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It’s Never A ‘Good Time’ to Contact The Media

By Margo Mateas

The Media Relations Maven

It’s Never “A Good Time”

One of the most common things I hear from PR newbies is that they invariably phone an editor and say, "Hi. This is so-and-so, calling on behalf of XYZ Company… Do you have a minute?" The answer to this is a resounding, "no!" Nobody has time to waste hearing about something they don't need. How receptive are you when the telemarketer calls in the middle of dinner and says, "Hi, Mr. Jones. I'm Joe Salesman calling on behalf of Pure Nonsense Products. Got a minute?" By the time he tells you his name, you're irritated. By the time he gets to the name of the company (about which you could care less), you're thinking about hanging up. And when he has the audacity to ask for more of your time, the phone's already on its way back to the cradle. 

The reality is that nobody has time to waste listening to somebody they don't know pitching them something they don't need -- especially editors. 

Don't Apologize for Pitching

There's not a lot of difference between PR people and telemarketers. We're both cold-calling people and trying to convince them to buy something they weren't even thinking about five minutes ago. The trick is to not apologize for it. We’re locked in this love and hate relationship with editors, and both sides know it. They depend on us for stories, and we depend on them to give us ink. It's truly a symbiotic relationship. So don't apologize for calling editors. Just do your job, and do it well.

Keep It Short

The best pitch is short, concise and to-the-point. You should be able to condense everything you need to peak an editor's curiosity into a ten or fifteen-second pitch, no more. Remember, a pitch is just a tease -- it's a brief commercial to let them know this is something they're going to want to know more about. So, if you do your job well, you should be over and done with the pitch in a few seconds more than it would take you to say, "So… have you got a minute?" 

Give a Teaser

What would you say if a telemarketer called you up and said, "Margo, I've got a product that's guaranteed to triple your press coverage. Have you got a minute?" My guess is that yes, you'd have a minute. In fact, you'd have several minutes, because this pitch immediately zeroed in on what you need, and what it can do for you. Do the same for your pitches, and you'll never have to apologize to an editor for pitching. 

Back Off for Deadlines

Of course there are times when an editor really is too rushed to talk. Listen carefully to how the editor answers the phone. If he sounds really stressed or is speaking so fast he's breaking the sound barrier, back off. Say something like, "Wow. You sound rushed. Is this not a good time?" Then listen. If he's really on deadline, he'll tell you. Just say, "Okay. When can I call you back?"

Business and financial editors are more pressed for time (or at least they want you to think they are), and you need to really speak in bullets for these people. That way, when they growl, "Alright. You've got thirty seconds," you can say, "No problem," and go ahead and deliver it in just ten seconds, ten seconds that will sell your story. 
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