Bonus Report

How To Get Yourself Or Your Product Featured On TV Or In Your Newspaper Without Spending A Penny

“Understanding How The P.R. Game Is Played… And Won”

By Richard Petrie

How To Get Yourself Or Your Product Featured On TV Or In Your Newspaper Without Spending A Penny

Many of my clients have been able to get themselves into the media recently. Several have had TV appearances. Getting media coverage can be remarkably easy if you have a good story.

Dr Sam Hazledine  - Medical recruiter produced a nude doctors calendar that caused outrage for the participants lack of coverage but great coverage for his business. Sam received front page reporting in newspapers and ultimately featured on National TV. This did not happen by accident it was planned.
A private investigator Kerry Pihima did a press release on infidelity around Valentine ’s Day and was originally picked up by stuff.co.nz, a local news website, then picked up with interviews on the Good Morning Show, radio and TV news. This did not happen by accident it was planned.

Jeff Elias ran a furniture store and wanted media coverage but did not have the budget for advertising.  We decided he needed to do something that became the news, so Jeff ran a competition - ‘Wellingtons most uncomfortable couch’. The winner got to blow up their couch with dynamite and was given a brand new couch. Radio, newspaper and covered the explosion and provided great coverage as well as a lot of leads from all the applicants.

This did not happen by accident it was planned.
I have used PR for my new business and had many articles in all the papers, full page in the Sunday Star Times, Dominion Post, Interviewed on The Good Morning TV Show, Talk Radio, have written articles in InBusiness magazine, Sunday Star Times This did not happen by accident it was planned.

… all free, all orchestrated
It’s remarkably easy when you understand how the PR game is played. 

Publicity is the most overlooked marketing strategy by architects. This is surprising because it is one of the most effective and offers the best value for money.

Architects want to promote themselves without digging too deeply into their pockets. This is where media publicity is the perfect option.

What is "news" and what do reporters want from you?

 Yes, there really are journalists who would LOVE to tell the world your story, if you know how to frame it.

Journalists want stories that will keep their readers out of trouble and engaged.

How you solved your problems that others could model and relate to.

Why is PR so good?

· Gives validation in eyes of public “assumption” if they are being publicized you must be good.

· Credibility because your target market knows you cannot control message

· Helps with a ‘rule of 7’ (get in front of people 7 times before they buy)

· Can reach a huge number of people

· Its free

What is media coverage?
Let’s start by describing what media coverage is. Media coverage is the process of getting you or your business into the news pages of publications, radio or television news programmes as well as websites.

What is the differences between news and advertising?

· You pay for advertising, but news coverage is free
· With publicity you deal with editors and journalists, not the advertising department
· To get news coverage you need to convince these people you have a story that would interest their readers, viewers, or listeners
· People believe news stories, but don’t always believe advertisements
· People always read news stories, but they don’t always pay attention to advertisements
· Business people quoted in news stories are seen as experts in their field, because everyone knows they have not produced the content, journalists have
· Publicity increases your credibility among your target market for the same reason mentioned above
Many small businesses don’t use media publicity because of their misconception about it. It is usually something that is not even considered, which leaves all the limelight to the big companies.

The biggest misconceptions 

1. Many think they would need to employ a public relations company and that would be outside their budget

2. Even if they had time to do it, they don’t believe they would know where to start

1 ‘PR is expensive’

The first misconception above is not totally accurate. Firstly, it is true that big public relations companies charge the highest prices. This is often because they focus more on big business clients who have large cheque books. They will do a good job, but there are other options. 

There are many smaller companies, often run by a single consultant that can do the same job at a far more competitive price. These people will generally have an impressive public relations background, but charge a lower rate because they have fewer overheads than their larger counterparts. These are the obvious targets for busy business people who do not have the time to do their own publicity.

2 ‘Getting PR is hard’

Many public relations companies will have you believe that getting publicity is a difficult job that can only be done by people with a background in this type of work. It is true that those who know how the media works and the process to get media publicity are likely to be successful.

But it is not as difficult as it may sound. The big public relations companies will use terms like ‘strategic communications strategies’ or ‘issue management’ which are just big words that basically mean ‘getting your stories out to the public’, whether that be the general population or niche groups. When these terms are broken down, publicity, or public relations, sounds far less daunting.

Solution

The other option you have is to learn the tricks of the trade and become your own media publicity officer. By learning how the media works and what journalists and editors are looking for, you could quite easily do this work yourself. 

Mistakes To Avoid

1. Guessing what media outlets want

2. Missing chance to pitch ‘evergreen stories’ eg start of summer is custom made weight loss and health 

3. Holiday gift guides get organized 6 months in advance – if you don’t have a plan you will be too late to get in.

4. Publicity is also about building relationships with he journalist, once they interview you – you stay in touch

Different Angles To Get The Editors Attention

Questions asked by journalist… 

WIIFM “who cares?” (What’s in it for me)
Need to convince journalist why their reader would care.

Story is the problem that it solves the money is in solving problems, the 
bigger the better

1. Be the news eg Richard Branson

2. Comment about a current news – ad a new twist or development

3. Plan a monthly piggy back campaign – based on monthly events

Use ‘every green stories’ property shortages, rents increasing or reducing fast

4. Get calendar from editor – they get contents months in advance

5. Pigging backing off breaking news events

6. The more visuals you can offer – be ready to demonstrate quickly –often the visuals will get you in the paper regardless of the story

7. December best month weeks before and after Xmas

8. Tie your service into a survey/news event/census reports (your own or someone else’s) and comment on the results – media love that!
Additional Notes From Steve Kilgallon 

(Award Winning Journalists) 

1. Research which magazines newspapers are likely to cover your industry

2. Find out the journalist who covers that specific 

3. Need to understand the media source first – read the back issues – see how they write, what there target market is, the style they write in

4. Tailor your press release to each publications

5. Select a name in the newspaper

6. Then email the press release

Mistakes

· Too long

· 1/3rd irrelevant

· Small file size – include thumbnails (offer to provide full picture)

· Spelling and grammar correct

· Double spaced

· 3 quotes from major source

· Contact numbers of key people at the bottom of the PR

· Make sure key people available 

· Save the journalist time

· Send as plain text in an email, an attachment might not be opened (fear of virus)

Structure

· Put yourself in the shoes

· Identify key point and 3-4 supporting points 

· Put main newsworthy fact into the first two sentences

· Explain the context quickly

· 2-3 quotes from key people

· Background at the bottom

· Process 

· press release

· follow up from journalist

Advanced

· Be the news do not write about yourself

· Build a relationship with the journalist

· They want exclusive and first and of interest and relevance to their readers

1. Available

2. Quotable

3. Reliable

4. Credible

5. Talkative

Getting articles in the paper

1. Ring an editor, pitch your idea

2. Target your market very carefully

3. Tailor the story in the format for how they write their story

4. Easier to get into industry magazines

5. You don’t need to be paid to be a contributor if the PR is good

eg. Sun Newspaper: 

Target market –working class man in London 15k per year does not like immigration

Measurement - Calculating the value of press release compared to an equivalent of buying an ad 

Secret - Be honest the journalist knows you have an agenda, but as long as you are giving him/her great value for their readers and making their life easy then they do not mind..


What Are The Steps?

1. Get clear objectives, what are you wanting to achieve?

1. Position yourself as expert?

2. Generate leads?

3. Launch a product?

2. Who are the key people who we want to publicly talk about this (compile a list of media commentators).

· You should NEVER target as many media outlets as possible

· You want a narrow targeted reach because you need relationships with the journalists

· Journalist prefer exclusive information, gives them an edge.

3. Understand the market you want to reach? 

· You should know your target audience so well that you would be able to write a page in their personal diary.

· What radio stations do they listen to?

· What magazines/newspapers do they read?

· Blogs they get on?

· Controversial topic do they get interested in?

4. What stories can we customize for each media source?

· Do your research, find out their target market

· If your target audience read a printed magazine read three copies from front to back so you understand the style and angles of the magazine

· Magazines – read front column from editor (has clues on the type of stories they want)

· New free lancers who write for magazines are great source

· Study their editorial calendars – special sections they have planned throughout year (designed for advertisers) find on website, pretend you are an advertiser

5. What is the best way to pitch ideas to their key people

· Customized to that specific media outlet “ahha this is perfect for our target audience”

· Niche market is better because broad market does not necessarily contain as many buyers as small targeted niche readership.

What you must have if you want to get onto TV, and the most opportune times of the year to pitch.

· Harder if you have a specific story – depth or complicated

· Pigging backing off breaking news events

· The more visuals you can offer – be ready to demonstrate quickly

· Good looking helps

· December best month weeks before and after Xmas – no news around

Press Release Examples

Monkey’s Fist Press Release

Monkey’s Fist Press release example

For Immediate Release

Contact: Juliet Robinson

Phone: 04 973 4000

E-mail: sonny.day@allday.co.nz 

Subject: Best-Practice Templates For Property Investors Managing their own properties

Specialist property management firm Quinovic has produced three best practice guides for local property owners, and will send one or all upon request.

1) 7 Steps to letting your property – this 1-page guide explains why the market is changing in terms of advertising effectiveness in certain media and where to get the best results. Tip #5 is especially useful because it doesn't require the property investor to spend any money at all - it takes advantage of a little-known trick that was developed by a Quinovic client.

2) How to use ensure you get quality tenants -this 1-page guide surveys the options that are available for many different kinds of reference checks: Online and offline - and how to minimize the number of mistakes you make. An investor in Hataitai, used this idea to solve a tenant problem that they'd been scratching their heads about for 2 years.

3) Case study: How one property investor increased their revenue from their property the by 18% ($150 per month!) with a $180 investment - and zero complaints from the tenants.

These guides are available upon request, just e-mail guides@quinovic.co.nz or call 04 9734000 or fax 04 973 4001


# # #

Note to editor: Juliet Robinson works with local property investors every day and can talk to you

about local economic, property shortage issues. A Q&A sheet is also available that outlines some of the main concerns that Juliet's customers are talking this winter.

----------

Now granted, this stuff isn't going to be front-page news.

But all Juliet Robinson has to do is type up a Q&A sheet -issues that his customers are complaining about lately - and fax this press release to 8-10 newspapers around the country.

If Juliet does this every month, she'll get airtime, and the PR will make the phone ring.

General Topic Press Release

10 February 2014

MEDIA RELEASE

For immediate release
FICA RESPONSE TO ICC STRUCTURAL CHANGES

Federation of International Cricketers’ Associations (FICA) Executive Chairman Paul Marsh today issued the following statement in response to the ICC Board decision to approve changes to its governance, competition and financial models:

“This is a very sad day for our game,” Marsh said.

“Whilst unfortunately the final outcome had an air of inevitability about it once the process became clear, it again highlights how poorly our game is governed. 

“Of extreme concern to all involved in FICA is the fact that so many key stakeholders in the game condemned the proposed changes, including players past and present; former ICC office bearers; Transparency International - the body set up to fight global corruption; Lord Woolf - the man responsible for independently reviewing the ICC’s governance; numerous media commentators as well as cricket fans worldwide, yet the ICC Board still approved these changes.  

“This should be an indicator to the future for all of us, where self-interest and short-term deal making will override the long-term health of the game and views of its key stakeholders.

“FICA and its members will continue to oppose these changes in the interests of the game’s future,” Marsh concluded.

<ends>

For further information, please contact: 

Paul Marsh - FICA Executive Chairman

(Media enquiries via Eivion Bowen)

Email:

ebowen@auscricket.com.au
Phone:

+61 425 555 569

Website:   
www.thefica.com
The Federation of International Cricketers’ Associations (FICA) was established in 1998 to co-ordinate the activities of all national players’ associations which protect the interests of professional cricketers throughout the world. It brings together all of the world’s cricketers, regardless of nationality, religion, political persuasion or race, under an international body focuses on matters of general interest to the game and its players. 

General Topic Press Release

For Immediate Release
Contact: Richard Petrie

Phone: 04 973 4003

E-mail: Richard@mt2.co.nz 

Subject: Wellington Marketer of the Year Announced

Conway Petrie Insiders Circle have announced their first Marketer of the Year award winners, they are Dr Sam and Claire Hazledine of MedRecruit.

For the past 8 months 10 Wellington businesses have been involved in private guerrilla marketing coaching and implementation exercise in a bid to win the inaugural Marketer of the Year award.

MedRecruit (who recruit doctors for New Zealand hospitals from both New Zealand and the UK) headed off graphic designers Beetroot Communications and Educational designers Symbiont who both increased their profits in the six month period by over 300% but in the end it was won by MedRecruit who by increased their turnover by 236% which led to an increase in profits of 86 times compared to their first half of the year.
“New Zealand is in desperate need of more qualified doctors and finding doctors within New Zealand or the UK is THE challenge for our industry however with a new ‘secret weapon’ marketing strategy we are attracting four times more than we were using traditional recruitment approaches” said Dr Hazledine.

Marketing coach Richard Petrie says “It is their amazing ability to magnetically attract and then convert doctor into New Zealand hospitals that has given MedRecruit a huge competitive advantage in their industry. They have developed a sophisticated process that their competitors do not even understand to the extent that I believe MedRecruit will be the dominant player in their market niche within 2 years”.

Doctor Hazledine has been given the nickname “Dr Profit” since winning the Marketer of the Year award.
Ends
Note to editor: 

Photos of the winners receiving their awards are available on request.

Conway Petrie Insiders Circle is a marketing educational business providing no cost low cost strategies to small and medium sized business owners.

Directors Hamish Conway is a former Ernst and Young Entrepreneur of the Year Ward winner and

Richard Petrie former Black Caps cricketer who works with sales teams and Police on persuasion and influence strategies. 
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How To Be Newsworthy

1. Be the news

_____________________________________________________

2. Comment about a current news – ad a new twist or development

_____________________________________________________

3. Plan a monthly piggy back campaign – based on monthly events

i. Use ‘every green stories excessive rent rises/falls/property shortages or surplices

_____________________________________________________

4. Get calendar from editor – they get contents months in advance

_____________________________________________________

5. Pigging backing off breaking news events

_____________________________________________________

6. The more visuals you can offer – be ready to demonstrate quickly

_____________________________________________________

7. December best month weeks before and after Xmas

_____________________________________________________

8. Conduct a survey and comment on the results, comment on someone else’s survey results

_____________________________________________________

PR Calendar
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BOTTOM LINE


�How to leverage your media coverage 


If people read articles quoting you or written by you great BUT…


It is unlikely many of your target market will see your coverage, don’t worry if you photo copy your articles put them together in a folder or bind together and include in your pre meeting PIP pack you guarantee your prospects will and this will establish your credibility as the authority in your market.











