








Learn From Your Experiences.

Your first encounter or two may not deliver the homerun you hoped for or anticipated.
Don’t be dismayed. Instead, learn from your experience and try to determine what didn’t
work. Usually editors are pretty direct and will tell it like it is. Never put them on the
defensive or pointedly ask, “Why didn’t you run my release?” In the meantime, continue
to regularly review the media vehicles with whom you’d like to develop relationships so
you can see the type of stories that seem to catch their interest.

Follow the writers whom you believe are best suited to your potential area of coverage
and read their stories regularly. This is the ultimate compliment to a reporter. If a
particular article or interview gets your attention, send them a note commenting on the
piece. While some are not able to accept a “free lunch,” you might want to meet over a
soda just to open dialog and get acquainted. Some are more open to doing this than
others. One thing is for sure: the more attuned you are to their readership or viewing
audience, and the better you can fine tune your pitch to reach that target market, the
greater your chances are for getting the story ... eventually!

Post Coverage Contact.

When you’ve successfully landed a story or an interview, make contact following the
coverage. This shouldn’t be expressed in gratuitous platitudes, but a simple
acknowledgment and appreciation of the coverage and perhaps a comment or two about
the creative angle, the thoroughness or accuracy of the story. A handwritten note is highly
recommended as this breaks through the clutter of e-mail and adds a personal touch.
Include your business card and conclude your note with the offer to serve as a future
resource (should the need arise) where your expertise could be of assistance on a related

story.

10. Share the Success!

If possible and if the media allows, post the article or interview on your website. Nothing
delivers more power and credibility than positive editorial coverage about your business.
When the press says it, it has more impact than anything you can ever say about your
product or service. If the story is particularly good, check to see if you may have
permission to make reprints, and make those available to your sales team and in your
prospect literature packets.

Wanda Kenton Smith is president of Kenton Smith Advertising & Public Relations,
Orlando, FL. Kenton Smith is a specialist in the marine industry, having served in top
corporate marketing positions and representing leading marine clients on the global,
national and regional level for more than 25 years. A degreed journalist, national
marketing columnist, magazine and newspaper editor and award-winning broadcast
producer and scriptwriter, Kenton Smith has worked both sides of the news desk and
provides helpful insight into developing positive media relations. For more information,
visit www.kentonsmithadv.com or email wanda@kentonsmithadv.com.






