A PR Pro’s guide to creating the perfect survey
Surveys can be a valuable way to establish thought leadership and inject your client into a hot topic conversation – and can provide fodder for pitching for months afterward.  However, if they aren’t done correctly, they can fall flat.  You can create a valuable survey and garner great coverage by keeping a few things in mind:

· Make it neutral: Clients have a tendency to ask survey questions only related to their products and technology.  While it’s okay to focus on their space, advise them to take a broader approach to make it more credible with the media.  

· Identify your respondent:  Be very specific about your target respondent.  What industries do you want to include?  What size should the company be?  What is the correct job title of respondents?  

· Limit multiple choices: Unless your survey is a major initiative or research project, advise your clients to keep it to 12-15 questions.  This makes it easier to identify the statistics that might act as your headline and gives the media a more digestible story.

· Avoid FUD: Reporters are generally turned off by surveys that create fear, uncertainty and doubt.  Avoid a ‘doom and gloom’ headline like ‘only 3 percent of respondents prepared for an IT outage’ by finding the silver lining in your results.

· Include the unexpected: Remember that the media is hungry for something that hasn’t been done yet.  You can set one question aside to ask a provocative or fun question.  

· Consider open-ended: An open-ended question will give you some good anecdotal information to share aside from your statistics.  If you have the time and budget, you could also hold a focus group to supplement your survey.

· Work with a third-party: Surveys are much more credible if they aren’t conducted by vendors or PR firms.  If budget is not an issue, consider working with a third-party research firm like Applied Research or Harris interactive.  If you have a limited budget, you can work with Zoomerang and provide your own list of potential respondents.

· Utilize the one-pager: Avoid sending out the entire survey to your media contacts.  This leaves the story angle wide open for interpretation by your media contacts.  Instead, create a one-pager to ‘guide’ your story with three or four key points and the data that support your points.  This can be used as a tip sheet for spokespeople and can be provided to the media before briefings.

· Coach your spokesperson: Remind your spokesperson that the focus of briefings should be on the survey results.  Their job is to provide commentary on the data, and to provide best practices that don’t always point directly to their product.  Urge them to avoid product-specifics unless directly asked.  They will benefit tremendously by appearing as a knowledgeable expert in their space. 

· Use your data: There are many ways to use your survey results after the initial release.  Ask the research firm for your cross-tabs and pitch into vertical or SMB media, if appropriate.  Use the data to create a new bylined article and to support your next launch.  Consider holding a media roundtable using your data as talking points.

