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Entrepreneur’s Guide to PR and Media

The role of PR has changed over the years. Once upon a time, we relied upon news media to tell our stories and gain visibility. With the internet came the opportunity to become our own media- we can now tell our own stories, promote our brands and directly engage the public (including customers). 

While your website or Facebook page might generate more sales, no one would deny the value of press coverage! Here are some considerations when thinking of pitching a story, or drafting your PR and media strategy:

Why You? Why Now?

Expect to pitch more stories than you’ll see published as media are barraged with requests and releases. What makes yours grab a reporter’s attention? With rare exception, doing business as usual is not news. 
· We call it “news” for a reason. Are you introducing something new? Launching a company, significantly expanding operations, or adding a service or product line constitute changes to the status quo. 
· Is this breaking news beyond your immediate stakeholders, like closing a funding round, bringing on a rock star CTO or landing a major customer?
· Is this timely, like a fundraiser or a luncheon with a recognized speaker?
· Are you doing something truly unique or groundbreaking? Consider how you’re setting yourself apart to an investor: could that be directed to a reporter as well?
· Is there a compelling personal story to share, connected to a team member or customer? Do you have a philanthropic or community angle? 

Determining Your Purpose

What do you hope to accomplish with this story? Once you determine your goal, it will become easier to determine which media to approach. 

For example:
· Are you trying to generate more awareness of your company? And if so, are you hoping to generate new customers or earn visibility with potential investors?
· Will press add credibility to your company (i.e., prove you’re “newsworthy”)? And if so, will press make you more desirable to customers or add legitimacy with investors, board members and mentors?
· Is this about an event or activity? If so, are you looking for pre-event coverage that would compel a sponsor or boost attendance? Or are you looking for actual onsite event coverage? Both?


Making Your Media Pitch

Part 1: Choose Your Media Outlet/s
For breaking news or major events, you can pitch your story broadly. Reporters know that they will have counterparts (or competitors) on it as well. 

For other stories, you want to choose your media strategically. 
· Who is the target audience of the publication? What are demographics of its subscriber base or typical readership?
· How large is their reach? 
· What is the publication schedule (e.g., daily, monthly, quarterly) Their deadlines?
· Are their articles available online, and does that matter to your goal?

Part 2: Whose Microphone Do You Want?
Which reporter do you want to entrust with your story? If you choose to reach out initially to an editor, s/he can identify whose beat you fall under. An alternate path is to do some homework, and skim reporters’ prior work to see whose style or interests compels you. If opting for the latter, you should also consider which reporters freelance locally, regionally or nationally. 

Part 3: Release or Relationship?
There are certainly reporters who use press releases. However, consider your response when you receive a mass email invitation or request versus one that is legitimately personalized; even more, one that is personalized and from someone you know. 

If a startup with limited name recognition and resources, your time might be better spent reaching out to individual reporters before a story breaks, introducing yourself and your company, and making the connection between a reporter’s work and your own. Offer an invitation to coffee. The hour you spend exclusively with that reporter might earn greater short and long term returns than one spent writing and blasting a press release. 

Part 4: Choose Your Angle/s
Although reporters don’t want to be scooped nor redundant on coverage, especially that which is not time sensitive, you may still pitch a similar story to multiple outlets if you identify different angles for them to pursue. Perhaps there is an economic development element of your story that appeals to a business journal, and also a consumer experience angle that would appeal to a major daily or lifestyle publication.

Part 5: Would You Consider a Consolation Prize?
We all want to be front page news, but sometimes we just don’t make the cut. Don’t forget that most media outlets also have digest or announcement sections. Would you prefer to see your public beta or new board member there, than not at all?
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