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How to Tell Your Story Via the Media (Media Pitching 101)












- We'll Discuss:

- Q+A

Strategy

Three components before writing a successful pitch for media
Anatomy of a successful pitch

Understanding Trends

Creating an internal pitching, hosting and targeting calendar
The mechanics of crafting your pitch

Real life pitch examples



Strategy — Understanding the
Mind of Media



Strategy — Start by
Understanding These Three
Trend Components:

1. Media - Future Focused

2. Consumer —What resonates
with visitors (readers,
viewers, audience) right
now?

Industry/Competitor — What
stories have already been
told, and by who?







Media are obsessed with the future. Why?

Pro Tip: Consider Lead Time — Editorial is generally written at least six months
in advance of appearance or publication date.

Digital First Mentality, and

Saving Airlines
Content is Still King

from Themselves

Application Local Communities & Hospitality
Required Entities Join Forces

What is “Real” News, & Where

An Eye on Diversity
Consumers Get It



Consumers aren’t concerned about what's happening in the future — they want to
know what'’s affecting them right now!

Pro Tip: Short lead stories (especially broadcast — think: Nightly National News)
are dominated by real-time data and expert/on-the-ground commentary.

Nostalgia National Parks

Timelessness Demographic Trends (families,
couples, spring break, etc)

Pop Culture Food Sourcing + Hunting

Beat the Crowds

Thematic Travel (festive,
Thanksgiving, Spring Break,
etc)

Deals



Strategy: Create An Internal
Calendar for Pitching,
Hosting and Targeting

Key Considerations:
1. Lead-Time (at all times)

2. Thematic Programming —
The news cycle is very
predictable; i.e.
Thanksgiving, Christmas,
etc.)

Assets — Photography,
video, data and access to
experts







Strategy: Let’s talk about
targeting.

Become a student of the media
eco-system

1. Traditional Media
2. Broadcast
3. New Media




Anatomy of a Successful
Pitch: Four Rules for Success



The Mechanics of Crafting Your
Pitch

Rule One: Your subject line is your
first impression.

1. First name, ALWAYS
2. Succinct, to fit in reading panel

Pro Tip: Start with your target, instead of your story focus.

Example: If you want to appear in Outside Magazine, first think
of the perfect editor, or freelancer, and the angle that fits them
best.




The Mechanics of Crafting Your
Pitch

Rule Two: Utilize a "qualifier”
sentence

1. Be Specific — I’'m writing
today about THIS idea, for this
section/publication, and |
chose to pitch you because
you're the perfect fit
because...

2. Be Succinct — The fewer
words, the better.

Pro Tip: Artificial intelligence (Al) has nothing on your voice.
Separate yourself from the competition.

Your voice is unique, and conversational pitching shows
personality.




The Mechanics of Crafting Your
Pitch

Rule Three: Consider Your
Competition, and WHY NOW?

1. Competition — Your
destination, attraction or
company versus every other
competitor.

2. “Why Now? What's New” —
These are ALWAYS the first
guestion via media, so be
prepared to answer, or better
yet, position it in your initial
outreach.

Pro Tip: If you don’t have anything new, you can manufacture it!

Example: You can take any existing offering, and place a new
twist on it to make it entirely ‘new’ again. You can also combine
existing offerings to make a new experience.




The Mechanics of Crafting Your
Pitch

Rule Four: Be Prepared for
Success

1. Asset Prep — if you receive
response, you need all
necessary assets asap. This
includes:

* Photography, Video, Potential
Hosting Budget (for on-site
Visit)

Pro Tip: Make the story bigger, or your part of the story the lede

By offering deliverables such as photo, or video, interview
opportunities with experts, you have the best chance at being the
lede in the story, or appearing with additional quotes or direct
links to your website.




REAL LIFE PITCH EXAMPLES
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FINAL PRO TIP: Remember, one of your most powerful tools is to not pitch at all...

Media are inundated with readers, or viewers who reach out to explain their
disagreement, disdain, or just to insult them...

Even if you have nothing to pitch, reaching out and saying how much you enjoyed a
person’s work goes a long way!



QUESTIONS?









