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WELCOME
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Ove rv i ew o f PR  
Boo tcamp
• Intros 
• Section 1: What is PR? Why should you care? 
• Section 2: Are you ready for PR? 
• Section: 3: What’s your message? To whom? 
• Section 4: What’s your story? 
• Section 5: DIY PR 
• Section 6: Navigating the PR terrain + crisis PR
• Section 7: How do you measure this stuff? 
• Section 8: Ready to hire a firm? 
• Section 9: Questions, comments, to-dos
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SECT ION  1 :  
Wha t  i s  PR?  Why  
shou ld you ca re?  



4



5

Mos t  s t a r tups  wan t  PR  
t o :  

• Show validation to investors and future ones
• Display credibility to customers 
• Bolster overall branding 
• Attain customers 
• Boost perception that you’re a BFD
• Attract talent, partners, and more
• Cleaning up or elevating reputation
• SEO   
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Are  you  
ready  f o r  PR?  

SECT ION  2 :

•Quiz
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SECT ION  3 :  
Wha t ‘ s you r
message?

• Exercise
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SECT ION  4 :  
Wha t ‘ s you r s to ry?

• Examples 
• Flowchart + exercise
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E x a m p l e s o f w h a t w e
u s e

Engagement-first 
strategy

Consistent 
news (press 

releases, 
findings, 
launches)

Proactive / 
issues-
based 

outreach

Corporate / 
executive 
profiles

Contributed 
content

Corporate or 
Organization 
Partnerships

Thought-
leadership



10

E x a m p l e p l a c e m e n t s
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SECT ION  5 :  
D IY  PR
• Use the “DIGS” approach:

• Delve into research 
• Introduction 
• Get a response 
• Show you’re a friend
• (See samples) + write your 

own
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SECT ION  6 :
Nav iga t i ng  t he  
PR  t e r ra i n  +  
c r i s i s  comms
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Cr i s i s  101

Gather all facts quickly 

Designate spokespersons

Compile outreach list (who is spoken to first?) 

Determine which channels to distribute holding 
statement/which channels to pause 

Determine which channels to send the full 
statement with 4 “W”s

1
2
3
4

5
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Examp les :  
Facebook  and Un i t ed   
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SECT ION  7 :

How do  you  measu re  
t h i s  s tu f f ?  
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• Brand preference
• Recurrent revenue

• New leads
• Increased sales 

Business Outcomes

• Volume
• Depth

• Sentiment
• Conversion

PR KPIs

• Engagements
• Community growth

• SEO value
• Traffic

Digital KPIs

1
2 
3 �

�

�

�

Met r i c s  we  use  
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How do  you  
measu re  t h i s  
s tu f f ?  

BAM Ins i gh t s
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SECT ION  8 :
H i r i ng  a  PR  f i rm?  

• Proof of placements 
• KPIs 
• Jive 
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SECT ION  9 :

Ques t i ons ,  f eedback

• Messaging doc: get your team on the same 
page

• Outlet and short media list: build relationships 
now  

• Create items needed from assessment 
Question 1: get PR ready

Immed ia te  t o -dos :  



21

B e c k :

r e b e c c a @ b a m c o m m u n i c a t i o n s . b i z

w w w . B A M C o m m u n i c a t i o n s . b i z


