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media relations, a subset of public 

relations, should play an important  

role in your overall marketing  

communications plan. utilizing the  

media as a communication tool can  

help you achieve your marketing 

objectives and strengthen your  

brand awareness. 
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In a world of self-publishing, social media and myriad direct-to-consumer/
buyer communication vehicles, the role of traditional media relations has 
become somewhat marginalized in marketing campaigns. despite the 
availability of other outlets, smart marketers know never to underestimate  
the value of the media, including print, broadcast and online, in legitimizing 
their company, enhancing its reputation, providing thought leadership,  
and communicating with target audiences. 

While other activities in your marketing mix can also help to achieve these 
objectives, media relations is the most cost-effective means to reach  
the masses and seed preference among target audiences. Because of the 
implied third-party endorsement and credibility that comes from being 
showcased in the media, media placements also offer a degree of authority  
and credibility that cannot be achieved through paid advertising, direct 
marketing or sales collateral. 

BeneFIts oF medIa relatIons
an effective media relations campaign can yield many other benefits, including: 

  thought leadership – contributed articles, executive interviews and 
company profiles can all position your company as a leader in your industry. 
If you give your audience or prospective customer valuable information, they 
will see you as a resource rather than just a vendor for products or services. 

  repetition of message – several studies have shown that it takes multiple 
“touch points” for the viewer to remember your message. a single press 
release or print ad may draw some attention. But an integrated campaign 
utilizing media relations will make a greater impact. the more times you can 
effectively communicate an integrated message, the better chance you  
have to turn a prospect into a customer.  

  deeper story telling – an advertisement can convey only a limited 
amount of information. a media relations campaign, however, can tell a 
complete story from beginning to end. Because journalists typically take  
a factual approach to reporting and represent an objective perspective,  
the story is also seen as less promotional and more credible.  

  search engine optimization – the more web links about your company and 
to your website, the higher your search engine listings will appear, increasing 
traffic to your website. articles or press releases posted to various trade or 
news websites will help increase your visibility and strengthen your position  
in organic searches. 
 

85% of business journalists use 

PR contacts for story ideas



  competitive advantage – your competitors may not be utilizing media 
relations in their marketing communications plan. By integrating your 
marketing efforts to include media relations, you can gain an edge over  
your competition while you build your market awareness. 

  cost effectiveness – With advertising, your budget may be limited to 
placements in a select group of outlets. However, with media relations  
you have an opportunity to get published for free — a welcome break  
in today’s economy.    

  timeliness – Breaking news can reach the public more quickly through 
media relations than through advertising. ad placements can take weeks, 
whereas a press release can be posted to an online source in minutes.  
But remember, planning in advance is important when you want to be 
published in print. 

Is medIa relatIons rIgHt For you?
Is media relations the best way to tell your story? If not, you may be screened 
out by media outlets. or your efforts may simply fail. to assess the potential 
clearly, answer these questions:

•	 Is this story of interest to the publication’s target audience?
•	 do I have hard news, such as a major announcement, or an edge to make 

the story timely and relevant?
•	 can I substantiate my claims with named examples or case studies?
•	 Is the story, product, service or angle unique?

If you cannot answer “yes” to these questions, then the media will most  
likely not be interested. no matter how well you write your release or how 
cool your pitch letter is, your hopes of coverage will be slim to none. as an 
alternative, take advantage of the wide range of communication vehicles 
available to you and consider another outlet. options may include a  
search-engine-optimized article posted on your company website or  
an e-newsletter communication sent to top customers and prospects.  

remember that pitching can be both time-consuming and highly subjective. 
In many cases, self-publishing may be the best use of your marketing time, 
energy and budget.
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medIa relatIons roadmap
If you decide to move ahead with a media relations campaign, a roadmap is 
critical to your success.

1. Plan
First, know your objectives and desired goal. ask yourself what success looks 
like. do you want to be featured on the front page of the “Wall street Journal?” 
appear on “the today show?” Be quoted within a specific trade publication? 
(Be realistic!)

second, know your audiences. Who is your target? think of all of the potential 
influencers with whom you should communicate.

third, respect lead times and deadlines. print publications can take several 
weeks — or even months — from pitch to print. give yourself time to craft 
your message and deliver it in a timely manner.

2. Determine the best format for your story
Here are several ways to deliver content and ideas to the media:

  press releases – these are best used to convey “hard” news, including 
new product or service launches, survey/study data, new business wins, 
certifications and awards, personnel changes and corporate announcements.

  pitches – go with a pitch when you have an idea for a story or would 
like to be included in a broader story on a specific subject. tailor personal 
communication to the specific outlet and reporter. your information  
should be fairly high-level with room for the reporter to make the story  
his or her own.

  Facts and graphics – If you have a powerful statistic, consider submitting it 
in graphic form. several large national outlets, including “usa today,” run daily 
graphics based on statistics received from outside sources.

  application stories – many publications are interested in case studies that 
address how to solve business challenges or improve outcomes. If you can 
find a customer willing to discuss how your product or service positively 
influenced their business, you may have struck pr gold. always seek 
customers’ permission before mentioning their names to the media.

  pre-written articles – With shrinking budgets and staff and greater demand 
for content, many media outlets are thrilled to allow companies to write guest 
columns or submit bylined articles on subjects of interest to their readers.  the 
key is to make the piece more educational than promotional. 

3. Gather content
your message is only as good as the content you create. explore the existing 
messaging you already have developed. perhaps you have secondary research, 
survey results, white papers or case studies. these can serve as great starting 
points for thought leadership in key publications. additionally, begin to 
brainstorm press release ideas that may be newsworthy.  
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4. Build relationships
even strong content will not be effective unless you have spent time building 
relationships with your target media. start by creating a list of the media 
outlets where you would like to see your company mentioned. as a BtoB 
company, you should identify key trade publications (print and online) as  
well as local, regional and national publications or broadcast outlets that 
reach your target audiences. 

Building relationships with the media takes time and skill. Be sure to target 
the appropriate reporters and editors at each publication, paying special 
attention to their assigned beats. While reporters are generally receptive 
to a well-crafted story, they expect you to take the time to understand their 
publication or what they cover. also, remember that reporters are regular 
people who appreciate the same things we do. If you do favors, respond 
quickly, offer exclusives and help out in a pinch, you will quickly become  
a favorite. the goal is to become one of their go-to sources. 

5. Be prepared
If you decide to manage this process internally, you must be accessible, 
credible and honest with the media. the designated individual will need 
strong skills in communication, writing and sales, as well as the ability 
to meet deadlines and work well with others. If you can make a media 
person’s job easier, it’s more likely that your story will get picked up.  

However, if no one in your company has a background in media relations, 
consider outsourcing this service to an experienced professional or agency. 
keeping open communication is critical. the news world moves very quickly. 
If your agency receives an interview request, you must be willing to jump 
on the opportunity immediately. open communication will also allow you 
to develop new stories quickly.

6. Track, measure and make course corrections
after the message is built and delivered to the media, be sure to track 
coverage. tracking services can summarize and report the amount of  
press coverage received during a given campaign. this information  
can help show roI and reinforce the effectiveness of your campaign  
to management. If your message isn’t being picked up or if you aren’t 
hearing back from a source, be persistent but don’t harass. since the  
media receives an outrageous amount of pitches and releases every  
day, it may take time for them to get back to you or to run the story.  
their lack of response may also indicate that you need to change  
your pitch or consider a different angle.

7. Leverage media relations results
once your campaign is under way and your message is published, be sure 
to leverage your coverage by posting links on your website or social media 
outlets. remember, the publication of news can be viral. While distribution 
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to standard news outlets or through the wire is an effective strategy, do 
not forget about newer venues, such as twitter, Facebook, linkedIn and 
blogging — where your audience may be tuned in. additionally, interviews 
and article reprints can be repurposed as great sales tools since they 
establish validity and showcase genuine market interest.

conclusIons
In an era where it is possible to bypass the media in sharing your messages, 
traditional media relations can still play a major role in most marketing 
campaigns. However, media relations success involves both art and science.  
meaningful results require a significant investment of time and ongoing 
effort from a savvy professional. even the most seasoned pros encounter 
hurdles when they try to get the media’s attention. However, the payoff 
can be huge for building brand equity and spurring business growth.


