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PR: in-house or not?

In today’s increasingly cost-conscious times, marganisations are looking for ways to
justify bringing (or keeping) their PR activitias-house. There’s no question that it's
possible to do your own PR — although you may wait évell. The in-house approach
appears cheaper and, maybe, easier to monitorthgue are some major drawbacks:

Time and Effort: All the time and effort spent ‘doing PR’ for youllser your
organisation, means you're not doing the job yovewered to do. Doing PR may be fun
— but you need to remember that (a) you’re nooéegsional and (b) you should be able
to be more productive and profitable to your orgation by doing your ‘day job’.

Experienceand Creativity: Using an outside agency gives you the chance to dra

the thinking and experience of others — who're libtcnhave a wider experience of life,
especially marketing and PR, than you have. If guaareful and choose the right PR
professional(s) with which to work, you'll be altteaccess people who'’re at the peak of
their PR game.

Lateral Thinking: Since a PR agency handles a mix of organisatigrezating in
different sectors, it'll come across — and know howse - a broader range of new ideas,
approaches, opportunities and media than you will.

Professional Advice: An organisation’s senior team is more likely togakPR
professional’'s advice because it’'s paying for ey may also be more likely to share
their vision and business plan with an (extern&)ag@ency — not least because they may
assume that an in-house part-time PR person aligaulys the vision and business plan
(which may not be the case). Explaining the orgaima’s vision and business plan to an
external professional should not only help to &atiin the team’s mind but also enable
it to be communicated to a non-partisan audiences raffectively.

Focus: An in-house (part-time) PR person is either forteet@lo PR’ in her/his spare
time or given so much ‘PR work’ to do that her/biser work suffers. Either way, this
dilutes any PR campaign’s focus and pace.

Connections: An external PR agency will use its network corioes to introduce the
organisation to potential business partners, imwestlistributors, customers and so on —
none of whom need necessarily be discovered indkspely by the organisation.



