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Practical advice ON ADVISORY SERVICE PROMOTION 

Currently agricultural advisory activity is in the phase of development in Ukraine, hence the planning of advisory service PR events should be considered a very important component in its formation as the present situation requires that not only individual advisory service but advisory activity on the whole needs promotion.      

Promotional activity’s objectives:

· dissemination of the information about advisory service and the range of services provided;

· produce a positive advisory service image;

· attract new clients and increase the number and range of services provided;

· search for new advisory service markets;

· development of favourable conditions for advisory service through influencing decision makers.

Taking into consideration the fact that, as a rule, agricultural advisory services have limited resources the promotional campaign should be planned. The plan should be objectives-oriented and include objectives based on your possibilities and means to achieve these objectives. It is advisable also to use means, which do not need considerable additional expenditures. 

Essential features required of promotional activities: 

· practicability (programmes should be implemented);

· simplicity (cumbersome plans most often have to be turned down);

· flexibility (always take the circumstances into account and adjust to changes);

· originality and recognizability (do not copy other’s programmes).

Try to keep your advisory service’s history from the very beginning. Interesting and uncommon events related to your advisory service and team members will always prove useful in your promotional activities. 

Establish and maintain contacts with customers. Convince them that you work for their benefit! 

It is well known that “a theatre starts in its lobby”. Your advisory service’s office is a part of your image. It should be designed with rationalism and functionality. Too luxurious interior may antagonize your potential customers (customer’s thought: this is bought for my money) as well as an over-modest office (customer’s thought: things aren’t going well with them). 

An appropriate name and a logo is a part of your success. They can feature your business profile, attract or alienate customers.

Make your advisory service’s annual meetings an informational occasion for the media. Let your notice include the meeting’s purpose and agenda, time and location, duration, the list of participants (position, functional duties). Mention also who will be in the chair and who will speak at the meeting. Specify the speakers’ names, their positions, subject matter, and the reason why these people have been chosen to speak. Invite your established customers to the meeting.   

Organise meetings with the public. Each meeting is an event for the media. Take this occasion. Let your press release include everything of importance for you. Be sure to mention speakers’ names, specify the advisory service’s or other organisation’s name (if not only your experts participate), the exact name of the event, the key ideas of presentations, the event’s time and location. Ensure that you have the full text of your documents in order to provide them to the media representatives when necessary. 

If your advisory service or your team member is awarded this is an important event not only for your organization. Award is the evidence of significant results, the evidence of success. Provide the mass media with the information on who will receive the award and for what, what kind of award it is, when and where the award will be presented, what kind of presentation it is going to be, which guests you are expecting so that the media communicate this to their audience.  

Whatever your advisory service’s PR efforts your customers, rural people will do the best publicity. Being practical people they trust evidence-based information, i.e. a neighbour’s success achieved due to advisory service’s consultations is most convincing. Quality services make the shortest way for a farmer to the advisory service.  

Make public your customer’s success in his/her village and the neighbouring ones. This can be done in the form of leaflets distributed in busy places, such as the village shop, post office, school, hospital, the village council. The text should be understandable for your customers. Make sure that the leaflet contains your office address, telephone number, specialists’ names and services they provide. But avoid mentioning money measurements of the described success. 

Leave similar information with your “successful customer” and agree with him/her on its dissemination.

If your advisers work with your advisory service on a contract (part time) basis and have their permanent places of employment at different institutions and organizations you must ensure that the agreement includes a provision on obligatory dissemination of information about your advisory service at these organizations.   

Be on friendly terms with the mass media. Do all events make media news? Not, of course. These can only be the events that influence a wide circle of people, their life or business activities. That is, your news should be important also for other people, organizations, companies. 

Do not be carried away with the idea of a massed information about your activity: it is better to produce one piece of information to increase the range of your services than have an ocean of unnecessary information. When preparing information ask yourself the following questions: is it timely? Is it important for your region? Is there anything interesting in it for your readers, listeners, viewers?  

Respect the work of journalists and make their life easier: it is only your responsibility to provide them with your news.  

Make up a mailing list. It should include all the local mass media. Compile a list of editors and persons you constantly deal with. Prepare a list of your customer-oriented specialized editions or departments. It is not always necessary to pay for the advertising area in order to get to the press (this requires money rather than skills). Do not forget to invite journalists to interesting events organized by your advisory service, rouse their interest by the topicality or originality of services you provide and the event you are going to organise.  

As to the latter, it is important to prepare a press release. A good press release may become a cause for special tasks to be given to journalists for the wider coverage of a problem or event mentioned in your notice. In this case your advisory service and specialists move from the category of informers to that of experts. In the course of time your comments, conclusions and advice can obtain a permanent place in the mass media In most cases such a form of promotion weighs more than paid articles under the heading of “Advertising”.

When preparing a press release use the following rules. The information should be as short as possible. The first paragraph is of greatest importance as it contains the latest news. The details in other paragraphs should be placed in the order of their importance and interest they can arouse. The form of your information should be simple and resemble an eye-witness account. Provide additional reference information if necessary. The information about a person should be as full as possible. Be very attentive when providing people’s names and surnames or the names of organizations. In case of mixing up you can not only produce a wrong information but also make a lot of enemies. Use simple and short sentences. Paragraphs should be short as well: maximum four sentences of twenty words each. Write in a clear language, use terms accurately.

When communicating with the press put an emphasis on the best sides of your advisory service’s activity. Tell about the reasons of your success.

When working with TV use more actions. That is, more demonstrate what and how you do rather than talk. 
If your information has no respond in the mass media make analysis of what you are doing wrong. Review successful materials published by other services and companies and compare them with yours, use them as prompts and reference points.

Focus your work only on potential customers. Identify your “own” (friendly) media partners that are interesting for your existing or potential customers and are interested in your information. Work mainly with them. However, do not avoid placing information about advisory service activities with other, so called “related” mass media, especially when this does not imply additional expenditures. For example, if your advisory service cooperates closely with a school experimental farm this information being placed in the public education press will be useful for other schools and be able to increase your customer base. 

In order to make a right choice of the mass media identify your customers’ preferences, i.e. newspapers (local or national), radio or TV (specific programmes) etc.  Information placed in a specialized agricultural programme may not have your customers’ respond because of inconvenient time or it can be of no interest for them and thus your money will be spent for no result. 

When selecting a specific mass media make sure that they receive and use the type of information you have prepared. If the need be finalize your own materials together with the mass media specialists having agreed this in advance. 

Use the participation of your customers as actively as possible. Let them speak. The customer’s words are not perceived as advertising. They are more convincing for your potential customers than your own words. In addition, your customers’ presentations, e.g. on TV, make them concerned in your business and responsible for your success.

If your activity is limited to a specific region and you are not entitled to expand it to other regions you should limit your media range respectively.  In this case there is no need for you to send your press releases to national information agencies.   

Take into consideration your financial capacity.  Choose between expensive editions and those preferred by your customers as this is another step to your success. 

Remember that your competitors can be as efficient as you are, so your material should be topical and interesting for the mass media and their customers.  Keep an eye on your competitor’s activities, study their work, use their achievements in your own activity. 

Establish business and mutually beneficial relations with state power bodies. 

A note-book with the addresses and telephone numbers of local authorities is an important document on your desk. 
Find an occasion to make the acquaintance of local government officials whom you need in your work and tell them about your advisory service.  However, talking is not enough. In order to benefit from such contacts learn to be useful for them. 

Find some time to review local socio-economic development programmes. You will find a lot of interesting information there e.g. which problems are considered acute by the authorities and planned to be solved using the state budget funds. Knowing this information you can structure your conversation with state officials in a proper way. You will look learned and competent  and this will raise your organization’s profile. Thus your advisory service will stand a better chance to become an implementing organization for such programmes.   
Even if you do not receive any financial support from the state authorities their verbal support will facilitate your access to the local mass media.    
Take part in the events organized by the state authorities with the participation of your existing or potential customers.
Interest both local council deputies and people’s deputies of Ukraine in your activities.   

If you conduct your activity in a certain rural settlement meet not only with its head but also with the local council’s deputies. This is another channel to spread your information and also your potential “insurance policy” in case of misunderstanding between yourself and the local government or local village council head. This refers to rayon and oblast level. Remember that local budgets are approved by local deputies.  

As a rule, people’s deputies of Ukraine are influential people in their constituency. Make use of this reality. Find an occasion to meet with them. Inform them about your activity. Emphasize benefits their voters have from your activity. Try to find areas for cooperation. Send them invitations to your events on a regular basis. Your cooperation is not only a form of mutual promotion but also a guarantee of support to be provided by a people’s deputy to relevant laws (useful for you), which would contribute to the general development of advisory services. 

