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The Media Relations Maven’s 
10 Awesome Media Relations Rules

By Margo M. Mateas

The Media Relations Maven
1.  Plan The Pitch 
Before you pitch, do your homework. Read recent articles. Look up the publication and reporter's profiles in your media directory. Check out its website and editorial calendar. Discover what the media target wants and then pitch a story that brings important new information to its audience. Know exactly how your story benefits the publication.

2. Think Like a Reporter
Think like a reporter. How does this story benefit the publication and its readers? Does it provide real facts, something of interest, something new and timely? If not, throw out the idea and start again! Ask the hard questions. Push back until you have something that will work.

3.  Find A Story Angle

A good story serves more than your client or company; it provides interesting and useful information to the public at large. Know what a good story is and how to find it. Dig into the background, philosophy and talents of the organization and people you're pitching. Find the hidden story everyone else has missed. 

4.  Pick A Section   

Have a specific type of story and a particular section in mind when you pitch. "I thought this would be perfect for your Coastal Getaways section…” This immediately lets the editor begin to see how your story will fit into the format.  

5.  Prepare Your Pitch Bag

Always have more than one angle or story to pitch in case the first one doesn't pan out. "Oh, you just assigned a story on new healthcare solutions? How about one on how a new medical device is saving lives?” Be able to switch tracks mid-conversation so you can explore additional story ideas.

6.  Speak in Bullets  

Prepare a bulleted "pitch sheet" with key selling points and background information and keep it in front of you when pitching. Keep emails and verbal pitches short, too. Don’t waste time dressing up the pitch. Boil it down to its most concise points. Don’t bother saying your last name or the name of the product or service: just say what it does and paint a mental picture of its benefits for the editor. 

7.  Give a Clear Call to Action

First tell the reporter what you're asking for, then tell him why he should do it. "I've got a great profile for your lifestyle section… there's a new museum opening next month…” When scheduling interviews, never ask if a reporter is available, find out when and make it happen. “Is next Tuesday between ten and noon good for you?” Set aside a block of time and get the reporter to commit. 

8.  It’s Never “A Good Time”
Don’t apologize for pitching. Just do it well. Don’t ask if an editor has time for you. Just call, get to the point and be done with it. If the editor sounds stressed, ask to call back at a better time. 

9.  They Won’t Buy If You Don’t Believe

Like any salesperson, you must love what you're selling. You must know what’s great about what you’re pitching, and believe in it. If you don’t love what you’re pitching, neither will the reporter. Don't let an editor dismiss you. 

10.  Become a Valued Resource  

Establish relationships, not "drive-by pitches." Give now to get something later. If you hear of a story you know would interest an editor, give it to her, even if you won't get paid for it. It will pay off in coverage later.  

-- Margo Mateas is president of the Public Relations Training Company, a firm that provides media relations and management training. Mateas’ methods are used by the world’s #1 public relations agency, Fortune 500 companies & more. Contact her at www.prtrainer.com.  
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