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MIDTERM: Analysis of Lewis Global Public Relations

Background: 
Lewis Global Public Relations (d.b.a. LEWIS PR,) was founded in 1995 by Chris Lewis in the United Kingdom. Chris Lewis was a reporter for the Financial Times of London before beginning his Public Relations firm, and the central philosophy of the company is to be a valuable resource for reporters. The focus or LEWIS PR is heavily weighted towards technology industries. LEWIS’ clients include Viewsonic, F-Secure, Second Life, Adobe, Sony, Citrix, SalesForce.com and others. LEWIS has 35 offices throughout the world, covering Asia, Europe, North America, the Middle East and Africa. It appears that most offices operate semi-independently, working on individual campaigns for clients, but sharing resources such as executives, HR, operations, pitching and client recognition. The office sizes vary, London being the largest, and Los Angeles having only 3 full-time staff. LEWIS’ primary competitors are mostly larger firms with divisions that handle technology and online media PR. Some of the competitors in the tech media space for Los Angeles are Atomic PR, Ruder Finn, Rogers & Cowan, Ink PR, mPRm, and the Lippin Group. LEWIS PR works on a variety of projects for tech companies, including traditional and new media. They have a sub-division called OCTANE PR that produces viral media campaigns. The Los Angeles office, (will be referred to as LEWIS LA) which will be covered here, is primarily a new-media and online PR agency for tech businesses local to the Los Angeles area. Some of their clients are Viewsonic North America (specific to certain products), Memeo (computer backup solutions), IOGEAR (Irvine-based electronics company), iHarmonix (headphones company), OVGuide.com, Stickam.com, and ManiaTV (online video). 

Business Goal:

LEWIS LA exists to serve the needs of technology producers to gain media recognition for their products or accomplishments. They specialize in finding solid technology businesses and work mostly with startups, but also have established brands on their client roster. Many of their clients are unable to gain attention for their specific fields and depend upon LEWIS to create publicity surrounding their partnerships or new product releases. Many of the audiences that are looking for this information are in niches or view specific types of media, and are looking for recommendations from primarily online sources.  For LEWIS LA to continue to operate as they do, their goals are to

A. Gain substantial and relevant media coverage for all of their clients.

B. Present clients with clip-books and evidence of successful campaigns at regular intervals.

C. The ultimate goal for LEWIS is to increase sales and bottom-lines for clients.

D. Provide value to clients by obtaining high-profile media coverage with specific outlets that they outlined in their initial proposal when beginning their relationship with a client.

E. Successful campaigns to further the company’s “Goldilocks plan”, which aims to double the number of offices worldwide in the next three years. They also plan to conduct a public IPO in that timeframe as well.

Research Methodology:

In doing research to learn about LEWIS LA, I spent time reviewing the materials available on LEWIS PR’s private intranet and examining documents on LEWIS LA’s internal server. In addition, I was able to secure two 30-minute interviews with two account coordinators at the LEWIS LA office. I had a 30-minute interview with the Account Executive there as well. I also asked via email for answers to a few questions regarding business competitors and goals from a part-time business development person for LEWIS PR, who finds new business for both the LEWIS LA and San Diego offices. I asked a former professor, and PR professional, Stefan Pollack, what he knew about LEWIS PR, and also another student who had graduated and was somewhat familiar with technology public relations, what they knew and thought about LEWIS PR. Having a very small Pacific coast presence, my outside sources had limited or zero knowledge of LEWIS PR. I also examined the work that had been done by LEWIS PR and LEWIS LA available freely on the website and the Internet.
Situation Analysis:

LEWIS LA primarily differentiates itself by having a strong understanding of social media and reaching online audiences. They make an effort to train clients on how to use new media tools to interact with their tech-savvy audiences. 

A. Their strengths are in a global network of media contacts, which allows them to spread a global message for clients. Their understanding of social and new media and the messaging they can use to direct their message to influencers in the media is a strength they sell to clients and operate in.

B. LEWIS LA’s weaknesses are related to small staff sizes – a 3 person office means that their clients will not get the dedicated attention of the whole staff at any one time. Their limited resources can put a strain on how many clients they can have at a time. Micro-management is a weakness as well; all three people in the office review every single item sent out (down to emails) multiple times, furthering the strain on resources.

C. Their opportunities exist to leverage a global network and expand on their social media skillset with their clients. Their broad knowledge of the tech field and what kind of coverage startups need gives them the edge of experience in the changing PR field. Their primary focus has been social media and tech, where other PR companies may just be entering the field.

D. The threats that LEWIS LA must face are from larger competitors with more local resources to give to clients. They also face threats where many of their clients are startups, with tenuous financial situations. They have and do face the very real danger that many of their clients can and do go out of business, especially in the economic climate we are facing now. Many tech-based startups fail, and each one that does means a loss to LEWIS.
Key Audiences: 

LEWIS LA’s key audiences are media-savvy consumers who follow the tech space, as well as the media that covers the audiences that would be interested in high-tech and cutting edge. They also must reach business and partner audiences that would want to implement the technology in their own products or businesses, or resell the technology. Specifically, these audiences are found online, through blogs, twitter, or tech media pundits, like Leo Laporte, Walt Mossberg, Kevin Rose, or CNET outlets, GearCrunch, TechCrunch, and similar. In addition, each client has more specific audiences, such as for entertainment/technology clients, outlets such as Variety are appropriate.
Key Messages:

The key messages LEWIS LA can communicate is their expertise in technology and how it affects the people in their key audiences. They can communicate on behalf of its clients are how groundbreaking, unique, or superior the technology or products they are offering are, or how they are relevant to larger trends. One example is with a client, OVGuide.com. By talking about the recession as a way to reduce costs by eliminating cable bills, and replacing it with online video sources only, they can make OVGuide an alternative. 
Strategies:
LEWIS PR utilizes many strategies to reach their target audiences.

A. Social Media is a centerpiece of LEWIS, utilizing many tools to get the word out to their target audiences what is relevant to the “here and now” in technology.
B. LEWIS has a strategy that includes evaluation from the start, with built-in checkpoints. Their proposals specifically delineate a specific number and tier of outlets to reach that correspond with the client’s base of customers or partners.
C. The central thematic element of LEWIS PR is timeliness. A number of tactics incorporate current news or trending topics to find stories within the clients relevant to specific reporters in a specific timeline.
D. Because of the range of recognition in clients for LEWIS, there is no specific tone to the LEWIS strategy. There is a lack of overall cohesiveness in messaging to either clients or audiences.
E. LEWIS works to build partnerships for clients with other notable companies or gain coverage in relation to more notable ideas. One example is Memeo pairing with Seagate to offer backup on external hard drives, or contacting Adam Carolla to broadcast his new radio show on Stickam.com
Tactics:

LEWIS PR is able to incorporate some very interesting and fun strategies that will reach audiences specific to their clients.

A. Social media by way of training clients and doing themselves, new media such as Twitter, YouTube, and creating social profiles on Facebook and Myspace. They are always looking for new outlets to reach a tech-savvy public.

B. Product launches are accompanied by timeliness and reasons why it is a contender in a crowded space.

C. Award programs are used to gain product and client recognition, from CEO awards to product awards.

D. Trade shows are a centerpiece of most of LEWIS’ clients, even the entertainment-based ones. They operate the PR of a popular tech meetup called “Twiistup” in order to get clients media recognition, and to gain new business.

E. Media tours are often scheduled as part of a product launch or a trade show, to give reporters the opportunity to talk to someone at the company about the product and get a quote.

F. Speaking opportunities are high on the list of tactics for LEWIS. By positioning the CEO or company representative as a notable speaker in a particular field, they gain recognition for the brand.

G. Rapid Response is what LEWIS calls cold-calling reporters that have recently reported on a competitor. By calling a reporter who has recently published, they offer a quote from a CEO of another company, or offer an opposing viewpoint that sometimes gains timely and notable follow-up coverage.
Evaluation:

My experience at LEWIS LA was largely disappointing. I am no stranger to a professional work environment and have a lot of experience operating in an office setting. However, the small nature of the office made the entire experience feel very exclusionary. I was unable to get more than 5 minutes at any time clear instructions, and always felt I was an unwelcome interruption. I was happy to do almost 7 weeks of clipping, with a few opportunities to make a FedEx run and a briefing sheet from time to time. However, the tasks I was asked to do and revise multiple times were often ultimately thrown out. I wonder if this was the best use of limited resources, to revise many times over what was clearly not quality coverage from the start. The standards were unclear and constantly changing – each piece of coverage was done differently, making it appear that my work was never up to par with an unreachable standard of quality. 

The professionalism at LEWIS LA I found incredibly lacking – while it took weeks and consistent reminding to secure interviews (at the last minute, they were granted when I made it clear that any further delay would render them useless), work was constantly interrupted with long conversations about the people there’s personal lives. I found it insulting and an incredible waste to spend such a large amount of time discussing the latest party, but no time to provide any guidance to me as an intern.

I was also disappointed with the way in which I was utilized, to take blame for errors that were not present in the drafts that I presented, but ultimately, appeared in the final releases. I had to go to the extreme of keeping a back up of all my own work in order to prove that the original copy I had handed in was error-free. Once, I was indirectly accused of stealing a mouse from the office, which I also found unprofessional and incredibly galling as well as an affront to my professional and personal integrity. It seemed to me that some of the people did not welcome my presence, despite my consistent willing attitude.

There is a lack of quality control and a lot of work that is being done many times over at LEWIS LA because there are no controls at the first point of entry for data. I was asked to make reports based on data that I was told was accurate in their intranet, but ultimately, the data I was working with did not have integrity or was incorrect, and therefore, my work was incorrect as well.

The heavy-handed criticism was overbearing, and the least-senior person there was assigned to handle me. I received very little professional guidance, and because of the atmosphere never felt at liberty to disagree or offer any kind of input. Likewise, I was not invited to do so. I was even criticized for completing multiple tasks at once – when asked to do something, I would do it immediately, and then given a “instant-message” lecture on prioritizing, even when there were no higher priorities. While I asked for professional feedback, I rarely received anything beyond platitudes such as “read the news, constantly.” I was not allowed to take any initiative at all, when while the office was all on phone calls and I had completed some work and started on some other tasks. I had no practical PR experience in pitching or writing releases, and instead invited to write one blog entry for a client in my time there. The snarky and sarcastic nature of their criticism did not go unnoticed by myself. I refused to respond in kind, although I felt many times as if I were being goaded into quitting. 

LEWIS prides itself on being a technology and social media expert. As someone with extensive background in technology, I would have thought my input would be more valued, but it was not. In addition, I found that they used many of the tools online in a less effective manner, and more in a manner that fit them to reach their agreements with clients. Effective social technology is more useful to clients than misdirected improper use of those tools.

My interviews were brief, unwilling, and largely unhelpful. If LEWIS truly wants to grow and provide a good work environment for interns, they must do far more to cultivate professional attitudes for themselves. There was a notable lack of either opportunity or respect. Even with the micro-management present in the office, it was clearly misdirected because of the amount of re-work done in that office on almost every project I saw. I was never invited to listen in on phone calls or do anything beyond keep my head down and keep clipping coverage for days and weeks on end.

While I liked the clients and work that LEWIS did, it was not a work environment I found stimulating or useful to my professional development. I feel that looking backwards, I made a mistake in obtaining the internship from a Senior Vice President who was not often present in the office. When he was, there was a notable change in attitude toward me by the staff. 
