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SESSION

GOALS:

« Understand the value of
an effective brand

» (Gain insight into how to share your
brand story

« Become atfan of PR for your RDO

e Learn how to make PR a part of
your routine




WHAT IS

BRANDING?







WHRHY

SHOULD WE

CARE?










BRANDS

SUCCESSFUL
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BASIN

Your
€conomic development

~ partner.

As the Economic Development District for
our region, Kaysinger Basin is the go to for

economic development strategies and plans
that work. We collaborate with partners to

& move ideas to concepts

and propel them towards successful outcomes.

kaysinger . .

BASIN RPC

221 North 2n dSt et
Clinton, Missouri

KAYSINGER.COM

221 NOKIH 2ZND SIRE=] | CLINION MISSOUR] | KAYSINGER.COM | 660.8335 3393




ﬁT MAKES A BRAND

CCESSFUL?x




BRAND
STORY



L

Engaging | Authentic | Values Driven






Vision +
Mission



Audience
I[dentification



Write
the Story




Who are you?
What is your RDO known for?

« Name of your organization - is there an informal
use of your name? If so, consider using it here.

« How long has your organization been around?

« What do you get called on most to do? Is it
something that people associate with your RDO?



What value do you provide to
the region?

« What do you do really well, but may not be as
well known for? In other words, you really want

to make sure people (partners, members, etc.)
know you do this.

« What would not have happened as a result of
your facilitation, input, actions?



DISCUSS +

SHARE
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WATCH

= ST3NEWS

Pardee's expanded manaclonal antibody clinic helping
people stay out of hospital

Vav
ﬁ!SION

by Cait'yn Fenter
Wednesdey, Septemrber 22rd 202"

HENDERSCNVILLE, N.C. — Keeping COVID-19 pztients out of the
hospita': that's the gozl of Pardee’s monccloral antibody clinic.
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< News

ARC Announces

Nearly $46.4 Million to
Continue Economic
Transformation in Region's
Coal-Impacted
Communities

POWER Initiative Entire Region Prees Release

ARC's largest POWER grant package to date will
leverage entrepreneurship, workforce develocpment, and
infrastructure to bolster re-employment opportunities,
create jobs in existing or new industries, and attract new
sources of investment.

MATEWAN, WYV, September 16, 2021: Today, during a virtual
event co-hostec by the Appalachian Regional

Commissiaon (ARC) and the Interagency Working Group
(IWG) on Coal and Power Plant Communities and
Economic

Revitalization, ARC announced nearly $46.4 million for 57 pr
184 countiesto support economic diversification in the
Region's coal-impacted communities.




YOURE SO

EFFECTIVE
Al PR

THALT...



« When you have something
to share, people see it.

« When there’s a national
topic related to your work,
journalists seek you out.

e When there's a crisis,
you manage it quickly.



NOT A SHOUTING MATCH.

MAKE IT A
CONVERSATION




IT TAKES







Developing
Your PR
Strategy



What are you trying
to communicate
and why?



What do you want
to happen as a
result of that
communication?



Who is the best

person to
communicate
this news?



Which media

outlets are better
suited to support
this conversation?



Who has the

audience you
seek to reach?



What is the ideal

time to share
your news?









CONTACTS |



MEDIA

RELATIONS

e Build rapport.
e Stay engaged.

e Don’t wait until a crisis
to communicate.

e Provide value.



PROTOCOLS

o Templates

. Policy

e Spokespersons

« Holding Statements









