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“If	  I	  was	  	  down	  to	  the	  last	  
dollar	  of	  my	  markeKng	  budget	  
I’d	  spend	  it	  on	  PR!”	  
	  

	  –	  Bill	  Gates	  



IntroducKon	  

Magnetude	  has	  found	  in	  our	  )me	  working	  with	  
startups	  that	  many	  have	  a	  strong	  interest	  in	  
public	  rela)ons	  ac)vi)es,	  but	  through	  their	  own	  
efforts	  they’ve	  found	  that	  it	  isn’t	  simple	  as	  
following	  the	  yellow	  brick	  road.	  
	  
But	  with	  the	  right	  approach	  and	  knowledge	  up	  
front,	  you	  can	  be	  on	  your	  way	  to	  achieving	  your	  
PR	  goals.	  
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IntroducKon	  

Unfortunately,	  there	  is	  no	  single	  roadmap	  or	  
step-‐by-‐step	  approach	  that’s	  guaranteed	  to	  get	  
you	  the	  media	  aVen)on	  you	  seek.	  	  Having	  a	  
well-‐thought	  out	  plan	  starts	  with	  defined	  goals.	  
	  	  
This	  includes:	  
•  Determining	  the	  types	  of	  publica)ons	  where	  

you’d	  like	  coverage	  and	  the	  messages	  you	  
want	  to	  get	  across.	  	  	  

•  IdenKfying,	  developing	  and	  nurturing	  true	  
rela)onships	  with	  the	  members	  of	  the	  media	  
with	  whom	  you	  want	  to	  engage.	  	  

Having	  a	  well-‐
thought	  our	  plan	  
starts	  with	  defined	  
goals.	  
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Tip	  #	  

Build	  a	  Rock	  Solid	  Media	  List	  
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Tip	  1:	  Build	  a	  Rock	  Solid	  Media	  List	  

The	  first	  place	  to	  start	  is	  choosing	  which	  
journalists	  and	  publica)ons	  you	  want	  to	  target.	  
	  
Concentrate	  your	  efforts	  on	  loca)ng	  journalists	  
that	  are	  passionate	  about	  startups,	  innova)on,	  
and	  your	  industry.	  	  
	  
Start	  with	  your	  dream	  publica)ons	  –	  
	  e.g.	  Wall	  Street	  Journal,	  Inc	  Magazine,	  
Entrepreneur	  	  
	  

7	  



Tip	  1:	  Build	  a	  Rock	  Solid	  Media	  List	  

Then	  focus	  on	  tracking	  down	  more	  niche	  or	  local	  
journalists.	  	  Remember,	  the	  bigger	  the	  
publica)on,	  the	  harder	  it	  will	  be	  to	  gain	  news	  
coverage,	  so	  crea)ng	  diverse	  media	  lists	  is	  
important.	  
	  
Lastly,	  keep	  your	  list	  current	  by	  giving	  it	  a	  
quarterly	  update	  when	  possible.	  
	  
Writers	  and	  editors	  come	  and	  go	  from	  
publica)ons,	  so	  having	  the	  right	  contacts	  will	  be	  
key.	  	  
	  

8	  

CreaKng	  diverse	  
media	  lists	  is	  
important	  –	  having	  
the	  right	  contacts	  
will	  be	  key	  in	  
building	  a	  rock	  solid	  
media	  list.	  	  
	  
	  



“Credibility	  comes	  through	  all	  your	  PR	  efforts…You	  absolutely	  
need	  the	  direcKon	  of	  an	  expert	  to	  select,	  crab	  and	  carry	  out	  the	  
quality	  messages	  that	  mader	  most	  –	  and	  to	  keep	  them	  focused	  
on	  the	  plaeorms	  that	  give	  you	  the	  best	  results.”	  	  

	   	   	   	   	   	   	  –	  Jason	  Mudd,	  CEO	  Axia	  PR	  



Tip	  #	  

Pick	  Your	  Best	  News	  to	  Pitch	  
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Tip	  2:	  Pick	  Your	  Best	  News	  to	  Pitch	  

Realize	  that	  journalists	  are	  busy.	  	  They	  get	  
inundated	  on	  a	  daily	  basis	  with	  media	  pitches	  
through	  phone	  calls,	  emails,	  tweets,	  and	  
LinkedIn	  messages.	  
	  
When	  considering	  reaching	  out	  to	  a	  member	  of	  
the	  press,	  find	  a	  way	  to	  stand	  out	  from	  the	  
crowd.	  	  
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Tip	  2:	  Pick	  Your	  Best	  News	  to	  Pitch	  

Bring	  real	  value	  to	  the	  table	  by	  presen)ng	  news	  
that	  maVers,	  like	  your	  startup’s	  impact	  on	  a	  
broader	  community	  or	  industry	  (for	  content-‐
relevant	  journalists)	  or	  your	  latest	  round	  of	  
funding	  (if	  the	  journalist	  covers	  startups	  and	  
VC’s).	  	  	  
	  
Product	  launches	  and	  other	  ‘internal’	  news	  can	  
be	  newsworthy,	  but	  always	  ask	  yourself	  why	  the	  
journalist	  will	  want	  to	  write	  about	  it	  and	  what	  
value	  it	  will	  bring	  to	  their	  readers.	  
	  

12	  

Always	  ask	  yourself	  
why	  the	  journalist	  
will	  want	  to	  write	  
about	  it	  and	  what	  
value	  it	  will	  bring	  to	  
their	  readers.	  	  
	  



To	  find	  out	  more	  about	  what	  these	  trends	  mean,	  contact	  Magnetude	  today.	  

	  
	  2014	  Public	  RelaKons	  Trends:	  
•  Niche	  amplificaKon	  
•  Ultra-‐focused	  content	  
•  Owned	  media	  
•  MulK-‐channel	  formats	  &	  content	  

distribuKon	  
•  Measuring	  outcomes.	   	   	   	  	  

	   	  -‐	  Sarah	  Skerik,	  VP	  PR	  Newswire	  
	  

	  



Tip	  #	  

Get	  to	  Know	  Your	  Journalists	  
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Tip	  3:	  Get	  to	  Know	  Your	  Journalists	  

Public	  Rela)ons	  101	  isn’t	  just	  about	  providing	  
journalists	  with	  insigheul	  content	  for	  their	  
readers.	  	  It’s	  about	  gefng	  to	  know	  the	  key	  
writers	  and	  editors	  at	  each	  target	  publica)on	  
and	  developing	  a	  bridge	  to	  them.	  
	  
First,	  learn	  which	  journalists	  cover	  areas	  that	  
relate	  to	  your	  news.	  	  Finding	  a	  journalist	  or	  
publica)on	  enthusias)c	  about	  entrepreneurship	  
within	  your	  industry	  sector	  may	  be	  more	  
beneficial	  than	  someone	  who	  covers	  all	  business	  
topics.	  	  
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Get	  to	  know	  the	  key	  
writers	  and	  editors	  
at	  each	  target	  
publicaKon	  and	  
develop	  a	  bridge	  to	  
them.	  	  



Tip	  3:	  Get	  to	  Know	  Your	  Journalists	  

Then	  determine	  the	  right	  medium	  to	  connect.	  
Some	  journalists	  prefer	  connec)ng	  through	  
TwiVer.	  	  Others	  can	  easily	  be	  reached	  through	  a	  
phone	  call.	  	  Learn	  about	  their	  preferences,	  and	  
follow	  them.	  
	  
Finally,	  consider	  creaKng	  a	  sense	  of	  urgency	  
with	  your	  news	  by	  offering	  an	  embargoed	  press	  
release	  to	  your	  top	  choice	  publica)ons.	  	  
Receiving	  the	  news	  before	  everyone	  else	  will	  
give	  these	  journalists	  more	  )me	  to	  prepare	  and	  
get	  an	  edge	  on	  their	  compe))on.	  	  
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Determine	  the	  right	  
medium	  to	  connect	  
and	  consider	  creaKng	  
a	  sense	  of	  urgency.	  



Tip	  3:	  Get	  to	  Know	  Your	  Journalists	  

	  
If	  you’ve	  never	  wriVen	  a	  press	  release	  before,	  
make	  sure	  you	  understand	  the	  correct	  
formafng	  by	  looking	  at	  examples	  of	  other	  
releases.	  	  
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“PR	  is	  changing	  rapidly…	  We’re	  going	  back	  to	  the	  idea	  of	  the	  
people	  as	  the	  plaeorm.	  	  We	  have	  to	  get	  used	  to	  the	  idea	  that	  
we’re	  not	  talking	  just	  to	  the	  news	  media,	  we’re	  talking	  to	  
everyone.”	  	  
–	  Christopher	  S.	  Penn,	  VP	  Marke)ng	  Technology,	  SHIFT	  Communica)ons	  



Tip	  #	  

Perfect	  Your	  Pitching	  Strategy	  
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Tip	  4:	  Perfect	  Your	  Pitching	  Strategy	  

Once	  you’ve	  iden)fied	  your	  press-‐worthy	  news	  
and	  your	  top	  journalists,	  it’s	  )me	  to	  pitch	  your	  
news	  to	  the	  media.	  
	  
Pitches	  are	  not	  a	  reitera)on	  of	  your	  press	  
release,	  but	  rather	  the	  key	  points	  related	  to	  your	  
release	  highlighted	  in	  a	  way	  that	  aligns	  with	  your	  
journalists’	  interests	  (and	  more	  importantly,	  
their	  readers’	  interests).	  
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Pitches	  are	  not	  a	  
reiteraKon	  of	  your	  
press	  release,	  but	  
rather	  key	  points	  
related	  to	  your	  
release.	  



Tip	  4:	  Perfect	  Your	  Pitching	  Strategy	  

Your	  pitch	  should	  be	  customized	  for	  each	  
journalist.	  	  	  
	  
For	  example,	  let’s	  say	  you	  write	  a	  press	  release	  
about	  your	  enterprise	  finance	  product.	  	  For	  a	  
journalist	  interested	  in	  innova)on,	  your	  pitch	  
could	  emphasize	  how	  your	  startup’s	  product	  is	  
never	  before	  seen	  technology	  that	  will	  disrupt	  
the	  finance	  industry.	  	  	  
	  
In	  contrast,	  for	  a	  journalist	  who	  writes	  about	  the	  
finance	  industry,	  tailor	  your	  pitch	  to	  elaborate	  
on	  how	  your	  product	  will	  change	  how	  
enterprises	  manage	  their	  finances.	  	  	  
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Both	  pitches	  sKll	  
speak	  to	  your	  
product	  but	  in	  
different	  ways	  that	  
will	  match	  the	  
individual	  goals	  and	  
overall	  messages	  of	  
each	  journalist	  and	  
publicaKon.	  	  
	  



Tip	  #	  

Make	  Journalists’	  Lives	  Easier	  
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Tip	  5:	  Make	  Journalists’	  Lives	  Easier	  

The	  easier	  it	  is	  for	  a	  journalist	  to	  understand	  
what	  you’re	  pitching,	  the	  more	  likely	  they	  are	  to	  
cover	  your	  piece	  –	  star)ng	  with	  the	  )tle.	  
	  
Journalist	  Chris)na	  Belsile	  says,	  “Give	  us	  a	  
reason	  to	  care	  in	  the	  ;tle.”	  	  
	  
Try	  to	  come	  up	  with	  something	  short	  and	  catchy	  
without	  being	  misleading.	  	  
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Tips	  for	  Press	  
Release	  Title:	  
•  Short	  
•  Clear	  
•  Catchy	  
•  EffecKve	  
•  Includes	  	  

company	  name	  



Tip	  5:	  Make	  Journalists’	  Lives	  Easier	  

In	  the	  body	  of	  the	  press	  release,	  keep	  the	  most	  
important	  informa)on	  at	  the	  beginning,	  so	  
journalists	  won’t	  have	  to	  fish	  through	  pages	  of	  
content	  to	  get	  to	  the	  gist.	  
	  
If	  you’re	  s)ll	  not	  gefng	  trac)on	  and	  you	  or	  
someone	  on	  your	  team	  is	  a	  strong	  writer,	  
consider	  offering	  to	  ghost	  write	  the	  piece	  for	  the	  
targeted	  journalist.	  	  This	  will	  save	  them	  )me,	  
and	  they	  might	  appreciate	  the	  gesture.	  	  
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Tip	  5:	  Make	  Journalists’	  Lives	  Easier	  

It	  takes	  )me	  to	  research	  and	  build	  a	  great	  media	  
list	  and	  even	  longer	  to	  build	  rela)onships	  with	  
journalists.	  	  	  
	  
Prac)ce	  your	  public	  rela)ons	  101	  skills,	  and	  
learn	  what	  works	  for	  you.	  	  Just	  be	  pa)ent,	  
because	  if	  I	  remember	  correctly,	  Rome	  wasn’t	  
built	  in	  a	  day,	  and	  neither	  was	  a	  public	  rela)ons	  
strategy.	  
	  
For	  ques)ons	  or	  assistance	  with	  your	  PR	  ideas	  or	  
strategy	  development,	  contact	  us	  today	  for	  a	  
complimentary	  consulta)on.	  	  
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It	  takes	  Kme	  to	  
research,	  build	  a	  
great	  media	  list,	  and	  
build	  relaKonships	  
with	  journalists.	  	  Just	  
be	  paKent.	  



InformaKve	  
Ktle	  gives	  	  
readers	  a	  reason	  
to	  care	  

Place	  &	  Date	  

About	  the	  
company	  
boilerplate	  

###	  marks	  the	  
end	  of	  press	  
release	  

Always	  include	  media	  
contact	  to	  direct	  further	  
inquiries	  
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About	  Magnetude	  ConsulKng	  

Marke*ng	  for	  the	  Entrepreneurial	  Ecosystem	  
	  
Magnetude	  is	  a	  marke)ng	  agency	  that	  works	  with	  tech-‐oriented	  
startups	  and	  small	  businesses	  to	  provide	  a	  one-‐stop-‐shop	  for	  the	  
marke)ng	  func)ons	  our	  clients	  need	  to	  be	  successful	  with	  services	  
ranging	  from	  market	  research	  to	  go	  to	  market-‐planning,	  
messaging	  and	  content	  development,	  to	  lead	  genera)on.	  
	  
Magnetude	  Consul)ng	  understands	  that	  to	  be	  successful,	  you	  
must	  toggle	  between	  ‘get	  it	  perfect’	  and	  ‘good	  enough’.	  We	  bring	  
quality	  and	  rigor	  to	  everything	  we	  do,	  but	  also	  recognize	  that	  
we’re	  working	  with	  finite	  (and	  oien)mes	  limited)	  )me	  and	  
resources.	  Magnetude’s	  crea)ve,	  business-‐oriented	  innovators	  
understand	  the	  start-‐up	  and	  tech	  industry	  ecosystems	  and	  couple	  
it	  with	  deep	  and	  ever-‐evolving	  marke)ng	  acumen.	  

Follow	  Us:	  @_Magnetude	  
www.magnetudeconsulKng.com	  	  


