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Jennefer WITTER : The Little Book of Big PR: 100+ Quick Tipsto Get Your Business Noticed before
purchasing it in order to gage whether or not it would be worth my time, and al praised The Little Book of Big PR:
100+ Quick Tipsto Get Y our Business Noticed:

3 of 3 people found the following review helpful. A genuine resource filled with valuable PR tipsBy Sandy RiceThe
book title saysit al! In"The Little Book of Big PR," you have at your finger tips access to extremely valuable
industry knowledge that companies usually pay big bucksfor. It's an excellent public relations resource for particularly
entrepreneurs and small businesses who are looking to grow their businesses. The book is filled with smart strategies
and tactics that one can easily pull and implement and Jennefer supports them with plenty of concrete examplesto


http://f3db.com/pub/links.php?id=B00NAB9S2W

showcase. The tips-style format also makes the book an easy read and interesting to navigate. Ultimately, what makes
this book especially valuable and unique is the sincerity you fee coming from Jennefer's voice with each tip she
provides. There's an overall sense that she truly wants to impart her knowledge and expertise to help her fellow
entrepreneurs in achieving their own business successes.1 of 1 people found the following review helpful. A perfect
pick for entrepreneursBy Filomena FanelliEntrepreneurs: Looking for the 411 on PR?"The Little Book of Big PR"
may be just what you need! Its easy-to-digest format covers al of the basics and the author speaks in a frank,
accessibleway. It'sasif she's sitting with you over a cup of coffee, sharing the kind of inside knowledge that many
firms spend thousands a month for.The tips are designed to help the reader harness the power of public relationsto
grow market share and revenue. Though the book is little, asthetitle infers, there is abig amount of information
contained within. Topics covered include branding, media relations, social media, networking, speaking engagements,
cause-related marketing and a rundown of how to select an agency to work with, should that option apply to you. My
favorite part? The case studies, which offer aglimpse at how other companies and individuals used these tips to grow
their own business.3 of 3 people found the following review helpful. A must for the Entrepreneur .By MICHAEL J.
BEL SKY The book is perfect for the person starting new in the business world AND the seasoned networker looking
for additional ammunition.Easy and quick read, yet valuable and insightful. | picked up alot.

Any size business can benefit from public relations. Y ou can gain attention for your own small business and help build
your company's credibility and brand . . . if you know the tricks of the trade. The Little Book of Big PR givesyou
essential advice on how to use public relations effectively as a business-building tool, whether you're an established
company or a cost-conscious start-up. Drawing on the expertise gained during her long career in public relations,
Jennefer Witter shares simple, smart, and budget-friendly methods for getting your business noticed. The book
concisely coversthe seven key elements of public relations, including: Self-Branding: Communicate who you are,
what you do, and how you differ from others, highlighting your own uniqueness to give you a distinct advantage over
your competition. Media Relations. Working with the press involves targeting the right outlets, in exactly the right
way. This book tells you how to craft a perfect pitch, when to follow up, and what not to do when dealing with
reporters. Social Media: Find out which social media are most effective for small business owners; what to post and
where; and how to integrate social mediainto your strategy to widen your audience, and ultimately, the opportunity to
generate additional revenue. And more . . . The book features quick tips on key topics including networking, speaking
engagments, and how to select a PR agency---should you choose to work with one. The book also includes real-world
case studies and sample content (such as media pitches) to use as-is or to modify to fit your own specific needs. As an
entrepreneur, you need every helpful tool you can get your hands on! Now you're armed with the very same tactics the
PR pros use, giving you the expert guidance you need to help grow your business to new, attention-getting heights.

"...gives abrief but helpful overview of key aspects of public relations, and the tips are numerous and practical ."--
Leading Business Books "...asmall, easily affordable book that is a must-own for anyone in the nonprofit/social
benefit sector." -- ChicagoNow "Thisis the best book on personal branding | have read." -- Tap Dancing Spiders
Idquo;hellip;an excellent introduction to public relations. It provides a great overview coupled with insight from an
experienced professional.rdquo; --Small Biz Trends "Smart little book when you're thinking about branding or
building your business." mdash;Blue Heron Journal |dquo;Deceptively simple, this book packs a huge punch when it
comes to understanding the world of PR. Entrepreneurshellip;would particularly benefit from Witter's words of
wisdom.rdquo; --The Secrets of Success ldquo;Public relations can be an intimidating concept to small business
owners. Talking with the media, branding, networkinghellip; The Little Book of Big PR is here to help.rdquo; --Small
Business Computing About the Author Jennefer Witter is the CEO and founder of The Boreland Group Inc.
(www.theborel andgroup.com), a boutique public relations agency headquartered in New Y ork City with apresencein
the Washington, D.C. metropolitan area. A 30+-year PR veteran, Jennefer was ranked as one of the top ten black
CEOs and entrepreneurs in the nation by MadameNoire magazine in 2013. Excerpt. copy; Reprinted by permission.
All rights reserved. CHAPTER 1 Self-Branding We are CEOs of our own companies: Me Inc. To be in business today,
our most important job isto be head marketer for the brand called Y ou. --Tom Peters THIS CHAPTER has the longest
introduction and the fewest number of tips, but read it carefully. This chapter is critical, asit will influence the other
chaptersin thisbook: Thisiswhy | selected it to be the first one. Self-branding is an effective tool to communicate
who you are, what you do, and how you differ from others. This chapter provides you with the context you need to get
the most out of self-branding. | won't kid you--the self-branding processis along one with multiple steps. So, while
this chapter only has four tips, it's the one with the greatest amount of work for you to do. Before we divein, let's
define self-branding to ensure we are on the same page when discussing this tool. The best definition | have found in
my research defines self-branding, or "personal branding” asit isalso caled, asfollows: Personal branding isthe
practice of people marketing themselves and their careers as brands. . . . The personal-branding concept suggests. . .
that success comes from self-packaging. Personal branding also involves creating an asset by defining an individual's
body, clothing, physical appearance and areas of knowledge in away leading to a uniquely distinguishable, and ideally



memorable, impression. Self-branding is relatively new and is generally considered to have been first identified in a
Tom Peters Fast Company article written in 1997. | used to work in high-tech PR back in the 1990s, and in that field,
the CEOs were strongly identified with their company brands. Thiswas afirst, as before then, few C-level executives
became the identifying faces for their companies. (Anybody remember the name of the head of Procter and Gamble
twenty years ago? Exactly.) Steve Jobs, Bill Gates, Lou Gerstner, Fred Smith: al are immediately identified with their
companies--Apple, Microsoft, IBM, FedEx, respectively. | noticed in the early 2000s there was a change, so to speak,
in that more C-suite executives built their own brands while they were still within their companies. Thisisas
important for a budding entrepreneur asit isimportant for an established business owner who wants a strong public
association with his or her company, one that complements and furthers the organization, but does not dilute it. Think
Sir Richard Branson and Virgin Atlantic. Self-branding has multiple benefits: It acts as an identifier as you develop
and/or move your business to the next level. It provides you with a distinct advantage over your competition by
highlighting your uniqueness. It assists in opening doors and building the bottom line. There are several well-known
"self-branders,” as| call them, out there who use different elements to highlight their own brands. When you think of
Cher, you think of her clothes; Bethenny Frankel, her acerbic wit; Oprah Winfrey, her passion; and Joe Scarborough,
his palitical views. Cher was profiled on CBS Sunday Morning, where several minutes were devoted solely to her
wardrobe selections and how they defined her. Frankel's verbal quickness made her a standout among the other women
on Bravo's Real Housewives franchise and eventually led to her own nationally syndicated TV talk show. With
Winfrey, you just feel her passion for the projects in which sheis completely engaged, from OWN to Lee Daniels The
Butler. And Joe Scarborough's small-government conservative principles are the foundation of his popular show on
MSNBC, Morning Joe. The following tips will help you to create your own self-brand and make it work for you. TIP
#lensp;l call it "umbrella-ing." If you're the CEO of your company, you need to create a self-brand that supports your
company brand. It can be an element that you own and expand upon. Developing a self-brand that is at odds with your
company will cause confusion and lead to mixed messages. T1P #2ensp; Take the time to finish the self-branding
process. It will take awhile, but do it, because it's worth the time to plan and focus on what you want your brand to be
and stand for. FYI: Thisisthelongest tip in the book, asit has several sectionsto it. Be sure to review each section, as
they are interrelated and will have a definite impact on the final results. There are six steps in the process of self-
branding. They are: 1. Define Y our Objective. What do you want your brand to accomplish? | usually advise my
clientsto work backwards. Before you do anything else, define the goal. Then start taking the stepsto realize it. 2.
Conduct an Audit. You may be surprised at how you see yourself and how others see you. An audit will bring that to
the forefront. Y ou need to bridge the gap between reality and perception in order to be successful in creating your self-
brand. For an audit, select between twenty and thirty people to interview. They should be a mix of business associates
and clients. Approach them in an email, explaining your request and the purpose of the project. Here's a sample
message you can use: Dear (insert name): | am in the process of conducting an audit for which thereis adual
objective: learning how | can enhance my services to you; and identifying areas for improvement. The audit will be a
series of brief questions for which you will have the option to respond either by email or in a phone interview. The
time you devote to the audit will not exceed fifteen minutes. | know you are very busy! Please let me know by (insert
date) how you would prefer to address the audit and we'll take it from there. Thank you in advance for your assistance.
A MUST ... Giveyour targets the option of emailing responses or doing a telephone interview. People are busy, so
providing them with alternatives will be appreciated and may help to increase the number of respondents. Be sure to
let them know the entire process will take a short amount of time, as few will want to participate if they think it will be
labor-intensive. Let all targets know that their responses will be anonymous. Have athird party handle the interviews.
It can be awkward if you're the one asking the questions and you want your subjects to answer without hesitation and
with honesty. A MUST . . . The person doing the phone interviews must listen, not just take notes. The responses may
provoke a question not on the list and unintentionally provide additional information. The interviewer must be
proactive in ferreting out as much as possible during the call. The more information received, the better. My
recommendation isto keep the list of questions short. Here are some suggested questions. What does (name) do? (This
may sound pretty basic to you, but the answers may be revealing.) What value does he or she bring to the table? What
can (name) do differently? What can he or she do better? List three adjectives to describe (name). Anything else you
would like to add? Y ou can customize the list with a couple more questions, but limit it to no more than ten. Once you
get all the information, compile the material and review it. What is being said? Are there common threads? What
surprises you? Are there areas of opportunity that you need to explore further? | think a good way to review isto list
all of the responses to each question in one document. That way, everything is captured in one place and you don't
have mounds of paper to sift through. Once the material is compiled, read everything in one sitting. If you need to jot
down notes as you read, do it. Let the information sink in. Then read it again. Thisway, you will become familiar with
the material and will catch anything you may have overlooked. A MUST . . . Y ou need to be able to accept the
findings of your audit. Realize that any criticism you receive is constructive and meant to assist. While the comments
may be hard to hear, they will help you grow and strengthen your areas of weakness. 3. Do Y our Research. Goto a
search engine like Google and see what is being said or written about you. In addition, look at social media, especially



Linkedin. Thisisan especially good way to see how others view you. Take alook at your Linkedln endorsements.
Who is endorsing you and for what? In which categories do you get the greatest number of endorsements? Does this
match the areas you want to be known for? Or is it an area of opportunity where you can grow? Which category gets
the fewest number of endorsements? Are all the categories that apply to you represented, or do you need to add new
ones? LinkedIn isagreat data-mining tool as you develop your brand. 4. Compile Y our Data. Combine the audit
results with your research. Thisisthereally hard part: boiling it all down to a self-branding statement that's no more
than three, four at the most, sentences. Y ou've heard of the elevator message? It's how you describe yourself or your
company in thetime it takes to ride in an elevator--about ninety seconds. This part will take afew attempts for you to
create thoughtfully. Aside from "who you are," the statement should highlight what makes you different and the value
you provide. Again, | know thisistough, but with some perseverance, you'll edit it down to the required few
sentences. 5. Test It. Once you have your self-branding statement, test it out on a couple of people. Go to atrusted
colleague, your mentor, or a business associate and run it past them. Y ou may need to adjust the statement based on
the feedback you get, but you won't have to revise the whole thing. The final statement will be the stronger for the
external input you receive. 6. Revisit and Refresh. Every year, revisit your statement and seeif it needs to be
refreshed. It may not, but an annual check will prevent your statement from getting stale. Y ou may need to revisit one
of theindividuals you asked during the testing phase to see if the statement still works or needs to be updated. Right
now, I'm in the process of updating my own self-brand that will further support my company as we move to the next
level. TIP #3ensp;Y ou need to live your self-brand. If you're asked what you do at a networking event, use the
statement (but make it conversational, so you don't sound like arabot). If you are doing a mediainterview, make sure
you sprinkle it, as appropriate, into your conversation. Take alook at all your written content--whether it's your
professiona bio, pitch package, or LinkedIn page--and make sure they all align with your statement. Y ou may need to
rewrite some content to make sure it isin sync with your branding. TIP #4ensp;Do you reflect your self-brand
statement that you just slaved over to develop? Remember the earlier definition? The Cher example? It's not just about
being able to know what you are and being able to verbally communicate it. Y ou need to incorporate image into the
mix. Think of Hillary Rodham Clinton and her pantsuits. She fumbled around image-wise until she found her image
brand. At first, it was always those black pantsuits. You'll note that she updated her look as time went on. Her oultfits,
while still the pantsuit template, have alot more colors, textures, and designs, and she is accessorizing more. And this
tipisn't just for women. Charles Osgood, the host for CBS Sunday Morning, is known for his bow ties. Tom Wolfe,
the celebrated author, is often seen in his sartorial white suits, along with his walking cane--which he doesn't need but
is part of hislook. And while heis probably too young to be thinking about developing his own self-brand, Dante de
Blasio, the teenage son of New Y ork City Mayor Bill de Blasio, is how distinguished for his super-Afro, which
received national attention. So, take what you've got or develop alook and useit to your self-brand advantage. CASE
STUDY * * * * *engp;*ensp;* * *engp;*ensp;* * *ensp;* ensp;* * *ensp;*ensp;* * Building Success--How One Real
Estate Broker Did It Challenge The value of self-branding became apparent to Jacky Teplitzky when she was featured
inaNew York Times articlein 2002. The article spurred such a high level of viable inquiries that Teplitzky decided
that she needed to focus on building her self-brand to grow her business and differentiate herself among the thousands
of residential real estate agentsin Manhattan, one of the most highly competitive housing markets in the country.
Strategy Teplitzky and her public relations agency defined the areas within her professional portfolio and personal
history that would create a sustainable, effective self-brand that would further differentiate her from other agents and
support and drive her business goals. Those areas included: Her background as a sergeant in the Israeli army. Her
ability to speak multiple languages. Her unusual cultural upbringing: she was bornin Chile, raised in Israel, and lived
in London and Madrid. Her business background and acumen. Her ability to get transactions done regardless of the
degree of difficulty. Results Teplitzky's self-branding campaign--along with her willingness to hire consultants to
monitor the market and subtly adjust her personal brand as needed--significantly contributed to her growth and
protected her during economically difficult times. As of 2003, she had sold fifty million dollarsin Manhattan rea
estate. She worked primarily, at the time, with New Y ork- and U.S.-based sellers, buyers, and investors. By 2013,
Teplitzky had sold more than one billion dollars of real estate in Manhattan and Miami, where she had expanded her
business. In addition to U.S.-based customers, clients now come in from South America, Europe, and Russia. Despite
the Great Recession, she remained a top-producing broker and ranked among elite real estate agentsin the country.
Thanks to an effective self-branding campaign, Teplitzky's business has thrived, even during the worst of economic
times.



