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Newspapers, magazines, websites and blogs are under 
pressure to keep up with the 24/7 news cycle. To meet this 
demand, media outlets need help coming up with new 
ideas and more sources for stories. 

Intro

Newspapers, magazines, websites and blogs are under a 
ton of pressure to keep up with the 24/7 news cycle. This 
means that media outlets of all kinds need help coming up 
with more ideas for story topics and more sources to help 
tell those stories. 

What does this mean for you? 

Your company has the chance to land big 
media opportunities. By connecting with 

reporters in the right way and time, you 
can secure publicity that will strengthen 
your brand and result in new sales.

Because reporters, bloggers and 
journalists are asked to produce a steady 

stream of high-quality stories, posts 
and articles every day, it’s important to 

connect with them in a way that is helpful. 
Any business, large or small, can lay claim to 

a piece of the publicity pie by putting together well-
packaged pitches that take into consideration the unique 
pressures these writers work under. 

It’s no secret that the demand for content is rapidly 
growing. When you couple this trend with the popularity 
of social media channels and new resources connecting 
reporters to quality sources, landing publicity for your 
organization is more likely than it has ever been before.

This guide will help you secure publicity by teaching 
how to deliver the perfect pitch to reporters, bloggers and 
journalists. We’ll also talk about ways to extend the reach 
of the publicity you earn with a few tips and post-publicity 
best practices.
 

Connecting With Reporters

Think of reporters, bloggers and journalists as the 

gatekeepers to the world of publicity. Connecting with 

them is the first and most important step in getting 

exposure for your company in different media outlets. You 

have three basic ways of reaching out to and connecting 

with these gatekeepers:

        Cold Call
This is exactly what it sounds like. You find publications, 

reporters and bloggers covering topics related to your 

industry. Then, you reach out and pitch your story idea to 

them or offer to have one of your experts byline an article 

on an individual basis via email, telephone or social media.

        Publish Your News
Pay a fee to a press release service like PRWeb to distribute 

your news to various news sources and search engines. 

Once released, you wait to see if the distribution results in 

any interest from reporters who want to either write a story 

or get a quote from a source at your company.

        Respond to Source Requests
Vocus’ Help a Reporter Out (HARO) is a free resource that 

connects reporters with sources (you) who are qualified to 

talk about the topic the writer is covering. You sign up to 

receive daily emails that list all of the stories that reporters 

need sources for. When you’re a good match for a story, 

you respond to the reporter with your pitch. HARO is also 

integrated into the Vocus PR Suite through publicity alerts, 

where users get notifications based on selected keywords in 

advance of the daily emails to HARO subscribers. 

        Form Relationships With Reporters
Reporters are more likely to review and consider your pitch 

when they already know you. Form a relationship with them 

prior to making that first pitch. A great way to do this is by 

being a vocal fan of their work. Share their articles on social 

media, comment on a blog post, and email them positive 

feedback after reading one of their stories. Seek them out at 

industry events and strike up a conversation. Be an engaged 

follower on their personal social media accounts. 

I’m already receiving loads of leads and my request 

just went out today. THANK YOU! HARO is a 

journalist’s godsend!    - Mandy Oaklander, writer, 

BusinessWeek

Once you decide which method (or combination of 

methods) you want to use, start thinking about how you’ll 
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craft a winning pitch. Writers are on deadline and don’t 

have time to sift through a pile of unsolicited pitches that 

won’t meet their needs. Your pitch has to catch their eye 

when they’re faced with an inbox overflowing with public 

relations (PR) pitches.

Nine Tips for Crafting the 
Perfect Pitch

An awesome pitch is a great story idea. It cannot be overtly 

self-serving or promotional. Reporters are looking for 

someone who can help them create compelling stories. 

Succeed, and you will quickly become a trusted source. 

Use the following nine tips to craft the perfect pitch:

       Pitches should be short and to the point – remember 

that most people read emails on mobile devices with 

smaller screens. Avoid attachments, including news 

releases. Reporters rarely open them. 

43% That number

of all emails 
are now opened on

mobile devices.

jumps to

for Gmail users!
66%
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      Be conversational and approachable, not too formal. 

Prepare your pitch as if you were having a conversation 

with someone at a happy hour networking event. You 

want to come off as friendly and knowledgeable without 

sounding stuffy or boring. This also helps differentiate 

you from spam or people using a templated email to blast 

hundreds of reporters.  

    Address the need immediately. Take the approach 

of wanting to be helpful and avoid anything that could 

sound self-promotional. For instance, when using Vocus’ 

publicity alerts, reporters often have specific requests, so 

make sure to reply to all aspects of their request in your 

pitch and give a quick summary of how your company (or 

source) fits all their requirements. It’s important not to be 

too broad or off topic in your pitch as well.  
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     If possible, use numbers and statistics to help paint 

a picture. Figures and facts are a great way to support and 

validate the point you’re trying to articulate. They also 

stand out from text and catch a reader’s eye. 
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See the di�erence?
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our technology.
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      Format information in bullet points for easy reading. 

This allows a reporter to skim for facts and main points of 

interest. Once you’ve grabbed the reporter’s attention and 

the person is committed to covering your news, there will 

be time to provide additional details later. Think of your 

pitch as a movie trailer. You want to pique the reporter’s 

interest and leave them wanting more.

     With a resource like publicity alerts from Vocus and 

HARO you need to move fast and be one of the first to 

reply. Remember, reporters are on deadline, so it’s a first-

come, first-serve situation! 
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Quick Tip!
Have an iPhone? Set HARO emails to your 
VIP inbox to make sure you never miss an 
opportunity! Want to receive HARO alerts 
before everyone else? Vocus Marketing Suite 
users receive alerts based on areas of interest 
as soon as the reporter submits them, in 
advance of all HARO users receiving them in 
their daily emails. 

   Think like a reporter and answer the important  

questions: who, what, when, where and why. Reporters 

are busy and don’t always have the time to sit and think 

of an angle for a newsworthy item. Help craft a story by 

connecting the dots in your pitch. Talk about why your 

idea is newsworthy. 
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    You have to understand your target demographic 

in order to be relevant. In the case of a PR pitch, your 

audience is the reporter and her or his readers. Craft the 

message so that it matters to that particular writer and the 

topics they cover. Sending an off topic pitch is the quickest 

way to get on a reporter’s blocked sender list. They all have 

beats and specific interests. Research their work before 

crafting your pitch to make sure that it’s relevant to them. 

8

The owner of a florist shop may have news 
about a new home delivery service she’s 
using.

The pitch she sends to a writer at a B2B 
magazine focused on how to improve 
business processes will sound much di�erent

Home
Delivery

than the pitch she sends to a wedding 
blogger who features tips from successful 
vendors in the wedding industry.

MAGAZINE

        Create extra value. Provide the writer with additional 

resources such as images, videos, infographics, charts and 

statistics to help color the story. Media outlets are cutting 

support staff and photographers, which puts pressure on 

reporters to do more with fewer resources. Include high-

quality photographs, short videos and visual information 

as part of your pitch, and you’ll increase the chances of 

catching a reporter’s eye. 
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Quick Tip!

Never send attachments in your email. Instead, 
hyperlink to a gallery of images and videos.

We received a Vocus publicity alert email looking 

for sources for The Wall Street Journal (WSJ) 

Small Business section. The reporter was writing a 

feature on how small businesses were using mobile 

applications to help their businesses. 

Our agency is 100 percent focused on B2B tech 

companies, and we have a lot of clients that work in 

mobility. We identified one of our most disruptive 

clients, who provides mobile workflow applications 

to small businesses. We responded to the request 

quickly and pitched both the application platform 

and one of its users.

When the reporter got back to us, we set up the 

interview within two hours. Our client also put the 

WSJ reporter in touch with one of their customers, 

so the reporter was able to hear about the mobile 

landscape from both a vendor and customer 

perspective. The article ran in print and online to the 

delight of our client, who gained brand recognition 

and support for its capital raise that was in the 

final stages of closing.    – Leah Nurik, CEO Gabriel 

Marketing Group

Practice Really Does Make 
Perfect

Pitching a story is similar to A/B testing landing pages on 

a website. Testing different styles or formats when you 

pitch is the best way to optimize your PR outreach efforts. 

Keep track of the pitches you send and the responses they 

garner. Maintain a folder with copies of the pitches that 

worked well, and the ones that never received a response. 

Hone in on the language and approach that works best. 

Jane is a journalist at California Cloud Times and Dan 
works in PR for CloudSurfer. His first pitch isn’t great. 
His second one is much improved.

Dear Jane,

CloudSurfer recently started a mentoring program 

for kids that I think you might be interested in. It 

helps middle school students get an idea of what it’s 

like to work in IT. As you probably know, CloudSurfer 

is one of the fastest growing companies in LA right 

now. 

Did you know that CloudSurfer was just named one 

of IT Today’s Top 10 Cloud Service Providers? And 

they just released a new version of the product, so 

their name is everywhere right now! Let me know 

if you want to do a story on them and I can put you 

through to the CEO for an interview. I’ve attached a 

“
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picture of the CEO and his bio to this email to make 

it easy for you.

Thanks,

Dan

Perfect PR Group

Los Angeles, CA

Hi Jane, 

How are you? I saw your recent coverage of the 

Cloud Backup panel discussion at IT Expo in Los 

Angeles and thought you might be interested in 

taking a look at CloudSurfer, a Los Angeles-based 

cloud backup and recovery software provider. 

This morning, CloudSurfer announced the formation 

of ‘Head in the Clouds’ – a new mentoring program 

to help spark the imagination of middle school kids 

from the LA Unified School District. The program 

will pair up 45 kids with engineers from CloudSurfer 

(www.CompanyWebsite.com) on “shadow days” so 

that they can see what it’s like to have a job in IT.

The announcement comes on the heels of several 

rapid-fire news events that underscore the success 

and growing momentum of one of LA’s hottest and 

fastest growing companies. A sampling of these 

events include: 

 O Recent appointment of Marty Hotshot as the 

company’s first chief marketing officer.

 O Being named one of IT Today’s Top 10 Cloud 

Service Providers (www.LinkToStory.com). 

 O Recent release of CloudSurfer’s next-gen cloud 

backup and recovery management platform.

 O Scoring a 3-star ranking in XYZ’s ‘Who’s Who of 

IT’ Guide.  

You can find out more about the program on the 

‘Head in the Clouds’ site (www.ProgramWebsite.

com) or, if you like, I can put you in touch with the 

program director, Patty Friendly, or CloudSurfer’s 

CEO Brian Bossman. Let me know if I can set up a 

time for you to chat with them.

The full release can be seen below.

Thanks,

Dan for CloudSurfer

(555) 555-5555

@myTwitter

Three Ways to Extend the 
Power of Publicity

You’ve written the perfect pitch and a reporter covered 

your business – awesome! Don’t stop there. Extend the 

power and reach of the publicity you earn by following a 

few post-publicity best practices. 

       Share it everywhere. Sync your PR efforts with your 

social media channels to drive prospects to your site and 

increase brand awareness. Did you secure a story, interview 

or press mention? Share it on your blog, Facebook, Twitter, 

LinkedIn and Google+. If it makes sense, share it on 

Pinterest and Instagram, too. The inherent nature of social 

makes it easy to multiply the effects of great publicity. Make 

sure to @message the reporter’s handle or username when 

sharing on social. A recent survey found that sharing their 

work was the number one reason journalists are using 

social media. Do you use a content syndication network 

like Outbrain or Taboola? Amplify the number of people 

that see your press mention by sending traffic there 

through a syndication network.  

         Use hashtags. Press releases introduce new and buzz-

worthy stories to reporters, influencers and customers, 

but you might not have enough room in the release to 

provide every detail of the story. Make it easy for readers 

to ask you questions by promoting a hashtag within your 

press release, and then engage with the people who use 

the hashtag on Twitter. In addition to educating your target 

audience, you’ll increase brand visibility.

      Repurpose for further reach. Spread your message 

further by turning radio interviews, news clips and press 

releases into blog posts, email newsletters or e-books. A 
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radio interview can become a quick highlight feature in 

your next email newsletter. Talking points in a press release 

can be developed into advice or in-depth tips for use in 

an e-book. High-quality, interesting photographs taken 

from news coverage on your company can be shared on 

Instagram or Pinterest. 

Conclusion

Coming up with a compelling pitch isn’t easy. Reporters, 

bloggers and journalists are inundated with story ideas 

coming in from people just like you. 

However, media outlets are looking for stories to feed 

the seemingly insatiable demand for new content. That 

demand creates a more level playing field for the people 

trying to secure media coverage. Large corporations aren’t 

the only companies that can grab the spotlight and get in 

the headlines anymore. Today, any business – regardless of 

size – can reach reporters and have its voice heard. 

8 Tips for Writing the Perfect Pitch

Get to the point.

Be conversational.

Address the need.

Provide numbers.

Use bullet points.

Move fast.

Think like a reporter.

Create extra value.

The power of publicity can be yours when you take the 

time to:

 O Complete the prep work associated with writing, 

editing and styling your pitch.

 O Research which angles and stories make the most 

sense for the publication and writer before you send 

along story ideas.

 O Figure out which strategies work best when 

connecting with journalists.

About Vocus

Vocus provides leading cloud-based public relations and 

marketing software that enables companies to acquire 

and retain customers. The company offers products and 

services to help clients attract and engage prospects, 

nurture and convert customers, and measure and improve 

marketing effectiveness. More than 16,000 annual 

subscription customers across a wide variety of industries 

use Vocus software. The company is headquartered in 

Beltsville, MD with offices in North America, Europe and 

Asia. For more information, visit www.vocus.com or call 

(800) 345-5572.

Connect with us:
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