
   MCO 3203 : Public Relations and Media Practice 

Page 52 of 72 

 

Study Unit 6: Publicity 

Introduction 

This section explicates what publicity is, types of publicity, disadvantages and 

advantages of publicity. The study demonstrates that publicity implies communication 

about a product or organization by the placing of news about it in the media without 

paying for time and space directly 

Learning Outcomes of Study Unit 6  

Upon completion of this study unit, you should be able to  

6.1 Explain what publicity is, types of publicity 

6.2 Advantages and disadvantages of publicity

6.3. Organising a press conference and briefs
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6.1 What is Publicity 

A major element of public relations is publicity. It implies communication about a 

product or organization by the placing of news about it in the media without paying for 

time and space directly. Publicity in its simplest form is the means of conveying 

information to the general public through the media. It is the movement of information to 

the general public from the media (Mersham, Theunissen, & Peart, 2009). The 

information being publicized could be news, awareness about a product and service, etc. 

It is the process of creating awareness of new products and services. One important factor 

to consider in publicity is your target audience (Aula, 2010). Depending on the type of 

product or service being publicized, certain categories of people may be the target 

audience. For example, if the product is for babies, nursing mothers, and pregnant women 

will likely be the target audience. According to Ehrenberg, Barnard, Kennedy, and Bloom 

(2002), the means of getting publicity are through print media (newspapers, journals, 

magazines, etc.), television; radio; email; websites; and social media like Facebook, 

Twitter, and blogs. Other means of publicity are public speech, seminars, and workshops. 

Other means of publicity are staging events, building associations, and doing other things 

depending upon the type of business the company is in, that the public would be 

genuinely interested in knowing about. The means of publicity to adopt usually depends 

on the kind of information to be publicized, financial resources and target audience (Toth, 

2009). Thus a public relations practitioner should understand his audience, identify the 

proper media that suits them and then make appropriate use of that media. The better 

media chose the better result obtained. Therefore, publicity has only one purpose to get 

certain information across to as many people as possible within the shortest time frame 

(Aula, 2010). Ahluwalia, Burn rant, and Unnava (2000) remarked that for a company to 

record any sale on their products or services, their prospective customers have to be 

aware of those products and services, and they also have to know the attached benefits. It 

should be noted that publicity is communication and communication is a two-way 
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transaction. Publicity is not complete without getting feedback from the recipients of the 

required information. So, another part of publicity is providing means or platform for 

sending feedback or any other form of response from those who got the message being 

disseminated. 

Publicity stories have to be interesting, timely and relevant (Monga & John, 2008). 

Boring stories that have no merit will take you nowhere and could have a detrimental fact 

on your business by causing people to lose interest and stop listening. Effective publicity 

goes beyond news releases, and while news releases can help with search engine 

marketing, you'll need a bigger and more strategic public relations program to get you the 

results that you desire. In conclusion, publicity is an inevitable part of public relations. 

No matter how good your product or company is, without effective publicity, you will 

 

6.1.1 Types of publicity 

According to Aula, (2010), there are two major types of publicity in this digital age, 

which is offline publicity and online publicity. Offline publicity is done without the 

internet. Offline publicity includes print media (magazines, journals, newsletters, daily 

newspapers, postcards, bills, fliers, banners); television; radio; and giant billboards, 

public speech, seminars, workshops, staging events, and building associations. On the 

other hand, online publicity is the one done through an internet-based platform. Some 

online publicity techniques are email marketing, web page pop-ups, blogs, websites, 

Facebook publicity, Twitter publicity and referral links/ad banners.  

 

7.2 Advantages and disadvantages of publicity 

Advantages 

 Publicity helps businesses build credibility and brand awareness  
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 Publicity is the low-cost or no-cost option. In other words, it's a cost-effective 

strategy, but only if you create newsworthy stories  

 Publicity positions your business and the principals of that businesses as experts 

in your industry.  

 Publicity helps your business to stand out and be noticed.  

 Publicity can help in the development of partnerships and strategic alliances.  

 Publicity builds your credibility and propels you into a competitive position. 

Disadvantages 

 Timing: Timing of the publicity is not always completely under the control of the 

marketer. Unless the press thinks the information has very high news value, the 

timing of the press release is entirely up to the media if it gets released at all. 

Thus, the information may be released earlier than desired or too late to make an 

impact.  

 Accuracy: A major way to get publicity is the press release. Unfortunately, the 

information sometimes gets lost in translation that is, it is not always reported 

the way the provider wishes it to be. As a result, inaccurate information, 

omissions, or other errors may result. Sometimes when you see a publicity piece 

that was written on the basis of a press release, you wonder if the two are even on 

the same topic. Thus in publicity, there is a loss of control of content, which is 

there is no way of ensuring that the viewpoint of the company is reflected in the 

published article.  

 Lack of control over how your releases will be used, and frustration over the low 

percentage of releases that are taken up by the media.Identifying reality and a 
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7.3 How to organize a press conference 

7.3.1 What is a press conference 

You and your group members have probably seen them on television  before or after a 

speaker surrounded by a crowd of reporters asking questions. So, you may know what 

press conferences look like, in general. 

But what exactly is a press conference? A press conference is a tool designed to generate 

news  in particular, hard news that can advance the cause of your organization. Hard 

news is defined as a story in the print or electronic media which is timely, significant, 

prominent, and relevant. 

Imagine a flock of media reporters coming to an event that you have organized. This can 

be exciting stuff, and an important opportunity for your organization. If you've never 

done it before, holding a press conference can be intimidating, even frightening. But the 

material in this section will guide you through the process, and you'll see that it's not all 

that hard. 

7.3.2.Why you should hold a press conference

Press releases, interviews, and informal media contacts are excellent ways of getting your 

message across. They are the bread and butter of your media relations, and often of your 

entire outreach effort. A press conference is an additional media technique, for special 

occasions, when you really want to make an impression. More specifically, why hold a 

press conference? Because: 

 You can give more information than in a press release. 

 A press conference is interactive; you can answer questions from the press, and 

emphasize points you might not otherwise have a chance to make. 
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 You can announce an important development, and explain its significant local and 

wider implications. 

 You can set the record straight if your group received negative publicity. 

 You can often generate the kind of notice or publicity  a spot on the 6:00 TV 

news, for instance   

 When many media representatives are present, it makes your conference seem 

really newsworthy -- the media presence itself adds to the importance. 

 A successful media conference can not only generate news, but can also boost the 

morale of your own group -- that is, your group can take pride in knowing that the 

press will really turn out to hear what you have to say. 

7.3.3 When you  should hold a press conference

You and your organization could hold a press conference whenever there is an event your 

organization wants to inform the community about. However, in some cases, you will 

want to hold a press conference for fast breaking news. For example, if an education 

funding bill were introduced in the state legislature, you might want to convene a press 

conference that same morning to react to the bill's implications. This will leave little time 

for elaborate preparations--you should just phone the press at a few hours notice. 

Remember, you don't want to hold a press conference too often. It is a special event, and 

should be treated as such. But here are some cases when a press conference might be a 

good idea: 

 When the event includes a prominent individual to whom the media should have 

access. 

 When you have significant announcements to make, such as a campaign start-up 

or a lobbying victory. 
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 When there is an emergency or crisis centered around your group or the issues it 

deals with. 

 When a number of groups are participating in an action, and the show of support 

will emphasize that this action is news. 

 When you want to react to a related event; for example, when a national report 

relevant to your issue is released. 

7.3.4 How do you hold a press conference 

HOW DO YOU HOLD A PRESS CONFERENCE? 

BEFORE THE PRESS CONFERENCE:

  If you 

do have lead time, however, you and your group will want to start planning at least a 

week or two before the press conference is to take place. The following steps should help 

you plan for your press conference: 

DEFINE THE MESSAGE. 

Define the key message(s) that you and your group are trying to get out to the 

community. Your goal may be to introduce or shed more light on your issue, to announce 

a new program or event, to react to a news story or to a criticism of or attack on your 

effort, or to draw attention to an honor or award your effort has earned.  Whatever the 

message, it should be summarized in clear 3-5 key points to the press.  If a date, a time, 

an address or phone number, or other specific information is part of the message  if the 

purpose of the press conference is to announce an upcoming event, for example  make 

sure to give it more than once, and to have it displayed prominently in your press kit (see 

#7 below.)  Double- or triple-check any such information to make sure you have it right, 

both in speech and in print. 
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SCHEDULE THE DATE AND TIME. 

You and your group will need to determine a date and time for the press conference, and 

make sure it doesn't conflict with other press events or media deadlines. One way to find 

this out is to check with the local media and the wire services, who will know if your 

press conference conflicts with another. Here are some other tips for scheduling your 

press conference: 

 Tuesdays, Wednesdays and Thursdays are the best days for press conferences, as 
they are considered slower news days. Try to have your press conference on one 
of these days if at all possible. 

 The best time to schedule your press conference is between 10:00 a.m. and 11:00 
a.m, to ensure maximum coverage by the media. If you schedule it later, you risk 
missing the afternoon paper or evening news.

 Remember, you are competing with all the other news of the day; so don't be too 
worried if everyone doesn't show up.

PICK THE SITE. 

Make sure you pick a location for the press conference that has adequate parking and is 

not too far away for reporters to travel. Also, pick a site that provides visual interest and 

relationship to each topic--such as the state capitol building, city courthouse, or a local 

considerations include picking a location relatively free from high levels of background 

noise (e.g., traffic, telephones, aircraft), and one which has adequate electrical outlets and 

extension cords for lighting, etc. 

SELECT AND TRAIN YOUR PARTICIPANTS. 

At this stage of your planning process, you probably won't want to have just anyone from 

your group participate in the press conference. You will want your participants to be 

knowledgeable and articulate about the issue. They should be able to handle press 

questioning and scrutiny as well. People with high credibility, such as local politicians, 

the director of a local health promotion organization, or a physician may make effective 
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spokespeople. Firsthand testimony from people from the community affected by the issue 

can be extremely powerful and convincing. 

Here are a few tips for participants: 

 Be clear and concise  avoid using jargon, rhetoric, or inflammatory language, 
and stifle "ums" and "ahs." You want to draw attention to the issue, not distract 
the audience with your words. 

 Assume the audience is intelligent avoid sounding patronizing. 

 Don't fiddle with or clutch anything -- it's distracting and makes you appear 
nervous. 

 Appearance counts  participants should be dressed neatly and appropriately for 
the occasion. 

 Always te

 

In addition to the press conference participants, you will need to find a moderator who is 

experienced with the press and the issue. He or she will be in charge of convening the 

press conference by introducing the issue and participants. The moderator also answers 

questions or directs them to the appropriate participants. 

If you and your group are new at this, you may want to attend at least one other press 

conference to get a feeling for what they are like. Even if you are very experienced in this 

area, it may be a good idea to conduct a dress rehearsal. Speakers should have scripts to 

memorize the 3-5 key points, and to make sure to speak no longer than 3-5 minutes each. 

A dress rehearsal is very helpful in training new participants, and a good time to try to 

anticipate tough or hostile questions. Have someone from your group play devil's 

advocate and see how participants respond. 

For example, a suitable response to a tough or misguided question might be, "That's a 

good question, but it is not within the scope of this press conference. Our focus today is 

o  If the question is legitimate but you don't know the answer to it, it's okay to call on 
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someone else from your group who might know, or check out the answer and get back to 

that reporter later. 

CONTACT THE MEDIA. 

The first step in contacting the media is to create a comprehensive mailing list of 

assignment editors at television stations, news directors at radio stations, and at major 

newspapers, and editors at weekly newspapers. You may even want to include the wire 

services (AP, UPI). Others you'll want to be sure to include on your list are reporters you 

have worked with before, contacts in the media you may have, and reporters who may 

have covered the issue in recent months. 

If your organization has had occasion to work with the media before, you should have 

personal contacts with a number of media people. 

this is a good time to start.  

doing their jobs.  If you can make human contact with those folks, and especially if you 

You will also want to have a press advisory prepared and mailed about one week ahead 

of time to inform the media about the press conference. A press advisory is similar to a 

press release, with the difference being that press advisories can be used for background 

information to your media contacts. The format is basically the same as that of a press 

release. For an example of a press advisory, see the Tools section. 

FOLLOW UP WITH THE MEDIA. 

After you and your group have mailed the press advisories to the media, you will want to 

follow up your press advisory with phone contact to the major media outlets. Give your 

press advisory three days to arrive, then begin your telephone follow-ups with the people 

you sent your press advisory to (if they say they never got one, offer to bring or email one 

to them). Also, follow up a second time the morning of the press conference. 
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DEVELOP A PRESS KIT. 

A press kit is a folder of information to give reporters background information about your 

issue or program. Press kits are very useful, if your group can afford it. If a press kit is 

beyond your budget, a press advisory will do. Your press kit should contain the 

following: 

 A list of press conference participants. 

 A press release, which should state your group's position on the issue, highlights 
of the press conference, and a few quotes from participants (for more, see 
Preparing Press Releases). 

 Background information about the issue (i.e., statistics, historical background, 
case histories, or reprints of news stories). 

 A few black & white glossy photographs (action photos are most interesting). 

 Short (less than a page) biographies of participants. 

 Related news stories from prestigious national publications (e.g., New York 
Times, Wall Street Journal, etc.). 

Putting the kit together: The press release goes in the right side of the folder, and the 

other information goes in the left side of the folder.

PREPARE THE ROOM. 

There are a number of things you can do to prepare the room you're holding the press 

conference in. Here are some tips: 

 Check the location of electrical outlets for microphones and lights. 

 Set up the room with a table long enough to seat all your spokespeople, with name 
cards. 

 Provide enough seating in the room for reporters, and enough room for their 
supporting equipment (e.g., cameras, microphone). 

 Display visuals as a backdrop to your speaker's table: charts, posters, etc. 

 Have a sign-in pad for attendance. 
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 Provide a podium for the moderator, perhaps with your organization's logo on it. 

 Have coffee, tea,water, and any other refreshments set up. 

At the Press Conference: 

When the big day finally arrives, there are a number of things you and your group can do 

to help your press conference run as smoothly as possible. We will go through these, step 

by step: 

 Welcome members of the press as they arrive.

 Have members of the press sign in, with their affiliation, and give each of them a 
press kit. 

 Seat the press conference participants behind the table facing the seated reporters. 

 Check the sign in pad to see which media outlets are represented. You may also 
want to make personal contact with major media representatives before or after 
the press conference. 

 Start approximately on time -- no later than 5 minutes after the scheduled time. 

 Record the event, for your own records, and for possible media use. 

 Have the moderator welcome the press, and introduce the issue and participants. 

 Each participant should present for no more than 3-5 minutes, making his/her 3-5 
key points. 

 After all the presentations, the moderator should entertain any questions from the 
press, and direct questions to the appropriate participants. 

 After about 45 minutes, bring the formal conference to an end. Thank the 
participants for presenting, and the media for attending. In many cases, you may 
want to encourage the media to stay for further informal conversation with the 
participants. 

After the Press Conference 

To the extent that you can, make personal contact with representatives at least of the 

major media outlets represented.  In a small town, this could mean one or two people; in 

a big city, there might be 20 or more.  If you can have a short, pleasant conversation with 
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By looking through your attendance register, you should be able to determine which 

major media were not represented. Not everyone may arrive, as your conference may be 

preempted by some late breaking news story elsewhere. You may want to hand deliver a 

press release and press packet to these people, send an audio or video feed, or, try to 

schedule an interview with a reporter and one of the press conference participants. 

You might also review the press conference with others from your organization that 

attended.  What went well?  What could you have done better?  And how will you 

improve the next press conference you hold? 

 

Summary of the study unit 7

In this study unit 7, you have learned the following:

1. how to organize a press conference 

2. How to organize a press conference 

3. What you do before, during and after, in the process of organizing and executing a 

press conference 

Self-Review Questions (SRQ) for study unit 7   

Now that you have completed this study unit, you can measure how well you have 

achieved its learning outcomes by answering the following questions. You can check 

your answers with the Notes on Self-Assessment Questions at the end of this study unit 


