
Whenever a company’s 

advertising budget suf-

fers, the first inclination 

is to look for some “free 

advertising” or, “public 

relations.” While public re-

lations “done right” might 

have a much greater ROI 

than advertising, it should hardly be classified 

as free advertising. In fact, many organiza-

tions attempt to initiate a public relations 

campaign with no budget, only to find that 

the time they have spent has been wasted 

because they aren’t getting results. The great 

ROI that one can expect from public relations 

starts with the “I” – investment. 

Successful public relations efforts can land 

an organization editorial coverage worth 

hundreds, thousands or tens of thousands of 

ad dollars. But, in order to do so, the organi-

zation needs a stellar public relations profes-

sional that can turn accolades and launches 

into newsworthy, relevant stories. This profes-

sional needs excellent writing skills, the ability 

to network and build relationships with media 

and the availability to respond quickly to any 

opportunities that may arise.

Hiring a full-time public relations professional 

is already an investment, but plan to add 

to that fees for public relations and media 

software that gives your public relations 

professional access to media databases and 

press channels. Without access to this, public 

relations campaigns, especially multicul-

tural campaigns, can be extremely difficult, 

time-consuming and inefficient. In order to 

quantify your successful placements, it’s  

The 3 Myths of Public  
Relations
	
Public relations is a great way to get attention for any product, service or organization, 
especially with multicultural audiences. Multicultural audiences often have their own set 
of publications and media channels in any given market, and by appealing to these along 
with the mainstream publications, there are many opportunities to reach the audiences. 
The first step to great PR, however, is to get past public relations myths that can hold back 
any organization when it comes to getting the placements they are looking for.

1. Public Relations is FREE
Public relations does have fantastic ROI. It is not unheard of to place editorial coverage 
in national publications worth more than $10,000 ad dollars. What’s important to keep 
in mind is that a placement like that comes from one of two things; 1. A story that’s so 
hot off the presses, no publication can resist (these are somewhat rare) and 2. Relation-

ships built with media over a long period 
of time, paired with an excellent pitch and 
well-articulated information. If you have 
the biggest story since Brad and Jen broke 
it off, public relations will come easy and 
likely cost very little. If, on the other hand, 
your biggest story is your new product or 
your company’s 25th anniversary, you’re 
going to be relying on those relationships 
your PR professional has built and on their 
excellent writing and pitching abilities. That 
professional has a salary or contract require-
ment, professional needs like software and 
media monitoring tools and other expenses. 
But, do the math, hiring a professional to 
assist you with public relations really pays 
off in the end.

2. Public Relations is FREE
Does it look like we’re repeating? That’s because we are! In addition to investing in your 
public relations staff, with publication page-counts diminishing, there is an increasing 
pay-to-play aspect to public relations. While PR is supposed to be “free,” in the sense 
that you don’t literally pay the publication, sometimes publications will not run sto-
ries for those who do not also place advertising. This doesn’t have to be discouraging 
though. With the right consultant on your side, any organization can leverage these 
pay-to-play opportunities to turn a small advertising budget into a huge public relations 
success and double or triple their money.
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About Us
Singleton & Partners is a full-service marketing firm committed 

to creating partnerships between mainstream America and its 

many diverse communities. We help our clients connect with 

women, African-Americans, Asian-Americans, Hispanics and 

other multicultural audiences. Our experienced profession-

als develop innovative marketing plans tailored to reach each 

unique audience. We are proud of our consistent track record 

of yielding maximum return on investment for our clients.

Singleton & Partners is certified as a Small Business Enterprise (SBE), Minority 

Business Enterprise (MBE) and Encouraging Diversity Growth & Equity (Edge) 

business.
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You can identify her through formative research, in which you speak to members of the community and ask them, “Who would you 

go to in the community for advice?” and other such questions. Once you have identified opinion leaders, reach out to them with a 

sample of your product or service. It is essential that you convert them into ambassadors for your brand, which means not only do 

you need to show them why your product is great for them, but why it would be a great help to others in the community. If your 

product or services delivers as promised, your newly educated brand leaders will begin to share the good news with everyone in their 

network, after all, that’s what they do! 

Grassroots campaigns, which are built on the strong foundations of knowledge and research, can often take your product and service 

much further with a multicultural audience than traditional marketing efforts. 
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Singleton & Partners

1. Levels the Playing Field – Let’s say you are trying to mar-

ket a new wireless product to multicultural audiences that allows 

greater freedom and eliminates the need for signed contracts. It 

is likely that you do not have the budget to out-advertise AT&T or 

Verizon. By putting the phones in the hands of the opinion lead-

ers to test, you are creating a referral pipeline. Personal experi-

ences and referrals will outweigh television commercials when 

people are making purchase decisions about new wireless plans.

2. Eliminates Disparity – Whether some of the audience 

doesn’t own televisions, doesn’t have access to a computer, or 

just prefers to be more eco-friendly and avoid subscriptions to 

print materials, community-based grassroots efforts are still likely 

to reach them as they come into contact with other community 

members.

3. Interpersonal Delivery – Most of us prefer a recommen-

dation from a friend to a postcard in our mailbox. Grassroots 

marketing simply facilitates these recommendations so that they 

travel throughout social networks and communities. Because the 

messages are delivered from person to person, concerns about 

message appropriateness and English literacy of the audience are 

no longer a concern.

4. Diffuses Rapidly – While the diffusion of ideas and “rec-

ommendations” reach certain people first, and certain people 

adopt the new behaviors, products or services earlier than others, 

diffusions of ideas via social connections is one of the fastest 

ways that information travels. 

5. Cost Effective – Grassroots campaigns don’t rely on ex-

pensive television spots, internet campaigns or print advertising. 

Instead, they rely on the word of mouth of some of the commu-

nity’s top influencers. While you will still need to invest in research 

and some marketing materials, the grassroots method is far more 

cost effective than many traditional campaign channels.
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crucial to have a staff member collect clippings 

and follow up on potential placements, or em-

ploy a clippings service.

Does it sound expensive? While public relations 

can boost your image and customer base with a 

huge reach and engaging content, it is important 

to plan to invest in your public relations efforts. 

One way to minimize initial costs and maxi-

mize ROI is to work with a firm like Singleton & 

Partners on your multicultural public relations 

efforts. We already have established relationships 

with multicultural media, and our top-notch 

copywriters and PR professionals can make your 

message stand out. If you’re ready to see how 

Public Relations can take your organization to 

the next level, let Singleton & Partners share our 

expertise with you!

–   Renee S.

With a keen knowledge of publications, circu-
lations and the reader-loyalty of any given 
multicultural publication, the right consultant 
can help you select the best publications with 
which to develop an advertising/public rela-
tions relationship. For example, if a publica-
tion’s readers are extremely loyal, and it has a 
wide, interactive reader base, it would make 
sense to devote a portion of your advertis-
ing budget to the publication so that you 
are at the top of their list for public relations 

opportunities for the rest of the year. Someone tuned in to the publications can help you 
make these decisions. Planning a small advertising budget along with your public relations 
efforts will help you maximize ROI, both on advertising and PR.

3. Public Relations Space = Ad Space
While your article in the latest multicultural publication might be worth $500 ad dollars, 
that’s not necessarily the best way to look at the worth of PR, though it’s a good starting 
point. When you pick up a publication, what’s the first thing you do with it after you’ve 
scanned the cover and contents? Start reading content. Does anyone actively look at the 
advertisements and read them, or pay attention to their messages? Not typically. The real-
ity is that your $500 ad is down there on page eight begging for attention, fighting with 
the ten other ads on the page for visual interest. Your placement on the other hand, in a 
story on the top ethnic restaurants in the region, is part of the editorial content – the rea-
son people purchase or pick-up the publication in the first place. Not only is your estab-
lishment seen as more credible because it appears in the editorial copy, people are more 
likely to actually read about it and visit your website or come into your shop when they 
walk by. For this reason, it’s not entirely accurate to compare PR and ad space. PR ROI can 
be determined by the amount one would spend on a similarly-sized ad, but it’s important 
to remember that it’s worth so much more than the equivalent ad.
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