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Do You Love What You’re Pitching?

By Margo Mateas

The Media Relations Maven

Have you ever pitched something you hated? Odds are, if you've been in public relations for a while, you've had the distinctly uncomfortable experience of having to pitch something you really didn't like. Odds are also that the success of your media outreach for that campaign was pretty dismal.

One of the first things I do in working with public relations teams is to get them to like what they're pitching again. Once they see its beauty, behold its genius, everything else just falls into place. Suddenly, the pages part. Feature stories pop up everywhere. It's no longer pitching; it's picking and choosing the placements. In other words, life becomes a PR person's dream.

Are You Pitching Things You Love?

Look closely at your roster of pitches. How many of these stories do you really believe in? How many of them do you love? How many of them do you think are totally ridiculous and should never be pitched in the first place? My guess is if you're really lucky, then maybe you love one or two, are unsure about the others and wish you'd never heard of at least one. 

Push Back Until You Understand the Product

The bottom line is you can't sell something unless you understand it. In fact, the most common complaint I hear from media relations practitioners is that they rarely  understand what they're pitching. They're just thrown on the phones without even have a bare working knowledge of what the service is, what it does, or why anyone should care about it. The solution is to push back on your clients and managers until you get what you need to adequately represent this product or service to an editor. That means knowing what it is, how it works, why it works, why it's better (or worse) than the competition, and how the user benefits. You should never, ever pick up the phone or send an email about anything until you know enough to talk about it comfortably! 

I once spent 14 billable hours tracking down a nugget of truth inside a story before I would even pitch it to the local media. I had to promote a book signing focusing on a celestial event called the Grand Alignment, which was to lead to something called the Hall of Records being discovered beneath the Egyptian Sphinx's left paw. Mind you, no one, including me, had ever heard about anything like this. Would you run right out and call the media? Instead, I searched the Web, called local astronomers and astrologers and N.A.S.A. until I finally discovered that there really was such a thing as a Grand Alignment. Then I  pitched it to the Associated Press, and the story hit more than a million circulation. And suddenly, those extra hours didn't matter at all. 

Experience What You're Pitching 

Whenever possible, take the time to use or experience what you're pitching. Insist on it. Ask for a demo or sample, or go to the client's office and experience it first-hand. Nothing rings true like real experience. That's why testimonials are so effective. 

Look at the Pitch from Another Perspective

Other times, you may have to just look at things differently. Instead of focusing on the  drawbacks, accentuate the positive. There's something good in everything; you just have to look for it. Go beyond the mundane and really explore what you're pitching. You might even find yourself falling in love again. 

-- 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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