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Why This Guide Is Valuable.

EASY TO READ

CLARITY ON HOW MEDIA OUTREACH CAN
LEVEL UP YOUR BUSINESS EFFORTS

SUPPORT FOR ALIGINING YOUR
BUSINESS AND PR GOALS

WORKSHEETS AND TEMPLATES TO HELP
IMPLEMENT WHAT YOU LEARN

LIVE WORKSHOPS TO GIVE YOU MENTORSHIP ON
HOW TO DEVELOP YOUR PR STRATEGY

CLARITY ON BEST PRACTICES FOR ENGAGING
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Why This Guide Is for You.

Getting premier coverage, guaranteed results,
and new business is easier than you think!

Let’s face it. Each year, getting your product or service in front of the right
people at the right time gets harder and harder. Gaming the Google algorithm
is practically impossible; paid ads can be a money pit. Then there’s time-
consuming social media that drains resources, sometimes barely moving the
needle where it matters most. So, what do you do?

Give up? No way.

Most entrepreneurs and business owners don’t know how to get the visibility
their businesses need without spending money on ineffective ads and
overpriced “lead generation strategies.”

They lack the framework for getting media attention and creating interest in
their industry. So, how did those companies get covered in high-authority
publications?

It’s not luck; it’s leverage.

This book is for you if you’re an entrepreneur, small
business owner, or content creator looking to master
and own their distribution channels.

Consider this your guide to leveraging media relationships, perfecting your
pitch, and writing press releases that make editors, journalists, and influencers
take notice.

Our follow-up LIVE workshops, keynotes, and 1:1
consultations will enhance your knowledge.
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For everyone who will read this and future books of mine,
attend live workshops, and participate in DRW-branded
experiences. You are the core of my why. Thank you.
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“Freedom of the press belongs to the man who owns one.” - A.J. Liebling

Introduction

Why Write This Book?

NE QUESTION OVER DINNER, and | was hooked.

It was in Dubai at the 2015 Ferrari Owners Gala; | had been invited to attend by the
event’s organizers—organizers for whom | had also written on various other
campaigns.

| was a New York-educated academic-turned-fledgling copywriter who had written on
global projects in Germany and the U.S. But | could barely secure enough to pay for a
taxi.

Suddenly, | was dining among the UAE’s political, financial, and real estate elite (all
multiple Ferrari owners). Now, I’'ve always fancied myself quite the conversationalist.

But this... this was different.

Long story short, at the time, McHale, the general manager of Burj Al Arab, was on my
9 o’clock, a somewhat energetic server brandishing a bottle of Chateauneuf-du-Pape,
my six. Throughout dinner, witty banter ensued. We got on well, Ferraris and all.

But at some point, | put my foot in my mouth.

“Who does your marketing?” | asked. | have no idea where that came from.

McHale knew | was fishing for relevance and didn’t know what to say. In his
benevolence, though, he was keen to oblige. “Well, we are always looking for new
ways to reach our audience, you know,” he answered. “It’s about... How do you target

the one percent? How do you get your message to them direct, unfiltered?”

Truth be told, | don’t remember the rest of the conversation — thank you,
Chateauneuf-du-Pape.

McHale’s question, while disarmingly simple, was enormously complex. It stayed with
me. | was genuinely inspired by the jewels he dropped in that conversation.



Over time, | worked hard to curate a print, online, and digital feature content
portfolio. | wrote for publications like hautetime.com, Upscale Living Magazine,
Debonair, Watch 1010, and Luxury Hoteliers, to name a few.

Eventually, | would collaborate with global luxury icons in yachting, business
aviation, watchmaking, and fine art. | wrote for different content types, learned how
to make connections, got referrals from digital publishers and public relations (PR)
pros, became adept at onboarding clients, built a sales pipeline, and created a public
relations and communications agency.

Along the way, | learned the ONE lesson that formed the basis of what became DRW
Communications, the brand — and compelled me to write this book.

That lesson can be summed up in a quote from A.J. Liebling: “Freedom of the press
belongs to the man who owns one.” While this quote was originally about media
ownership, it encapsulates the essence of media outreach and its potential for
entrepreneurs, a concept I'll explore in this book.

The first insight concerns freedom. What does freedom look like to you? What is your
vision of freedom?

In my example, | want the freedom to build my agency and use that agency to
accomplish several other things in life. Why? Simple: | don't like people telling me no.
For example, as a writer, | would pitch to various media outlets, and some said yes.
But | didn't particularly appreciate that some editor had the right to tell me no when
| knew my work was just as good as others.

Freedom is the ability to define how you live your life, show up, and build your
legacy. That's legacy building’s third insight, but I'll return to it shortly. Number two
is ownership. Having an organization or agency, small or big, is the first step in laying
out the path for your vision for freedom.

If you want to be free, not only financially free, mentally free, emotionally
accessible, and intellectually free, you must also own the means of your production.
You cannot allow someone else to tell you when and where to show up and expect to
become free. You must own your brand, its intellectual property, copyright, the
visual ecosystem behind it, and the company structure that will give you that path
and roadmap to freedom. 2
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To build DRW, | had to learn how to navigate the publishing world and communicate
with real people in public relations, advertising, and media. But first, | decided to do
something for myself. | started by writing for free. | had to go to publications and ask
them if it would be okay for me to write for them.

Now, these are high-end luxury publications. Again, some said no, others said yes,
and some did not pay me. Still, | had to take that as a stepping stone to continue to
build until I was paid to write for the most prominent luxury publications in the
United States. But that wasn’t enough. | needed to make something bigger than
myself that would last beyond my lifetime.

Enter DRW Communications FZC - LLC.

| worked for three years to refine the concept, lay it out, and test it before | felt
comfortable creating the company legally. That took time. But it’s part of the
ownership process you will or are currently going through, owning the company,
building the brand, and fine-tuning the product or service you want to deliver.

You will also take ownership of the responsibility for putting messages out in the
world that people will one day resonate with and want to be a part of.

That’s what allowed me to create DRW Communications' brand positioning. This
concept can live anywhere. You can take DRW® to Hong Kong, Paris, Moscow, New
York, New Delhi, or Abu Dhabi; it resonates everywhere. It works. We know that
because our clients tell us it works. And that's what we call proof of concept.

The last insight is legacy. Freedom and ownership lead to legacy. Among the young
and hip, you'll hear from those out to “get to the bag.” Well, my question is, What is
the bag? What do you do once you get said bag (i.e., make a lot of money)? How do
you make it last longer than your most recent deal?

If you haven’t already, think about how to masterfully weave your personal brand,
business model, and long-term vision into a structure that allows you to produce a
legacy for yourself—something that will outlive you. Otherwise, what's the point?

Fast-forward to 2018, when DRW Communications was formed, “I” became “we.”

As our team expanded, our vision transcended that of a mere PR agency. We set out
to craft a framework that would assist companies in constructing genuine, people-
centric narratives that place individuals at the core of luxury experiences.

4



Our goal was to devise communication strategies that boost the revenue
objectives of the companies we represent. This journey, marked by significant
internal introspection and dedication, reassures our commitment to our vision
and the brands we serve.

We embarked on a journey to define our niche, determine our ideal clientele,
articulate our value to potential partners, and solidify our confidence in our
unparalleled ability to execute as we could.

Said confidence is a testament to our potential and should provide a sense of
security to our partners and clients. We then asked ourselves, 'What would
excelling in this business area mean for our personal and family lives?'
Somehow, we found the answers deep within our core beliefs and convictions.

In short, we defined the internal and external messaging about DRW’s brand
narrative as it relates to our:

Core values

Behaviors

Brand positioning

The internal brand mantra of (“meaning; connection; possibility”)

Then and only then could we be at peace with ourselves and take full
responsibility for our work. This became the basis for developing scalable,
repeatable processes for prioritizing our ultra-high-net-worth (UHNW)
prospects and clients.

Today, our team is fortunate to be able to do just that...

Whether you’re the CEO of a startup coffee brand, the head of a yacht charter
operation, the founder of a funky online art gallery, or a Dubai-based
influencer looking to elevate brand visibility through collaborations, you have
a daily obligation to shape your brand's identity, reputation, and management.

In fact, a strategic, editorially minded, and creatively engaged approach to
media outreach can amplify your message and attract the high-value
prospects and clients you seek to serve.



Media Outreach 101 is for entrepreneurs seeking to understand and use the art of
media relations as a tool for business growth. It introduces the fundamentals of
media outreach and offers practical strategies and tips for engaging with journalists,
editors, podcasters, and influencers, crafting press releases, and pitching stories.

| proceed on the basis that, in the digital age, entrepreneurs like yourself must build
effective relationships with the media to enhance their brand visibility and generate
press coverage that reflects the values, passions, and habits of your prospects and
clients—but more importantly—makes you money.

You may wonder how that is possible. The answer: “Have a strategy.”

This is your playbook for building relationships with the media as a means to acquire
practical skills to secure compelling, top-tier media coverage for growing your
business.

It's not as daunting as it may seem, though. Identifying the right media opportunities
for your business is a practical skill that, with the proper guidance, you can master
and feel prepared for.

Chapter 1 reveals how smart entrepreneurs use media coverage to become the
“default choice” in their industry. | walk you through the different types of media
outlets and platforms, clarify how you can target your media audience for a tailored
outreach strategy, and illustrate how the right media coverage can fuel business
growth. Master the fundamentals of outreach, and you’ll learn how to build
authority, trust, and top-of-mind awareness—key assets that convert attention into
income.

Chapter 2 shows you how to build profitable media relationships that compound
over time. You'll learn to pitch like a pro, speak the language of journalists, and
unlock recurring coverage that drives consistent inbound leads, clients, and sales.
The chapter also outlines best practices and pitfalls to avoid when engaging with
journalists, ensuring you can maintain positive media relationships.



More importantly, this chapter is designed to remind you that you are dealing
with real human beings. Keeping this human aspect in mind will help you build
empathetic and understanding relationships with the media, making your
interactions more meaningful and effective.

Chapter 3 gives you the tools to win high-leverage media features that drive
real results. From crafting irresistible story angles to leveraging social
platforms for exposure, you’ll discover how to turn one article into a wave of
brand visibility—and revenue.

This isn’t about vanity metrics—it’s about turning
attention into advantage.

The collapse of legacy media has created both a vacuum and an enormous
opportunity.

Newspapers are shrinking; radio is dissolving into background noise; and
prime-time television is increasingly out of step with the nuances of modern
discourse— bringing to the fore its interrelated flaws: hidden and not-so-
hidden ideological values, gendered ethno-racially class-driven biases, the role
of publishers in shaping information output, and the growing trend of
journalists leaving established outlets to build founder-driven media channels.

In Media Outreach 101, | walk you through step-by-step strategies to tap into
the immense potential of media exposure.

The book is designed not just to help you understand the media landscape but
to equip you with practical skills to get in front of the right journalists and

audiences who can fuel your business growth.

But remember: Ownership is the ultimate goal.



This is where the templates come in. I’'ve developed a comprehensive
collection of ready-to-use templates that can transform your business into a
media powerhouse.

These templates are designed to help you craft personal branding statements,
position your business for maximum impact, create compelling media pitches,
and most importantly, get the press attention that translates into wealth-
building opportunities.

Media coverage doesn’t just increase visibility—it opens the door to new
clients, investors, and partnerships. Every article written about you, every
interview you do, and every podcast you appear on, serves as a high-leverage
tool to establish you as an authority in your field.

These templates are designed to help you:

e Craft a compelling brand positioning statement that makes you stand out in
any media conversation.

e Write a pitch email that journalists can’t ignore (and that will get you
featured).

e Follow up like a pro, ensuring your message stays top of mind without
coming off as pushy.

The difference between a successful entrepreneur and an average one often
boils down to visibility. Again, when you own your narrative, you own your
future—and the potential for scaling your wealth, reach, and impact.

Every piece of press coverage is another step toward building a lasting legacy,
not just for your business but for your financial success.

So, here’s to visibility that pays.

Db\l

FOUNDER, DRW COMMUNICATIONS
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“However beautiful the strategy, you should occasionally look at the results.”

- Sir Winston Churchill

Chapter One

Foundations of Outreach

F 1 ASK YOU, “What comes to mind when you think of public relations?” and you
say something like, “Television coverage, magazine articles, or radio interviews,”
you would be right. But you would only be partly right.

Every business wants to be covered in top-tier magazines; every business owner
would like to be featured in the world’s finest digital publications or deliver a
stellar Q&A on your favorite morning radio show while making copious amounts of
cash as they engage with thousands of followers on social media all because,
well... they have a business, right?

But serious entrepreneurs, small business owners, and marketing professionals
like yourself ask a more interesting question: “How do | become a go-to source for
journalist stories to get media coverage that will help grow my business and keep
me top-of-mind for future commentary?”

Here’s the problem: the average entrepreneur who wants greater media exposure
doesn’t believe that having a plan (or budget) for building and maintaining
connections with journalists, influencers, or media outlets is necessary.

Thousands of businesses are still not winning in PR and marketing because... well...
they’re still not winning. They fail to enhance their brand’s visibility, attract new
clients, foster connections, improve web traffic, or drive sales. There’s a reason
for that.

This chapter illuminates the fundamentals of media outreach and the advantages
of developing comprehensive strategies and proactive and reactive approaches.
Understanding these core concepts will gain valuable insights into crafting an
effective outreach plan to ensure sustained visibility.
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So Dellvin, What Is Media Outreach Anyway?

Media Outreach’s Role in Public Relations (PR)

While there is little agreement on the exact definition of public relations (PR),
there is unanimous agreement on the processes and outcomes associated with
PR practice.

The Public Relations Society of America (PRSA) defines public relations as “a
strategic communication process that builds mutually beneficial relationships
between organizations and their publics.”

The UK’s Chartered Institute of Public Relations (CIPR) defines public relations
as “the discipline that looks after reputation, to earn understanding and
support and influence opinion and behavior. It is the planned effort to
establish and maintain goodwill and mutual understanding between an
organization and its public.”

And Ed Zitron, in his book, This Is How Your Pitch: How to Kick Ass in Your First
Years of PR (a personal favorite of mine), describes public relations as being all
about “how your client—whether it’s a company, an individual, a foundation, a
music group—relates to the public.”

Whatever definition you subscribe to, the point is this: PR ensures an
organization’s use of and relationship with the media are carefully managed
and tightly controlled. The point is that, at its core, the definition of public
relations is based on communications and management functions such as:

Reputation Management

e Communication Management
Persuasion

Relationship Management

Once upon a time, PR pros would work through “third-party endorsements” to
engineer or prime public appetite for a set of messages to be disseminated for
an organization’s benefit, on the one hand, while keeping the media informed
and inform organizations about the needs of media, on the other. And they still
do. We call that media relations.

11



But media relations is one of eight public relations (PR) types. It is a crucial
component of traditional PR that builds and manages relationships with
journalists, media outlets, and reporters. This form of mediation is essential
for shaping and optimizing public perception while managing your brand
reputation. Media outreach, then, is a subset of media relations that focuses
on communicating with relevant spheres of media influence to secure “earned
media.”

Earned media, according to the PESO Model Framework™, developed by Gini
Dietrich, is the resulting written, recorded, or broadcast coverage acquired
through “earning trust,” which includes:

e Backlinks

e Customer Reviews
e Media Interviews

e Media Pitches

e Submitted Articles
e News Releases

e Media Kits

e Blogger Relations

e Investor Relations
e Influencer Relations

Paid media involves any form of advertising or promotional content for which
the organization pays. This includes traditional advertising, such as print and
television ads, digital ads like pay-per-click (PPC) campaigns, social media ads,
and sponsored content.

Owned media refers to the channels and content a brand or organization has
complete control over—and therefore “owns.” A company creates and manages
these assets, providing a platform to disseminate information and engage with
the audience directly without relying on third-party platforms or
intermediaries.

Shared media encompasses content shared across social media platforms and
other online communities and is a dynamic tool for engaging with audiences. It
includes user-generated content, social shares, and likes, comments, and

12
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So, when we talk about “media outreach,” we are talking about reaching out to
legacy and digital media in one of the categories mentioned above to attract
earned media.

It’s important to remember that there is no holy grail for cracking the
proverbial code of media and PR. No matter how long you’ve been in the
industry or who you know, you can never guarantee top-tier earned press — no
matter what anyone tells you.

Generating favorable coverage is hard work. You have to be and diligent in
your approach. You MUST have a well-thought-out strategy. More importantly,
you have to believe in what you are promoting. If you don’t, how do you expect
a journo to take you seriously.

That’s why forward-thinking businesses use proactive and reactive approaches

to outreach. Proactive outreach is about creating press coverage opportunities
through press releases, media pitches, and events.

13



As an entrepreneur, you must take the initiative to tell people about what you’re
doing, get your story out there, and ensure that your narrative is shared in a
carefully controlled manner.

Alternatively, reactive outreach responds to media inquiries and seizing
spontaneous opportunities. This demands a certain level of agility and readiness
to offer timely responses or expert opinions when reporters reach out. While
reactive outreach can be unpredictable, it presents valuable opportunities to
gain visibility with minimal effort.

Balancing proactive and reactive strategies ensures that a brand—in this case,
your brand—remains in the public eye. Proactive outreach maintains momentum
by generating regular media interest, while reactive outreach allows the brand to
capitalize on unexpected opportunities.

I’'ve found that an effective outreach strategy should combine both approaches
based on your brand positioning, media persona, and personalized pitch. | refer
to this as the Media Outreach Flywheel™.

Here’s how they work together.

First is brand positioning. In essence, brand positioning is a concise description
of your brand that defines how you want to be perceived by your target
audience. It should communicate your company's unique value and why
customers should choose you over your competitors. Think of it as the core
message that sums up your brand in a few sentences.

A strong positioning statement can help your business break through the noise
and create a memorable impression in the minds of your audience.

Second, is media persona. The key to successful media placement is synergy.
Just as your buyer persona represents the person or types of persons likely to
buy from you, a well-crafted media persona will be an editor, writer, podcaster,
or publisher more likely to understand your story and weave it into a narrative
that resonates with readers.

We'll explore that further later.
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Finally, personalized media pitches drive engagement by speaking to
journalists' interests, guaranteeing (not always, but oftentimes) positive
coverage. This approach helps you forge strong relationships, boost response
rates, and demonstrate a respect for their time and expertise.

Types of Media Relevant to Entrepreneurs

In The Guide to Earned Media: How to Use PR Strategies to Enhance Your Brand,
Annie Pace Scranton identifies print, digital, and broadcast as three primary
spheres of media influence:

1. Print media is media that has historically included daily international, national,
and local newspapers such as The New York Times and Wall Street Journal (WSJ).
Monthly and weekly magazines include Vogue, Architectural Digest (AD), Haute
Living, The New Yorker, and US Weekly. This also contains industry-specific trade
publications.

2. Digital/Web-based media offer myriad ways to reach target audiences,
including news websites (think FT, Le Monde, or CNN Arabic), high-authority blogs,
newsletters, podcasts, and social media channels. Unlike traditional media, digital
platforms allow real-time interaction, enabling businesses to engage directly with
their stakeholders.

3. Broadcast media is broadcast television. Simple. Depending on your
communications plan, national network news stations like ABC, CBS, and NBC or
cable news stations (think CNN, MSNBC, Bloomberg—and their streaming
components) MUST be included because they are critical for shaping the
collective zeitgeist of modern America.

Let’s say you work in the Food and Beverage (F&B) space. You’ve invested much
time in kitchens alongside the finest chefs in Paris, Milan, and Kuala Lumpur. Now,
you want to monetize your expertise through a consultancy but don’t know where
to start or with whom to communicate. But you know that you want everyone to
know about your new consultancy.

Do you call your local newspaper? Do you email Food & Wine magazine? Or do you
call Snoop D.O. Double G, get Martha Stewart’s WhatsApp, hit her up, and then
pitch your idea? In an ideal world, that would be pretty amazing. But | believe
there’s a better way.

16



In other words, it’s great that you have a business idea that you believe will
work, but before you leap out into the abyss, ask yourself the three core
questions | always ask prospective clients:

Why do you want coverage?

Why do you need PR/coverage? Understanding why your business wants public
relations and media coverage is key to driving the results you are looking for.
Clear objectives—whether building brand awareness, managing reputation, or
attracting customers—ensure that your media efforts are focused and
effective.

Without a defined goal, your campaign will waste time and resources. That’s
why a strategic approach to media builds a strong, consistent brand that
resonates with the public and supports long-term success.

What are your business goals?

You have a business. You advertise to get people to buy your product or
service. Why? | have found that agencies are good at recommending strategies
and tactics but rarely ask the Who, How, Where, and When questions necessary
to understand why you are in business. What are your (short--and long-term)
business goals? Is your goal to increase brand awareness? Get more leads? Be
clear about that.

And as Anthony Young, in his book Brand Media Strategy, says, “Advertising
helps companies scale a sales pitch to a broad audience.” The question, then,
is: “What happens next?” If you don’t have benchmarks in place, set them.
What are your communication goals?

Your communications goals should drive your business outcomes. How are

your media, creative, PR, and digital teams helping you take prospects and
clients from stages of brand awareness to brand zealotry?

17



Clarity on your business goals will help you identify the specific strategy you
need to accomplish said goals.

Maybe you want more leads, but your online presence hasn’t been cleaned up.
In that case, you need to get clear on:

The kind of web traffic you have at the moment
The kinds of leads you are getting

The effectiveness of your SEO/backlink strategy
The number of subscribers you have

What your most popular blog posts are

The number of sales you are currently getting

Even if you do or do not need PR at the moment, use the Personal Branding
Worksheet to help you to help you figure out how to transform your website
from a simple brochure into a revenue-generating machine.

Why is this important?

You will not be successful in PR if you have not answered these questions for
yourself and your company because you have no brand narrative; you have no
story to tell; and no narrative equals no buy-in from the public.

It’s that simple.

And yes. These questions may be just the beginning of your media journey, but
their answers directly correspond to the decisions you make about the type of
media you engage.

That’s not to say that magazines and newspapers would not be as influential,
but getting featured is no longer enough. PR can now go directly to audiences
through platforms like Substack, Instagram, Twitter, YouTube, TikTok, Google+,
and many other social channels.

This means that, as an entrepreneur, you no longer need validation from The
New York Times to be seen as experts. You can:

18



e create personal brands via newsletters, podcasts, YouTube channels, etc.,
building direct audiences through consistent, valuable content.

e differentiate by standing for something real—social justice, sustainability,
access, equity, etc.

e partner with a podcast host or niche Substack writer whose audience is
tightly aligned with your target.

e use Al tools to generate personalized messaging, test headlines, analyze
sentiment, or even forecast the success of a PR campaign before investing
real dollars

Identifying key influencers, writers and editors in these spaces, and tailoring
your message to their interests can also increase your chances of getting
coverage. And, depending on your strategy, influencer partnerships may be a
strategic choice if you are looking to amplify your outreach.

That said, partnering with influencers whose audience matches your target
demographic and whose values align with your brand is crucial. Authenticity,
then, is critical, because consumers are more likely to respond positively to
what they perceive as genuine, natural endorsements.

When | say “authenticity,” | refer to brand authenticity: the transparent and
accurate representation of brand values and identity to prospects and clients.

Brand authenticity is closely tied to the role of narrative in public relations
because reputational value is built on performance, perceived credibility,
behavior (public and private), tone, and relationships.

Authenticity, then, is the cornerstone of brand reputation and is also tied to
ethical performance. It is fundamental for setting your brand up for future
success, and it (perceived authority) is reflected in the messaging best
practices you develop for and within your organization.

Disloyalty to these best practices can have devastating consequences. For as

Tom Doctoroff put it in his book Twitter Is Not a Strategy, “Loyalty is an
economic force.”
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| encourage creative freedom on both sides because it can create authentic
content that genuinely engages an influencer's followers.

Additionally, tracking the performance of your campaigns using metrics such
as reach, engagement, and conversions helps you assess their effectiveness
and informs your decisions about future collaborations.

Identifying Your Target Media Audience

Identifying your target media audience(s) is a crucial first step to building an
effective outreach strategy. Equally crucial is determining your audience's
demographic profile.

For example, as middle-class markets mature worldwide, the luxury goods and
services sector is experiencing a significant expansion, catering to a new
generation of travelers.

Today's uber-rich are not just defined by their income but also by their values
and interests. Moreover, the cash-rich but time-poor affluent crowd are tech-
forward and interested in using various sources of travel inspiration. Many are
also interested in sustainable travel and are willing to pay more for eco-
friendly travel experiences.

Adapting and refining one’s offering based on these preferences is critical for
travel industry professionals who want to create personalized luxury travel

experiences that meet the needs of today's luxury traveler.

Stay with me...
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The next step is to segment media outlets based on audience reach, relevance,
and engagement.

Entrepreneurs like yourself should categorize media outlets into various tiers
based on these metrics. High-tier outlets might include national magazines,
newspapers or influential blogs with substantial followings, while mid-tier
outlets could encompass regional publications and industry-specific journals.

Let’s say you are a London-based company that provides direct booking
services for various travel purposes, including corporates, teams, weddings,
and specialty travel across the Middle East, Europe, and Asia. You offer a
reliable, seamless, and innovative platform that sources millions of people
with the best rates and availability.

Or you might own a Dubai-based luxury interior design firm specializing in
commercial spaces. Your PR efforts may focus on reaching corporate clients,
real estate developers, or office managers.

Alternatively, your firm might excel in residential projects that aim to connect
with homeowners, luxury real estate agents, or lifestyle influencers. In either
case, you must decide what publications will get you the media attention.
Focus on the how they help achieve your business goals, and reach your
intended audience.

When pitching, for example, high-impact UAE design publications like Design
Middle East, AD Middle East, or Interior Design Dubai, it's crucial to approach
them strategically. While these publications can attract the attention of your
target audience and boost website traffic, a poorly planned campaign could
lead to wasted time and resources.

While high-end coverage may be your goal, the most significant benefit for
your campaign may come from features in real estate trade publications like
Better Homes, Prestige, or the Design and Hospitality Podcast. This is where
segmentation becomes crucial.
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Trade publications play a major role in effective outreach. These publications
and platforms, tailored to specific industries, offer targeted opportunities for
entrepreneurs to connect with niche audiences.

One significant advantage of targeting industry-specific media is the strategic
positioning it offers for your brand. By contributing expert opinions or case
studies to these niche publications, you can enhance your reputation and
credibility, positioning your brand as a thought leader within your field.

Let’s say you are a tech startup that makes smartwatches for pregnant
women and new moms. You might benefit from being featured in a magazine
or prominent blog site that showcases cutting-edge fitness tech. But the
more effective focus would not be general tech, but fitness tech for women.

But understanding your target demographics is just the beginning. The next
crucial step is to delve into their media consumption habits, which involves
identifying where your audience gets its news and information.

While legacy media still hold value for specific demographics, digital is the
new media. Again, platforms such as social media, blogs, podcasts, and online
news sites currently dominate modern media consumption patterns. And
they will continue to do so for quite some time.

New media professionals are more likely to cover stories from sources they
trust and have a rapport with. It’s imperative, then, that you make consistent
and meaningful engagement the cornerstone of your media outreach
strategy.

That said, personalized pitches, regular updates, and maintaining open lines
of communication can transform one-off interactions into long-term
partnerships.

Finally, tailoring your messages to different audiences ensures effective and

engaging communication. One-size-fits-all messaging doesn’t work in today's
media landscape.

22



Work with your team or a PR consultant on crafting specific messages that
resonate with your audience profiles. Ideally, you should have about three to
five core messages developed.

Each message should reflect the unique interests and language of your target
audience. | would recommend using data-driven insights to personalize and
fine-tune my approach, whether through storytelling, case studies, or
customer testimonials.

Tailored messaging is vital because it shows that you understand your
audience's challenges, making them more likely to engage with and share your
content.

Having consistent, focused messaging is more important than many realize.
While it's important to tailor messages, maintaining a coherent brand voice
across all communication channels ensures that your brand identity remains
strong and recognizable.

Whether guest posting to an industry-leading interior design blog, an elite
travel and lifestyle magazine, or a local newspaper, your core message should
always align with your brand values and mission.

Collaborations often arise when businesses share similar goals or target
audiences. For instance, a health and wellness startup featured in prominent
lifestyle magazines may attract partnerships with fitness brands or nutrition
experts.

These kinds of collaborations can lead to co-branded marketing campaigns,

product launches, or joint events, enhancing the brand's market presence and
reach.
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The Role of Media in Business Growth

Building Brand Authority

When your business appears regularly in reputable media outlets, it conveys to
its audience that your brand is knowledgeable and reliable. This constant
visibility helps entrepreneurs like yourself position their businesses as leaders
in their respective industries.

By being quoted, interviewed, or featured in articles, you can share your
expertise and insights, building consumer trust. When third-party sources
discuss your business, they validate your brand's value and reputation.

Third-party endorsement is often viewed as more trustworthy than traditional
advertising because it comes from objective observers. However, the impact of
the Internet on public relations and online communications has changed not
only the value and challenges of third-party sources but also blurred the gap
between PR and journalism.

The point is that maintaining momentum for your media outreach campaign
requires a curated, well-timed approach. It’s best to cultivate relationships
with journalists and editors by providing valuable, timely content while
responding to media inquiries.

Over time, you will see results in recurring opportunities for coverage, further
cementing your brand's authority in the market. You’re not just dealing with
publications; you’re dealing with real human beings.

Driving Customer Engagement

Media coverage is also instrumental in driving customer engagement. When a
business receives media attention, it naturally piques the interest of existing
and potential customers.

High-quality media exposure increases brand visibility, making the brand more
recognizable and relatable. This level of familiarity encourages customers to
learn more about your business by googling you, going to your website, or your
socials. I do it all the time.
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Additionally, stories and features about a brand (insert your brand here) can
spark conversations and interactions on social media and other platforms.

Customers often share articles and news pieces they find interesting,
amplifying the reach of the coverage. Paul Blanchard in J. Lloyd and Laura
Toogood’s book, Journalism and PR: News Media and Public Relations in the
Digital Age seems to agree:

“There is a symbolic relationship between traditional media and social media,
and both are dependent on each other. Journalists are now sourcing stories
from the likes of Twitter and also using it as a source for quotes. Equally,
there is so much information on social media, including Twitter.

For a user to stand out from the crowd, a reply or the endorsement of
traditional media is required. The traditional media can give significant power
to a social media campaign, but the traditional media also find it a beneficial
source.”

Engagement continues after initial interest; sustained media attention keeps
customers returning. Regular updates and favorable mentions in the media
remind customers of the brand's value and innovation.

This ongoing visibility helps you nurture long-term relationships, as well as
enhance customer loyalty and advocacy. By keeping the conversation alive
through strategic media outreach, brands can drive continuous engagement
and growth.

Attracting Partnerships and Opportunities
Positive media relations have the power to unlock a myriad of partnerships
and business opportunities.

Furthermore, media coverage can make your brand appealing to investors and
stakeholders. Investors look for businesses with strong market positioning and
growth potential; consistent media exposure is a testament to both.

Positive press also helps you secure funding, support expansion efforts, and
attract high-caliber talent, which will unlock new avenues for growing your
business. 25



Managing Crisis Through Media

Media channels become vital communication tools when a business is in the
eye of a public relations storm. Timely and transparent messaging through the
media is a powerful way to steer the narrative and alleviate negative
perceptions.

Here me out.

Once labeled “The Beer of Kings,” Bud Light is known for crafting campaigns
that have traditionally targeted corporate, conservative-leaning American
males of drinking age (think Spuds McKenzie, the original party animal of the
late 1980s). However, a significant shift has occurred.

The American brewing company Anheuser-Busch, Bud Light’s parent company,
lost $27 billion over a controversy involving transgender influencer Dylan
Mulvaney.

Under the leadership of Alissa Heinerscheid, Bud Light’s vice president of
marketing, Bud Light partnered with Mulvaney to target a more diverse crowd.
In doing so, Bud Light was looking to — in Heinerschied’s words - “evolve and
elevate” or pivot from “fratty, out of touch” humor.

But let’s be clear: phrases like “evolve and elevate” and “out of touch” were
and are far from inclusive. They are profoundly divisive and alienating to Bud
Light’s core customer base. A customer base that has been in the making for
over 50 years.

Heinerscheid was subsequently fired. In the wake of the Mulvaney debacle
(despite several attempts to rebrand), neither Bud Light nor Anheuser-Busch
has financially recovered. And here’s the kicker: senior executives at Bud Light
were reportedly “unaware of the campaign.”

Moreover, millions of customers, thousands of employees, sales reps, and

hundreds of independent distributors have been adversely affected. Bud Light
stock is on a “permanent” 15 to 20 percent decline at this writing.
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The fallout from the Mulvaney campaign has damaged the Bud Light brand so
much that, after rebate, 30-pack cartons were sold in supermarkets and local
retailers throughout the United States... for $8.99... because no one was buying
them.

As of this writing, Heinerschied has never publicly apologized to Bud Light
consumers.

So, what’s the lesson here?

Proactive crisis management through media relations also involves preparing
for potential issues before they arise. A crisis communication plan enables
businesses to respond swiftly and effectively.

Such preparation includes identifying spokespersons, drafting key messages,

and monitoring media coverage. By being proactive and strategic, companies
can navigate crises smoothly and maintain the trust of their stakeholders
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WORKBOOK/ TEMPLATE EXERCISES

Chapter One: FOUNDATIONS OF OUTREACH

In simple terms, you've explored the fundamental building blocks of effective
media outreach. You are now clear about understanding its significance,
identifying relevant media types, defining your target audience, and
recognizing the media's powerful role in business growth.

Can you see how putting this into action can change your business?

Right now, | want you to turn to Section 1: SET YOUR VISIBILITY GOAL in your
Media Outreach 101 Workbook to establish clear, strategic objectives for your
media journey.

Using the Al-assisted goal-setting templates, | want you to think about how
you'll transform general aspirations into specific, measurable visibility targets
aligned with your business goals.

The workbook guides you through:

Defining your unique visibility objectives

Identifying ideal media platforms for your specific audience
Creating a customized media strategy timeline

Establishing clear KPIs to measure your success

Don't just learn about media outreach—start thinking about building your
personalized visibility roadmap.

~>Workbook Section 1, page 3: "Set Your Visibility Goal"
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“Building relationships take time. It’s a give-and-take.
A marathon, not a sprint.” - Gini Dietrich, Spin Sucks

Chapter Two

The Relationship Strategy

BELIEVE ITORNOT, | cut my teeth in PR as a journalist.

| started as a freelance journalist for some of America’s best luxury titles,
notably Luxury Hoteliers, hautetime.com, Haute Living, and Upscale Living
Magazine.

My job was to develop the yachts and jet sections of these publications. There
was no team, no list of contacts, just me. Thankfully, my publishers supported
me in getting the job done.

| submitted story ideas to my editors; sometimes, stories were assigned to me.
Not all my story ideas were accepted, but that is the nature of the beast.

During that time, | learned that building relationships with journalists is
fundamental for entrepreneurs, small business owners, and marketing
professionals. Engaging effectively with me and other journalists significantly
enhanced opportunities for getting brand visibility, helped disseminate critical
messaging, and cemented a CEO’s credibility.

This may sound basic, but understanding how to aligh your stories with
journalists' interests and creating compelling pitches, can significantly
increase your chances of securing valuable media coverage.

This chapter delves into practical strategies for connecting with journalists,
publications, or influencers, emphasizing the importance of targeted outreach
and personalized communication.
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Together, we will explore various tactics for building what | call a media
persona for journalists who cover topics relevant to your business niche. The
point of building a media persona is to get insights into a journalists' past work
and leveraging social media to understand their interests.

The chapter also discusses the benefits of using media databases and tools to
streamline finding and tracking journalists. Furthermore, it highlights the
significance of networking at industry events and crafting tailored pitches that
capture journalists' attention.

Lastly, it's crucial to maintain professionalism and respect in all interactions.
This includes offering timely responses and handling negative coverage
constructively. By implementing these strategies, you can build and nurture
long-term relationships with journalists, paving the way for ongoing media
opportunities.

3 Steps to Finding the Right Journalists

When it comes to understanding how to do PR, it’s important to remember that
it's not about you; it's about the journalist, the editor, or the influencer trying
to get stories to increase their viewership, numbers, and revenue.

If you can create a story that is worthy of news that they like and want to tell
your story, then you've got a recipe for an effective media relations campaign.
But remember, it's not about you. It's about the editor, the writer, and the
influencer who wants to tell your story.

That said, understanding the importance of targeting relevant journalists is
crucial for anyone looking to enhance their media relationship building. First
and foremost, researching journalists in your industry is vital.

This process involves identifying those who cover topics related to your niche.
Start by reading articles and following journalists on social media platforms to
gain insights into their interests and areas of expertise.

Knowing which journalists are most likely to be interested in your story will
increase your chances of securing media coverage. Let’s look at three “keys” to
finding the right journalist for your niche.
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Step #1: Determine which publication is best suited to tell your story.

When you find journalists who align with your industry, take note of their
writing style and the types of stories they typically cover. Why? Because you
need to understand what kind of information they value. Knowing this will help
present your story in a way that resonates with journalists and readers alike.

Brenda Stolyar, a tech reporter at Mashable who covers phones, wearables,
and fitness gadgets, says this:

“It’s always nice to be able to get something that falls under my category in
terms of tech, something | don’t have to squeeze in in a weird way that sort of
relates but doesn’t. So | always appreciate pitches that are like, ‘Okay, this
connects to your phone, this is a tech product,” and it falls under my beat,
which is either a phone or a wearable or anything fitness.”

Reviewing past articles written by these journalists can provide valuable
insights. Look at the angles they used and the sources they quoted. This can
guide you in crafting a pitch that catches their attention and fits seamlessly
within their narrative style. Demonstrating an understanding of their work
shows respect for their craft, which can go a long way in building a positive
relationship.

Media databases and tools like Cision or Muck Rack can further streamline
identifying relevant journalists. These tools allow you to search for journalists
based on specific keywords related to your business.

Moreover, many of these databases include analytics that can help you
measure the effectiveness of your media outreach efforts. Understanding
metrics like open and response rates can inform your strategy and allow you to
make data-driven decisions.

You can improve your chances of building strong media relationships by
continuously refining your approach based on these insights.
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Step #2: Network with the media to understand how journalists operate

Another practical key is networking and engaging with journalists at industry
events. Attending conferences, trade shows, and other networking events
allows you to meet journalists face-to-face. Personal interactions can
significantly strengthen your relationships as they allow for real-time
communication and rapport-building.

Industry events are excellent venues for discovering which journalists are
interested in your field. You can attend panels or workshops where journalists
are speaking to gain a better understanding of their perspectives. After their
sessions, don't hesitate to introduce yourself and discuss common interests.
These initial interactions can pave the way for more detailed conversations
later.

The question, then, is - going back to our tech business example — whether
your journalist covers companies, products, or people. Do they write to a B2B
or B2C audience? Do they write for top-tier titles like Fortune, Forbes, Fast
Company, or trade publications like CoinDesk, Ad Age, or Adweek?

Furthermore, you need to know the following:

e The average number of pitches journalists receive per week

e Whether journalists utilize pitches in their stories

e How journalists prefer to be pitched (think: email vs. social media)

e Do journalists prefer to be pitched at the beginning or end of the week?
e What time of day is best to pitch to a journalist?

You need to know these things before you contact journalists, publishers,
podcasters, or influencers. But you won’t get this information over coffee and
witty banter at Tim Horton’s. Do your homework! That’s why follow-up is
critical after meeting journalists at events.

Send a personalized email referencing your conversation and expressing your

appreciation for their time. Include any promised materials or additional
information that might interest them.
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This way, you build a foundation for future engagements and potential
coverage by maintaining professionalism and showing genuine interest.

Step #3: Understand the journalists’ needs

Tailoring your pitches to match the interests of the journalists you're targeting
is one of the most critical steps in media outreach. Generic pitches rarely
capture attention; journalists receive countless emails daily, so yours needs to
stand out. Customizing your communication shows that you've done your
homework and are genuinely interested in their work.

Start by addressing the journalist by nhame and mentioning a specific article
they wrote that relates to your pitch. This immediately signals that your
message isn't a mass email. Briefly explain why your story would interest their
readers, linking it to previous articles they've published.

Offering exclusive content or access to thought leaders with exclusive insights
can also catch a journalist's eye. If you can provide data, interviews, or access
to experts that no one else has, mention this in your pitch. Journalists always
look for fresh and original stories; exclusivity can be a significant draw. You
increase your chances of getting coverage by aligning your pitch with their
interests and offering something valuable.

Let’s say you are the CEO of that luxury Dubai-based interior design firm we
discussed. You now want to position yourself as a go-to source for
commentary on the trends changing the design landscape throughout the
Middle East and North Africa (MENA) region.

A prestigious design publication has been running a series on holiday homes, a
platform that could significantly boost your brand's visibility. As the CEO, your
active involvement in this could be a game-changer. This is your thing; this is
what you do, right? So, how do you move the needle? Have someone on your
marketing and PR team reach out, however big or small.

So, Dellvin, as our PR Manager, your expertise is invaluable in this endeavor.
How could you guide us in this exciting opportunity?

34



Suppose | don’t already know the team at said publication. In that case, |
would check the publication’s website to see if they accept contributing
articles from designers and architects and, if so, what the guidelines and
deadlines for submission are.

My next move would be to email the editor, introduce myself, list out my
expertise, and connect a personal passion of mine to that of the editor or
journalist of note. Finally, as the CEO of X, | would offer your unique insights
as a contributing writer, which can provide stellar insight on this and other
trends emerging in the MENA region. Your perspective is invaluable. Sign off.

Here's a little industry secret: | may have to write it for you, but rest assured,
this process and our collaboration stay between us.

Now, let’s talk about how your expertise can be instrumental in creating
compelling, newsworthy stories that generate interest and drive sales for your
brand.

Creating Newsworthy Story Angles

Before we discuss how to craft story angles that get you noticed, let’s talk
about what news is and how it relates to various types of journalism. Why is
this important? Knowing the different kinds of news can help you navigate
information more effectively and understand its broader implications.

But first, here’s a breakdown of the two main types of news and why they
matter.

Hard news refers to stories about timely and significant current events and
developments. This category includes breaking news, such as natural
disasters, political events, and accidents.

Hard news is essential because it provides the most immediate and relevant
information that affects people's daily lives. For instance, coverage of a
natural disaster informs residents about safety measures, evacuation routes,
and relief efforts, helping them make critical decisions.
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Soft news, on the other hand, focuses on more human-interest stories,
lifestyle topics, and entertainment. This category encompasses features on
celebrity gossip, lifestyle trends, and cultural events.

While it might seem less urgent than hard news, soft news is vital in providing
a well-rounded worldview. It can relieve the constant barrage of urgent
updates and provide insights into cultural and societal trends, enriching our
understanding of the world beyond immediate events.

Here are some examples.

e Political Journalism focuses on political events, policies, and figures,
including elections, government decisions, and legislative processes.
Political journalism is crucial in informing the public about political
developments and holding elected officials accountable for their actions
and decisions.

e |nvestigative Journalism involves in-depth research and reporting to
uncover hidden or complex issues, such as corruption, misconduct, or
systemic problems. This type of journalism often requires significant time
and resources and aims to expose truths that substantially impact society
and promote accountability.

e Business Journalism covers economic and financial news, including market
trends, corporate activities, and industry developments. It provides
insights into how economic factors and business practices affect markets
and individuals, helping stakeholders make informed financial decisions.

e International News reports on global events and issues, such as
international conflicts, diplomacy, and global economic trends. This type
of journalism offers a broader perspective on how worldwide
developments impact different regions and helps readers understand
global interconnectedness.

e Crime Journalism focuses on criminal activities, legal proceedings, and law
enforcement. It includes reporting on criminal cases, crime trends, and
justice system issues, aiming to inform the public about safety, legal
matters, and the impact of crime on communities.
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e Lifestyle Journalism covers topics related to everyday life, including
health, wellness, fashion, travel, and personal relationships. It gives readers
insights and advice on enhancing their quality of life and staying informed
about trends and tips in various aspects of daily living.

e Entertainment Journalism covers the entertainment industry, including
movies, television, music, and celebrity news. Entertainment journalism
keeps audiences updated on the latest trends, releases, and cultural
phenomena, offering insights into the lives of celebrities and industry
developments.

e Sports Journalism reports on athletic events, teams, and athletes, including
game results, performance analysis, and sports culture. It keeps fans
engaged with the latest sports news, provides commentary, and explores
the impact of sports on society and individuals.

e Scientific Journalism covers developments in science and technology,
including research findings, discoveries, and environmental issues. It
translates complex scientific concepts into accessible information, helping
the public understand scientific advancements and their implications for
society and the environment.

Consider elements such as human interest, conflict, or innovation to create an
engaging angle. For example, if your company has developed a groundbreaking
product that addresses a significant problem, highlight how it uniquely solves
that issue.

Share anecdotes or customer testimonials that illustrate its impact. These
elements add depth and relevance, making your story not just another pitch
but exciting news that a journalist would want to cover.

Crafting Personalized Pitches

This shouldn’t need too much explanation, but mastering the fundamentals of
pitching journalists is crucial to increase the chances of getting coverage. To
do this, it would be best to research a journalist’s past work or interests.
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This means reading their articles, noting recurring themes and subjects they
cover, and understanding their writing style. When you have a clear picture of
what a journalist needs to focus on, it becomes much easier to tailor your pitch
to fit their scope of interest.

Be clear about who you are sending your pitch to and why you have decided to
pitch them rather than another journalist, blogger, podcaster, or influencer.
Make sure you address them by the correct name, and make sure that you have
a story to tell. Take a look at this beauty...

. . Wat. Who are \ou?
This is a bad pitch Wit the. news?

/ Hi Paul, / What's the conteit ¢

"u“«"'l"Ji"If] name. Small business owners tend to be self-taught on many aspects of marketing and social media, .
: which is partially why small businesses are increasingly focusing their marketing efforts on Company or Is

improving their social media presence. According 10, Mok "

small business owners rely on more “comfortable” marketing tactics like social media instead of \ s A

investing in digital marketing efforts like SEC and content marketing. .lepwfma d[,:

ls that \our

Social media is the most popular marketing channel among small businesses with 45% of Tﬂfﬂ,l\,l uﬂﬂf’,ﬁr
owners using the tactic, according to the Wellness Indax. Though small business owners are .

embracing social media, they're missing out on opportunities to stand out from the compatition

by neglecting digital markating. For instance, less than 5% of small businese owners said thay

currently rely on SEOQ, PPC or content marketing, and very few plan to implement such tactics in

- ——— 2 )
Yess velease© 2017. Core

Al P .];‘]L‘—(-

'.Quur \E ; -\"‘-. Herg's the link to the full press releasa if you'd like to check out the report. If you are interested,

:f*,y[r('f' ¢ You I can also connect you with || - o =" discuss why small

T 1 business owners are underutilizing digital marketing and how doing so can place them behind
mean Tne md'a’}* competitors.

ou mentioned?

Let me know and | can set up a call.

Do you exen vead my site, bro?

[T

NEVER send your pitch to a large group of journalists; they will not read it or
take you or your work seriously because you did not take them and their work
seriously.

Keep your subject limited to between 60 and 80 characters, with spaces, and
your pitch to 100 words. Be as direct and to the point as humanly possible.
This is not the time for using superlatives and over-the-top language. The
journalist needs to know precisely what is in the email so they can decide if
they will read it.
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Make your pitch timely. Journalists are always looking for stories that matter
now and will resonate with their audience's current interests and concerns.
NEVR SEND GENERIC PITCHES; YOU WILL NEVER GET A RESPONSE. Don’t
believe me? Take a look.

4 Farhan Mohamed &
By @farhanmohamed

This is one of the best worst emails |I've ever seen.
#PR101

Hello Outlet,

| am following up on my email earlier this week (see
below).
Have you had a chance to consider (D story?

Peace,

—

2:01 PM - Mar 28, 2019 - Twitter for iPhone

Underline why your pitch is significant now. Are you launching a new product
that addresses a seasonal need? Is there an upcoming event or trend that your
story ties into?

Also understand the journalists' deadlines and workload. This can influence
how you craft and time your pitches. Reaching out at appropriate times, with
content that aligns with their schedules (e.g., avoiding end-of-week crunch
times), increases the chance your pitch will be thoughtfully considered.

To increase your chances of media coverage, underline why your pitch is
significant now. Are you launching a new product that addresses a seasonal
need? Is there an upcoming event or trend that your story ties into?
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Understand the journalists' deadlines and workload. Reaching out at
appropriate times, with content that aligns with their schedules (e.g., avoiding
end-of-week crunch times), increases the chance your pitch will be
thoughtfully considered.

Edit! Edit! Edit! Your grammar and punctuation must be impeccable! And make
sure that you trim any unnecessary content from your writing. There’s no
faster way to have your pitch ignored and reputation destroyed than to submit
a pitch, press release, or any English-language press communication full of
grammatical and spelling errors.

Finally, build an online newsroom. An online newsroom offers your business
many benefits by serving as a centralized hub for distributing your news and
updates. Online newsrooms enhance credibility and increase your chances of
being seen. See Estée Lauder’s online newsroom below.

ESTEE LAUDER @ English  Q

Launch: 6th of April 2021

s e

[ ! =
.h - 4
nhll“'“lm] I‘ AERIN | NEW Fragrance: Rose De
| i Grasse Pour Filles

Estée Lauder | Bronze Goddess

ESTEE LA

The challenge of building an online newsroom is that although your brand may
not be as big as Estée Lauder, it doesn’t mean that you can’t look like it.
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Having a branded online newsroom can play a crucial role in shaping public
perception by providing a centralized hub for distributing your news and
updates.

Now that you know what goes into your pitch, let’s return to that prestigious
design publication running a series on holiday homes. Let’s say you are
contributing a thought leadership piece.

Your personalized pitch should connect your story with broader trends or
events (newsworthy angle) and hit on the most essential elements of said
pitch, as we have discussed. This kind of personalized touch will engage the
journalists and make your pitch stand out.

Cool. But what are journalists saying?
The people at OnePitch surveyed 50 reporters, editors, and freelancers from
39 to-tier and trade publications with a print and digital presence. They found
the following:

* Nearly 96% of journalists surveyed liked to receive pitches via email.

e Of all the journalists analyzed, 90% used pitches to write stories.

e More than 60% of journalists get over 200 pitches every day.

Similarly, Fractl surveyed 500+ journalists on their preferences for receiving
pitches and found that:

e Nearly 60% of journalists prefer email pitches between 100-200 words.

e Early morning (5:00 a.m. to 9:00 a.m.) was the best time to receive email
pitches.

e Most writers prefer receiving pitches on Monday and Tuesday mornings.

So, here’s the undeniable truth about media pitching: | was right (wink, wink).

Check out the example that I’ve provided on the next page:
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From: Dellvin Roshon Williams

To: [Journalist’s official email]

Subject Line: Hi from the [insert company name] PR team!
Hi [Journalist’s First Name],

I’ve been closely following your series on holiday homes in the MENA region and
wanted to reach out. My name is Dellvin Roshon Williams. | am the founder of
DRW Communications, a PR and communications firm that helps luxury brands
message and market their leadership. Like you, I’m also an avid dog lover.

| saw that you mentioned minimalist approaches to redesign in the Maghreb
and wanted to offer my client [insert company name] as a resource for
commentary. My client focuses on courtyard house restorations taking place in
the Medina of Tunis, a 17th-century walled city in the heart of Tunisia’s capital.

We have some excellent spokespeople, including our Founder [insert client
name] and our CEO [insert client name], both Dubai-based architects who
would gladly offer insights or the POV you’re seeking.

[insert company name] is prominent in the region’s luxury interior design
industry and is featured in top-tier publications, including House Beautiful, Wall
Street Journal, AD Middle East, and Elle Décor.

Below, you can find recent coverage of our senior leadership and a brief bio
[short bio & credentials/ media coverage and link to branded online
newsroom].

Thank you for your time and consideration, [journalist name]. Please let me
know if you’d like to schedule a time to speak to [client name] or [client name],

and feel free to suggest other story topics.

Thank you,
Dellvin Roshon Williams
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Why This Pitch Ticks All the Boxes...

The subject line has 41 characters, with spaces

A clear, simple introduction

Reference to the publication’s recent work

A personalized message with the journalist’s name and outlet mentioned
Direct and to the point

Establishes the newsworthiness of the client’s contribution

Invitation to learn more via a branded online newsroom link

Invitation to connect and discuss further

Offers to set up an interview or contributor piece for the publication’s series

Easy, right? For some, yes; others, not so. The point is that your email pitch is
not designed to be your magnum opus. You don’t need an expansive
vocabulary to get it right.

Media Do's and Don'ts

Respond to journalists' inquiries promptly. This is crucial when building media
relationships. Journalists often work under tight deadlines, and a prompt
response can help them meet their submission goals.

Keep your email brief; it demonstrates your respect for their time and effort.
Ensure that you are accessible and have a streamlined process for handling
media requests quickly. This makes their job easier and increases the likelihood
of being featured in their stories.

Beyond timely responses, respectful communication is equally important. A
courteous and considerate approach can set the tone for future engagements
and build a foundation of mutual respect.

Remember that journalists are human too. Appreciating their work can go a
long way in establishing long-term, meaningful rapport. Here are some other
considerations you should keep in mind when you are dealing with the media:

e Offer valuable insights when communicating with journalists. Providing

unique and newsworthy information positions you as a credible source and
can lead to more frequent coverage.
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e Avoid aggressive follow-ups, which can quickly turn off journalists and
damage your reputation. Respect their time and space by allowing
reasonable intervals between your attempts to reach out.

e Making unsubstantiated claims is another major pitfall. Journalists rely on
accurate and verifiable information to uphold their credibility. Ensure your
facts are correct and provide references or sources to support your claims.

e Maintain regular communication with journalists and prioritize responding
to media inquiries as part of your overall media strategy. Showing that you
value their interest in your story fosters a sense of reliability and trust.

e Embrace a constructive approach to handling negative coverage. Criticism
is inevitable, but how you respond can make a significant difference.
Address negative feedback calmly and objectively, acknowledging valid
points while offering clarification where necessary.

Finally, own up to your mistakes. Everyone makes errors, but failing to
acknowledge them can definitely erode trust.

When mistakes occur, address them promptly and honestly, providing a clear
plan for correcting them. This approach not only salvages relationships but
also strengthens your credibility over time.

Creating Exclusive Experiences

Consistent communication and follow-up are essential for maintaining a strong
rapport with journalists. Providing updates on your business, sharing relevant
news, and offering insights can keep journalists interested in your activities.

For instance, updating them about new product launches or significant
milestones in your organization can keep your business top-of-mind. These
consistent interactions help build familiarity and trust, crucial for sustained
media coverage.
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Moreover, your approach should include periodic check-ins, not solely focused
on pitching stories. A simple message or phone call to ask how they are doing
can show you're interested in fostering a mutual partnership rather than just
seeking publicity.

Be mindful of the journalist's schedule and preferences to keep your
communications effective. Short, informative updates can be appreciated
more than lengthy, irrelevant messages. Journalists often have tight deadlines,
so respecting their time can make your updates more welcome. Consistent,
thoughtful communication builds a solid foundation for a productive media
relationship.

Offering exclusive opportunities to journalists is another powerful strategy to
nurture ongoing relationships. When journalists receive exclusive content,
access to experts, or early insights, they are likelier to see the value in
maintaining a relationship with you.

These exclusives could range from advance information about upcoming
projects to private interviews with key business figures. Such gestures
demonstrate your appreciation for their work and can result in more favorable
coverage.

For example, inviting a journalist to a behind-the-scenes tour of your
operations or giving them an exclusive scoop on a new, innovative product can
create a sense of partnership.

These opportunities allow journalists to provide unique content to their
audiences, which can strengthen your business standing. Moreover, they
foster a sense of loyalty and trust, as the journalist feels recognized and
valued within your network.
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However, it is essential to ensure that the exclusives offered are genuinely
newsworthy and relevant to the journalist's readership and/or listening
audience. Offering valuable, exclusive content enhances your relationship and
increases the likelihood of positive media coverage.

Seeking feedback and incorporating suggestions from journalists can
significantly strengthen your media relationships — if only that were genuinely
possible.

The truth is, unless you have built a genuine, meaningful relationship with a
journo or editor (which does happen the longer you’ve been in the industry),
you will not get the feedback you are looking for. That’s where professionals
like me come in.

You should request feedback after interactions to show that you respect their
opinion and are committed to improving your approach. You can refine your
strategies to better meet their needs by understanding what worked well and
what didn't. This process helps build a more collaborative and open
relationship.

You are taking the initiative to ask for feedback after each interaction, which
can be enlightening. Questions about the clarity of your information or your
pitch's relevance can provide insights into the journalist's perspective.

Positive feedback reinforces good practices, but constructive criticism truly
highlights the journalist's influence.

When journalists suggest more concise press releases, implementing this

advice improves their future communications and shows that their input is
valued and appreciated, making them feel influential and appreciated.
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WORKBOOK/ TEMPLATE EXERCISES

Chapter Two: THE RELATIONSHIP STRATEGY

Ok. Phew! That was intense.

We’ve established that successful media outreach isn't about one-off pitches—
it's about cultivating meaningful relationships with journalists, understanding
their needs, and becoming a valuable resource in their world.

It’s now time to transform these insights into a personalized relationship-
building system.

Your Media Outreach 101 Workbook takes you deeper in Section 2: NAIL YOUR
EXPERT POSITIONING and Section 4: FIND THE RIGHT OUTLETS AND
JOURNALISTS. These sections provide practical templates to:

Craft your unique expert positioning statement

Identify journalists for your niche

Develop personalized outreach strategies

Create a relationship-nurturing system that builds credibility over time

Also, the Brand Positioning Worksheet on page 81 of your eBook provides
additional structure to clarify your unique value proposition—a critical
foundation for all media relationships.

You can dramatically enhance the value of your business by building
connections that convert to coverage.

> Workbook Section 2, page 8: "Nail Your Expert Positioning"

> Workbook Section 4, page 23: "Find the Right Outlets and Journalists"
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Chapter Three

Pitch Like a Pro




“Revolution begins with language. Change the language, and
you can change everything.” - Kevin Roberts, 64 Shots

Chapter Three
Pitch Like a Pro

N AVIGATING TODAY’S MEDIA LANDSCAPE requires extreme focus.

In this chapter, | focus on writing compelling press releases and structuring
successful media pitches. The point of the chapter is to understand the
nuances of crafting unique and attention-grabbing angles that resonate with
target audiences and journalists.

The idea is to give you practical insights into maintaining brevity while
providing sufficient information, aligning press releases with brand messaging,
and tailoring language for different media outlets.

Moreover, | cover the best practices for following up on pitches, employing
storytelling techniques, and measuring the impact of media coverage to refine
your communication efforts.

I will also provide you with actionable tools to effectively communicate with
the media and achieve meaningful coverage.

Writing Compelling Press Releases

Press releases and media pitches are essential components of public relations
practice. The two go hand-in-hand. A press release helps journalists, bloggers,
and influencers understand what is particularly noteworthy about your
announcement.
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Media pitches direct editors and publishers to your press release to further
highlight why your announcement interests their readership and, thus,
deserves coverage.

Press releases tell you WHAT. Media pitches tell you WHY.

Suppose your goal is to develop an effective communication strategy. In that
case, mastering the fundamentals of media placements will give you a set of
tactics to use as you develop your long-term plan.

| don’t think | should present a definitive guide to press release writing in this
guide. Instead, | provide insights about the press release and its role in helping
you directly reach buyers and drive business. I’'ll also give you my 8 tips for
killer press communication.

As an agency owner, | also understand that in the new media age, the “client-
to-PR-person-to-all-journalists” approach, while still relevant, must make
equal space for online newsrooms and consumer-centric brand journalism

content. More on that later.

But first, let’s look at the history and types of press releases.
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What Is a Press Release?

A press release is news on a subject in which your company:

e Announces winning an award

e Reaches a fundraising milestone

e Enters new partnerships

e Hires a new executive (CEO, COO, CFO, etc.)

e Unveils new products or services

e Announces a significant merger or acquisition

e Announces a press conference or upcoming event

e Share information about industry-leading research

e Announces/responds to information about political candidates

e Releases information that addresses a crisis in brand communication

Now, let’s look at the history and types of press releases.

History of the Press Release

The modern press release was created by a man named Ivy Lee.

On 28th October 1906, more than 50 passengers were killed in a tragic
Pennsylvania Railroad train accident in Atlantic City, New Jersey.

The Pennsylvania Railroad Company owned that train — one of Lee’s clients.

Foreseeing future crises in corporate behavior, Lee saw the railroad tragedy as
an opportunity to “tell the truth because sooner or later the public will find
out anyway.”

The Public Relations agency Parker and Lee was founded just two years prior.
Lee - the agency’s eponymous co-founder - understood early on that - to
borrow a phrase from .. — “putting lipstick on a pig” was not the best way to
handle the situation.
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As PR legend would have it, Lee convinced the Pennsylvania Railroad company to
issue a statement explaining how and why the tragedy occurred. He submitted the
statement to the New York Times, and the NYT printed it word for word from the
Pennsylvania Railroad Company's perspective.

Furthermore, Lee is said to have convinced the company to provide specially
designated trains to transport reporters to and from the accident site.

Thus, the modern press release — known as a news or media release — was born.
For over 100 years, PR pros have been using releases as a core component of
their media strategy, evolving along the way.

Types of Press Releases

Press releases are necessary because they are sources of high-value content for
journalists. Not all releases, however, are created equal. The type of press
releases you use change according to their function in your overall
communications planning. They include:

Standard Releases

Standard releases include the basics: headline, dateline, opening paragraph, body
paragraphs, boilerplate, and contact information. Depending on your industry,
they are accompanied by high-resolution images or videos.

Media Advisories

Media advisories are issued to generate buzz around events like press
conferences. The focus here is not so much on sharing specific information as
garnering media interest in the event, with details to follow.

Embargoed Releases

Embargoed releases contain specific information released to the media before a
press conference. Examples include the text of political speeches, data, or
statistics. This information is not to be used until after a specific time is given,
typically outlined at the beginning of a release.

Phew! Now that we’ve addressed that, let’s make you a PR superstar. Here are a
few keys to press release mastery.

52



Press releases help your brand gain the awareness needed to build a positive
online reputation with prospects and clients. Writing an effective press release
enables you to stand out.

But press releases in and of themselves are not enough to get the kind of
media attention that you are looking for; all sorts of publishers are under
immense pressure to meet editorial deadlines so they can get content out to
their audiences, and - if done right — your release should grab their attention.

The 5 Ws of a Press Release

Your press release is to provide information that is both of interest and
valuable to the journalist and gives a brief but compelling summary of the
thing you want covered. Ask yourself the following:

e Do you have a story to tell?

e Do you happen to know if your story is newsworthy?

e Can become a consistent source of relevant information in your industry?

e Have you shared information that is easy for journos, bloggers, and
influencers to understand?

* Have you summarized the information in a way that is as concise as
possible?

If you’re having difficulty answering these questions, use what we in the media
business call the 5 Ws:

e WHAT is the headline and opening paragraph of your release.

e WHO is your news source, and who will be affected by your release?

* WHERE is your event being held, or your announcement taking place?

e WHEN includes dates, times, periods, and time zones in your release.

e WHY Done right, the what, who, when, and where of your release will point

you to the why. Each paragraph must build upon the previous paragraphs,
and ensure they align with the headline and opening paragraph.
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The Structure of a Press Release

A press release is a written communication that reports specific but brief
information about an event, circumstance, or other happening.

It’s typically tied to a business or organization and provided to media through
various means. A well-crafted press release includes:

Headline: The headline is the most crucial part of the press release. It should
be attention-grabbing and summarize the main point of the release in a few
words.

Dateline: This includes the release date and the originating city. This provides
context about when and where the news is happening.

Introduction: The opening paragraph should include the most critical
information—who, what, when, where, why, and how. This paragraph is often
called the lead and should immediately capture the reader’s attention.

Body: The body expands on the introduction, providing more detailed
information. This section should include supporting Information such as Facts,
statistics, or background details that support the news.

Quotes: Statements from key stakeholders, such as company executives,
industry experts, or involved parties, to provide perspective and human
interest.

Additional Details: Any other relevant information such as context,
implications, and supporting evidence, that helps to round out the story.

Boilerplate: A standard paragraph at the end of the release that provides

background information about the company or organization. It usually includes
a brief history, mission statement, and key achievements.
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Contact Information: Details for your media contact person, including name,
phone number, email address, and sometimes a physical address. This allows
reporters to follow up for more information or interviews.

Call to Action: Although not always necessary, a call to action can guide the
journalist on what to do next, such as visiting a website, registering for an
event, or contacting for more details.

End Notation: A symbol or series of symbols (such as “###” or “-30-”) is
traditionally used to indicate the end of the press release.

5 Benefits of an Effective Press Release

While often overlooked in favor of more modern digital marketing strategies,
press releases remain crucial to a well-rounded communication strategy
because your pitch should come from your press release. Here are several
reasons why press releases are indispensable for your brand.

Establishes and maintains your brand reputation

Brand reputation is everything. A well-crafted press release can enhance the
studio’s image by highlighting significant achievements, high-profile projects,
or new design innovations.

By disseminating this information through trusted media channels, studios can
ensure their message reaches a broad audience, reinforcing their status as
industry leaders. The formal tone and structure of press releases also lend an
air of professionalism and credibility, essential for maintaining the high
standards expected in the upscale markets.

Builds relationships with the media

Press releases serve as a bridge between luxury interior design studios and the
media. Establishing solid, secure relationships with journalists, bloggers, and
influencer contacts can increase media coverage and valuable exposure.

Regularly providing the media with high-quality, newsworthy content helps
studios become a go-to source for industry news and insights. This can result
in more frequent features in prestigious publications, enhancing the studio’s
visibility and prestige.
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Showcases exclusive projects and events

Luxury interior design is often synonymous with exclusivity. Press releases
provide an excellent platform for showcasing exclusive projects, events, and
collaborations.

Whether it’s unveiling a new collection, announcing a partnership with a
renowned designer, or sharing behind-the-scenes insights from a high-profile
project, press releases allow studios to control the narrative and highlight the
unique aspects of their work. This attracts potential clients and garners the
attention of industry peers and enthusiasts.

Enhances your SEO and online presence

A solid online presence is a must. When distributed online, press releases
significantly contribute to search engine optimization (SEO), enhancing the
studio's visibility and reach.

Press releases are crucial in improving a studio’s search engine rankings.
Incorporating relevant keywords and backlinks makes it easier for potential
clients. Furthermore, online press releases are often shared across social
media platforms, increasing visibility and engagement.

Establishes and supports your thought leadership
Press releases are a powerful tool for luxury interior design studios to
establish themselves as thought leaders in the industry.

By sharing insights, trends, and expert opinions on design topics, studios can
position themselves as authorities in the field, attracting clients seeking the
expertise and visionary approach luxury studios offer.

Developing Clear and Concise Messaging

Storytelling versus Narrative

To understand the impact of storytelling in business, we first need to
distinguish narrative from story. Stories are written or spoken accounts of
specific, individual events (i.e., characters, plot, and timeline).
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Narratives are spoken or written accounts of a series of events that are
chronologically connected and give said accounts deeper meaning.

Narratives explain why events occur when they do. In short, narratives
construct a model for how we operate in and make sense of the world.

Stories emotionally connect and engage with prospects and clients as a
way of shaping brand experiences and relationships.

Narratives reframe not only how we see the world, but how we interpret,
present, and understand how patterns of human behavior occur in said
world. Remember:

e Brands tell stories to build relationships and trust through published
(print, digital, or video) content focused on showcasing a variety of
experiences.

e Brands create narratives to drive action, shape public perception, and
communicate a vision of the future.

Building a narrative, then, means more than having a logo, tagline, or
positioning statement. While these are important starting points, it’s about
determining how your brand will be experienced.

The clearer you are about the role that your brand plays in a person’s life,
the better you will be at defining your niche, identifying your personas, and
crafting messaging that speaks to your desired audience.

Once you understand your niche and have defined your Unique Brand
Offering (UBO), you will be better suited to design and execute a well-
thought-out communication strategy vis-a-vis objectives, key messaging,
and targeted media outreach.

As such, language, narrative, tone, and authenticity, as well as metaphor
and narrative model, must not only work to establish and nurture a long-
term relationship with prospects and clients but demonstrate
connoisseurship and refinement as indications of evolving taste.
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And although every story — and, by extension, every narrative technique - is
not for every brand, it is an indispensable leadership tool. Surprising as it may
seem, few CEOs, PR pros, or Communications executives have a background in
the narrative. That’s why brand behemoths like Nike must designate senior
executives as “corporate storytellers.”

Incorporating storytelling elements into your press release can make it
engaging and memorable. A well-told story can evoke emotions, making your
pitch stand out in routine press releases.

Start by identifying the human element in your story. People connect with
stories about other people, so highlight the individuals involved—whether it's
the founder, a customer, or someone significantly impacted by your work.

Paint a vivid picture by including specific anecdotes or quotes that bring your
story to life. This approach makes your pitch relatable and helps the journalist
visualize the impact of your narrative.

Moreover, your press release will help you frame your pitch like a story with a
beginning, middle, and end can keep the journalist engaged. Begin by setting
the scene and introducing the main characters or elements.

Introducing storytelling elements into your press release will make your pitch
more compelling. This can be crucial in capturing a journalist’s interest,

providing them with a ready-made narrative they can quickly build upon.

Take a look at the press release sample on the next page.
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Roseanne Orim, Dubai’s Breakout
Chel, Announces Bold Q4 Menu

Press Release - September 2024

5

THE CBF EXPRESS




Roseanne Orim, Dubai’s Breakout Chef,
Announces Bold Q4 Menu

CBF Founder Unveils Extraordinary 5-Course Menu for Her
West African SupperClub

Dubai, UAE: Roseanne Orim, the founder of the upscale West African SupperClub, The CBF Express,
and Dubai-based commercial food and lifestyle photographer, announced the new menu today.
From Lagos to Lomé, Guinea to The Gambia, CBF’'s Q4 menu is full of explosive, vibrant flavors. Orim
has carefully curated an immersive dining experience where hearty staples from destinations across
West Africa’s cultural landscape take center stage. The menu offers private parties and corporate
clients a new way to bring home a piece of the region’s best traditions.

“My vision for The CBF Express is to present West African cuisine laced with storytelling in a
way that fully reflects the region’s unique culinary diversity and rich history by creating
interactive fine dining experiences that feature some of the core elements of our region’s
cuisine not well known on a global scale. This menu highlights unique ingredients such as
guinea fowl (a bird indigenous to West Africa), kola nut, and fermented African locust beans in
ways that are both familiar and unusual to guests. It's an experience that is best understood
when you try it.”

What began in 2019 as a six-month excursion across West Africa has turned into an immersive, deeply
personal experience with staples of the regional diet like the kola nut and pearl millet, crops that
sustained generations in Africa, the Americas, and the world over. It has earned Orim coverage in Gulf
News, What’s On Dubai, and Fact magazine. Dishes like “Melegueta Coast,” Chef’s latest take on
Nigerian Pepper Soup, and “Son of the Bean Stop,” an homage to the food cultures of Northern
Nigeria, include black-eyed pea dumplings, morel bisque, cucumber and tomato relish, and suya
spice, topped with fried shallots, won’t disappoint.

Menu IX is immediately ready for your indulgence at an irresistible and affordable price. For more
details, scheduling private events for friends or loved ones, or hosting corporate events, visit
thecbfexpress.com.

- ENDS -

About Roseanne Orim: Roseanne Orim is a Nigerian-born Dubai-based commercial food and lifestyle
photographer, blogger, and founder of The CBF Express, an upscale West African Supperclub
celebrating West African culinary and cultural heritage.

About The CBF Express: The CBF (Chop-Belleh-Full) Express is an immersive, upscale, modern West
African dining experience whose recipes capture the heart and soul of the region’s cultural traditions.

Contact

Dellvin Roshon Williams

Press Manager

DRW Communications FZC - LLC
P: +971526202007

E: ceo@drwcommunications.com

Useful Links

Website: thecbfexpress.com

Instagram: https:www.instagram.com/thecbfexpress/
LinkedIn: https://www.linkedin.com/in/roseanne-orim/
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Your press release and media pitch must work together. The press release is a
formal document that provides detailed, newsworthy information, while your
pitch will be a more personalized message sent to journalists to spark interest
in said newsworthiness.

The first thing you might want to do is think in terms of story. Your press
release is an announcement. That said, you want to make sure that your
announcement is one that instantly gets the attention of the media contact
with whom you are communicating.

Second, send a targeted pitch that highlights why your story matters to the
specific journalist(s) or outlet(s) that you and/or your team have identified.
Include or reference your press release for full context

Now, let’s take a step-by-step look at how this press release and pitch would
work together.

Write Your Press Release First
The release including the 5 Ws.
A quote and company boilerplate was included.
This release serves as the foundation for outreach.

Craft a Personalized Pitch

Write a short, targeted message to a specific journalist or outlet.

Highlight why this story is relevant to them—connect it to their recent work
or their audience’s interests.

Use an engaging subject line and first sentence to grab attention.

Include or Link the Press Release in the Pitch

¢ Attach the press release as a PDF or Word doc or include a link to it
(especially if it’s posted online).
¢ Mention it in the pitch: “I’ve attached a press release with full details below.”
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Send the Pitch First, NEVER the Press Release Alone

WwNever mass-send just a press release—IT WILL GET IGNORED.

wSend the pitch to your top media targets, use your press release as backup.
v Follow up in a few days if you haven’t heard back.

wSubject: New Tech App Helps Seniors Stay Connected — Want an Early Look?

Sample Pitch Email:

Hi [Journalist Name],

| saw your recent piece on digital tools for seniors, and | thought you’d be
interested in a new app launching next week that’s designed to help older

adults stay socially connected.

It’s called LinkAge, and it’s already being piloted in several retirement
communities with great results.

I’ve attached a press release with more details and would be happy to set up
an interview with the founder if you're interested.

Let me know if you'd like more info or early access!

Best,
[Your Name]
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Following Up Without Being Pushy

Following up on your pitch is necessary but must be done tactfully to avoid
coming across as pushy. The key is to balance persistence and respect for the
journalist's time and workload.

Wait an appropriate amount of time before sending a reminder—typically one
to two weeks. In your follow-up message, gently remind the journalist of your
previous pitch and reiterate why your story is compelling. Keep the follow-up
concise, avoiding any pressure or urgency that might put off the recipient.

Additionally, consider providing a new angle or additional information in your
follow-up. This can reignite interest without making the journalist feel
harassed.

For instance, if recent developments related to your story have occurred since
your initial pitch, mention these updates to add value to your follow-up. It's
also vital to respect the journalist's response or lack thereof. If a journalist
indicates they are not interested, thank them for their time and move on.

Persisting after a clear rejection can damage your relationship with the
journalist and negatively impact future pitches. By following up respectfully
and strategically, you maximize your chances of securing coverage while
maintaining professional rapport.

Utilizing Social Media for Media Outreach

Social media platforms have revolutionized the way brands engage with the
media. Each platform offers unique advantages that can significantly enhance
media outreach efforts and amplify brand visibility.

For example, Twitter is known for its real-time updates and conversations,
making it an excellent platform for engaging directly with journalists and
industry influencers.

On the other hand, LinkedIn provides a professional network where businesses

can share thought leadership articles and company news, positioning
themselves as experts in their fields.
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Continuous monitoring helps you identify opportunities for media outreach by
understanding what topics they are currently discussing. Social listening also
enables brands to track the sentiment around their coverage and address any
emerging issues promptly. Incorporating this data into media strategies
ensures that outreach efforts are both timely and relevant.

Choosing the right social media platform depends on the target audience and
specific media goals. Due to their visual and interactive nature, platforms like
Instagram and TikTok might be more appropriate for startups targeting tech-
savvy consumers.

Conversely, if you’re a B2B company, LinkedIn and Twitter might be more
effective for sharing industry insights and connecting with professional
audiences. Understanding where the target audience spends most of their time
online is essential for maximizing media outreach effectiveness.

Several best practices exist for optimizing social media profiles to attract
media attention. Ensuring that all your profile information is up-to-date and
reflects the brand's mission and values is fundamental. Including contact
information for media inquiries makes it easy for journalists to get in touch.

Consistently posting high-quality content (something | am guilty of not always
doing) that showcases your brand's expertise and innovations can catch the
eye of potential media contacts. Use targeted hashtags and tag relevant
journalists in posts to increase your visibility and engagement.

Engaging in conversations and providing thoughtful responses to industry
discussions can further enhance your credibility.

It’s also beneficial to highlight any media coverage received and publicly thank
journalists for their work. Building a portfolio of positive interactions and
demonstrating expertise over time can solidify the brand's reputation in the
eyes of the media.
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Leveraging social listening tools involves setting up dashboards or alerts for
relevant keywords, competitors, and industry trends. By doing so, brands can
stay ahead of the curve and proactively engage with topics that matter most to
their audience and journalists.

Analyzing the data gathered from social listening can inform content creation,
ensuring it resonates with current industry discussions. Brands can also use
social listening insights to refine their messaging and adjust their media
outreach strategies accordingly.

Incorporating social listening into a media communication plan ensures that
your outreach efforts are data-driven and intentional. Regularly reviewing
social listening reports provides actionable insights to guide media pitches,
press releases, and overall communication strategies.

It also lets your brand stay responsive to changing industry dynamics and
maintain relevance. Furthermore, identifying patterns and recurring themes
through social listening can help anticipate future trends, giving brands a
competitive edge in their media outreach efforts.

Measuring the Impact of Media Coverage

Evaluating and measuring media coverage effectiveness is essential for any
business aiming to enhance its brand visibility. Establishing measurable goals
for media coverage outcomes helps set clear expectations and benchmarks.

With quantifiable goals, it's easier to determine whether your media initiatives
are successful or need adjustments. For instance, an entrepreneur might set
specific goals like increasing mentions in industry-specific publications or
achieving a certain number of social media shares.

Setting clear objectives also involves defining key performance indicators
(KPIs) aligning with your business objectives. KPIs could include metrics such
as the number of media mentions, audience reach, or improvements in brand
sentiment.
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Aligning media metrics with overall business objectives ensures a cohesive
strategy. When your media coverage goals support your business aims, each
piece of coverage serves a purpose beyond mere visibility.

For example, if a company aims to increase customer acquisition, media goals
might focus on securing stories highlighting product benefits and customer
testimonials. This alignment creates a more targeted and effective media
strategy.

Evaluating the reach and impact of media coverage across various channels is
another crucial step. When evaluating media reach, consider metrics such as
impressions, mentions, and shares. These metrics offer insight into the number
of people exposed to your message and the extent of your coverage.

However, a deeper analysis of engagement rates—such as comments, likes, and
shares on social media—offers a clearer picture of how well the audience
received your message. For example, a tweet that generates significant
discussion can be more valuable than an article with high impressions but low
engagement.

Understanding the impact of your media coverage allows you to refine your
communication strategies. Through this evaluation, businesses can identify
what works and what doesn't.

Tools like Google Analytics, social media insights, and specialized media
monitoring platforms help track performance and gather valuable data. This
data-driven approach ensures that past successes and shortcomings inform
future media efforts.

Using a combination of tools and methods is beneficial for effectively tracking
and analyzing media performance metrics. Media monitoring tools like
Meltwater or Cision help collect and analyze vast media data, providing
comprehensive insights into coverage patterns and trends.

These tools offer features such as sentiment analysis, share of voice, and

competitor tracking, which are valuable for understanding your position in the
market.
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By understanding how to write compelling press releases, structure successful
media pitches, utilize social media for outreach, and measure the impact of
your media coverage, you are now equipped with the essential tools needed to
increase your media presence.

It begins with crafting a unique and attention-grabbing angle. Make sure that
you:

e Highlight what makes your story newsworthy and relevant to capture the
interest of journalists and readers alike.

e Focus on presenting a clear, concise message that avoids generic
statements and jargon to ensure your core message is easily understood
and remembered.

Understanding your target journalists' interests and past work allows you to
create pitches that resonate with them.

Personalization is going to dramatically increase the chance of your pitch
being noticed and accepted. So, a well-structured pitch with an engaging hook,
relevant details, and a clear call to action further enhances your chances of
securing media coverage.
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WORKBOOK / TEMPLATE EXERCISES

Chapter Three: PITCH LIKE A PRO

Now you understand the anatomy of an effective press release, the power of
clear messaging, and the strategic approach to pitching that captures the kind
of attention that drives results.

Let’s look at how to create pitches that get responses?

Your Media Outreach 101 Workbook transforms these concepts into action
through Section 3: BUILD YOUR Al PITCHING SYSTEM. This section provides:

e Al prompt templates to craft compelling pitches in minutes

e Customizable pitch structures for different media opportunities

e Subject line formulas that boost open rates

e Follow-up frameworks that maintain momentum without being pushy
The press release templates in this chapter pair perfectly with the Al-powered
pitch generation system in your workbook, creating a comprehensive approach
to media communication.

Turn your pitch knowledge into pitch success.

> Workbook Section 3, page 14: "Build Your Al Pitching System"
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“Your legacy is daily, and it’s the creation of meaning, not a search for meaning.
Are you writing a new page, or is it blank, or the same one over and over? Or is
someone else writing it?” - Alan Weiss, Million Dollar Consulting.

Conclusion

The Media Leverage Blueprint

A s | bring this book to a close, | want to acknowledge the journey you've taken
through these pages—from understanding the fundamentals of media outreach to

gaining confidence in your ability to secure impactful coverage for your business.

What may have once seemed like a daunting, mysterious world—press releases,
pitches, interviews, and media placements—now reveals itself as an accessible,
learnable, and even empowering skillset. You've seen that connecting with the media
is not about gimmicks or luck. It's about building genuine relationships,
communicating value, and being willing to show up with clarity and confidence.

You've learned that media outreach is not about shouting the loudest but about
speaking the most clearly—to the right people, in the right way, at the right time.
Whether you’re crafting your first media pitch or nurturing a long-term relationship
with a journalist, it’s always about more than just coverage—it’s about trust,
relevance, and resonance.

Let’s revisit the ground we’ve covered.

In Chapter 1, you were introduced to the foundation of media strategy—why media
outreach matters, what kind of visibility it can bring, and how it can transform your
brand's perception in the eyes of your audience.

We broke down the different types of media—from traditional print to emerging
digital platforms—and looked at how to identify your media audience. You saw how
media visibility doesn’t just generate buzz—it builds credibility. Credibility that
converts leads into clients and spectators into advocates.
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In Chapter 2, we went deeper. You learned how to build relationships—not
campaigns. You explored the human side of media relations: understanding
that journalists are people with their own pressures, deadlines, and passions.

Crafting personalized, thoughtful pitches isn’t just good etiquette—it’s good
strategy. You learned that relationship-building is a long game, and that trust,
once earned, opens doors that cold emails never will. More importantly, you
learned that empathy, consistency, and respect will always outlast hacks and
shortcuts.

And in Chapter 3, we turned—developing skills to identify strong news angles,
craft compelling pitches, and leverage digital tools to expand your reach. You
learned to measure impact and align coverage with business goals, recognizing
that meaningful, strategic visibility—not just any coverage—is the true
objective.

But here's where we transcend the conventional wisdom about media
relations. Because mastering these techniques—vital as they are—is not the
final destination. It's merely the foundation for something far more powerful:
media ownership.

The Intellectual Property Revolution in Media

The most profound shift in today's media ecosystem isn't technological—it's
intellectual. It's about who owns the ideas, the platforms, the distribution
channels, and ultimately, the attention. This is where the Media Leverage
Framework™ becomes not just useful but essential.

In the traditional media paradigm, your intellectual property—your ideas,
insights, and expertise—was merely content for someone else's platform. You
would pitch a journalist, they would extract your knowledge, and their
publication would monetize the attention your wisdom generated. The value
chain was clear: you provided the raw material, they captured the profit.
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This shift from "being covered" to "becoming the coverage" represents one of
the most significant intellectual property opportunities of our time. When you
own the media channels through which your ideas flow, you don't just control
the narrative—you capture the full economic value of your intellectual assets.

The workbook you've been using isn't just a collection of exercises—it's the
entry point to a comprehensive system for transforming your intellectual
property into media leverage. Each section—from setting visibility goals to
measuring media ROl—is designed to help you extract maximum value from
your knowledge assets.

The Media Leverage Framework™: Beyond Coverage to
Conversion

The Media Leverage Framework™ represents the culmination of everything
you've learned, elevated to a system that doesn't just get you media coverage
—it converts that coverage into tangible business results. This isn't about
vanity metrics or press clippings; it's about systematically transforming media
visibility into revenue, influence, and market leadership.

At its core, the Framework operates on a simple but powerful premise: media
coverage is only valuable when it drives business outcomes. It's not enough to
be seen; you must be seen in a way that compels action. It's not enough to be
heard; you must be heard by the right people at the right time with the right
call to action.

The Framework consists of seven integrated components, each building upon
the foundation you've established through this book and the accompanying
workbook:

First, Strategic Media Planning aligns your visibility efforts with specific
business KPIs, ensuring every media appearance serves your broader business
objectives. This isn't just about setting goals; it's about creating a
comprehensive media strategy that directly supports your revenue targets,
lead generation efforts, and market positioning.
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Second, the Authority Amplification System transforms your expertise into a
distinctive thought leadership platform. This goes far beyond basic positioning
to help you develop signature frameworks, proprietary methodologies, and
compelling narratives that establish you as the definitive voice in your field.

Third, the Advanced Media Outreach Engine leverages Al and strategic
frameworks to systematize your pitching process. This isn't just about writing
better pitches; it's about creating a repeatable, scalable system for
consistently securing high-value media opportunities with minimal time
investment.

Fourth, the Strategic Media Targeting System ensures you're pursuing the right
outlets and journalists for your specific business goals. This goes beyond basic
research to provide deep audience alignment analysis, strategic timing
optimization, and relationship-building protocols that maximize your chances
of success.

Fifth, Media Performance Mastery equips you to deliver compelling,
memorable interviews that drive audience action. This includes everything
from message development to on-camera presence optimization, ensuring you
make the most of every media opportunity.

Sixth, the Content Amplification System helps you extract maximum value from
each media appearance through strategic repurposing and distribution. This
transforms single media hits into dozens of content assets, extending their
reach and impact far beyond the original audience.

Finally, the Media Impact Maximization component provides sophisticated
tracking and attribution modeling to measure the true ROl of your media
efforts. This allows you to continuously optimize your strategy, doubling down
on what works and refining what doesn't.

Together, these components form a comprehensive system for not just
securing media coverage, but leveraging it to drive meaningful business
growth. Whether implemented through the self-guided workbook or through
the high-ticket coaching program, the Framework provides a clear path from
media visibility to business results.
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The Tiered Pathway to Media Mastery

The journey to media mastery isn't one-size-fits-all. That's why the Media
Leverage Framework™ offers multiple entry points, each designed to meet you
where you are and take you where you want to go.

The workbook you've been using represents the foundational level—a self-
guided approach to implementing the core principles of media leverage. It's
designed for entrepreneurs who are ready to take control of their media
presence but prefer to implement at their own pace.

For those seeking more comprehensive support, the Media Leverage
Accelerator™ provides a structured six-week program combining group
implementation workshops with strategic one-on-one sessions. This $10,000
investment delivers a custom media strategy blueprint, authority positioning
framework, and complete implementation system—ideal for established
professionals ready to implement a strategic media system.

The Media Leverage Mastery™ tier elevates this support with an extended
eight-week program, expanded one-on-one guidance, and additional
deliverables including a custom pitch library and personalized content
distribution plan. At $15,000, this option is designed for business leaders
seeking comprehensive media transformation.

For high-profile executives and thought leaders requiring white-glove service,
the Media Leverage Elite™ tier provides a 12-week immersive experience with
extensive one-on-one support, done-for-you implementation, and six months
of ongoing guidance. This $25,000 investment delivers everything from a
custom media leverage playbook to professional media kit development and
signature talk creation.
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The Future of Media and Business: Owned, Not Rented

As we look to the future, one thing becomes abundantly clear: the distinction
between media companies and other businesses is dissolving. Every company
is becoming a media company. Every entrepreneur is becoming a publisher.
Every professional is becoming a content creator.

This isn't just a trend—it's the new business paradigm. In a world where
attention is the scarcest resource, those who can capture and direct it will
dominate their markets. The ability to create compelling content, build
engaged audiences, and leverage media channels isn't just a marketing
function—it's a core business competency.

The entrepreneurs who thrive in this new landscape won't be those who
occasionally get featured in publications. They'll be those who build their own
media ecosystems—newsletters that reach thousands, podcasts that influence
industries, video channels that shape conversations, and social platforms that
drive movements.

They'll be those who understand that intellectual property isn't just something
to be protected—it's something to be leveraged, amplified, and monetized
through strategic media channels. They'll recognize that their expertise isn't
just valuable in client engagements—it's valuable as content that attracts,
engages, and converts audiences at scale.

Most importantly, they'll be those who grasp the fundamental shift from
rented to owned media. In the old paradigm, your visibility was always at the
mercy of gatekeepers—editors who could reject your pitch, algorithms that
could suppress your content, platforms that could change their rules
overnight. In the new paradigm, you own the relationship with your audience.
You control the channels. You set the terms of engagement.
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This ownership isn't just empowering—it's existential. In a world of constant
disruption, owned media channels and direct audience relationships represent
stability and resilience. They're assets that can't be taken away, algorithms that
can't be changed, relationships that can't be disintermediated.

The Media Leverage Framework™ is designed to help you navigate this
transition—from seeking coverage to creating it, from pitching stories to
owning the platforms on which stories are told. It's a blueprint not just for
media success, but for business sovereignty in the attention economy.

Your Next Steps: From Strategy to Sovereignty

As you close this book, you stand at a crossroads. You can continue down the
traditional path—pitching journalists, hoping for coverage, celebrating when it
comes, and starting the cycle again. Or you can embark on a more ambitious
journey—building your own media ecosystem, owning your audience
relationships, and capturing the full value of your intellectual property.

The choice is yours, but the direction of the industry is clear. The future
belongs to those who don't just participate in media but own it.

So Dellvin, what are my next steps?

First, implement what you've learned in this book. Use the workbook to set
clear visibility goals, craft your expert positioning, build your Al pitching
system, identify the right outlets and journalists, prepare for interviews,
repurpose your content, and measure your ROI. These fundamentals will serve
you well regardless of which path you choose.
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Second, consider how the Media Leverage Framework™ might accelerate your
journey. Whether through the self-guided workbook or one of the high-ticket
coaching tiers, the Framework provides a structured approach to transforming
media visibility into business results.

Third, begin thinking like a media owner, not just a media participant. Ask
yourself: What channels could | own? What audience could | build? What
content could | create that would position me as the definitive voice in my
field? How could | leverage my intellectual property not just for client work,
but for audience building and influence expansion?

Finally, recognize that this journey isn't just about marketing or visibility—it's
about fundamentally reimagining your business for the attention economy. It's
about creating assets that appreciate over time, building audiences that
compound in value, and developing intellectual property that generates
returns far beyond your direct service offerings.

The entrepreneurs who embrace this shift won't just succeed—they'll define
the next era of business. They'll create new models of influence, new pathways
to revenue, and new standards of authority. They won't just adapt to the
changing media landscape—they'll shape it.

And you can be among them.

Because in this new world, when you own the audience, you own the future.

Now go claim it.
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WORKBOOK/ TEMPLATE EXERCISES

Conclusion: THE MEDIA LEVERAGE BLUEPRINT

You've completed the journey from media fundamentals to strategic
implementation. You now possess the knowledge to transform media visibility
into business growth, credibility, and lasting impact.

But knowledge without action creates no change.
Your Media Outreach 101 Workbook brings everything together with:

e Section 5: USE Al FOR INTERVIEW PREP (page 30) to ensure you shine in
every media opportunity

e Section 6: REPURPOSE YOUR MEDIA CONTENT (page 37) to multiply the
impact of each media hit

e Section 7: MEASURE YOUR MEDIA ROI (page 43) to quantify and optimize
your media results

Plus, don't miss the BONUS TOOLKIT: TOP 10 PR HACKS CHECKLIST (page 47)
for quick wins you can implement immediately.

The Personal Branding Worksheet (page 81) and Brand Messaging and Media
Persona templates (page 91+) in your eBook provide additional frameworks to

strengthen your media presence.

Remember: Your media success story begins now—not with more learning, but
with doing.

» Complete your Media Outreach journey in the workbook
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Personal
Branding
Worksheet

Use this worksheet to identify and segment your audience so
that you can create unique brand positioning that sets you
apart from the competition.

drwcommunications.com
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Personal Branding
Foundations

Category Tier

Brand Values &
Positioning

Your Story

Your Goals

Messag I ng What do you want to be known for? What do you want to accomplish?

Platform

Your Unique Selling Points

What makes you and what you offer different from others?

What promise are you making to your customers?
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Personal Branding
Foundations

Category Tier Brand Values & Your Story
Positioning

Your Goals

Messag I ng What do you want to be known for?

What do you want to accomplish?
Platform

Your Unique Selling Points

What makes you and what you offer different from others?
What promise are you making to your customers?




Messaging Your Brand Personality

What are some of your personal characteristics and traits that you

Platform can weave into your personal brand?

Who do you want to help? Describe the demographics, goals, and

You r Ta rg et challenges of the people you want to serve below.
AUd ienCe Demographics

Goals & Aspirations

Paint Points & Challenges
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|rreSiStible Your Value Proposition

What are some of your personal characteristics and traits that you

Offer can weave into your personal brand?

| PROVIDE

FOR

WHO WANT TO

THROUGH

BECAUSE

Goals & Aspirations

What do you sell or offer? Describe your unique process or service.

Website Homepage

Online Personal logo
Prese nCe Your irresistible offer

Professional content

Social proof

Featured initiatives
Social media/ contact

A clear call-to-action
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Content
Strategy

What kind of content can you create to build your brand and grow
your audience? List your topic ideas, content type, and mediums.

Content Types

Guest articles, podcasts, posts, interviews, PDF guides, etc.

Content Mediums

Your blog/ website, social media profiles, YouTube, publications

Topic

Content Type

Medium

Visibility
Strategy

How will you increase your exposure and build your audience?

Check all that apply.

Guest blogging

Podcast interviews

Social media collaborations

Paid advertising

Public speaking

Networks and partnerships

Live events
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Brand
Positioning
Worksheet

Use this worksheet to identify and segment your audience so
that you can create unique brand positioning that sets you
apart from the competition.

drwcommunications.com
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Brand Positioning Statement
Worksheet

What Problems Does Your Product Solve?

Market Problems Your Solution (features) Benefits
Ex: We need to get buy-in | Ex: Professional plan Ex: Save time doing
for the plan template leg-work

A positioning statement is a succinct expression of your market position that is
externally focused, describes the target customer and primary benefit, references the
competition, and answers the question: why should | buy from you?

88



+Great positioning statements result from hours of effort and multiple editing
cycles. Make drafting this statement a collaborative process.

Product Better
For: Ideal for: Because:
Is: Than:
) Cite
8 Identif Provid Describe the Idr?-:'mnz:yyour d|ffec;er§1|at|o
= ‘denl| ny(:utr rovide a best use or Eom e):itor N na}(r;I o Sr
(&) ideal marke concise application for petl evidence to
> segment description. the product competing back up your
g P approach. claim of
superiority.
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X
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©
5 5
O ©
> 2
o

Positioning Statement
Write your positioning statement below.
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Brand Positioning Statement
Worksheet

This worksheet helps you define your product, highlight the target market, document
market problems, and your solution’s key features and benefits, and create a positioning
statement based on clear differentiation. Use this Positioning Statement Worksheet to
determine how your offering is differentiated in the marketplace and provides a
competitive advantage.

Product Name - [insert product name]

Product Description
e Describe your product or service in 50 words or less

Target Market Segment
e Who was this product designed for?
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Brand
Messaging

Template

Use this template to document your wider campaign messaging
ideas, goals, and more. It’s best to aim for three to five messages
for maximum impact.

drwcommunications.com
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Messaging (for internal purposes)

Tagline

Write a single sentence that summarizes
your campaign objectives.

Primary Message

The main message you want to convey to
the public.

Secondary Message

The second main message you want to convey
to the public.

Supporting Benefits

The key benefits to reinforce on
all social channels.

Talking Points

The core message that
supports the benefits of
your product or service.

Content Idea/Format

Channels

Keyword(s)
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Media

Persona
Template

Use this template to identify the right journalists, editors, or
influencers so that you can create tailored messaging that
makes an impact.

drwcommunications.com
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Persona 1

Persona 2

Persona 3

Name/Gender

Assign a name
for future conversations.

Age

Include arange (e.g., 28-54)

Hobbies/ Interests
Include if applicable

Job Title/Publication

Include position and length of time
at that publication.

Social Channels

Identify social channels where you
can connect and comment.

Goals

Identify, where possible, their
professional aspirations.

“Beat”
(Specialized Subject)

Identify the sections of the publication
they write for, what kinds of stories,
and from what angles.

How your story appeals to

their readership

Identify the kinds of messages you
want to convey that their
readers/listeners will enjoy.
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Great brands harness the power of
story to communicate.

Unlock the secrets of higher-level PR so you can
tell your story in a more meaningful way.
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