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Introduction

After reading this book, you will have a good understanding of the 
step-by-step process of how a well-strategized media relations plan 
can skyrocket your ROI. 



In the first to second section, we will cover what you can do to 
laser-focus in on your target demographic and how you can craft a 
delibrate media relations plan from it. In the third to fourth section, 
we will cover techniques our public relations pros use to get their 
clients featured in top publications like Forbes, Entrepreneur, and 
NYT and how you can achieve similar results.


We know that when it comes to getting your story out 
there, you need a partner with both experience and connections. At 
Otter PR, we have over 200 years of combined experience in PR 
strategy, PR tactics, marketing, publishing, and social media. With 
us on your side, your story will be heard by Forbes, Entrepreneur, 
NBC, and many other reputable organizations. Isn’t it about time to 
get your name out there?



What You Will Learn in this Book



In the first few days to months as a new business, defining your 
target audience can be a little confusing and difficult. 



Whether you are a service, blog, YouTube channel, podcast, 
website, or whatever it may be, many people will have an idea of 
who they want their brand target audience to be, but it may not 
always be spot on. 



Wanting a certain demographic as your target audience, and the 
reality of who they actually are, are two different things. Often, 
finding your target audience as a brand is a combination of careful 
market research, trial and error, and analyzing your successes.

1 Section 1

Defining Your Target Audience
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You may have heard the business phrase that if your audience is 
everyone, you’re appealing to no one. The reality is that no brand is 
for “everyone”. Even the most popular brands in the world – Apple, 
Google, Amazon, Coca-Cola – are not for everyone. 



Your target audiences could be an extremely specific niche that will 
generate more reliable and regular income for you than a brand that 
hits several target audiences. 












Once you identify your target audience, this will determine how you 
run your marketing and all other customer-facing aspects of your 
brand.



Your target audience is the customers that you are aiming your 
product or service at. They are the people who you want to stumble 
across your brand and think “this is for me.” Your exact target 
audience group will be made up of a combination of age, gender, 
location, interests, earnings, and numerous other factors.


What Is A Target Audience?
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A target audience is essential for your brand to find its way to the 
right people, and is vitally important in ensuring the financial 
longevity of your business. 



Google found that more than 56% of ad impressions are never seen 
by customers. A contributing factor to this statistic is poor targeting. 
The procurement and supply chain consultancy Proxima estimates 
that $37bn of worldwide digital market budgets are being wasted on 
poor digital performances alone. 





If you are going to invest in marketing, especially as a startup or 
smaller business, your marketing budget should be a smart 
investment that brings tangible ROI (return on investment). 



This means knowing that your digital ads are going directly to the 
right people and creating potential leads. 



McKinsey research showed that ads tailored to client needs could 
increase ROI up to eight times, and increase sales by at least 10%.

Why Do You Need a Target Audience?
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Of course, not all businesses will be right for digital marketing and 
targeted ads. 



Blogs, podcasts, and YouTube channels, for example, do far better 
to find their target audience by sustained and regular content that 
hits a certain niche. 



Video and audio content must also focus on building a target 
audience organically, as targeted ads will only go so far. 

What Are You Offering?

This will be an easier question to answer for some businesses than 
others. If your business falls into a very specific industry, like sales, 
beauty, or real estate, what you are offering will be very clear. 



For other businesses, particularly with broader professions like 
personal coaching, you must be clear on exactly what it is you are 
offering. 



If you can’t condense your brand service into one sentence, your 
target audience will never be able to identify it. You should be able to 
recite your elevator pitch at a moment’s notice, and never lose sight 
of what it is your brand is offering to your target audience.
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If you are still unsure of your target audience, you can think about 
your brand as a potential solution to a problem. 



One prospect group within the five stages of customer awareness is 
identified as “problem aware”, meaning they know there is a 
problem, but they don’t yet have a solution. 



Another is “solution aware”, meaning they may be aware of your 
brand, but don’t realize that you offer a solution to a problem. You 
first need to identify exactly what problem you solve, so you can 
direct your content marketing efforts to the right people. 

What Problems Do You Solve?

Do Market Research

You’ve probably heard the phrase “work smart, not hard”. Market 
research is all about doing your homework so you can apply your 
knowledge and efforts tactfully. 



As a smaller brand, you can conduct market research relatively 
simply. The purpose of market research is to collate information 
about your target audience to better understand who they are. 



This allows businesses to make better-informed decisions and 
improve various facets of their service to appeal directly to their 
market. 
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One common form of market research is a survey – they are cheap 
to create and an effective way to collect a large amount of data. In 
the survey you can ask about their hobbies, what problems they had, 
how they found your brand, price expectations, likelihood to 
recommend to a friend, and more. Other options for market research 
include studying analytics, focus groups, and interviews. 


As a new brand, you may find that you start to notice patterns or 
similarities among your current customer base. 



These observations are invaluable and can sometimes take you by 
surprise when something catches on with a demographic you didn’t 
expect. You can find out more about your current customer base by 
conducting surveys or reviewing data. 


Analyze Your Current Customer Base


7



If your brand has audience analytics, like YouTube or a podcast 
distribution platform like Anchor, data about age, location, and similar 
watching habits are invaluable. YouTube, for example, lets you 
check which exact video people are coming from before they click 
onto yours. If you can identify that niche and capitalize on it, your 
target audience will become clear and will inform your content 
decisions.


Storytelling and marketing expert Bernadette Jiwa coined the phrase 
“Whoever gets closer to the customer wins.” 




Create A Target Audience Avatar


Spends most of the day at the lab

Enjoys casual humor when outside

Reads a lot of philosophy; is an 
existentialist himself. Neitzsche is 
his favorite philosopher

In the process of creating his 
own company with friends.

Not enough free time to learn 
new languages and vocab

Lacks motivation to use apps 
when busy with work

Vocab and language apps 
out there are too slow

24, in a serious relationship

Speaks English and Spanish natively

Has a dog at home to care for

PHD Researcher at a 
prestigious university

Ayden
Biotech Researcher 

“I get stuck in the lab 
during the day and 
lack motivation to 
learn when I’m free.”
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This is precisely the reason why every business should have a 
persona or avatar who defines their target audience. 



Creating an avatar means understanding them as well as you would 
a normal person. 



To create an avatar, you should identify their: name, age, location, 
interests, job, hobbies, relationship history, magazines they read, 
food they enjoy, movies they watch, and more. 



By creating this avatar, you can view everything about your brand 
through their eyes, and ask if X, Y, or Z would appeal to this person. 

It’s a simple fact of business that any 
brand must keep a watchful eye over 
its competitors. 



This means knowing exactly what 
they offer, if it is well received, how 
customers respond to it, and if it 
solves a problem that you do not. 
When it comes to finding new clients, 
you may be asked to explain why you 
offer more value than your 
competitors. 



As well as conducting market 
research, understanding your 
competition also means being 
involved in the industry – going to 
conferences, webinars, and industry 
events.


Understand Your Competition 
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You would be hard-pressed to find a serious brand that does not 
use social media at all these days. 



It is an essential resource in any marketing strategy. There are 
nearly two million advertisers on Instagram each month, with an 
estimated advertising reach of 928.5 million. 



Making the most of these facts means knowing how your target 
audience uses social media, and where your ads will find them. Not 
only this, but understanding how your target audience uses social 
media will allow you to curate a feed that appeals to them and 
encourages engagement.


How Does Your Target Audience Use Social Media?
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How Will Your Target Audience Find You?


Once you have an idea of who your target audience is, you should 
identify how prospective new buyers or watchers will find you. 
There’s no point in dedicating your marketing budget to Facebook 
ads when most of them will be on Instagram. 



Similarly, you may be channeling your energies into Twitter, when 
your target audience is constantly engaging on LinkedIn. Again, if 
your audience is ‘problem aware’, you need to bring the solution to 
them. Once you identify exactly who they are, ask where this 
audience is, and how you can bring the solution to them.
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When you create a company, there are a few things you need to be 
aware of to succeed. It is very important that you establish the 
approach you want to take with the promotional activity you want to 
do to become successful. 



Your startup should have a long-term view based on the business 
goals you have set that will be achieved by the media goals you will 
follow. The three most important concepts you need to keep in mind 
are: the PR activity you want to be a part of, the narrative you wish 
to build, and the media outlets you will be targeting.


If you are starting your own business, you need to have the next five 
goals. They will be backed by media goals that will guarantee your 
success.


2 Section 2

Your Media Relations Strategy

Five Business Goals to Keep in Mind
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Media Goals
 Credibility: your company needs to be seen as a credible 

source
 Social Proof: it is needed to show you and your company are 

experts and are taken seriously in your area of knowledge.


Getting Started

Media Goals
 Awareness: catch people’s attention through the right media 

outlets
 Social Proof: what will your investors know about you? How 

will you be portrayed?


Getting Funds or Investors


Media Goals
 Credibility: have a credible online footprint to attract more 

customers
 Awareness: you need to be part of the conversation in your 

industry
 An Organic Search Ranking: your aim should be to appear in 

Google’s first searching page.

Getting Customers
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Media Goals
 Credibility: you need to look credible in the eyes of those who 

you want to work with
 Reputation: it is vital in talent acquisition since they will want 

to work with the best of the best.


 Press Release: it helps when announcing any company 
updates

 Guest Articles: will build your social proof and establish you 
as a leader in your industry

 Expert Commentaries: will give you mentions that will 
increase your credibility and your search

 Product Reviews: it will create awareness in the eyes of a 
target audience

 Conference Speaking: you will engage directly while gaining 
credibility and social proof

 Award Submission: it will create awareness and credibility
 Social Media: it is another way in which you can engage 

directly with your target audience while gaining credibility and 
social proof.

Getting the Talent

There are several PR activities you can do to achieve these goals 
and set your company as credible and reliable in the eyes of 
customers, talent, and investors.
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Starting your business means a long and detailed process and that’s 
why it is extremely important to have a strategy. 



The main thing you need to make sure of is that you have your 
business goals clear and you do everything in your power to 
accomplish them. If you focus on those and how to reach them, your 
company will definitely be a successful one. 



And you will know exactly how to help your customers have the 
same success, awareness, credibility, and social proof that you will 
have gained for yourself.


Plenty of the PR work that is done is aimed towards acquiring media 
coverage mostly for the sake of it, not necessarily to help achieve 
zgrowth. 



But a different approach to PR, one that works to help startups and 
other business get the growth they want, is called PR for Growth. It 
focuses on the idea that growth can be achieved when startups or 
businesses are noticed by the right people.
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This kind of PR still needs to engage in the typical PR activities to 
aid legitimacy and brand awareness in the eyes of possible clients 
and investors. 



The good thing is that you will be able to keep track on all those 
activities to see how they are impacting your brand. This is done by 
measuring every click, backlink, mention, and social share.


What Your Client Can Gain from PR for Growth


 Credibility: it will be established by a well-designed website, 
impressive social media accounts, and getting media on 
well-know and well-respected platforms in your client’s industry

 Social Proof: you should build a narrative in the media based 
on evidence of your client’s expertise

 Awareness: your client’s brand needs to catch people’s 
attention, so you’ll have to build a good narrative to educate 
consumers on the work they do

 Organic Search Rankings: it takes the SEO into consideration, 
so you’ll need to work towards getting quality backlinks to 
improve your client’s search rankings.
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Key Elements for a Good PR for Growth Strategy


 Your client has to be different and stand out: identify what 
their emotional investment and personal connection is to 
their brand

 Your client needs a fascinating backstory: remark the 
incredible experiences that led them to creating that brand

 Your client needs to have a deep and personal connection: 
explain the emotional connection that led the founders to do 
what they do

 Your client should have experience: it is important to show 
the kind of experience they have in their industry.

The first step, and probably the most important one, is to know the 
business goals your client has for the next 6 to 12 months and 
what steps you should be taking. Once that is done, you need to 
develop a narrative on how your client will revolutionize your 
industry? Here are a few ways on how to do that:
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After establishing that narrative, you should work towards gaining 
earned media. What is this? The editorially-placed media that a 
company–in this case, your client’s business–receives in a 
third-party media, platform, or event. 



To achieve this, you should know exactly how to pitch their brand, so 
make sure you have a clear idea of their business goals, a 
well-crafted narrative, and expert knowledge. 



This will allow your client to build media relationships that will gain 
them credibility, awareness, social proof, and the quality backlinks 
they need to show up on the first page of Google search.



Another key element in your PR for growth strategy is to find the 
appropriate hooks to pitch your client. They need to bring a fresh 
perspective that will make them stand out by offering something 
innovative. As well as new insight on an established topic. 



They have to challenge the orthodoxy by upending conversational 
wisdom and break new ground with a subject matter that hasn’t 
been previously discussed.
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 Budgeting: come up with a budget that involves your time and 
the resources that you have. You need to be planning the 
amount and the type of campaigns that you have the resources 
to deliver on a monthly basis. This will help you have a better 
understanding of the goals you need to reach

 Mapping out a plan: know the number and the types of 
campaigns you will be working on. In your plan, always 
remember to include the important releases you have, the 
announcements, and the milestones. But don’t forget to add any 
major holidays, such as Thanksgiving or Christmas, and how 
they will interfere with your strategy or how they could benefit 
your client.


Two Steps to Plan Your Strategy


Having a plan is very important for any sort of PR, but when you are 
doing PR for growth, it is necessary to have a set strategy that will 
help your client reach their personal and financial goals. 



You want to be able to guarantee the media coverage you will help 
them obtain is the right one for their brand and will portray them in a 
positive light. If you construct a good narrative and know how to 
pitch it, your strategy will definitely help your client grow.
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A media list is a helpful tool when attempting to spread the word 
about your business or brand. Read on to learn how to build a media 
list that will get you the connections you need to bring your story to 
your target audience. 


Before building a media list, it’s a good idea to know exactly what 
you’re getting in to and what it’s purpose is. A media list is simply a 
list compiled of journalists, writers and news reporters who are in 
your specific niche.

Media lists are helpful because they can streamline the process of 
you selling your story to media outlets. If you have a list with relevant 
contacts, you won’t be searching all throughout the internet for 
journalists to pitch your story to. 



3 Section 3

Breaking Into the Media

What Is A Media List?
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Using a public relations agency to share your story with the media is 
a great way to get your name out there. This is because public 
relations agencies have access to expensive software that 
essentially creates targeted media lists for them. 



If you’re a chef who wants to spread the news about the launch of 
your new cookbook, publicists will have a lists of food reporters and 
writers who will want to know about that. 



If you’re in the music industry, publicists will be able to access their 
software to find reporters who report on pop culture and 
music-related news. Publicists are basically the middle men that do 
all of the hard work of finding reporters who would be interested in 
your story for you. 


PR Agencies and Media Lists


However, as convenient as public relations agencies are, they can 
be pricey for those just starting out in their business or brand. It is 
entirely possible to build your own media list if you’d like to save a 
little money. 



Just be sure that you don’t mind partaking in the extra step of 
looking for relevant journalists on your own! Read on to learn how to 
build your own media list.


How To Build Your Own Media List
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You’ll want to start off finding media outlets that are in your niche or 
market. As much as everybody wants to say they were able to get on 
the cover of Forbes magazine, Forbes has a specific audience. If 
your target audience doesn’t tend to read Forbes, then you won’t 
gain any sales or new clients! 



As amazing as it would be to say that you made the cover of a 
popular magazine, it’s more important to find media outlets that 
typically read by your target audience. Sure, more targeted, specific 
media outlets might have a smaller demographic, but that audience 
is probably more interested in what you have to offer. Thus, this will 
lead to higher sales for your business. 


Step One: Find Sources Relevant To Your Niche 


Step Two: 

Find A Specific Story 


Once you have researched 
media outlets that you believe 
would fit in with your niche or 
market, it’s time to look at 
specific articles. Search through 
their website for articles that you 
believe are similar to an article 
that could be written about your 
brand. You’ll want to look for 
these because you’ll want to see 
who has written those articles. If 
they’ve written articles on 
businesses that are similar to 
yours, they’ll most likely want to 
interview you.


Step Three: 

Gather Contact Information 


Once you find those articles, 
grab the names of the 
journalists who wrote them. 
The step is usually streamlined 
these days as articles will 
typically include the contact 
information of that journalist 
somewhere else on the 
webpage. Gather whatever 
contact information you can: 
social medias, phone 
numbers, emails, etc. 
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It’s now time to create your media list. 
Using all of the information you 
gathered in step three, compile that 
into a spreadsheet and input as much 
information as you can into that 
spreadsheet. Information that would 
be helpful to include in the 
spreadsheet are listed below

 Full nam
 Publication article was featured i
 Topic of article
 Contact information




Step Four: Create Your Media List 


The primary goal of a media pitch is to get a journalist or media 
outlet to take notice of your story. 



No matter how compelling your business, news, or story might 
be, if you don’t write a media pitch that grabs their attention, it 
will get buried with the hundreds of other PR pitches they receive 
every day. 



Knowing exactly what journalists are looking for is essential to 
crafting a stand-out media pitch and is the first step to cultivating 
media relationships that last.
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What is a Media Pitch?


Different Types of Media Pitches


A media pitch is a concise message sent to a journalist, usually via 
email, that essentially tells them about your story and why they 
should cover it. It will explain what it is, why it is interesting, and why 
now is the time to cover it. In essence, it is your elevator pitch 
written in a way that appeals to the media.



If you have ever found yourself with an amazing story that you know 
would make a great media article or TV report, but have no idea 
how to bring this to the press, this blog covers everything you need 
to know to craft the perfect media pitch, complete with real 
examples that earned multiple media successes.



The most common type of media pitch is a cold pitch, which means 
reaching out to a journalist or outlet where you have no prior 
relationship. It’s what journalists will see the most of, meaning they 
need to be truly top-notch to grab their attention. It will include a brief 
sentence about you or your company, what your story is, and why 
now is the right time to cover it.


Cold Pitches


24



A crucial part of any PR strategy is being on top of news and 
trending topics. Journalists’ editorial calendars will largely be 
dictated by what is current, and if you have a story that relates to 
something that is garnering a lot of news attention, that is your 
golden opportunity to land in their inbox with a relevant media pitch.


News/ Trend Pitches


If you are an expert in your field, an academic, or someone with 
valuable experience, you may wish to pitch an article written by you 
to be contributed as a guest post to a website or magazine. Most 
outlets will prefer you pitch an idea rather than a finished article, so 
they can provide a brief and word count, and work with you during 
the writing process. Just like any other pitch, it should concisely sum 
up the idea, why it is relevant, and why you are the person to write it.


Contributor/Guest Post Pitches


Good PR is all about keeping your contacts warm, which means 
sending courteous follow-ups to your pitches and keeping in touch 
with journalists you have worked with before. Your follow-up is a way 
to bump up your email in their inbox in case a journalist missed it, or 
remind them of the story in your pitch. 



Another type of follow-up email is reaching out to one of your 
journalistic contacts that you have a prior relationship with. The most 
successful pitches will be the ones where the reporter already knows 
your name. That’s why offering and maintaining partnerships with 
journalists is essential – whether this is via LinkedIn, social media, or 
even by grabbing a coffee together.



Follow Up Pitches
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Not only does a partnership help to maintain a relationship, but it 
shows that you understand their specialties and that you are also 
a good contact for them to have also. If you are looking to expand 
your journalistic network, LinkedIn is the perfect place to like, 
comment, and engage with their work. Spending the time doing 
your background research and networking with the right people 
will ensure you have greater long-term success.


One of the most powerful tools at your disposal is your email 
subject line. It will be the difference between a journalist giving 
your media pitch a read, or scrolling straight past it. The subject 
line should be clear, concise, spark intrigue, and use the hook of 
your story.



However there’s a fine line between a snappy subject line and 
click-bait, so be careful not to go for the latter or it might 
discourage a journalist from clicking to learn more. Subject lines 
that offer journalists something are also a great way to get your 
media pitch opened. This might mean starting your email with 
“Interview Opportunities”, “Case Study”, “Samples”, or “Exclusive”. 
Each of these things not only offers value to a journalist but a call 
to action.


How Can I Make My Media Pitch Stand Out?
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Journalists are very busy people, meaning you need to make your 
media pitch as quick and easy for them to read as possible. After 
they have read your subject line, the hook of your pitch should 
also be in the very first line of the email body – if you are 
expecting a journalist to find the story in a wall of text, you have 
already lost their interest. Be clear on why this story is valuable to 
them, and waste no time getting straight to that point.


You should be looking at around 200-300 words that cover: what it 
is you are pitching, what you are offering, some background 
information on you or your company, why now is the relevant time 
to cover it. You should remember that you are writing to real 
people and not just email addresses, so keep it light, friendly, and 
personable.


A journalist will be able to quickly spot a media pitch that has been 
blasted to thousands of contacts rather than one that has been 
written specifically for them. To personalize your media pitch, you 
should show an understanding of that outlet or journalist’s beat. 
This means researching previous pieces, understanding their 
style, and writing several variations of your story that puts the 
focus on what is most relevant to that outlet. 


How to Structure a Media Pitch


How to Personalize Your Media Pitch
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You can also show that you are a genuine reader of that journalist’s 
work, mentioning a recent piece you enjoyed and how it might relate 
to your media pitch topic. Pitching one by one will take longer, but it 
will add far more value and bring more frequent success.


While journalists will always be on the lookout for evergreen content, 
the more relevant, newsworthy topics will always take priority. Your 
media pitch should almost immediately attach your story to 
something current, whether that be a news hook, recent statistics, or 
even a new element to a story that a journalist has recently covered.


By showing a journalist why they should cover your story now, you 
are saving them precious research time that they simply do not have 
the time to do themselves. If you can also attach your pitch to a 
national day that has relevance to your stories, like Women’s Health 
Month or Memorial Day, that will show a journalist why your pitch is 
timely.


How to Make Your Media Pitch Relevant


Just because your media pitch topic might be relevant to a 
particular outlet, doesn’t mean that every reporter there will cover 
it. Before you pitch anywhere, allow some research time to 
familiarize yourself with different reporters and what their 
specialties are – often you can find team information on the 
outlet’s website, or you can search for people on Twitter and 
LinkedIn.


How to Pitch to the Right Person
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Every media pitch will look different, but below are some real pitches 
that each saw successes in national and regional outlets across print 
and TV. These should give you an idea of how to first approach a 
journalist, and how to get to the heart of your story right away.


Media Pitch Examples


Media Pitch Offering Samples

SUBJECT LINE: Samples/ Review Opportunities: New York 
Design Studio XXX



Hi (contact first name),

I hope you’re having a great start to your week.

Would you be interested in sampling and reviewing products 
from exciting up-and-coming design brand XXX?

XXX is a design-centric lifestyle brand and creative studio, 
creating products including wall art, cards, and even face 
masks.



New York-based artist and founder XXX has made it their 
mission to spread cheer, and add a pop of color to people’s 
lives, especially when we are all stuck at home more than ever. 
Prints are designer-inspired, street art style, super trend-centric, 
and very metropolitan.
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(PICTURES)

Each piece is designed by XXX but printed digitally meaning 
pieces are more affordable, without sacrificing quality. XXX is on 
top of trends and is always the first to put out a piece of work 
with the latest pop-culture favorites in mind. There really is 
something for everyone, from college students to dads, mums, 
and kids. 

Sample products we can offer include: 

Wall Designs

Cards 

Apparel

Phone cases 

Home office accessories

Face masks

Take a look on the site (link) and let me know any particular 
products you are interested in receiving for reviews, features, 
roundups, or to include in your holiday gift guide and we can 
organize samples asap. 

Kind regards,

Guest Post Media Pitch


Hi (contact first name),



I hope you’re keeping well.

I’m just getting in touch to see if you would be interested in a 
guest post with award-winning journalist, podcast host, and 
producer XXX about the key steps every business needs to 
consider before starting a podcast? 

Podcasting is very quickly becoming the most popular form of 
media in the US. In 2006, only 22% of the population in the US 
was even aware of the podcasting space. By 2020, this has 
skyrocketed to 75%, and there was an estimated 88M podcast 
listeners in 2019. With the pandemic making us crave original, 
creative content more than ever, if you haven’t already launched 
a podcast of your own, there’s no doubt that you are at least 
listening to one.
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Hi (first name)



I hope you’re doing well.

I have a great story with a local angle to share with you for 
Women’s Health Month this May.

XXX is an acclaimed local musician and award-winning 
songwriter based out of XXX, has teamed up with XXX charity, a 
one-of-a-kind nonprofit, supporting the innovators working on 
cancer beating solutions by fundraising through rising artists. 
XXX has had several female family members affected by cancer 
in the past so this cause hits close to home for her. She knew she 
needed to use her music and platform to help fight the war on 
cancer.

XXX was considered in five categories in the 58th Annual 
Grammys and has been named XXX’s Best Female Vocalist” 
multiple times, garnering several XXX awards.

(Quote from the artist about the importance of the mission)

I can connect you with (artist) and (founder of charity) for 
interviews. Let me know if you would like to set something up this 
month? I can also provide some b-roll, pictures, and more. Just 
let me know what you need!

Looking forward to hearing from you.

Many thanks,


XXX is the owner and founder of the XXX, a one-stop-shop 
podcasting studio that provides all podcast services under one 
roof, from audio production, album art, to distribution. XXX has 
worked with clients including (examples)

(Picture)

Crucial steps to consider before you decide to start a podcast 
include: 

(Bullet point examples)

If a guest post would be of interest, please get in touch and we 
can organize something.

Kind regards,

News Story Media Pitch (TV)


31



Congratulations! You have landed media placements and now have 
the opportunity to be interviewed on podcasts and TV.



Let’s ensure that you finish your media relations run strong with 
good interviews!


4 Section 4

Preparation and Resources

When you enter the world of PR, most people’s primary goal is to 
achieve media interviews. 



An integral part of most campaign strategies is offering yourself or 
your client up for interviews to talk about their business, area of 
expertise, or a topical news story. It’s flattering to be requested for a 
media interview, but the reality is that speaking in these contexts is a 
skill that needs to be practiced like anything else. 



Many major celebrities who take part in press tours as part of their 
contract will undergo some form of media training because it’s such 
a significant part of the marketing. If the talent comes off as 
uninterested and flat about their project, that’s going to hurt the 
marketing and success of the release.
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In the same way, when you deliver an interview, you are a 
representative of your brand or company. 



If you can be the friendly, personable, and engaging face of your 
business, not only will this help with your reputation in the media, but 
it will increase your chances of getting invited back. Below are key 
things everyone should know before their first media interview.



If you are the public face of your company, you should be prepared 
to do interviews in various formats. Not only will this help broaden 
the scope of your coverage across different mediums, but it will help 
establish you as a versatile and media-friendly brand.



For digital or print media interviews, 
most times a reporter will phone you up 
or conduct it on Zoom. Depending on 
the topic of the interview and how 
pressing the subject matter might be, 
reporters are usually aiming for a 
natural, engaging interview. 





These types of conversations could range between 15 minutes to an 
hour and are great opportunities to explore concepts and ideas in 
detail. Your hope is that reporters will pull the best quotes from your 
conversation and publish them in a feature or news piece. You 
should also be prepared to see your responses printed word for 
word in Q&A format, which is what many publications opt for. If the 
conversation topic is a more serious subject matter, you should also 
be aware that some questions may be mining for specific detail or 
aimed at creating a news hook.

Different Types of Media Interviews


Digital and print 
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Speaking for a TV interview is 
an art in itself, and can almost 
feel like a performance. Good 
presentation, delivery, and 
strong content are essential. 
Over the last year, many TV 
interviews have been conducted 
on Zoom, which can be live or 
pre-recorded. TV reporters will 
have a limited slot of time 
allocated, meaning the more 
concise and direct you can 
speak, the better you will come 
across. The visual and audio 
setup for these is paramount, 
which this article will go on to 
explain in detail.



TV



Podcasting is an interview 
format that requires the 
enthusiasm of TV and the depth 
of an online interview—but often 
with a more laid-back streak. 
Usually, you will be invited onto 
a podcast that has great 
relevance to your specialty, 
meaning a good host will format 
the show in a way that allows 
lively back and forth. It’s a 
perfect opportunity to show your 
personality and share anecdotes 
or personal experiences. If you 
are a people person, you’ll likely 
find that podcast interview 
etiquette will come easily to you.



Podcasts
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Technical Equipment For Media Interviews


This past year more than ever, we’ve seen just how important it is for 
people to have the right equipment for media interviews conducted at 
home. 



At the very minimum, you should have a basic webcam and built-in 
microphone. For better audio, a wired microphone like Apple 
headphones will create crisp, clear audio. 



However for a truly professional setup, a podcast microphone is a 
worthwhile investment. A Blue Yeti microphone is a reliable choice, 
and prices can start from $50. 



Along with this, you can buy wired headphones that plug into the mic 
so you can hear yourself and make sure the audio is good. 



If you are appearing on camera regularly for media interviews, a 
Logitech webcam is another investment worth considering.
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Lighting is the next most important step. A ring light is a cheap, 
reliable way to make sure you always have good lighting in your 
on-camera interviews. 



Alternatively, where possible, natural lighting will always look best. 
This means sitting in front of a window with the light facing you, rather 
than from behind which can cause dark shadows and silhouettes.



 The next step is to jump on Zoom with a friend and test the setup to 
make sure sound, picture, and lighting are all ready and working 
before doing the real thing.



Media interview best practices vary widely across different formats 
and industries. Sometimes the publicist will be able to pre-approve 
questions, or even provide desired talking points on behalf of the 
client. 



However in many cases both parties will agree to do an interview that 
is more conversational without pre-approved questions. If you are an 
expert on your topic, talking about it should hopefully come fairly easy 
to you, but every interview should come with some preparation. 



The best way to do this is to know what the angle of the interview will 
be, so you can rehearse talking points that offer real value. 



How to Prepare To Answer Media Questions
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You will also feel far more prepared if you mentally identify 3-5 talking 
points you would like to hit. It will keep your thinking and delivery 
structured, and will be your best shot of including the information you 
feel is important. 



When both the reporter and the interviewee are prepared, the content 
of the interview tends to be strong. In other words, it’s a two-way 
relationship with responsibility on both sides.



More often than not when we listen to ourselves speak, we wish we 
had said or done it differently. For on-camera media interviews, the 
best way to prepare is to record yourself doing a practice interview 
with your friend and watch it back. 



You’ll be amazed at how many phrases you might repeat, filler words 
that come up when you’re thinking, and even body language quirks. 
By spotting these early, you can avoid doing them during the real 
thing.



How to Practice For A Media Interview


The way you deliver your interview is also important. Your voice 
should convey your interest and passion for the topic, while coming 
across as natural and not pre-rehearsed. It’s a fine balance to strike 
and a skill that improves over time.
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If you are a high-science tech brand, the way you speak about the 
subject matter is going to vary hugely if you are speaking to an 
industry publication, versus a mainstream television audience. 



Just like a PR professional will tailor a media pitch to a specific outlet, 
your media interviews should take into account who the audience is 
and how to make the information accessible. 







You can also research the journalist and publication to understand if 
topics may be approached from a certain viewpoint. Political 
leanings vary hugely between different media outlets and can color 
the conversations in totally different ways. By overpreparing and 
doing your research, you’ll reduce the chances of delivering an 
interview that doesn’t suit the audience.



Think About The Audience


38



Media interviews are all about being adaptable and dynamic. For the 
more challenging interviews, you should be prepared for the worst 
and expect to be pushed on contentious topics. 



It’s a journalist’s job to challenge their interview subjects when 
appropriate, and nothing can hurt your brand image more than 
getting caught out or unprepared for a question that could have been 
anticipated. 



In the same way, if an 
interview starts to go off in a 
direction you didn’t expect, be 
aware of what you are saying 
and how this could be taken 
out of context in the wrong 
hands. Steer the interview 
back on course if possible and 
don’t lose your patience if a 
question appears to be 
undermining you. 





When possible, you will benefit hugely by asking for copy approval of 
the interview before it goes live. 



For many journalists, this will seem like an inconvenience, but from a 
PR perspective, it is one way to make sure there will be no surprises 
when interviews go live. Sometimes they will say no, but it is always 
worth asking.







Be Prepared For Anything


Stay In Control
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For TV and podcasts, you can record from your end too and review it 
for any quotes or soundbites that maybe don’t sound great after 
listening back. 



Again, not all journalists will be at liberty to remove things, but for 
industry publications where there is an established relationship, you 
may find you can have some involvement in the approval process 
(but this should only be utilized as a backup). 



If you are prepared, well rehearsed, and confident in your abilities, 
media interviews will eventually become second nature to you. 
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Hopefully you can take the information we provided in this eBook 
and find success in your own media relations strategies. 



If you are looking to establish you or your brand as a leader in the 
industry, consider hiring a PR professional to connect you with the 
appropriate media outlets.



At , our clients consistently get featured in the world’s top 
publications and platforms. This is not only a fact, but a part of our 
guarantee that we will bring you media success. By working with 
Otter PR you are placing your brand in the hands of media relations 
strategy professionals that care about your success.





OtterPR

You have a compelling story and perspective that needs to be 
shared. Maybe you are trying to become a thought leader, or you are 
a subject matter expert who is ready to get up and GROW. No 
matter the case, we will develop a custom social media and PR 
strategy for your success.



The Next Steps

Conclusion

https://otterpr.com/free-consult/


LinkedIn Youtube TikTokFacebook Instagram

https://www.linkedin.com/company/otterp
https://www.youtube.com/channel/UC7NzJRxE9PkhDuKBQ3jULew
https://www.tiktok.com/@otterpr?lang=en
https://www.facebook.com/otterpr
https://www.instagram.com/otterpr/

