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Develop a media relations strategy 
fo r p ro a c tive  a nd  re a c tive  c o ve ra g e

Find  the  rig ht o utle t fo r yo ur s to ry 
a nd  c re a te  a  c o mp e lling  p itc h

Ap p ly p e rs ua s ive  writing  p rinc ip le s

By the end of this 
session, you'll be 
able to:





01
Builds awareness 
+ credibility

02
Creates 
understanding of an 
issue or position 

03
Develops a public 
image

04
Publicize a 
product, service, 
program or
personal brand

Why Earned Media Mat t ers



Media Relations Strategy
Strategic

Intent

Objective
What is the overarching purpose?

Measurements
What does success look like?

CoreElements Audience
Who are you trying to reach?

Messaging
What do you want them to 

know, think or do?

Tactics
How Will you Reach them?

Execution Timing
When will each tactic launch?

Media
Who will tell your story?

Spokespeople
Who speaks for the 

organization?



Proactive vs Reactive

Proactive pitching is taking initiative

Examples of proactive outreach include:
• Sharing a company announcement 
• Positioning executives or subject matter experts for 

interviews or thought leadership pieces.
• Offering exclusive content or data insights to a targeted 

journalist for a potential feature.

Reactive pitching is responding to news 
stories that are already happening

Examples of reactive pitching include:
• News cycle pitching
• Incoming requests
• Crisis communication



Finding the Right Media Outlets

Emerging



Understanding reporters

Motives are simple: 
produce a good story, 

meet their deadlines, get 
editor approval, and go 

home

Choose this profession to 
serve a free and 

democratic society and 
expose wrongdoings

Driven by news, 
controversy, and useful 

information

Compete with other 
outlets and their 

colleagues

Often multi -task: write, 
blog, post on social, 

produce video, create 
slide shows, build their 

brand

Spend a lot of time 
gathering/processing 

info. Want go -to source 
that gives them good info 

quickly

Need PR people – even if 
they deny it



Stories that are newsworthy have:

Prominence Timeliness

Impact  Unusual

Proximity Conflict



Effective strategies for successful outreach

• Craft clear and concise messages
• Respond promptly to inquiries
• Monitor media coverage regularly

Anatomy of a 
Strong Pitch



What reporters want for a story
News pegs and major 

announcements
Differentiators. First? 

Biggest? Best?
Why should readers 

care?

Three Cs: Compelling 
characters, 

context/relevance, 
conflict

Exclusive content Behind the scenes 
access Balance and truth

Subject matter 
experts and good 

quotes

Innovation Trends Aha moment
Stories that get them 
on the front page or 

evening news



Building a Strategy from Scratch

Goals

Outlined goals & 
tactics that latter 
up to org and 
CCO’s goals

Buy -In

Seek CCO input 
and leadership 
buy -in

Situational 
Analysis

Gathered a list 
of available  
tools, media 
profiles and in -
house expertise

Partnership

Established key 
partnerships and 
trust  with SMEs 

Deeper 
Dive

Identified gaps 
and areas of 
opportunities

Evaluate 
and Expand

Case Study #1

Analyze results 
and build on 
foundation with 
multi -year plan



Media & Public Affairs Strategy
Strategy Tactics

Prioritize and establish thought leadership 
as a regular effort

• Expand bench of experts 
• Host a media training 
• Bring the SME voice to life in specific settings

Implement Integrated Communications 
Campaigns 

• Align public affairs and media in cross -departmental campaigns
• Leverage common key activation moments for integrated campaigns
• Host quarterly meetings with media -related constituencies 

Demonstrate AAAS programmatic value 
through a proactive news engine to shape 
public debates

• Evolve how we leverage the Media Landscape Newsletter
• Align strategy with the AAAS.org newsroom's new vision
• Build relationship with key press, including emerging outlets, and strengthen core list 
• Leverage social media presence to help inspire story ideas and reinforce AAAS’ reputation, leadership and 

unique POVs in the digital space 

Demonstrate influence and embrace 
AAAS as a convener

• Leverage Annual Meeting Newsroom
• Host non -transactional deskside media briefings 
• Partner with organizations on newsworthy moments

Contain and diffuse reputational -related 
issues • Refine issues preparedness playbook 



Results & Ongoing Evaluation



Research & Development Fundin
Case Study #2



Objective
Cre a te  b ro a d e r, g lo b a l a wa re ne s s  
fo r S miths o nia n Tro p ic a l Re s e a rc h 
Ins t itute  with the  e nd  g o a l o f 
e d uc a t ing  p o lic yma ke rs  a nd  
a t t ra c t ing  d o no rs .

Case Study #3



From Pitch to 
Thought  
Leadership

Op-eds still matter, but they're not the only way to build 
thought leadership



Anatomy of a strong op -ed

Compelling Lead Clear Purpose

Strong Point of View Evidence + Examples

Strong Conclusion Editorial Fit

Avoids Self -promotion Author Credibility





Consider other places where it can live:

• LinkedIn
• Company Blog
• Newsletters
• SubStack

But what if your 
op- ed doesn't get 
placed?



Both a strong pitch and op -e d  c a n b e  
a  p a rt o f yo ur me d ia  re la tio ns  
s tra te g y

Ne ve r lo s e  s ig ht o f yo ur o b je c tive  a nd  
a ud ie nc e

Pulling it all 
together
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