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The Basics to Get Started

As the founder of a startup, you have a lot on your plate. From product development,
servicing clients, marketing, HR and more, there is a lot to do. So how do you find the time
and resources to run an effective PR campaign?
Well, it’s not as hard as you might think. Here are 5 sure-fire ways to get the media talking
about your new business.

1. Craft Meaningful Positioning Statements
Before telling the world who you are, be sure that you know who you are. Without step 1,
any pitch to the press will be misguided. The question that I always ask myself is: Who will
care? Once you have your audience in mind it’s a lot easier to dive into deeper questions
like: What effect will my product/service have on the consumer?
Just like in English class, remember to answer the Who, What, When, Where, Why & How.
After crafting a positioning statement, you’ll want to create a press kit (see the example on
TogetherClinic.com for how this might look) to share with journalists once they pick up
your story. This should include your logos, founders bios and photos, media advisory,
important dates in the company’s history (date founded, product launched, updates made,
etc.) and any other pertinent information. Bundle this up and you can be sure that any
journalist worth their salt with get your basic information right in an article.

2. Identify the Right Journalists to Target
There is a fair amount of disagreement between experts on step 2. Some go with a very
obvious “any press can be good press” approach, while others take a very cautious
approach with identifying the right journalists to tell your story to the public.
My advice here would be to know your local press and the national press that you aspire to
get. The gut check will always be your comfort level with a journalist. Review their work
beforehand to get an idea of the types of questions they ask and how they skew the story.
A key takeaway here is to make a database with the journalists that you contact and keep it
updated so that you that you can reference it later.
Hint: You may want to create lists in Twitter that would help you track and activity of
specific journalists, and identify the right angle to use in your PR approach.

3. Connect With Reporters
This is a very important step that can be handled one of two ways: the cautious, friendly
way, or, the direct way.
The cautious, friendly approach makes you a trusted source for news (see step 5). This can
be done by becoming friends with reporters, helping get information for other unrelated
pieces or being a part of your startup community. You can also use sites like HARO (Help a
reporter out) to get in with the right journalists.
The direct approach involves you knocking down doors and speaking to whoever you’d like
to listen. This approach can be very successful, especially when a journalist is looking to
take a fresh angle on a story.
Your preferred route depends what your PR strategy is, and largely what type of person
you are.

4. The Follow-Up
Didn’t get that story written the first time? Don’t panic. News cycles may allow for your
story to be told in coming weeks. The key is staying on the radar of your preferred
journalist(s) by following up with new successes, key updates and more.
Even if you were successful in your first round of stories, journalists are usually willing to
write a follow-up story based on a previously written article.
In either case, persistence is key.

5. Becoming the Go-To Resource for News Outlets
Once you get to know a key group of journalists, and can claim subject matter expertise,
you may become a go-to source for new stories (usually industry-related). This provides
you a platform to share your experiences, become a star in the community, and market
your business in an indirect way.
Think Zoe Barnes in House of Cards here.
On the outside, PR may seem scary to new entrepreneurs, but with the right strategy,
connections with journalists and materials to tell your story, you’ll be able to master this
process effectively.
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Time-Saving Resources

Help A Reporter Out is an online resource for news people (traditional
and new media) to find sources for their stories quickly. By subscribing
to their website and receiving the emails for people looking for
information in your area of expertise. AKA free publicity for your
business.

You need to communicate on a professional level if you want to be
taken seriously. That’s where Ginger comes into play. It’s a free software
system that you can download onto your computer and it will check
both your grammar and spelling. With Ginger, you can avoid
embarrassing mistakes and look like an educated professional

Yesware is another great Gmail app that lets you track the emails you
send. Find out when (or if) it was opened, where it was opened, and on
what kind of device.
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Steps to Take Today

5 Action Steps to Take Today
1. Create your meaningful positioning statement
Try Market Positioning Statement generator from Cornell University.

2. Put together your Press Kit


Your logos



Founder’s bio & photos



Media advisory



Important dates in the company’s history
o

Date founded

o

Products launched

o

Updates

3. Make a list of journalists you want to target
Make a Google Spreadsheet of with each journalists info including:


Name



Best contact email & number



Notes on their writing styles & interests (for example, covers local events and
business)



What social media platforms they use

4. Make a priority list
You’ll never connect with every reporter on your list – plus that can be overwhelming. So
start with making a list of the top five reporters you want to connect with. Start following
them on social media, read their stories and then make a connection.
You’ll never know if it’s possible unless you try!
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