Leveraging Unique Resources
eturn for media relations success

Inc.

The Goal:

Help marketers identify and leverage unique, internally available resources they can share with the media
and their key constituencies. Often, marketers don't realize the wealth of information, research and
perspectives generated within their enterprises. After identifying the interests and information needs of
influential media, PReturn helps marketers take stock of their internal resources and design action plans
to garner valuable media coverage and trackable sales and partnership leads.
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Help Influential Media Outlets Help Their Readers

Healthcare executives want to reach medical professionals, consumers or both, and they always strive
to better understand how these groups live and work, educate themselves, consume information and
respond to offers. Unfortunately, many editors and reporters in the industry lack the travel budgets
required to attend meetings and trade shows where this information can be collected.

PReturn worked with continuing medical education company CME LLC to create a program that

enables editors to survey physicians at CME LLC events on topics of their choice — with no travel
required. PReturn works with editors to develop the surveys, and CME LLC’s ; :
meeting staff collects responses at the meetings. PReturn tabulates the Medical Meetings
findings and shares them with the editorial partner, providing valuable insights
on physician opinions which editors often use to fuel high profile stories.

In exchange for the legwork, CME LLC gets a seat at the table and a chance
to comment. This program has netted a Medical Meetings cover story (pictured
at right) and other high profile coverage for CME LLC. Successful partnerships !
have been put in place with three influential trade publications thus far.
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