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Introduction
Public relations is widely recognized as one of the most effective ways to build a
brand.

For small firms the media coverage resulting from good PR helps level the
playing field against big firms with big advertising budgets.

To get more PR you need a compelling press section on your Web site.  Most
companies have a press room, but very few do it well.

If you need to upgrade your online press room the good news is it doesn’t cost
a fortune.

Getting Started
The first step is to understand how journalists do their jobs.  Basically they need
information (not puffery), photos and contacts — fast.  They are usually on tight
deadlines and don’t have time to find and sort through your stuff.  If they can’t
find what they want easily, they move on.

The bottom line is you need to design your press room to make their job easier.
You need to treat the architecture, content and functionality of this section just
as carefully as if it were the most important part of your site.

The list below outlines the 25 most important elements of a comprehensive
online press room.  Appendix 1 of this document includes a sample site map for
a press room, which shows you how some of these elements could be organized
on your Web site.

Very few companies will need to incorporate all these elements.  Pick and
choose what works — both for you and the journalists.

The Basics

Any company’s online press room should include at least the following
elements:
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Company Profile

A summary of your organization, which should be organized for quick scanning
for information. This is a rough overview, hitting ‘highlight’ points.

Press Releases

Here is where you will place up to date press releases.  Additionally, this page
could include a link to the News Alerts section of the site (q.v.).

Archive of Press Releases

Any press releases published to date—whether in print or electronic
format—should be archived on this page as HTML text (so reporters can copy
and paste your text into their articles). Usually companies keep the last 2-3 years
worth available.

Photos

You should include a section for photographs of your facilities, staff, executives,
etc.  In addition, downloadable versions of graphs, product diagrams, logos,
and anything else a reporter might need for an article.  These files should be
available to download in both high and low resolution formats.

PR Contacts

Anyone who should be contacted by the press for questions is included here.  In
addition to the physical address of your PR office, PR contacts’ e-mail address
and office phone numbers should be included. A cell phone and fax and instant
messenger ID are also helpful options.  A Media Inquiries Form should be
included in this area as well, and should be a form-field page, where anyone can
enter their e-mail address, and a brief question.  When they hit the ‘send’
button, the query will be immediately forwarded to someone in your PR or
Media Relations department to be answered.

Press Kit

The Press Kit (both physical and electronic) generally contains everything
covered above.  It should be downloadable as one file (probably it is actually
multiple files which have been compressed using a program like WinZip or
Stuffit into a single archive file). It should include PDFs with corporate info,
executive bios and photos, logos, photographs of the facility, etc.  Anything a
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reporter will need as ‘background’ on your company when creating a news
article about it.  It may also include a Trend Story.

In the News

This section includes scans of, or links to articles mentioning your company in
local and industry newspapers, magazines, TV, etc.

Resource Section

Depending on the options you choose from the other items below, this should
include links to your company blog, podcasts, webcasts, executive speeches,
industry links, company ads, etc.

Other Options
After those elements have been met, the following topics can be inserted as
necessary.

Archived Webcasts

In addition to Blog and Podcast pages (q.v), you should have an easily-
accessible page in which reporters and customers can access older webcasts.
Sort them by date, subject, or whatever is appropriate to your industry or
organization.

Audio/Video Clips

If your organization produces online video or audio programming of any sort, it
should have a page dedicated to archiving the material.

Available Expert

Anybody from your company who is an expert and a direct representative of any
program, product or department who would be available to be contacted by the
press.  This could be an Executive, Division Manager, Product Manager, etc.
Ideally, you should provide direct contact information for them (e-mail, phone).
Make sure this is well optimized for search engines.

Blog

With more frequency, the press is turning to company blogs for ‘insider access’
to the workings of any organization.  Probably less formal than the Press Release
section, but still gives quotable elements for their use.
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Brand Story

Different from a corporate bio, or FAQ, this is specifically the history/story of
your product or company brand.  This section could include your key Brand
Strategies, but you don’t want to give away any proprietary information as to
your marketing practices. Invite anyone requiring more information to contact
you directly, and provide the pertinent information on this page.

Case Studies

This will include anything from performance testing stats for your products, to
comparisons of your product to similar products, etc.

Event Calendars

This area will include information on either events which your organization is
hosting, attending, or speaking at. E.G.: Trade Show & conference appearances,
etc.  If a reporter wants a ‘face to face’ interview with you, but they’re on the
opposite side of the continent, it would be helpful for them to know if someone
from your organization is going to be attending an event near them soon.

Executive Speeches

This page can include speeches from your executives in both MP3 (audio)
format, as well as PDF transcripts.  If possible, both formats should be accessible
to the press.

FAQ

To save yourself time answering the same questions constantly, create a
“Frequently Asked Questions” document.  This can be an extension of the
“Company Profile” and serve to expand on the information presented there in
abbreviated format.  Information not normally covered in other sections may go
here, as well as topics such as “Why we are different from competitors.”

Foreign Language Support

If you have any of the material above in non-English languages (perhaps a FAQ,
etc.) they can be archived here.  If you do have this material, you can also link to
it from the relevant pages above (IE: on the “FAQ” page, a link to “en Espanol”
could drive the reader to this FLS page.  Make certain this is optimized for
search engines.
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Investor Relations

This page, is relevant only if you are a public company, and should include any
information that might be useful to your company’s investors.  The Annual
Report, as well as other public financial statements, contact information, etc. can
all be included here.  Before posting anything to this section, have it reviewed
by your company’s legal and financial departments.

Links to External Industry Sources

These could be links to trade iIndustry Web sites, industry blogs, online
magazines, etc.  Any place that may be a source of additional research can be
linked to from here.

Map & Directions

This could be anything from a detailed map to the facility (plant or office) with
directions, to a link to Google maps.  But there should be some information on
getting to your facility, unless you wish to remain inaccessible to the public.  In
this case, make sure you have a ‘facilities manager’ or someone similar listed on
your Contacts page.

Marketing Materials (TV/Print/Radio)

This multimedia page will include only advertisements and/or promotional
materials.  It will include PDFs of print ads, as well as online versions of TV and
radio spots.

News Alerts Box

This is a simple form page in which a reporter (or anyone interested in your
company, really) can input their e-mail address, and then receive new PR
updates directly from you.

Podcast

Like blogs, above, podcasts are becoming great resources for journalists looking
for a ‘human element’ to your organization.  If you are willing to let radio
journalists use clips from your podcasts in their programming, they will find this a
great resource.
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Publications

Any newsletters, whitepapers, articles, etc., which you publish in support of your
organization, should be available here in PDF format.  They should include
archives of all publications in addition to new ones.

Reviews, Awards, etc.

If your product(s) have won any awards, list them here.  If you’ve had reviews of
your product, this is where they go as well.  Reviews should be either in PDF
format, or ideally a link to the source of the review (i.e.: an online version of a
trade magazine).

Search button

This should appear at the same place on every page of the online Press Room.
It allows reporters to type in any word or phrase, and search your entire press
room.  This is an invaluable resource for anyone doing research on your
company.

Site Map

This page is a detailed overview of all the pages in the “Press Room” section of
your Web site.

What’s New

Any new publications of general interest: whitepapers, blogs, podcasts, etc.
Depending on the frequency you publish material of these sorts, you may want
to have no more than 90 days worth of updates on this page.  In any case, you
should keep the list small and current.

Crisis Module

While this may not actually be a section on your website, the Crisis Module is a
plan for how you will react in a crisis situation.  Who will handle updates to the
site to get news/information to the press?
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Next Steps
Once you have selected what elements you want to include in your online press
room (often referred to as a micro-site) it is time to build.

Step 1

Develop a navigational site map for the Web developer to follow.

Step 2

Generally the graphic design (look and feel) of his section follows the same
pattern as the organization’s main Web site so very little is required at this stage.
If in doubt, keep it simple!

Step 3

Populate the site with the content, photos, etc. required to make the site live. In
this step you should also install the meta tags and descriptors needed to be
found by the search engines.

Step 4

Install the database programs and other functionality software as required.

Step 5

Test the site on a beta server, correct any bugs and prepare for launch.

Step 6

Launch and notify any appropriate media that your new online press room is
available for their convenience.




