
ROLE OF PUBLIC RELATIONS IN VARIOUS SECTORS

HEALTHCARE SECTOR:-
What is Healthcare PR?
Healthcare Public Relations focuses on companies in the healthcare field, from medical
innovations to patient care and veterinarian companies. It is one of the fastest growing sectors of
Public Relations, as medical fields continue to grow across industries. One of the major
challenges and tasks in Healthcare PR is taking complex information and making it
understandable and interesting to the average person, while maintaining legitimacy in the field.

Like other types of PR in other verticals, the practice of public relations in this field is designed
to not only educate, spread awareness, and share key happenings BUT crisis management also
plays a role should there be a need. In fact, it may play a larger role given the sensitivity of the
information being passed around and the nature of what many healthcare companies do.

Across biotech, medical technology, healthcare providers, pharmaceuticals, and other sectors of
the industry, PR professionals have an especially heavy hand in promoting products that help us
navigate medical dilemmas and improve overall quality of life for people around the world.

Objectives of Healthcare PR
It Educates
Just like any other industry specific Public Relations, the goal is to explain to the consumer what
a company is doing and why it matters. Educating the average consumer about Healthcare PR
can be complex. Avoid using medical jargon and technical phrases that will confuse your
audience. As is always, it is important to communicate messaging a positive light.

It Builds Trust
Building trust is key in Healthcare PR. Keep information simple, localize it and personalize it to
different consumers. Utilize positive media coverage to position company leaders and their
product in an influential and positive light. Healthcare is a sensitive and personal topic that is
extremely important to everyday people. Gaining their trust is crucial.

It Builds Awareness
Trade publications can be a powerful tool in Healthcare PR. This is an outlet where more dense
information can be shared without running the risk of confusing or boring a consumer. Building
awareness within industry publications is important. But in Healthcare PR, social media is also a
critical tool. Every person needs some sort of healthcare in their life, and making it accessible on
social media is a key way to reach consumers who won't come to you.

It helps people visualize
One of the best tools at the disposal of healthcare PR experts comes in the form of infographics
and other visuals. Because the information can be heavy and relatively hard to digest, graphics
help relay difficult topics, while video on social, web, and television can show consumers exactly
how certain products or methodologies are meant to be used.

It fosters community



When everyone is informed, there is more space to talk about the products, services, and goods
in the healthcare space that can really help people. Healthcare PR pushes this process along and
even spreads awareness for things like clinical trials and research opportunities.

It informs people
Where PR used to cover major news publications, then switched over to their corresponding web
outlets, now spans other channels like social media and modern media channels like Buzzfeed or
YouTube. This approach is strategic for relaying information to the masses, particularly people
that could potentially become a patient, a user, or an advocate.

Healthcare PR Best Practices
Be Simple and Clear
Information in the healthcare industry tends to be dense and hard to understand. You will lose
consumers or confuse them if you don't translate the information into simple language.
Healthcare already seems inaccessible to many Americans. Understanding insurance policies,
complex procedures, even finding a doctor -- all can be overwhelming. You will build trust and
appreciation from consumers by making any portion of it easier to understand.

Be Transparent
There is already a feeling of ill-will in many parts of medical care. From pharmacy prices to
hidden fees at the doctor's office -- consumers don't need to feel like they are involved in another
confusing and potentially nefarious process. Use transparency when creating your PR content.
Explain what is happening behind the scenes when you can, and let consumers know how things
work at the company you're working for. This goes back to building trust.

Do your Research
This applies to both the industry and your target markets. First of all, be sure to keep up with the
trends and new technology in the healthcare industry. Staying up-to-date and knowledgeable
keeps you relevant to your client and keeps them relevant to their consumers. Also, be sure to do
research on the target markets for each of your campaigns and your company's products and
services. Healthcare is an important part of life for most people; you need to know if you are
marketing to families, aging clients or Millennials. The strategies for each should be very
different.

Try something new
The healthcare industry is ever-changing, as are the channels we promote to and the nature of
content online. If you typically pitch out articles or blog posts, try an infographic. Create a
short-form video for YouTube rather than a step-by-step written instruction guide. When you test
new forms of content and placements for that content, you consistently upgrade your strategy.

The customer comes first
A major facet of PR involves training your staff — particularly those who work on the
communications side of things — to a certain level of customer service. When you treat your
customers like they are the first priority and tailor your PR efforts to their needs, it opens the
door for a more personalized customer service that fosters relationships and builds trust. This
means replying to social media comments, answering emails, and taking other actions to build a



strong reputation.

Healthcare sector PR in India:
Healthcare communication holds immense importance in the current scenario. As the
pharmaceutical landscape shifts towards a more consumer-driven and patient-centric model,
organizations need to adapt to this changing ecosystem. Meaningful dialogue among various
stakeholders, including pharmaceutical companies, medical research institutes, hospitals, and
patients, becomes paramount. Healthcare communications specialists embody the critical role of
facilitating collaboration and communication among these diverse entities.

In such a scenario, stakeholders such as The Organization of Pharmaceutical Producers of India
(OPPI), have played a crucial role in driving the transformation of healthcare communications in
India. Through its Bharat Ke Liye campaign, OPPI has been at the forefront of adopting
innovative communication strategies that align with the evolving healthcare landscape. OPPI
recognizes the importance of effective communication in fostering patient-centricity and places
the needs of patients at the forefront of its initiatives.

2. REAL ESTATE SECTOR:-
Public relation is one of the essential components for success in today’s cut-throat competitive
environment. To enhance a company’s image, the real estate sector needs a PR agency to
concentrate on establishing a reputation, so that consumers can recognise and trust it. Building
brands for real estate companies depends on their ability to take advantage of the publicity, both
in traditional and digital ways. Thought leadership, industry story participation, and interviews
are some of the most important PR tools to reach public. Further, PR agencies have the necessary
networks, and contacts to assist a real estate company to enhance its brand image.

Strategic Real Estate PR That Makes an Impact

Various campaigns are organized by a PR Department for the following purposes:
Increasing your visibility so that prospective clients and referral sources become familiar with
your experience and expertise.

Reinforcing your credibility so that you are seen as the experts in your service area.

Creating top-of-mind awareness among prospective clients and referral sources so that they think
of you first.

Generating new leads and referrals from qualified prospects.

Public Relations for Real Estate Firms Begins with Messaging

The first step in results-driven public relations for real estate firms is messaging. It’s important to
nail down your objectives by asking questions like: What are you trying to accomplish? What
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pillars of messaging are you trying to communicate? Who is your target audience and how is it
segmented?

PR works with real estate firms to:

Position the organisation as an expert spokesperson – Inserting it into the news stream as an
expert spokesperson will not only increase visibility as a knowledgeable go-to resource, but will
cultivate relationships with journalists seeking ideas and commentary on news, trends and
forecasts related to the real estate industry.

Make news the news – Through the use of expertly-crafted press releases, media pitches and
alerts, attention is generated for newsworthy events, including individual and firm-wide
achievements, new hires, new service offerings and more.

Place expert articles authored by you – Bylined articles reinforce your authoritative positioning
and garner visibility among readers in your target audience.

Generate speaking opportunities – Allowing the potential prospects and referral sources to see
you in action first-hand is a great way of developing business. Speaking and/or panel
opportunities are attracted by PR for you to showcase your expertise.

Get you noticed on nominations and rankings.

Maximizing PR Reach to Create Visibility for Real Estate Clients

While it’s great to be featured in the media or give a presentation to your target audience, the real
power comes from maximizing the reach and impact of that content. PR amplifys the effect of
this third-party validation by publicizing, repurposing and leveraging the news to other channels,
e.g., by posting it on your website, distributing via social media and e-newsletters, incorporating
it into your marketing materials and more. PR also looks at how we can take one topic and
leverage it multiple ways, such as taking a blog and turning it into an article and/or media pitch,
creating a webinar on the topic and drafting a series of social media posts.

Particular Knowledge in Real Estate Public Relations

Just as you always have your clients’ best interests in mind, PR is there to advocate and ensure
you’re getting in front of your target markets.

In summation, Creating Visibility. Reinforcing Credibility. Fueling Growth are the roles and
responsibilities of PR in Real Estate

3. ENTERTAINMENT SECTOR



The Entertainment sector believes in PR that PR will create a positive image in urminds of the
audience and if you fail to do so then the reputation of the client is at stake. The PR team should
be well aware about the choice and preferences of the target audience. If the team fails to
recognize the pulse of the audience then the whole exercise of creating public relations goes
waste. There should be an open minded approach while getting to the people. There are all
kinds of people out there and each one with a peculiar taste. You should be able to cater to that
taste and choice. All the clients are different in their own way but share one thing in common
and that is mutual respect and trust.

Good Communication Skills:

The firm looking after entertainment PR should have a team that has a very good
communication skill sets. It includes both the verbal as well as written communication. There are
some commonly used tools for PR that includes emails, press releases and also the blog posts.
You should have a well trained team to handle this part of the PR. One of the most important
aspects is expressing your thoughts in a clear and concise manner without making grammatical
or typographical mistakes. It leaves a bad taste in the minds of the viewers and there is a
chance that people may even question your authority on the subject. Written communication
should flow seamlessly and unhindered.

Same goes for the verbal communication. If your team is not good at communicating the client’s
point of view then there is a chance that you may lose out on good business. When a person
speaks, even if it is on behalf of a client, there should be clarity of thought. If the communication
manager is confused, the image of the client takes a beating which can have a negative impact
on the PR agency.

Good Communication Skills:

The firm looking after entertainment PR should have a team that has a very good
communication skill sets. It includes both the verbal as well as written
communication. There are some commonly used tools for PR that includes
emails, press releases and also the blog posts. You should have a well trained
team to handle this part of the PR. One of the most important aspects is
expressing your thoughts in a clear and concise manner without making
grammatical or typographical mistakes. It leaves a bad taste in the minds of the
viewers and there is a chance that people may even question your authority on
the subject. Written communication should flow seamlessly and unhindered.

Same goes for the verbal communication. If your team is not good at
communicating the client’s point of view then there is a chance that you may lose
out on good business. When a person speaks, even if it is on behalf of a client,



there should be clarity of thought. If the communication manager is confused, the
image of the client takes a beating which can have a negative impact on the PR
agency.

Sticking To Your Own Ground:

Entertainers can be a bit difficult at times and may not go the way you want them to go. But it is
up to you to take them along your given path. The client’s opinions are to be taken care of but
do not forget to express yourself very clearly and very precisely. Having hard conversations is a
regular feature in the Entertainment PR field and you should be ready to stick to your own
ground when such a situation arises. There can be no lies and distrust between you and your
client. If there is a sticky situation, you need to be upfront about it. Hiding such news might
cause larger damage in the long run. You have to be comfortable saying No to an unwarranted
demand of the client. The process of Public Relations works both ways; you and the client have
to work in tandem and any difference of opinion that appears in the public can give a major
setback to the image of both the concerned parties. While taking up a PR assignment in the
entertainment industry, you should totally believe in the subject that you are taking up. This will
create the magic that the client is looking for and will also enhance his/her image.

4. PR IN FASHION AND LIFESTYLE SECTOR:-

Public Relations (PR) is one of the most effective communication tools for fashion brands. PR’s
goal is to keep the brand’s reputation at its highest and ensure the public has an accurate global
view of the company. Today we share some of the tasks carried out by a public relations team.
A Public Relations agent is a professional profile highly requested in lifestyle and fashion
companies.

ROLE PR IN FASHION AND LIFESTYLE SECTOR

Planning the PR Campaign for the Season

Many PR activities are attached to the fashion calendar. The schedule sets the important dates
for PR events such as runways, press days, store openings, and awards season throughout the
year.

The concept of “season” in fashion is still relevant, as magazines and fashion websites cover
fashion according to Spring/Summer and Fall/Winter designer collections.

PR managers identify all communication opportunities in a plan that can include: editorial
content in the press, celebrity and influencer activations, brand events and meetings to engage
the stakeholders, and development of PR communication materials to use during the season
campaign.



Some PR plans focus on the main collection, others on brand values and the company’s
purpose. It all depends on the desired engagement level and the PR objectives to fulfill, the
overview perspective is helpful to consider every PR activity part of a whole.

Coordinating the Press Showroom
The PR team coordinates the press product samples for stylists and photographers to work with,
in a showroom these would be the clothes on a fashion photo editorial assignment. During the
season they need to organize, catalog and display the range of products to be shown to fashion
editors and fashion journalists. This PR task can be developed from an in-house perspective, or
it can be carried out by an external PR agency, which manages the showroom, the publicity, and
related marketing activities for a portfolio of client brands. Press days are a common strategy in
the industry to promote the collection through fashion press and stylists.

3. Creating Press Materials

The PR team is in charge of writing press releases during the entire season and managing
which information can be released to the press, the stakeholders, or the general public and
which cannot. The most common PR communication tools are press packs, lookbooks,
campaign and product photoshoots, and video campaigns.

4. Maintaining a Close Relationship With the Fashion Media

A PR campaign aims to generate enough editorial publicity arising from newsworthy stories.
Public relations executives work closely with fashion journalists to keep them informed about the
brand’s activities, the next launches, and to give them exclusive scoops. PR has a reciprocal
relationship with the press. Fashion journalists need fashion stories, editorials, features, and
products to include in their magazines, and Fashion PRs need media coverage to communicate
with their brands’ consumers, each of them gains from the other. PRs allow journalists to
understand the brand, to take a deeper look at the designer process, or grant an interview.
Press trips, fashion shows sitting, or delivering bombshell news are some of the PR’s key
activities during the season.

5. Engage with Key People Online and Offline

The use of famous people to promote luxury and fashion is not new. Actors, singers,
entertainers, and athletes are the fashion industry’s favorite key people. PRs organize, maintain,
and negotiate promotional deals with celebrities to generate brand associations. Red carpet,
movies, video clips, and wardrobe loans are common practices tools to promote the brand. PRs
also work closely with digital influencers, in some cases, Internet stars with millions of followers
in social media networks. The principle is the same, select, endure and retain close
relationships with key people for the benefit of the brand.

5. PR IN BANKING AND FINANCE SECTOR



A financial company can build strong brand value by building customer relationships. Good
relationships boost sales through customers who stay loyal to the brand. For this purpose, PR
can aid these organizations in doing so.

Build a unique brand value
Developing brand value should be a company's priority. Strong brand value brings with it trust
among potential customers. Your business is then more likely to be able to sell more products
and services. Creating a strong brand identity takes a lot of time and work, but you can build
strong brand value with well-planned and creative PR. Companies in the banking and finance
industry must keep spending money on PR campaigns if they want to create this brand value.

Develop trustworthy relations with new and existing clients
Banking and finance is a trust-driven industry, and people prefer buying products from
well-known companies. Since investing in a financial product involves financial risk, people will
try to find a trustworthy company before investing. Investing money into a PR strategy helps
businesses build trust with current and new customers.

Introducing great products and services is beneficial for a company's reputation. But public
relations is crucial to generate more leads and potential buyers for your products. It becomes
easier for financial companies to convert leads if they invest in PR services.

Generate more leads
Introducing great products and services following a standard financial verification process
benefits a company's reputation. But public relations campaigns are crucial to generate more
leads and potential buyers for your products.

It is easier for financial companies to convert leads into buyers if they invest in professional PR.

Attract investors to your brand
The demand for financial services is rising, and many startups have emerged. Businesses can
attract more investors with innovative PR and branding strategies from which to launch new and
exciting products and expand their businesses.

A big problem for many startups is a lack of funding, which affects decision-making. Launching a
new product is costly. Startups that find investors can deal with these expenses more efficiently.
Investing in PR will increase your business's exposure to potential investors.

Increased awareness of the products and services
Many new products and services fail due to a lack of awareness. People sometimes need help
understanding the benefits of such products. They might become buyers if they did understand.

Public relations campaigns help create awareness regarding a product or service. PR
campaigns can help a banking or financial company introduce new products and services and



get the word out to people who might be interested. A good campaign attracts buyers faster and
helps a product become popular.

Crisis Management
Security worries are a particular concern to people and must be addressed head-on. Banking
companies are susceptible to scams and other financial issues that could harm their image. PR
companies can plan for and take proactive measures against these. A PR agency can help
handle PR crises and salvage the company's reputation. In addition, it can calm the chaos that
can ensue when the media learns of an issue.


