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WHY DOES THIS EXIST?
“We’ll get you in all the big press outlets by the end of the Quarter. The Wall Street Journal, an 
interview on CNN, and the best influencers touting your name. Sound good?”

The owner of the next greatest start-up out of Silicon Valley looks over the perfectly designed 
and presented press book and business contract. The large cost of the campaign is broken 
up into convenient retainer payments over the course of the year. The PR sales guy sitting 
in front of him is all too charming, has already cut down the total price by a sizable chunk 
and has given no reason to go elsewhere. The new round of funding the start-up accepted 
had the stipulation that they had to get some media coverage.
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“Yeah, I guess so,” the start-up head agrees and signs his company away in blood.

Because we are tired of the bad rap in our industry when we know PR is a systematically-organized 
body of communication knowledge, that when applied properly leads to  measurable ROI, more 
new sales & more overall business.

LET’S PULL BACK THE CURTAIN. 

It’s no secret that the inception, writing and distribution of this eBook is from an Anti-PR Public 
Relations firm based in Tampa Bay, Florida. A firm that practices Anti-PR daily and has done so for 
over a decade.
 
Why would we try to convince you that the start-up guy above made one of the worst mistakes in 
the world for his company?



A TYPICAL CASE
Most PR firms work under the retainer / monthly fee model of payment rather 
than demanding the entire yearly campaign’s payment upfront, which is a common 
practice in the B2B market place. It’s even bleeding into the B2C market place as 
subscription payment models are gaining popularity (see Netflix, Dollar Shave Club, 
Amazon Prime etc.)

However, this is exactly where shady PR firms can nickel and dime their clients into 
paying 3x for the “service” delivered.

The following is adapted from an article from TechCrunch commenting on the
underbelly of the PR industry: 1

Let’s take the example from the previous page in which a start-up company in 
Silicon Valley signs on to year-long PR media campaign with the PR firm “Rodgers 
Information Professionals (hereby known as “RIP). RIP asks for a “ramp-up” period 
in which the start-up must pay the retainer while RIP “gets to know” the start- up so 
they can better position them in the media. They say they will study the executives 
at the company, learn the industry, and “get a feel” for what it’s like there. This 
process can take up to two months in some cases.

After RIP has milked that period all it can it will start talks of getting the start-up in 
the media. RIP remarks that it will need two weeks to research and prepare a press 
release to put out in the media, all under the guise of fancy language and emphasis 
on quality.

Then RIP will take the press release that is most likely about the start-ups beginnings, 
the executives or something that honestly as zero interest in it and they will pitch it 
unsuccessfully to the media.

Shortly after RIP might pull in some favors from big media sources like The Wall Street 
Journal or Variety and get the piece in the publication. Great! Until the start-up can 
only find the story buried under heaps of articles these publications actually want 
to post and promote. There’s virtually no traffic to the start-up’s post. RIP apologizes 
and says they’ll get it right next time.

A complete waste of the last few month’s budget and effort.



REALITY V. FANTASY
The above situation is completely unethical and disgusting, right? That’s exactly why we 
wrote this eBook. We are committed to revolutionizing the viewpoint of PR – from  “smoke 
and mirrors” (which is not PR) to “REAL PR”. The difference is quite astonishing. 

Too often in the PR world, six months can go by with one or two stories with PR firms telling 
clients “we need more information” or “we’re working on it.” This is intolerable and an 
unfortunate turn that this has become “normal” in this industry. Our approach is very
much an “anti-PR” approach.

Ramp-Up Time Industry ResearchVS
Getting to know your client and industry is, without-a-doubt, an important 
first step to take. This process should take several days, not weeks. Then it’s 
right to press release writing and pitching. “Ramp-Up Time” should never 
take a considerable amount of time. A professional PR firm will have a staff 
of researchers who can learn quickly and intensively. Don’t waste time or 
money here. 

Self-important NewsworthyVS
The common misconception of a press release is that it’s all about the latest 
award won, the office moving or about this interesting event your company 
hosted. While there is a time and place for those releases, majority of the 
time a press release should be filled with news that the media will want to 
pick up on and promote. If there isn’t a lot of news in your industry the PR 
firm should make news. There is always something to say in every industry 
and something to comment on. This is what the media wants from a PR firm. 
Well researched, well written and INTERESTING “news releases” that satisfy 
both your company AND the media. 

Reactive ProactiveVS
Some PR firms will tell you that “we have to wait for something to happen,” 
in order to get a good press release out. This is just wrong. It robs you of all 
control over your campaign and media footprint. As in the above comparison, 
a professional PR firm will create articles, topics and angles so that there is 
never a shortage of news to talk about. It  will also do more to pose your 
company as a thought leader in your market.

PR NEEDS TO BE REDEFINED.



Over-Promise / Under Deliver Setting Expectations & DeliveringVS
One of the most surefire ways to tell if a PR company is worth its salt is to ask 
what exactly the schedule of deliverable service will be and what hard targets 
there are to meet them. You should never accept “We’re trying” as an excuse 
for any service not met. If they promote (and they will) vast media coverage 
in 60 days, if you haven’t received that exact service- kill your contract. A real 
PR firm is known for RESULTS and how to deliver those results consistently. 
Anything else is a wash. 

The Big Machine The Human SideVS
PR firms often present themselves as big, impersonal machines that will 
promise this and promise that based on past accolades. They incorporate a 
“one-size-fits-all” mentality to their clients. Anyone with a brain knows you 
can’t treat a modern, cutting-edge medical company the same way you treat 
a agricultural franchise of farms. A human side of the company has to be 
accessed.

Firm Focused Client FocusedVS
PR firms are proud creatures. They like to show off awards, big placements, 
and tell you how important they are. While showing praise is great for showing 
credibility —once the client is in the door the whole conversation should be 
about you, the client. It’s a no-brainer that a client’s success is what will make 
a client stay with a firm so it is imperative that the PR firm is solely focused on 
what it can do to help the client get media coverage and success. 

Focused On One Hit Focused On Sustained HitsVS
Bad PR firms will tout and boast the one big media placement they got for 
you. Talking about impression numbers, audience, reach etc., and won’t keep 
trying as hard to get you in more and more publications. They hope you ride 
the high of being featured and that it lasts you a few months. It’s lazy. It is 
crucial to your success as a business to have continual media coverage to 
impinge on your potential customers or clients. Your company name should 
be drilled into their head so that when they think of your industry, your 
company is on the short-list. Only consistent and frequent press coverage 
will achieve that. 



PR NEEDS TO BE REDEFINED

“The PR industry has lost touch with reality resting on past 
accomplishments and failing to deliver the results today’s 
companies need

“It’s simple: there’s way too much ‘smoke and mirrors’ in 
the PR world and not enough delivery of results.

“We exist to change that standard and revolutionize 
how PR is not only perceived but in terms of measurable 
ROI. As a business owner, I know every dollar must work 
hard for my company so I share that sentiment with  
our clients.”

Chief Evangelist & Anti-PR Strategist
CEO of JoTo PR

We come from the Crisis Management side of the world, where time is not a luxury. We apply 
all that we learned in Crisis Management to give every client the kind of results and exposure 
they were seeking in the first place.

Unlike TV dramas, we don't wait for some scandal to pull out all the stops to get you the press 
and continual coverage you need. (Actually we consider it a scandal if you don't get press and 
respond accordingly.)

No excuses. 

We convert PR from a “necessary evil” to “an integral part of your growth strategy” clients and 
CEOs rely upon and gladly report to their stakeholders.

Our motto: “PR isn’t the answer. Results are.”
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