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What do we mean by “news?”What do we mean by news?

• New information about recent discoveries, events or 
happenings

who, what, when, where, why, and also how
must be meaningful to the target audiencemust be meaningful to the target audience
must be considered worth reporting by the news 
media

• How a journalist sees it “Impacts a great number of 
people can be calculated as a great deal ofpeople… can be calculated as a great deal of 
money…has big-name people in it…or just otherwise 
shows a dramatic improvement that can be quantified.” 
– Don Clark Wall Street Journal– Don Clark, Wall Street Journal



What is the difference between a s e d e e ce be ee
news and advertising?

• News is “free” – editors do not charge for writing about 
your conference; however, you cannot control what 
they write.

• Advertising is paid – a publication or a website charges g p p g
a specific amount for a specified ad size.  You have 
100% control of the message.



NewsNews . . .

Written by the 
editor or 
journalist, based 
on press releaseson press releases 
or interviews, or 
attendance at the 
conference.



AdvertisingAdvertising . . .

Half-page 
paid ad in a 
trade journal
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What is publicity?What is publicity?
• Use of news media, blogs & web sites as a conduit to reach 

t t di ( )your target audience(s).

trade/industry/scientific news outlets

high-profile business/financial media

local newspapers, radio and TV stations

social media (Wikipedia, etc)( p , )

advertising can be considered an element of publicity, 
tootoo 



Social mediaSocial media…
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Why is publicity necessary?Why is publicity necessary?

• To help build awareness and interest in a news conference

• To help maintain the stature and prestige of an existing conference

• To increase paid attendance

• To generate interest in presenting and exhibiting

• To promote a wider exchange of significant technical information

• To recognize the contributions of individuals and organizations
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Won’t it just happen by itself?Won t it just happen by itself?

• Intense competition for media attention

hundreds of news releases/week
many topics to choose frommany topics to choose from
fewer reporters and editors than ever
far fewer journalists with technical backgrounds (they 
require context for conference news)require context for conference news)
restricted travel budgets for journalists (only attend 
conferences of value to their readers)

t t d dliconstant deadline pressure
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A PR strategy is necessaryA PR strategy is necessary

• Directs & focuses your effortsy

• Enables efficient use of time & other resources

• Provides a basis for measurement & improvement



A PR strategy is necessaryA PR strategy is necessary

• Fit the strategy to your overall objectives
(Can be multiple choices)

increase attendance?
communicate changes in the Call for Papers?
promote a new location, award winners, etc.?p , ,
draw attention to local activities during the conference?
compete with other conferences?
support your exhibitors?support your exhibitors?
promote research breakthroughs?



Basics of Conference PublicityBasics of Conference Publicity
• Press release announcing “Call For Papers”

– Four to six months in advance of conference
– Widens the scope and reach of the Call
– Provides advance promotion/preview of the conferenceProvides advance promotion/preview of the conference
– Serves as a reminder to regular/returning attendees 

M i f l• Main conference press release
– One to two months in advance of conference
– Covers main theme of the conference
– Answers Who/What/When/Where/How
– Contains quotes from conference organizers



Basics of Conference PublicityBasics of Conference Publicity

• “Tip Sheet” for technical conferences
– Send out with main release (one to two months out)
– Use when paper abstracts are NOT embargoed

Hi hli ht l t/ i ifi t– Highlights relevant/significant papers
– Provides context for editors, attendees 

• Post-conference press release
– Within one week (or sooner) of conference end
– Useful for “embargoed” conferences
– Wraps up and summarizes conference for editors
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Key issuesKey issues
• Maintain an external focus (think like an editor - why is 

thi i t t t d )this news important to readers)

• Assign publicity to a committee member who will be 
involved and who wants to do itinvolved and who wants to do it

• Two primary skills required
Writing ( rite like an editor important facts first)Writing (write like an editor - important facts first)
some knowledge of how the media works

Wh t id f i l d i / t• When to consider professional advice/support



Key issues (cont )Key issues (cont.)

• First Call for Papers is a good time to begin media p g g
outreach

• Even though most publications are now online time• Even though most publications are now online, time 
the main release of news with print publishing lead-
times in mind – three months (for monthly 
p blications)publications)

• Always try to provide good photos/images, along with y y p g p g , g
captions for context



Examples of good photographyExamples of good photography

“Forest” of carbon nanotubes, IITC 2007,



Key issues (cont )Key issues (cont.)
• Provide legitimate journalists with complimentary registration, 

h i f di CDshort courses, copies of proceedings, CDs

• Make available a “press room” where journalists can work 
itonsite

• Treat worldwide media the same as host country media

• Link to the press kit from the conference’s web site

• Issue press kit (releases, tip sheet, images/photos) on CD or 
memory stick

D fi h i l iti t j li t• Define who is a legitimate journalist
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Who is a journalist, and who isn’t?
• DefinitelyDefinitely

employees of established news organizations
freelance writers who can provide work samples 

• Possibly
bloggers
Industry analysts

• How to decide:How to decide:
history with the person (have they attended 
before?)
their purpose in attending (primarily reporting ortheir purpose in attending (primarily reporting or 
commercial?)
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No single “right” way to do publicity
• ISSCC

press meetings prior to the conference
most press coverage is “embargoed” until conferencemost press coverage is embargoed  until conference
multiple press conferences held onsite

• IEDMIEDM
e-mail/phone media outreach prior to conference
no embargo on press coverage prior to conference
one press conference onsite, on first dayp , y

• IITC
e-mail/phone media outreach prior to conference
no embargo on press coverage prior to conference
individual meetings with Publicity Chair onsite
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Tips of the trade
• Journalists’ deadlines are criticalJournalists  deadlines are critical

• The easier you make it for them, the more publicity you’ll get

• Good photos and captions are extremely beneficialGood photos and captions are extremely beneficial

• Allow complimentary registration & proceedings

• Every new aspect of a conference isn’t always seen 
externally as “news”

• Work closely with participating companies’ PR staffs
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Thank You!


