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What to PR Agencies offer?
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The key components that PR agency have to offer are Define, Design and Deliver
=  Help you define the key business and communication objectives
= Designing the approach / formats that can help achieve the desired goals

= Deliver, as its often said Idea’s are commodities, execution of them is the key

It's crucial to understand that PR agencies act as an extension of your team. Entrusting
them with your communication responsibilities is advantageous for your organization. The
more you involve them in discussions, the more fruitful the relationship will become over
time

Engagement with both the PR agency and the media is essential. By having a trusted
partner, you can focus more on your core activities and achieve the impact you aim for. o
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What Should you look for?
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Recognize that the media landscape remains consistent across different agencies.

What truly matters:

Level of understanding and expertise that the agency brings to the table, or at the very least,
their willingness to learn and adapt

Composition and involvement of the team, including the availability of experienced resources

Strength of the relationships that the agency can leverage, particularly during critical
moments

Cost-benefit ratio: evaluating whether the agency can deliver the desired results effectively

and efficiently.
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Limited Budgets, Unlimited Campaigns
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Success in a partnership with an agency is not solely about their adaptability, but rather about
clearly defining the desired outcomes from the outset. Establishing these expectations upfront
sets the stage for a win-win situation.

Clients, including NGOs, often struggle to differentiate between what is desirable and what is
essential. This mismatch in expectations can lead to challenges in the partnership.

The cost of PR services depends on various factors such as the number of markets targeted, the
resources required, and the type of services needed. It's worth noting that this cost can also
vary based on the size and reputation of the PR agency.

Project-based costs tend to be higher than retainer fees
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Communication Challenges

Some challenges appear more prominent than others:

* Availability of spokespersons/ resources required by the media.

* Meeting quick turnaround times.

« Attempting to force-fit content due to a lack of understanding of what resonates with media.

 Emphasizing project-driven communication over maintaining a consistent narrative.

« Lack of establishing a repository of authored articles, stories, human-interest pieces, and rich
content.

 Limited understanding of the media landscape, leading to untapped potential by reaching a
broader range of media outlets.

The selection of media always depends on the desired outcome. It's essential to remember that there
is no one-size-fits-all approach. What may work effectively for mass media communication may not

yield the same impact on niche or financial media relevant to the sponsors.
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A Successful Engagement

The maturity of an organization does not directly dictate its media outreach or subsequent

outcomes. Instead, the representation and knowledge on the subject matter play significant
roles.

The depth and richness of information in content determine its relevance to readers of any
publication.

Being contextual and offering perspectives on issues can help cut through the clutter.

Ultimately, what matters to the media is the value that content brings to their readers.
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Thank You




