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Walton Becomes Thompson
Please make note: On March 3, LA Account Assistant Lisa Walton married Troy Thompson. Please
update your records and email addresses, and ask for “Lisa Thompson” when calling Lyerly (or ask
for “Mrs.Thompson” if you want to make her blush).

Brindley Joins LA Team
Kevin Brindley has joined the LA Team as Senior Art Director and brings a wealth of national,
regional and local experience to the table. Kevin recently relocated to Charlotte from South Florida
where he founded Big Pile of Shirt Inc., a custom-design clothing manufacturer and Internet retailer.
Prior to his Florida firm, he also founded The Sunray Design Group, a Chicago-based firm, whose
client list included Bally Total Fitness, Clear Channel Communications, Loyola University Chicago,
Sandals and Beaches Resorts, and The Leukemia and Lymphoma Society. He received a bachelor
of science in both advertising and graphic design at Bradley University. 

We’re very pleased to be putting Kevin’s experience, creative talents, design skills and pleasing
personality to work for our LA clients.

Driving PR Efforts
By Elaine Lyerly, President

Any organization concerned with how it’s portrayed in the eyes of its customer should be mindful of its
public relations efforts. Period. Every company has a story to tell. But if you are not the one to tell it, you
leave the doors open for someone else to tell it for you. Before planning any PR effort, you must
consider “the what, who, why, where and when” rules of the PR road.

What do you say? To whom? Where? When and why? While the term public relations may imply the
public at large, we advise you against approaches that blindly target the masses. It’s extremely important
to carefully strategize and define target audiences, determine appropriate media outlets that best reach
the target and develop stories, articles, releases and messages that are fact-based and central to an
organization’s overall goals, strategy and brand.   

How you tell your story is equally as important. Audiences, especially the news media, have become numb
to “spin” and often ignore blatantly lopsided stories. While effective public relations stories may rely on a creative presentation
of facts to capture attention, we can help you deliver fact-based stories that resonate with your audiences. It’s a matter of
playing up the strengths of a company and, in some cases, even playing up the weaknesses. Earlier this year, Wal-Mart used
their weaknesses to such an advantage. Under fire from stories about hiring practices, the company was the first to publicly
post a confidential Equal Employment Opportunity report. The company admitted they weren’t perfect – but were continuously
working to correct inequalities in their organization. The move, executed purely for PR purposes, was lauded in the media and
forced other large companies to follow Wal-Mart’s lead and publicly disclose as well. 

When do you tell your story? British Government press officer Jo Moore sent an email to her staff, “It’s now a good day to get
out anything we want to bury.” The day: September 11, 2001.  The furor caused when this email was reported in the press
eventually caused her to resign. Yet, truth is, when it comes to telling your story, you have to pick your moments. 

Ready to tell your story and drive the opportunities you’ve been missing? Lyerly can help you develop a comprehensive plan
so that your story is heard, heard often and your company moves forward – without stalls, jams and accidents. 
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MechanEx Gets Truckin’
Snider Tire, Inc. recently developed a new division
to provide on-site mobile maintenance services
with 24/7 coverage for all types of medium and
heavy duty truck and trailer fleets. Lyerly Agency
helped drive the branding effort, developing the
brand logo and creating the name “MechanEx”
to relate to the company’s mechanical expertise.
In addition, Lyerly created a series of truck
schematics to further brand the company’s service
vehicles. In coming months, Lyerly will keep trucking
to develop brochures and other sales materials
so that MechanEx is readied for the long haul.
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