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FAQ – Daniel Merrick Public Relations

Founder and President Daniel W. Merrick, Ph.D.
Q: How do you describe your experience in the public relations field?

A: I’ve been in business for 15 years. Before starting my own agency in Public Relations, in 2009, I worked with a wide range of clients at some of New York's best known sources for Radio and TV bookings to get guests for my radio show. As my experience grew broader and deeper, I found that my own strength was being a determined advocate for all my clients, even those in fields that don’t get a lot of media attention. Maybe it's the preacher in me – I have a degree from Chicago Bible College – but finding success even with the toughest campaigns was a source of momentum in my own professional development. I developed my own proprietary system for media campaigns, and started my own agency to expand its reach. We have been extremely successful at helping our clients expand their new business opportunities. 


Q: What can a new client expect when they start working with Daniel Merrick Public Relations?

A: When it comes to Public Relations, media matters are given the VIP treatment. We concentrate on broadening client exposure across all media platforms, and work with clients to craft customized media campaigns that reach out to all appropriate media outlets, from national television to the most respected industry publications – whatever will best get the client’s message across to the appropriate audience. 

Q: What does a client get from Daniel Merrick Public Relations they can’t get elsewhere?

A: We epitomize the best of boutique firm client relationships, and bring the expertise of larger firms’ ability to get results. We do a thorough analysis of client needs and turn that into a highly specific and targeted media exposure campaign. It’s a full-service approach, with a dedicated, attentive focus on clients’ media objectives. We’re aggressive on our clients’ behalf and collaborative in our strategies. We focus on the portion of public relations that's designed to build the most credibility and awareness for our clients. It's the most difficult for a firm to achieve, but also the most beneficial for our clients. 
-More-
Q: What does that mean in practical terms? 

A: All clients get customized, proprietary activity reports at specified intervals that detail our media campaign efforts. We identify the most successful approaches and suggest alternatives to ensure that we secure the maximum exposure for each client across a range of media, from traditional broadcast outlets to cutting edge strategies using social media and collaborative, interactive outlets, including MySpace and Twitter.

Q: How do you sum up your media campaign philosophy?

A: We go above and beyond from the outset. We don’t send out press releases blind and hope for a response. We target media outlets and work closely with reporters and editors to help represent clients’ stories to their best advantage.  No one can expect 100% of media sources will do a particular story, so we present varied approaches with timely relevance to open doors.
Q: Meaning?


A: You don’t get effective placements through a mass e-mail. That’s just another piece of unwelcome spam in a reporter’s in-box. We don’t want our clients to fall to the delete button – we’re looking for valuable exposure for the companies and individuals who work with us. Our job is to find your story and make it compelling. We want to fit your goal into a variety of formats, from national and regional print media to broadcast and Internet platforms that showcase what our clients have to offer. We also have our own media in house to help.
Q: What if there’s no placement?


A: That doesn’t happen. We are very aggressive on our clients’ behalf, and we know the media markets they want to reach. We tailor the tale, if you will, to make it easy for reporters and editors to see stories their readers and viewers will appreciate and value. We don’t do disappointment, having an extensive background in sales made us experts in presentation.
Q: Do I have to pay extra for this?

A: No. We work hard to position our clients as companies and individuals with compelling narratives, and as trusted sources of information in their respective fields. Whether it’s establishing an entrepreneur as a sports expert on ESPN or introducing an investment professional as a reasoned, level-headed voice in the midst of the $50 billion Bernard Madoff fraud in the Wall Street Journal, we get our clients the media attention and reputation they seek through knowledgeable, experienced cultivation of the right outlets, every time.

-More-
Q: All right, I’ve hired Daniel Merrick Public Relations, and you’ve worked with me for two months. What can I expect?


A: By now, your account representative will have a close connection to your business, your team and your brand. We’ll take our understanding of what you are about and leverage it into an effective media campaign that reaches out to all appropriate outlets – we’ll take this to places that you may never have considered, and will have produced results that surpass your expectations. You’ll get regular status reports, have your clips complied and packaged for distribution throughout your organization and formatted for your online presence, and know exactly what activities we’ve undertaken on your behalf. Many firms give you a email blitz, charge you for the $450 press release at the PR news wires, then just hope you will get calls.
We look at where you want to be, then call direct to close the sale and get your story published.

Q: Sounds pretty good. Where do we go from there?

A: By now, we’ll also be making a shift from our initial phase expanding the initial exposure and establishing you and your brand as a media presence who serves as a reliable source of information for reporters, producers and editors who know your story and appreciate your professional strengths. We’ll work on communication strategies with the press, and help train you to keep a consistent message in print, on the World Wide Web and on the broadcast airwaves. We have in house audio production, web design, and graphic arts to help get it done.
Q: What are your fees compared to other firms?

A: Our fees for basic press release and contacts start as low as $125 and go up from there. We offer a wide variety of offerings and outlets that charge for some services also. We let the client pick and choose which expense is within their budget. We also take the Coop approach with some advertising. For example we attend the PR News and Media Summit two times annually which is a fee entry into the media world behind closed doors where we can present our clients to over 100 producers and decision makers over a week. Since our fees are small, we ask clients to split the costs and expenses and we share what would otherwise be tens of thousands of dollars to clients into only a few thousand each. Before we bill you for any added charge, we ask first.

Q: Can you sum up the value proposition Daniel Merrick Public Relations provides?

A: Our business model is simple: we go all out for our clients, and your interests become ours. Above and beyond means just that. We take our knowledge of the diffuse and often complex media universe, from local outlets to international networks, and shape your story for it to be told. We help develop what you have to say and find a forum where your expertise is both recognized and valued. For a look at how past and current clients have benefited, please click here: http://www.rdjcatalog.com/clients.htm we invoice through PayPal and echeck via email. 
-More-

TIPS FOR CLIENTS

Most times for radio they want to know they can contact you and do a pre-interview to go over

on air specs they may have. Things like what you will talk about. Be sure to use a GOOD

clear line phone, no cell for most stations, and remember the ever constant FCC reminder that the

foul language must be bleeped.

TV they want to book time and be sure you are on set well before air in sufficient time for makeup and floor marks so you know where to stand or sit. Don’t leave the set until you are told that they are off air. With a live set, you may have to come on and off set quick but take the host’s lead and director’s cues. The red light is the active camera. 
The media folks I have met at the PR Summits and doing TV myself seem to want to feel you out and get to know you. If they like you and it looks like a friendship is evolving, you can ask for them to have you back for later which is best done off camera.

It is also good to bribe these folks, especially at Christmas and Festival of Lights time.

Taking a hand full of DVD's to pass out to the directors, Producers and on air talent, is 

Good and helps to win friends and influence people. Everyone likes free gifts and gift bags. 

You will learn the process as you go with some interviews; you want to let the host lead, but get a plug in “available at Amazon” or “your web site Dot Com”. It is always good to ASK FIRST before giving the web site. You should have an ORDER NOW button that links to Amazon or Netflix on your site before you do the interview so you will get sales.

Another thing you may consider is an email register for news about your products or public appearances so that when people come to the site they can feel like you are their personal friend. That is the marketing tool that has made FaceBook, Twitter, and MySpace a success. People like

to feel they have access to famous people in some special way. It gives them a feeling of status they don't get in the 9 to 5 with the boss and coworkers. Make a person feel important and you will get them to buy your stuff.

You are the salesman they will see so smile and use the gratefulness in your belly to 

greet everyone you meet, shake their hand like a long lost friend and let them know that

you appreciate them and what they are doing for you.

You have to remember that you are getting FREE air time worth MILLIONS! They know this.

You are getting a gift so be likeable and friendly is the rule.
-More-

NO SHOW!

If you don't connect at the right time for radio or show up for in studio on time about a

hour or more in advance, you will not get invited back. During the interview always remember

the host leads always to a commercial break. That is why it is best to practice for the

camera and learn your lines before you go on stage.

It is also good to have a list of sample questions of about five or ten that are answered on a 

sheet of paper in a Q&A format to give out with the media kit. 

Media Kit should include to Press:

1 DVD or CD or Book (bring more with you to interview)

1 Sheet with Bio on you and your project full color.
1 Sample Interview Questions for YOUR NAME HERE at top in bold

Nice cover folder with a business card in with the kit that includes contacts and email.
Any additional promotional items you may have to give IE T-Shirts, Cups, Pens, or anything with website and logo on it is good but add only one in the mailed kit. These items can be given with the kit and with you to the interview.
You know you best, so it is best to get these items together ahead of time. When you mail media kits be sure to write on the front under the address “REQUESTED MEDIA KIT ENCLOSED!” or it will get tossed with the unsolicited Query pile in the trash. 

These are the reasons that PR folks get big cash advances and the reasons that some press and media folks don't accept guests from just anybody. They want to know that they have been coached and that the show quality will be interesting and keep people tuned in, it’s all about ratings even for the news folks.

The Harrison brothers charge $10,000 plus hotel and meals for a week to give people a day long class about this and help them learn how to do this. The next 3 days at the PR summits and LEAP courses they get in front of the producers and media people from all the big networks, shows, newspapers and magazines. Lots of PR people go to push 3 to 5 clients at a 

the summits and charge them $5000 each to do it for them.
I work with a lady from DM Marketing that gets 5 or her clients to each pay $1500 each for the spring PR summit and she uses the extra money for expenses in NYC. For the LEAP it’s a week and she charges $3500 each of 5 and they are represented to about 150 media outlets.

-More-

The goal here is to get FREE press, Media, Radio, TV and News exposure on talk shows and news feed interest stories. Free Advertising by Interview and Interest story. One guy that interviewed me in the pre-interview phone call simply asked "What's your deal". Be ready to make friends and give them your best Sham Wow on air!
Schedule of Fees:
Basic:  $125 - $2000 monthly in advance. (Per client quotes based on needs)
Includes emails to my media sources and phone contacts to get the interviews. Coordination of your schedule and contact information required so that I can reach you anywhere at anytime to insure you are networked to the people who can make your goals of getting famous happen.

PR Summit:  $2500 - $5000 per coop.

This is a two time a year event that I attend for clients. If you are part of the coop of no more than 5 clients per event, your payment and media kits must be at my office no later than one mother prior to the event. You can go yourself along with me but must be registered and paid in advance so that I know my client will be there. 

Paid Press Release Services:

There are a number of news wire sources that charge for press release. I only use three of them. Each charges form $80 to $600 depending on coverage. For the most part I use AP and UPI along with my targeted lists. 
Endorsements & Events:
Celebrities will do endorsements of products or attend your party or event to perform for a price. The event or commercial must be submitted in advance to their PR reps and scheduled. All film shoots and production fees must be paid in advance with our Production Contractors. These costs with union requirements in some cases can run into the hundreds of thousands.

Retainers:  I charge a $5000 retainer for my time in addition to above fees and bill at $200 an hour for any extra services not included in the basic fees above. Audio commercial production is free for the first two hours. Web video edit and production fees are priced per job. Mailing services are on retainer at $100 an hour with your providing mail package and postage fees in advance.
Charity Events: For charity I only charge my expenses and travel including meals and lodging. 
Subscriptions:

For the $150 monthly subscription I do regular booking for TV and Radio, Press releases, and social network promotions. You are encouraged as a client to book to be on my radio shows and to use resources I provide for you in addition to my efforts. Since I am just one person and not always able to do targeted promotions, I ask that along with booking such as concerts and appearances, that you may want to directly join and use sources provided on this page.
www.PRSpaceBook.com 

Blessings:  With your success I appreciate any gifts to my charities or bonus that you feel you want to bless me with. If I do my job well, then you do as God leads you and profits dictate.
###
