sometimes
come up with complicated terms
such as AVE or ‘adventising equiv-
alency’. But, in the end, it is quite
simple and Mr Wilde would cor-
tainly know the answer...

...you are either being talked
about, or you are not, M

Tingy Sirmices is managing director of
Wavelength Comranmnications, wiiich
reprresents Hie British Association of
Aesthetic Plastic Surgeons, and is
founder of healthcare PR agency
Cacigue Prblic Relations
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