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®t We've entered an era when
very good, competent people
aren't getting jobs. One
remedy i3 to stand out, to
self-promote. *?

JeHf Davidson
m.l"‘] conuutan”

By DON OLDENBURG
WasAungton Poat

[ swcesss s the religion of the "80s, the
gospel is self-promotion.

Al a time when cominunications viills
and a good public image can land an actor the
pr Y. 2r an 3 xey 10 the
company's executive lounge, marketing con-
suitant Jeff Davidson is one of a growing
aumber of apostles of personal public
relations.

Co-author of “Marketing Your Consulting
and Professional Services” (John Wiley &
Sons. 31995, Davidson unabashedly sails
aimseif and his services. He says in a studied.
coafident voice. "I practice what [ preach.”

Davidson is convineed that self-promotion
i3 a sensible ru-.-'.tm‘w intense professional
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Some Ups lrem ihe experts on marketiag
yoarsell. Page C8.

\rying o r blurrv details
of a nad dream. He now numbers the stories
by and about him 3t several hundred. |And
now he can chalk up one more.)

In (976, a3 an emploves 3t 3 small Con-
cecticul consuiting firm. Davidsoa killed
some time during a iull is the work schedule
by trying hus sand at writing 3 work-related
arucie

AB in English with
70 aspirstions to wTiting, the University of
Connecticut grad stuck 10 a simple formula
_i\}ﬂrrrlonuiqr‘.iwnl in Smail Business
New Eagland i

vice from his repoTts (o corporate
clients into how-to srticles, By !980. ned
seen 10 of his stories pablished. That moare
than doubled tSe next year and was up to 50
in two vears,

“And n0w it's about one or (wo & week — |
oan't keep track anymors.” says Davidson,
adding that maay of his how-tos are timple
rewrites of 10 basic themes that be tailors for
vanous industries.

“You don't meet tons of people writing
articles to sdvance their careers.” he zays.
“I've aven advanced my career by writing
articles 2bout wriling articies to advance

pubii it
Although the magaune pud Davidson

petition among baby s. “Peopie
(o thesr chirties face greater competition all
thesr lives — getting in college. looking for
jobs. choosing mates” says Davidson, 4.
{rom tis office in Fails Chareh, Va.

“There's greater competition across the
board {or that generation than for (hose
before and afterwards. because the others
doa't have the numbers.

We've eniered a0 era when very good,
compstent people aren’t geiung jobs. Une
remedy 3 10 siand oyt to seif-promote, If
¥0u 0. you re going to get the nod over same
co-wnrker.”

Seif-promotion was a foreign phrase for
Davidson 10 years ago.

“There was a time when [ didn"t know how

o get my name iato print,” Ye recails. like

. Lhe lesson e learned was priceless,
“Iliked seeing my byiine," he says. “And [
realls liked it wnen { came home and showed
my parents. They iooked at me [ike | was the
progigal son retwrmng. Until that time. my
family and evervboay [ kmew thougnt oniy
SUDErSIArs @0t Lheir narnes in print”
Davidson had stembled upon what PR
whiz-kid and author Art Stevens calls "2
uniguely American phénomensn” in “The
Parsuasicn Expicsion’  Acrmpolis Books,
1123351 ‘Pubiie relations s the shaping of
perception. througn communication, for the
actuevernent of positive goals Anybody whe
needs to refate 1o the public 1n order 1 te']
himseif or herseil — or fus or her services or
ikills — has 1o get a message across.
Davidsoa plegged away, generalizing ad-

“The average person doesn't realize that
the media meeds them.” explains Davidson

‘“The media need cannon fodder for stortes. | -

looked m[lhpwmuvwmmuhu‘l
s=nt in. | started listing everything that
couid do |for! a news reiease on me

He sent out releases on hiy speaking en-
gagements. which had multiplied because of
the image ol experuse his articies created.
He wrote about awards e had received as an
authority in his field He took industry sur-
vevs Ind mailed relenses on their results
Fnen be'd win 3 consulting contract, write
for a new publication or travel abroad. out
would g0 3 press rejease

i had enough thiegs going that | oould
send oul 3t least une 3 menth 10 various
publications,” says Davidson. “1 wrote 3
news selease when Locaiconsgitant Publish-
3 200tk article.” You do it for the J0oth. for
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the 400th — 'y lixe Hank Ajron hitting
home runs. It's news
Most news releases get thrown away. Sut
the number of columa inches that even one
can get as opposed w0 paying e an ad is
really quite a bonanza ’
Strategles for producing effpctive self-
promoting reieases. savs Davidjon. loclude
working with chantable organizmtons, nign-
lighting civic invoivement ind haking coa-
nections with the right people — publicity by

And always send relesses to|vour smail
h EwIpaper. he savs. b
print anything.” Davidson adds
tion. at some point, feeds itsall. gnd you find
you're joining organizations for the publicity.
rreating events for the news valps

“What doe one mention 1n 2 Dewrspaper do
for vou? Say you have two lawyers two
Consuitants. two doctors or two pi any pre-
fession who are alike in all wavs. of them
is alwavs in the pes, aod the other
isn'L Who is going to do bester® |

“Ail things being equal. the cateer person
who is going to get ahead is not to get
ahead because be does great Thatis a
given. We sxpect that

“What will get um ahead i3 he sdge ke
creates. [t may not de fair. but [ Hon t make
the rules. ['m just tring to ose the rules”

But seif-promoters, warns Davidson. can
overdo it. “At some pount, it changes from
Interest to rritant. You ve got 1o know when
0 say. Enough already

Professionals who want to progsote them-
selves should reaiize “there's no free (unch,
1ays Davidson. |




Seven Tips on Self-Promotion

Washington Post

arketing yourself, says Jeff Davidson, author of

“Marketing Your Consulting and Professional

Services,” requires a restructuring of thoughts,
plans, even patterns of behavior. “You've got to develop an
effective publicity plan.”

A sampling of self-promotion tips from Davidson and
other experts: _
B Goal-setting. “Decide what you want to achieve,” says
Davidson, “and then plan your campaign toward that end.”

William Parkhurst, author of “How to Get Publicity”
(Times Books, $14.95), advises, “Be realistic, be specific”
and keep in mind your personality and your audience.

B Leveraging. Get the most action out of the least
resources, says Davidson. “In marketing your career, your
practice or yourself, you don’t have to appeal to 1,000
people. There are 15, at most 20, people you need to know

— the director of the association representing your field,
and its publications director; a mentor or two: the local
editor of your newspaper; leaders of voluntary and
community associations . . ."

-# Exposure. Speak before groups, volunteer, serve on
boards. Get known across the broad spectrum of the
community. Art Stevens, author of “The Persuasion
Explosion,” advises self-promoters to write at least 10
articles a year for publication.

B Leaving your mark. “These days,” says Stevenson,
“almost everyone has a brochure. You need one, too,
whether it's your business card, newsletter or clever
stationery.”

® Coining your own phrases. “Nothing seems to convey
greater expertise to the public,” says Stevens, than
identification with a particular slogan or word you've
invented.

M Appearance. “It’s unfortunate that Hollywood and
Madison Avenue dictate standards in terms of personal
image,” says Davidson, “but being in a media society,
people do respond to the well-dressed man or woman.”
W Sales knowledge and ability. The fundamentals of
interpersonal selling are necessary. “Everyone should
read what salemanship is all about,” says Davidson. “What
are closing techniques? How does one overcome
objections? The average sale is made after the prospect
says ‘no’ six times.”



