





language/tone and carefully time the release’s distribution. As
HRmarketer.com pointed out on their blog, “Using press releases as
a lead generating marketing tactic, marketers are now realizing that
press releases sent via wire services can be effective online visibility Whether a journalist
activities that generate sales leads. In other words, whether a actually finds the
journalist actually finds the release or responds to it is secondary in release or responds to
importance.” Marketing press releases are different from a it is secondary in

traditional press release, but once you’ve mastered them, you have

) _ importance.
access to a growing group of buyers who are looking for you.

Differentiating Between Traditional and Marketing Press Releases

In most cases, marketers write releases better suited to Marketing PR than traditional media outlets. In
fact, you don’t want your PR firm anywhere near Marketing PR; let them focus on traditional news
releases that will be sent to traditional media, and let your marketing team focus on what they do best:

marketing.

Ask yourself: Do you use the same language and tone in your press releases that you do in your
advertising (e.g., buy now for savings, new and improved, biggest and latest)? Are your press releases
typically touting your newest product or your company? If so, you're already writing marketing press
releases. The defining difference between a traditional press release and a marketing press release is the
target audience—send a highly promotional marketing press release to a journalist and you’ll probably get
blacklisted (if they even read it). With a marketing press release, you're aiming for your target market—
your potential buyers—who search online everyday. Because they aren’t journalists, they aren’t looking
for the newsworthiness of each release they read and searching for something that they may want to
write about or reference in the publication they work for—they just don’t care. Instead, they’re looking for

products and services to improve their business.

When you write a marketing press release, be sensitive to this audience and craft your releases so that
they present a viable business solution or tidbit of industry news. The purpose of these releases is not only
to create buzz but to reach buyers directly. Marketers at Southwest Airlines used this strategy with
tremendous success. They used four press releases deliberately written with search engine optimization
and consumer response in mind to sell $1.5 million in tickets in 90 days. Every sale was directly traceable

to links in the releases.
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Their goal was not to reach a journalist, but rather to reach their target buyers with a relevant and cost-
saving offer—and it worked. When sending out marketing press releases, set a goal for your release,
whether it is to reach x amount of customers, get x number of direct responses or get x number of calls at
your call center. Once you've set the goals and determined your target audience, you're ready to begin
writing your marketing press release.

Another great thing about marketing press releases is that their Southwest Airlines
effectiveness can easily be measured. How? Link the imbedded sold $1.5 million in
hyperlinks within your release to a unique URL on your website tickets in 90 days.
that is not otherwise linked to from anywhere else on the

Every sale was directly

Internet—including your site. Then, using your site’s reporting

: . ) traceable to links in
instrument, track the amount of visits to the respective page.

the releases.
Writing a marketing press release
In order to create the need to read and respond to your press
release, some elements are vital to master, whether the release is for your targeted audience or a
journalist. Your press releases should always:
= Be promotional—yet newsworthy (i.e., timely)
= Utilize a short yet compelling headline

= Have a hook

Is it Newsworthy?

Before you begin deciding what it is you want to publish, consider it from a prospect’s perspective rather
than your own. You may find your new merger, a product launch or an executive management change
interesting, but will your prospects? If the answer is yes and you believe your item to truly be

newsworthy, ask yourself why. For example:

Trends in HR Marketing white paper

The white paper we are releasing next month is newsworthy and interesting to the general
public because it offers insight into 2006 industry trends based on quantitative and qualitative
data provided by more than 400 industry leaders. Sending out a release about these trend
reports at the beginning of the year is “newsworthy” and timely as companies put the finishing

touches on their 2006 plans.
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Utilize a short yet compelling headline.

Even your prospects need tags to guide them efficiently through your press release, and the best lead for
you to follow is the media’s. Look at newspaper headlines—what do you notice? Besides the lack of articles
and appropriate semicolons, you’'ll see that all the headlines are as succinct as possible. You’'ll also notice
that the words they do feature are carefully chosen for the most impact. Also keep in mind that your
headlines, if effectively chosen, will make it easier for your prospects to locate your release online. Use
the most popular keyword (or keyword phrase) in the headline, which carries the most weight with search

engines, and your release will be easy to find.

Is the hook enticing?

The lead paragraph is the most important paragraph in your press release because it is the only one your
readers are guaranteed to read. In the lead, you want to include the most important information and the
topic of your press release. This is the hook that will draw the readers in. Make sure it grabs their
attention and gives them enough information to entice them to read more. Journalists sometimes spend
hours writing and rewriting their leads. Use their technique as a guideline for how carefully you should

write this paragraph.

Choosing your words for maximum impact
When it comes to writing a press release for your prospects that they will ideally find online, you cannot
overestimate the importance of the chosen words. As you write your press release, keep on mind that

your audience will find it by the words you use, so make sure you’ve made the most of important terms.

Did you utilize SEO (Search Engine Optimization) techniques?

SEO techniques, a set of methods aimed at improving the organic ranking of a website in search engine
listings, can also help you craft your press release for maximum impact. Identify three keywords or
phrases that relate to your press release topic. For example, ask yourself what keywords prospective
buyers use to search for the products or services you sell. Then use these keywords within your
marketing press releases and turn them into hyperlinks back to your website. These same keywords
should also be used throughout your website copy and in your META tags. A great service to help you

identify relevant and high-impact keywords is www.wordtracker.com.

If you use SEO techniques in your press releases, distribute via a wire service and then post them to your
site, you’'ve also increased the odds that a prospect will find your site through a strategic word search.
It's a numbers game: the more online content you generate, the more likely you will be found by your

potential buyers of your products and services.
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Is your repetition helpful...or annoying?

Repeat each keyword or phrase at least three times in the body
of your release. Using the keyword or phrase too little or too
much can result in a search engine penalizing you by dropping
you down in the search results page, or even not listing you at

all.

Did you use all the necessary terms?

Resist the tendency to shorten familiar terms. For example, if
you are writing about human resources, you might tend to make
the second mention “HR.” However, people looking in search
engines will type in “human resources.” Repeating it as a
keyword phrase will help your release be found, while “HR” may

not.

Using HRmarketer’s Direct2Net wire service, you can embed
keyword-rich links in the body of your release, linking them to
your website and a data capture form to drive lead generation.
Keep in mind that most major wire services do not allow you to

use embedded hyperlinks.

Timing the release

The timing of your release is another important difference
between a marketing press release and a traditional press
release. The key here is strategic repetition. If you are in
marketing and not sending at least one or two marketing
releases per month, you are missing valuable opportunities and
placing your company at a competitive disadvantage. Firms
specializing in marketing and press release distribution, such as
HRmarketer.com, can provide the tools and strategies to help

you get your release to your target audience on a regular basis.
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Mini-Case Study

In November of 2005,
HRmarketer.com released a white
paper entitled “Marketing and
Selling in the Human Resource
Marketplace: Winning Strategies
and Tactics.” The white paper could
be downloaded for free by
completing a form on the
HRmarketer.com website. To
announce the white paper, the
company sent a traditional press
release (written for journalists) to
key media outlets in the human
resource space, which resulted in
several prominent stories. Then,
over a period of four weeks, the
company distributed four
“marketing” press releases via their
own Direct2Net Internet wire
service. All told, the company
generated almost 500 leads and

thousands of dollars in new sales.

HRmarketer.com is a credible source
for giving advice on Marketing PR
and SEO. In addition to being a
pioneer on these topics,
HRmarketer.com’s internal
marketing department uses these
same techniques, resulting in
consistent first-page rankings on
Google, Yahoo! and other major
search engines for the keywords
important to them. Go ahead and do
a Google search for “marketing to
human resources” and check out the

results.



Conclusion

These are some press release basics and tips to get you started. If you have any other questions about
press releases, HRmarketer.com has marketing and PR tips available for their members that cover
everything from what truly is newsworthy to blogs as marketing tools. If you feel your press releases are

ready to go, HRmarketer.com offers all the tools you need.

Visit www.HRmarketer.com for more information.

About HRmarketer.com

HRmarketer.com is the #1 online marketing and media visibility service specifically tailored for companies
that target decision makers and other purchasing influencers for human resource products and services,
employee benefit brokers and insurance carriers. HRmarketer combines a database of marketing and
public relations information with press release distribution, campaign management, business intelligence

and advisory services. The company services over 300 human resource suppliers.
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