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Publicity Tools: The Don’t List
As you’re formulating your media plan, below are a few points to keep in mind.  Timing, newsiness, and a succinct explanation of what you’re doing are all important.

Don’t bug reporters on a deadline.  Contact them at the right time of day.  Print reporters should be contacted between 10:00 a.m. and 2:00 p.m., TV reporters between 10:00 a.m. and 3:00 p.m., and Radio between 7:30 a.m. and 8:30 a.m. and after 10:00 a.m.
Don’t pitch too hard or too persistently.  Perfect your style.

Don’t forget who you are talking to.  Make sure you know the composition of the outlet’s target audience.  Tailor your pitch to be of interest to who’s reading, watching or listening.

Don’t send outdated or non-newsworthy items.  Too many of these and they won’t pay attention to your outreach, no matter how compelling the story.

Don’t use clichéd, artificial sounding, or puffed language.  Make pitches clear and concise.  Don’t include more than three to five talking points.  Make sure that you know the approved method of pitching for each individual outlet.  It could be phone, fax, email, or snail mail.

Don’t pitch without a good story character.  Provide meaningful content.

Don’t miss the opportunity of using the subject line in a focused, creative and informative manner.  Fine tune your e-mail.

Don’t forget to follow up.  Contact your initial pitch or point of contact with an email to develop relationships with local reporters.

Don’t forget the photo op.  Visuals are critical to a good story.

Adapted from USA Today’s Make a Difference Day materials.

