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Pitching and Managing Editorial Calendar Opportunities
By Margo Mateas

The Media Relations Maven
Ugh. It's that time again. Time to gather those ambiguous things editors call "editorial calendars" and spend two weeks trying to attempt to match a story pitch to that one or two-word description like "wireless technology" or "Internet." It's really time to stop hating editorial calendars and start appreciating them for the open door they really are.
Stop Hating Edcals!

So what is an editorial calendar? A tentative list of what the publication intends to cover over the next year. Nearly all publications publish them. You can usually find a link to it on the publication's website, sometimes even under the advertising or media kit section. 

Target Only The Opportunities You Want

First, gather the edcal listings from the publications you want to get coverage in. Instead of being overwhelmed from the sheer volume of opportunities, narrow them down to 20-25 stories you really want to land, those dream publications. Now, organize the opportunities by submission deadline, also known as the "active" deadline. This is the date you must pitch the story by. Separate these opportunities into months. Now, schedule time in your datebook for researching and pitching these important stories. Some people color-code the lists by clients, months or publications.  

Contact the Editorial Assistant 

The biggest reason people hate edcals is because they never know what to pitch, because the story descriptions are so vague. The reality is that you can't pitch a story unless you know more about it. So forget about mind-reading. And tell your boss to forget about it, too. Instead of getting into pitching mode, you're entering into "getting information" mode. You're going to ask questions about this story until you know enough about it to pitch. You're going to contact the publication's editorial assistant: "Hi. I see you have this edcal coming up in June on overseas travel. Can you tell me more about what you're looking for?" Listen carefully, then ask more questions: "I see. So it's about the economic effect the war on terrorism has had on overseas travel, and what tourism companies are doing to counteract that, is that right?" Keep asking until you have a clear idea what they're looking for. "I have a client that's boosted tourism sales by two hundred and fifty percent by sending out direct mail letters to its clients. Is that something you might be interested in?"

Get Permission To Pitch

Remember, your goal is not just to get into this one story, but to build a lasting relationship with the editor and publication. So, in this relaxed, no-pressure conversation (your goal is not to sell something, but to get information), you want to ask for permission to pitch them when you have something definitive. "Thanks for talking with me. It sounds like I don't have anything to give you on this story, but I might in the future. Can I contact you again if I have something I think might fit?" Now, hold on to your drawers, because guess what? The editor is going to say yes! And now you're on your way to coverage and a lasting relationship with that publication. Congratulations! 

-- 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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