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MEDIA ACTIV IT IES 

+  Feature stories
+  Industry publications/newsletters
+  Journals
+  Letter to the Editor
+ Media releases and alerts
+ Media holding statements
+ Media interviews
+ Q&As

F E AT U R E  S T O R I E S 

+  Feature stories usually refer to longer style news stories that 
have a more informal tone or in depth analysis rather than a 
usual news story which are usually more concise and in a set 
style

+  Features are great for profiling individuals or complex subjects 
or lifestyle type stories

+  They may appear in a particular section of a publication
+  Features can also mean a ‘paid feature’ or advertorials, where 

you pay a media publication a fee and possibly by an ad and in 
return you get space for a story of your choice to run. You often 
get to provide the content and they will reproduce it word for 
word. In this case they usually have to label it as ‘feature’ 
‘promotion’ or ‘advertorial’ to distinguish it from general news
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INDUSTRY PUBL ICATIONS/NEWSLETTERS 

+  Sometimes your target audience is best reached via a specific 

trade or industry publication, magazine or even a newsletter
+  Keep them in mind when considering where to promote news 

content to
+ An industry association or publication is often happy to promote 

other content if it’s relevant to their readers

JOURNALS 

+  Journals are usually for more technical or scientific content and 

carry a lot of weight with particular audiences
+  There is a specific style and requirements though for these types 

of publications and often you need a technical writer for this
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LETTER TO THE EDITOR 

+  If you want to comment or respond to a story or even make 

some relevant industry comment, you may consider submitting a 
letter/email or text to the editor

+ Always be polite, professional and respectful and don’t write 
anything that would defame another person or organisation

MEDIA RELEASES AND ALERTS 

+ A media release is a way of presenting a potential news story in a 
format that mirrors new story style

+  It follows a particular format and if well written is more likely to get 
run as it makes life easier for the journalist

+  See the documents attached to this module for media release 
writing tips, a template and a sample

+  If you have enough lead time before an event or announcement 
date, you may like to send out a media alert first (a week before), 
which is like a date claimer.

+  You include basic what, where, when and a headline and an opening 
paragraph, similar to a short media release, which is enough of a 
teaser to get them to book it in their diaries. 

+ Don’t give away the whole story though, as you will save that for the 
follow-up media release late on. A template is attached to this 
module
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MEDIA HOLDING STATEMENTS 

+ A media holding statement is a media release you prepare ‘just in 
case’

+  You use it usually to manage potential negative publicity if you are 
aware of a situation that may become a negative news story

+  You prepare the media holding statement and have it ready to 
provide, IF you have media enquiries

+  It enables you to manage issues effectively and in a timely manner 
without drawing attention to a negative situation unnecessarily 



MEDIA INTERVIEWS AND Q&As 
+  Journalists sometimes will ask to interview you about a particular 

topic or issue
+  Sometimes you may welcome the opportunity but sometimes in 

might be for a negative issue
+  In either case, if you aren’t ready when they ask you, suggest a time 

you would have more availability to give you time to prepare
+  Prepare a list of potential questions and develop answers then 

REHEARSE them.
+ Q&As are particularly important for negative issues, ask yourself 

your worst nightmare questions even if you aren’t really expecting to 
be asked – journalists like to surprise you and ask questions totally 
unrelated to what they indicated they wanted to speak about

+  Try to include you positive positioning messages where possible
+ Have at least three key messages you have memorised and can use
+  If you can’t answer the question tell them you will get back to them 

with an answer and GET BACK TO THEM with an answer
+ Get media training if you are going to do LOTS of interviews
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GETTING PUBL IC ITY 

+  Headline: “Publicity: The Friend of Journalists and Businesses Alike”
+  Mission: Dispel publicity myths and show how you can get free media 

coverage for your business.
+  Background: Some journalists may cringe at the word publicity. I know I 

have. This is usually after being at the receiving end of a poor publicity 
attempt.

+  As a former journalist, I can recall the days of receiving a blatant sales plug 
disguised in the form of a media release. This would be followed by a 
series of harassing phone calls (usually when you’re on deadline) from an 
overly enthusiastic publicist, asking eagerly ‘did you get my press release 
yet?’, ‘So are you going to print it?’ ‘Are you? Are you? Are you?’, ‘Ohhh, 
why not?’.

+  I have also been on the other side and been the one pitching story ideas to 
journalists. Fortunately for me, I have enough inside knowledge to avoid 
the publicity pitfalls. As a result I have been very successful at getting 
positive media coverage for my clients.

PUBL IC ITY  MYTHS VS  FACTS 

+ Major myths: journalists don’t like businesses trying to get free 
publicity for themselves; only publicists or marketing professionals 
can approach journalists and arrange publicity.

+  Facts: There’s a huge difference between good and bad publicity 
attempts. The overriding fact is that journalists are in the business 
of ‘news’. Journalists appreciate anyone approaching them with 
newsworthy materials. As long as it’s done in a professional, 
respectful and convenient manner.
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THE VALUE OF PUBL IC ITY 

+  The true value of publicity is hard to measure but it’s widely 
acknowledged as being far more effective than straight out 
advertising.

+ Media coverage or editorial is third-party opinion, so the impact is 
considered around three times that of a paid advertisement. As an 
example if a half-page ad in the local newspaper costs $500, then a 
half-page worth of editorial in the same newspaper would be valued 
at $1500.

+  Then you also take into account where the story appears. Is it on a 
right hand page early on in the newspaper? Is it one of first stories 
on the news bulletin? These rank even higher.

+  Publicity is well worth the effort, and can cost next to nothing other 
than an investment of time and a little effort.

1.  KNOW YOUR TARGETS 
+  Investigate the best media outlet for your business, target audience and 

industry. Consider all mediums, such as, local newspapers, trade, industry 
and commercial magazines, radio, TV (local and national), online news sites 
and bloggers.

+  There will also be popular bloggers and social commentators that are 
specific to your type of business or your target audience. Get to know them.

+  Sometimes your target media outlet may be specific to a news story idea or 
angle, but generally speaking you will have core contacts that you should 
have up-to-date details for.

+  Populate this list by reading, listening, watching the media yourself. Ask your 
customers what media they use. Research what kind of stories they are 
interested in. Take a note of key journalists details. If you are interested in 
engaging a TV or radio presenter, ask for the appropriate producer’s details.

+  If you’re not sure who the best contact is, call the main number/reception 
and ask for the appropriate name, number and/or email address.

+  In Australia, you can subscribe to Margaret Gee’s Media Guide, which has 
comprehensive listings of specific media outlets and their contact details. 
You can also conduct a free online search using keywords, location or 
publication type. This will give you basic details to inform your media list.
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2.  DEVELOP RELATIONSHIPS 
+  Once you have identified your targets, consider reaching out to them and 

introducing yourself. Always have a reason though to initiate the call. You could 
send them a brief email, saying who you are and offering yourself as an industry 
expert. Use a current topic as a specific segue, for example, “I saw your story 
the other day on ‘calls for cats to be registered’. I’m a local vet with 15 years 
experience and agree this is an important issue. If you would like a local angle 
on this story or an interview opportunity, please contact me.”

+  A better option would be to develop a tailored media release with your 
comments and send that through to the contact.

+  You can call journalists as well, but be aware they are extremely busy and NEVER 
call them when they are approaching deadline. Get to know their publishing 
dates or on-air times and avoid contacting them at those times.

+  When it comes to bloggers and social commentators, follow or subscribe to 
them. Engage in their comments and stories and make comments where you 
can add something of value.

+  You don’t want to plug your business you just want to start positioning yourself 
as an industry expert. If you can successfully demonstrate you’re an expert in 
your field, are approachable and accessible, and can provide good content/
interview talent/visual opportunities, then they’ll come to you for comment.

3.  HAVE A STORY IDEA 

+  This isn’t as hard as it sounds. Straight sales plugs are not 
newsworthy, but a lot of other things are. You should have an idea 
what kind of stories are usually covered by your target media outlet 
and try to come up with your own.

+  Journalists want stories from everyday people about everyday things 
as well as extraordinary happenings. Human interest type stories are 
always a winner – David vs Goliath, underdog makes good, everyday 
Joe overcomes overwhelming challenges.

+ Consider things that are interesting to your customers and the wider 
community. Brainstorm ideas with your staff, customers and other 
key contacts. Ideas may include: Supporting a community initiative; a 
free seminar; major awards won; environmental initiatives; current 
issues you could comment on or leverage.

+  Find detailed news story idea tips in the document attached to this 
module.
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4.  CREATE A GREAT MEDIA RELEASE 
+  If you can’t afford to pay an expert to write a good media release, 

write your own.
+  Journalists will give precedence to a well written media release, over 

a poorly written one. The easier you can make their job, the better 
your chances are of gaining coverage.

+ Have a goal in mind of what you want to achieve with your media 
release and how to best connect with your target audience (as well 
as the media outlet’s audience).

+  The most important parts of the media release are an attention 
grabbing headline, and the opening paragraph. Include quotes from 
an expert such as yourself. Make sure your contact details are 
included. Aim for 1-2 pages and make sure it is free of spelling 
mistakes.

+ While different news outlets and countries have slightly different 
preferences in terms of format and presentation, the basics are 
usually the same. You can find media release writing tips and a media 
release template in the document as well as a sample release 
attached to this module.

4.  CREATE A GREAT MEDIA RELEASE 

+  Email your release directly to your contact with a personalised note if 
possible (not a blanket email). You may like to follow up a day later with a 
phone call, but make sure you don’t call on deadline and have a point to 
your call. Eg. ‘Did you get my media release?’, will not get as good a 
response as, ‘I’m following up my media release to offer you an interview/
photo/vision opportunity.’ You will get an even better response if you can 
offer them something exclusive.

+  Have key messages or a spiel ready for what you want to say when you 
speak to the journalist, this is like a mini audition for an interview opportunity 
so you want to sound like great ‘talent’.

+  If you have key messages, use them as a guide only and be careful not to 
read them like a script, you want to sound natural. Be yourself, but your most 
professional self.

+  It’s okay to target particular outlets and offer them exclusive coverage first. 
You can give them a couple of days to consider your exclusive offer before 
sending the release out more widely. This can work if your story is 
newsworthy enough.

+  If you have enough lead time before an event or announcement date, you 
may like to send out a media alert first (a week before)
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5.  G IVE  YOUR CONTACT WHAT THEY NEED 

+ Different types of media outlets have different needs or approaches. 

It’s a good idea to tailor your media release or approach to the 
specific outlet. 

+  For example, a TV program will be interested in vision and interview 
opportunities, a blogger may not be very interested in a corporate 
media release but they may be interested in doing a Q and A session 
with you on a specific topic or giveaways for their followers.

+ Newspapers and magazines will want photo opportunities and if 
there are logistical issues getting a photographer to you they may 
like you to submit your own good quality images.

6.  TAKE YOUR MEDIA RELEASES ONLINE 

+  ‘Media releases’ are not just for the media. These days media 

releases can be targeted directly to consumers and even if they 
aren’t, they may be of interest to a lot of your stakeholders.

+  You should have a dedicated ‘newsroom’ page on your website that 
publishes copies of all of your media releases. You should also 
include videos, images and resources that may be of interest to our 
stakeholders. All kinds of people visit your online newsroom, not just 
media, and you should take advantage of this.

+  Regularly updating your content on your website, by adding media 
releases, also assists with search engine optimisation (SEO).

+ Offer your media releases in html and/or pdf format and optimise 
them for SEO by including relevant keywords.

+  Free information on hot keywords and trends can be found at 
Google Trends and Insights, Wordtracker and Ubersuggest.

+  Include backlinks to your website and social media in the media 
release.
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6.  TAKE YOUR MEDIA RELEASES ONLINE 
+ Offer an RSS feed or subscription option on your website for people 

wishing to receive your media releases.
+ And don’t forget to promote your media releases on your social 

media platforms.
+  It’s also a great idea to use an online media release distribution 

service. Journalists subscribe to these services and it will help to 
create backlinks to your website. This is great from an SEO 
perspective and can help get you mentioned on Google News. New 
stories are generally speaking much higher ranked on Google results 
than corporate web pages.

+  There are hundreds of online media release distribution services. 
Some of them are free, while others aren’t. Do a bit of research on 
the most credible ones and find the best option for you – 
www.prweb.com and 
http://mashable.com/2007/10/19/press-releases/  

+  You can also submit a media release directly to Google News, but 
you must first register as a provider by providing general information 
about your business and a URL to your media release.  

7.  PUT YOURSELF  OUT THERE 

+  I have already mentioned that you should try and pitch yourself as an 

industry expert. There are many ways to do this.
+  You can put yourself up as a media spokesperson by registering with 

websites that connect journalists with specific sources. One such site 
is www.sourcebottle.com, which does offer a free service.

+ Also get involved with industry events and speaking opportunities 
that keep you front of mind. This will help build personal brand 
awareness and build credibility for you and your business.
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8.  KEEP UP THE MOMENTUM 

+ Aim to send out a media release about once a month, though this 

may fluctuate depending on story opportunities. 
+ Don’t be too discouraged if you don’t always succeed at getting 

coverage. 
+  It’s okay as well to politely ask a journalist if they have any feedback 

on your release and/or story idea.

9.  MONITOR AND PROMOTE 

+  Keep copies of your media coverage and promote it in your 

shopfront, or include links to stories on social media or your website.
+  If you would like to reproduce a story or images in full, just check 

with the media outlet first. 
+ Many media outlets are fine with you putting a scanned in copy of a 

story on a website for instance if you credit the publication/journalist/
photographer’s name.

+ Don’t forget to sign up for Google News Alerts so you can keep 
track of your online mentions.
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10.  ENGAGING EXPERTS 

+  It can be worthwhile to engage an expert to help you with media 

release development, distribution and selling-in. 
+ Or even just to edit your draft media release
+ Don’t be scared to ask for a quote on different options. If you can’t 

afford full services, perhaps enquire about them editing a draft 
media release for you.

+  In summary don’t be scared of approaching a journalist or blogger. 
Just approach them armed with a great story idea and well written 
release. Be professional and respectful but don’t contact them on 
deadline. Did I mention, ‘NEVER contact a journalist on deadline’. It’s 
that easy.

+ MEDIA ACTIVITIES
+ GETTING PUBLICITY
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