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Working with Exclusives

By Margo M. Mateas

The Media Relations Maven
Working with The Low-Down on Exclusives 

Exclusives are a powerful tool that can catapult your story onto the front page of top media outlets such as the Wall Street Journal, New York Times and Forbes. Exclusives are among the most potent forms of journalism. Like any powerful tool, they must be used wisely. An exclusive means just that – you’re giving this particular story to one media outlet only. 

Use care in selecting the right publication for your exclusive. First, carefully determine goal. What do you want this single, powerful story to do? Is the ultimate goal to impress investors, interest consumers in a new product, or profile your CEO? Make sure that you offer the story to the publication most likely to deliver the results you’re looking for. 

What stories work best for exclusives?

· Interviews with key executives, political figures and celebrities

· “Whistle-blower” and stories divulging corruption or insider information

· Revolutionary developments in scientific, medical, health or religious understanding

· Surveys, studies and polls

Pitching exclusive to several outlets 

You may shop your story – provided it is strong enough to support more than one exclusive – by segregating your story into smaller pieces. Consider the coverage surrounding tobacco industry whistle-blower Jeffrey Wigand: Exclusive interviews with him appeared on 60 Minutes (which broke the story), followed by stories in Vanity Fair and the Wall Street Journal. 

If you can find more than one angle to give exclusively to non-competing outlets, do so. But make sure that the story angles don’t overlap. Start with the paper that will break the story, then follow with other exclusive angles or interviews with other publications. 

Depending on the timeliness and volatility of the story, you should wait at least one week before giving it to another outlet. However, in the fast-paced world of television journalism, that window may be cut down to a few days or hours, depending on the turn of events. 

-- 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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