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Sandra Nomoto is a rare and confident voice on how to execute good 
communications. This book brings valuable insight into how you can 
bridge the often intimidating tasks of brand story, team and culture 
programs, purpose, and online storytelling processes into an all-en-
compassing, practical guide to public relations. I highly recommend it 
for students and c-suite executives alike.
- Ryan Honeyman, Partner/Worker-Owner, LIFT Economy

It’s true: this IS the only PR guide you’ll ever need! It’s so damn 
thorough, yet simple. Sandra takes the multi-layered work of PR and 
peels it back to its core: relationships. Then helps readers build those 
relationships from the inside out. Which, as a marketer, is the cor-
nerstone of great brands. This guide is informative, digestible, wise, 
and useful. It’s also fun and straight-up honest. Sandra’s not a smoke 
n’ mirrors kinda businesswoman. She sugarcoats nothing and clearly 
delivers sound advice and steps to connect, communicate, and build. 
You won’t have questions when you’re done reading; you’ll have an im-
possible-to-suppress desire to put all you just learned to work—stat. 
This guide is incredibly valuable for small businesses. So much so, that 
Sandra might be putting herself outta work. 
- Kim McMullen, Chief Creative Renegade, Flipside Creative

Sandra Nomoto sets the tone of how employees and consumers alike 
will demand business be done in the 21st century. Chalked full of 
practical applications, this book bridges the often intimidating tasks 
of brand story, corporate culture, and impact. Using online storytell-
ing, the book provides an all-encompassing, practical guide to public 
relations.
- Teresa de Grosbois, President, Wildfire Workshops Inc.

The Only Public Relations Guide You’ll Ever Need is chock full of 
basics and a great resource for niche and emerging brands.
- K. Evans, New York, New York 

For the average storytelling entrepreneur, or solopreneur like myself, 
it’s hard enough juggling the daily to-dos on our list. But when we’re 
expected to craft PR strategies on top of those must-dos, it can feel 
overwhelming. Where to start? How to start? Thankfully, Sandra No-
moto has created a workbook of sorts, a practical guide that can help 
you approach and tackle even your most intimidating tasks. Sandra’s 
PR guide can help anyone take that first step, and then the second, 
and third on their PR journey. Cause, let’s be honest, you can spend 
all those hours on building a business but without a PR strategy to get 
it “out there”, your impact is limited.
- Elisa Birnbaum, Publisher & Editor-in-Chief, SEE Change Magazine
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INTRODUCTION

This guide is unlike any other public relations book you’ve ever seen or might read. 
Since a public relations (PR) plan looks different for every organization, there is no 
book that’s going to work for everyone. That’s why you’ll see a lot of empty space in 
here, where YOU will fill in (either on a print-out or in your own notebook) your action 
plan, implement it in real life, and then rework it when it doesn’t work. Because it won’t 
the first time around.

Relationships – the foundation of public relations – is a trial and error activity. It’s 
not easy to form relationships with humans quickly, let alone form relationships with 
a business. Organizations are not humans. However, they are made up of them, who, 
when working together, can create more shifts, and faster than they could alone. Ev-
eryone just has to get on board. 

Part 1 of this book is about getting people on board with your organization’s brand and 
its story, and this is how most companies get it wrong, because they think PR is only 
about Part 2. Only in recent years have I seen PR books and articles published that 
focus on the importance of human to human relationships to storytelling. So don’t 
skip over Part 1, as it’ll make the implementation of the recommendations in Part 2 so 
much easier.

You might find that this entire book ends up sounding like a guide on how to build and 
grow your organization, and then your external communities. In my opinion, the foun-
dation of business IS relationships between people, both within and outside of a com-
pany.

In the 10+ years I’ve learned about and practiced PR, the methods have drastically 
changed from simply sending out news releases to media (puke) to direct messag-
ing on Twitter, to texting, and back to e-mail. Titles have changed from “reporter” to 
“blogger” to “influencer” and we’ve changed those titles in our databases. 

 



Tools are evolving fast, so our learning must also be fast. This guide went through a few 
rounds of editing, because since completing the first draft in May 2017, more changes 
have happened. Communications has become less wordy, speedy, and old school or-
ganizations are putting on panel event after panel event to try and get a sense of where 
everything’s going. Truth is, we don’t know where it’s going, and everyone’s learning as 
time passes. Don’t trust people who call themselves PR experts, or that of any other 
communications method.

We should stop putting on speaker events about where things are going, and instead 
learn to adapt to these changes and implement them at our organizations, and with 
clients and customers. The best way to learn is through real life interaction with the 
public who are using the very media we’re afraid to touch.

In this guide you won’t see many specific tools or resources mentioned unless direct-
ly quoted, because I don’t know what the situation’s going to be one, two, five, or 10 
years from now, though there are countless mentors I’ve learned from over the years 
whose advice will be evergreen.

Schools might chastise me for creating this. It means their curriculum is (or will be) 
meaningless or outdated, and that their teachers may lose their jobs. This is true, but 
this is also the future I believe is coming. If you want to study PR History, go ahead and 
take a PR course.

My hope is that this guide – and the expertise you’ll pick up in your real life practice of 
PR – stays current 10 years from now and that you’ll continue to use it to nurture and 
grow your relationships, and your organization.

PR is based on relationships between people. And it will always be that.
 

- Sandra Nomoto
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CHAPTER 1

values
1. Do the right thing.
2. Be seen to be doing the right thing.
3. Don’t get #1 and #2 mixed up.

- James Hoggan

I’ll never forget Hoggan sharing this at a Burnaby Board of Trade event in 2009 when 
he released Do The Right Thing. It made perfect sense and if you get this, you’ll have 
the foundation of a good communications plan in the works.

The first part of PR is making sure the people who work for you:

• Are the right people
• Understand your values
• Are people who’ll happily talk about your organization to others

Hiring the right people is mostly a Human Resources (H.R.) challenge, which is a topic 
for another book.

Assuming you’ve got the right people, they’ve got to understand your company values 
and align with the organization’s purpose.

If you don’t know what your company values are, we need to start there.
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At the time of writing this, I listened to a female CEO speak at a Women’s Leadership 
Conference. She attributed the success of her organization to how they revisited and 
restated their corporate values. During her previous work with VANOC, the organiz-
ing committee for the Vancouver 2010 Olympic and Paralympic Winter Games, she 
attributed the large investment in team building to getting them through the 2008 
economic downturn.

I asked her how she would suggest companies identify their values if they’re starting 
out in business, or how they might reinvent them if they’re going through a period of 
change.

She said that if the organization is big enough to put resources into hiring an expert, 
this is a worthwhile investment. “Corporate Values Expert” isn’t really a common po-
sition (at least not that I know of), so instead look for people whose expertise includes 
governance. Corporate culture experts and consultants may also help as well. Or ask 
your colleagues for referrals.

She also suggested developing more than one-word values, which are core competen-
cies; rather, use phrases or statements that people rally around and that can be revisit-
ed over time to reflect the goals and accomplishments of the organization. People are 
at work 40, maybe more, hours a week. They’d better be at a place where they enjoy 
working.

Company values help people determine their own fit at work.

I’ve visited many offices whose goals or values were literally written on walls or framed 
as a piece of art. Doing this can help shape the place and space where people want to 
be.

So make sure you get the values piece down. ROCK SOLID.
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If you’re solo in your business like I was when I first wrote down my company values, 
then you’ve got no excuse. Do this; it can, and actually should be, a fun exercise. I did 
this as part of creating a Cultural Manifesto (more on that later).

Whether implicit or explicit, ethical business needs to be ingrained in your actions. You 
wouldn’t fuck over a friend or family member, so why would you a co-worker, manager, 
staff member, client, or customer? Or engage in illegal activity that could endanger 
not just you but everyone who works with you?

It’s common sense, and yet there are a ton of companies out there operating uneth-
ically, and because of politics and power, they manage to function quite well (even 
extraordinarily well, financially) under their home country’s legal system.

Don’t let your organization become that. Stick to your values. Good ones.

If this isn’t common sense to you, you need to watch The Corporation again.

What our company values currently are:
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Potential changes to our values based on feedback from others:
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Our Company Values Statement:


