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The Panel Discussion
(Panelists’ remarks are paraphrased from the moderator’s notes and memory.) 

MR. COWART: Neil Morgan has said that San Diego still retains its character as a Mid-western town. Do you see that changing in significant ways? To the extent that it remains true, how does that influence San Diego’s basic business style?

MR. BLAIR: I sat at Neil Morgan’s elbow at the San Diego Union -Tribune for seven years before starting my own column, but I really don’t know what he meant by that. I don’t think it’s the case now. 
MR.GABLE: All you have to do is go to Dubuque or any other town in the Midwest to see the difference. 

MR. BLAIR: A big part of that difference is that the best and brightest from the Midwest and elsewhere come to San Diego, attracted by its intellectual climate and diver-sity, in order to work hard and grow their own businesses, and they do it very well.

MR. COWART: Assuming there is a group of unelected, business-oriented, civic-minded citizens who are often able to make things happen in the region, what do they envision for San Diego?
MR. BLAIR: I don’t think there is such a group today. [Holding up the February, 2008 issue of San Diego Magazine.] We just ran an article by Dean Nelson on “Who You Gonna Call” about San Diego’s power brokers [pp. 106-111, 168-172].  We had to look really hard to find the kind of people you describe. The real problem is that there do not seem to be any younger people stepping up to fill that role.

MR. COWART: Perhaps the people in this room will be the solution to that problem. This is certainly one good place for them to learn how to get started on such a goal.

If you were an audience member hoping to build your reputation and increase your contacts within your company, or industry, and the region in general, what would you be sure to do (beyond ensuring excellence in your work itself)?

MR. BLAIR: You have to be sure to do your research. You would be surprised at the number of job-seeking journalists who call up to ask me “What kinds of stories is your magazine interested in?” I can’t help thinking, “None by you.” It means they haven’t taken time to read the magazine. If they can’t do even that much re-search, why would anyone hire them?
MR. COWART: What does PR have to do with building a good reputation?
MR.GABLE: There’s an old saying, “You can’t save souls in an empty church.” So, to begin with, people have to know about you. And then you want them to know good things about you. Large corporations have learned that a positive reputa-tion has a direct effect on business success.

San Diego is still a small town in some ways, with only two to three degrees of separation. Good PR can be very effective here.
MR. COWART: What are some key requirements to consider?

MR.GABLE: Journalists are always looking for good leads. Whether you are working with-in a company or working for yourself, be sure to find those leads and share them. Make sure they are on positive things that journalists can use. That is how you build up media credibility.
I like to think of this as something similar to weaving a tapestry over time.

MR. BLAIR: After a while, you become the go-to person they seek out for information. 
MR. COWART: What is most important to avoid?

MR.GABLE: Never equivocate. Don’t offer a story to a journalist for one publication and then have him or her see it in another one. 

MR. COWART: What should we look for in a PR expert?

MR.GABLE: Look for a professional—someone who is a member of the Public Relations Society of America. Ask for a track record which details results. You want metrics that show increases in their clients’ target categories.
MR. COWART: What can go wrong? Isn’t it all hype and spin.

MR.GABLE: It can be—but it shouldn’t be. It isn’t enough just to have your name men-tioned in lots of press clippings. That’s something any publicist can do for you. The role of a public relations professional is to build your reputation systematical-ly over time.

MR. COWART: What are some reasons a person might prefer to freelance his or own PR campaign?

MR. SHESS: First of all, there are something like 60,000 small businesses in San Diego County. Very few of them are doing anything in terms of what we’re talking about. So just by starting out on you own you’re already well ahead of most of them.

And it’s a great way to begin, especially when you find a coach to give you some good pointers. 
You can learn a lot about the PR environment on your own before you hire a PR expert to do even more for you.
MR. COWART: What are some of those pointers?

MR. SHESS: I think of these things more in terms of pizza slices than a tapestry. 

The first slice is a global view of your situation. Identify your chief competitors. Who can squelch you? 
Then find ways to distinguish yourself from them so they can’t. 

One way to do that is to take some graduate level marketing courses.
Engage in peer networking by coming to events like this one.

Reward your staff for creative ideas. They can help a lot.

Reinvent yourself from time to time.
There are more, of course. 

I am very grateful to SDSU for starting me on my career. So you can contact me later, if you wish, for a free half-hour coaching consultation [TomShess@aol.com; 619-291-9807]. That, like being here tonight, is one way I can try to repay some of what the university has given me.

Tips Based On Questions From The Audience

You don’t need to light yourself on fire to get attention. (It only works once anyway.)

Get to know who is in the spotlight around town. (San Diego Magazine is a good source.)  

Find ways to meet them by 1) doing good works; 2) joining organizations they participate in; 3) serving on committees and boards of directors of those organizations.

Remember that good PR is ninety times better than advertising.

Identify journals and trade publications in your field.  Write editorials and simple letters to them. 

Almost every magazine has a topic calendar which is available on request. Find out what kinds of articles they are looking for and start sending them good stories tied in to those topics.
Give journalists tips about upcoming programs and events related to your business or other activities.

Attend such events yourself and review them for appropriate publications

Take a national story and localize it.
Never double plant a story.

Take time to master fundamentals—like press releases—and then expand on them.

Resources
[image: image1.jpg]


Gable PR Excerpts - Reputation.pdf 

[image: image2.jpg]


Gable PR Excerpts -- Fall of Advertising (Rise of PR).pdf 

PAGE  
3

