
PR 101 
Capturing the Attention of Media & Influencers



WHAT IS PR?



Harnessing the power of earned media. 

Earning the attention of journalists and social media 
influencers for your brand, product or service to build a 

positive reputation and image.  



WHY IS IT SO POWERFUL? 

Someone walks into a bar…. 

They tell you: “I’m really 
good in bed.”

Your friend tells you: “I’ve 
heard they’re really good 

in bed.”



WHY IS SO POWERFUL?

▪ Third party endorsement of trusted, credible media and social 
media outlets 

▪ Low cost (sometimes free) 
▪ Smaller companies can punch above their weight 
▪ Can deliver exposure, awareness and word of mouth 



MEDIA 
MEDIA



GETTING STARTED 



NAILING YOUR BRAND STORY 

Think about what makes you special…. 

▪ What do you offer that other brands don’t? 
▪ What’s most interesting about your products or service?
▪ Do you have an interesting backstory? What prompted you to set 

up your company? 
▪ What’s really going to resonate with your target customers?

Try and sum this up succinctly and compellingly



NAILING YOUR BRAND STORY 
Case study: Etta Loves 

“Etta Loves is a sensory muslin 
brand developed by mum and 
entrepreneur, Jen Fuller. Etta 
Loves muslins are not only 
practical, super-soft, absorbent 
100% cotton, but they have been 
designed with input from an early 
years visual expert, to ensure that 
they stimulate babies' visual and 
cognitive development.”



MEDIA MAPPING  

▪ Think about what media your target customer consumes –
newspapers and weekend supplements (local and national - print 
and online, online publications, magazines, radio and TV shows, 
podcasts, trade titles etc) 

▪ Check out iSubscribe.co.uk. Go to a newsagent, look for free local 
publications in libraries etc, search podcast apps

▪ Get hold of copies / listen / watch and review to identify relevant 
opportunities for your brand:  
▪ Do they include similar brands to you? 
▪ Are they one-off features or regular slots?
▪ Are there opps for expert opinion or comment? 

https://www.isubscribe.co.uk/


MEDIA MAPPING 



MEDIA MAPPING 

▪ Track down who writes / 
edits / produces the media 
opportunities you’ve 
identified  

▪ Note down their contact 
details, work out their email 
address and phone 
numbers (a bit of Googling 
usually does the trick) 

▪ Start to follow them on 
Twitter / Instagram 

▪ Follow #prrequest, 
#journorequest and 
#bloggerrequest on Twitter 



MEDIA ASSETS 

Press release structure 
▪ Attention-grabbing headline 
▪ Key info in the sub-heading
▪ Who, what, where, when, how in the 

first 1 – 2 paragraphs 
▪ Two or three paragraphs outlining 

your story 
▪ Supporting quote(s) – you / third 

party 
▪ Contact details for further 

information
▪ Notes to editors – company 

overview 



MEDIA ASSETS

Press release - golden rules
▪ Clear and concise 
▪ No jargon 
▪ Write in the third person
▪ Avoid clichés and excessive use of adjectives
▪ Check for typos / grammar



MEDIA ASSETS 

Photography   
▪ Product 
▪ Lifestyle
▪ Spokesperson 



TARGETING 
JOURNALISTS 



WHAT DO JOURNALISTS WANT? 

Great content for their readers / listeners / viewers 
▪ Genuine news 
▪ Topicality 
▪ Relevance 
▪ Fresh insights 
▪ A different angle on a bigger story 
▪ Quirky, original, funny  



HOOKS 
‘Hard’ news 

▪ New product or service (especially 
firsts)

▪ Company developments 

▪ Award wins 

‘Soft’ news (news creation)

• Calendar events 

• Anniversaries 

• Cultural / major events 

• National / international awareness days

• Collaborations (brand, ambassador, 
charity)

• Trends  

• Expert opinion & comment

• Masterclasses 

• Reactive 



HOOKS 

Calendar events



HOOKS 

News event Expert opinion / reactive



HOOKS

National / international 
awareness days



HOOKS 

MasterclassCollaboration



PITCHING TO JOURNALISTS 

▪ Do your research beforehand – search for their latest articles 
online

▪ Think about when to contact them – avoid times near deadlines 
▪ Draft an email pitch: 

• Press release headline in the subject line 

• Get their names right

• Concise overview – flag why it’s relevant to them 

• Cut and paste press release into the body of the email along with low-res 
images



PITCHING TO JOURNALISTS 

▪ Pitch on the phone, then follow-up with an email 
▪ If you can’t get them on the phone, send an email 
▪ If you do get them on the phone, don’t say “did you get my 

email?”
▪ Think about creating a bit of ‘desk drama’ – journalists are often 

influencers too 
▪ If they cover your story, send them a note to say thanks and invite 

them for a coffee 
▪ Aim to build relationships 



INFLUENCERS 



SOME CONTEXT 

74%
Of shoppers make buying 
decisions based on what 
they see on social media.

Social Media Week 2018

89%
Of marketers believe 

influencer marketing can 
positively impact how 

people feel about a brand.
eMarketer 2018



GETTING STARTED 



FINDING INFLUENCERS 

▪ Research blog awards e.g. UK Blog Awards, Vuelio

https://blogawardsuk.co.uk/
https://www.vuelio.com/uk/blog-awards/


FINDING INFLUENCERS 
▪ Influencers are often interconnected. Start with one relevant 

influencer in your sector / locality and look at who they follow / 
who they tag in posts / which comments they interact with / who 
they suggest for Follow Fridays 



WHO TO APPROACH

▪ Review an influencer’s content-
Instagram (grid, stories, story 
highlights), blog, Twitter etc : 
▪ Is it engaging? 
▪ Is your brand relevant to them?
▪ Have they covered similar brands? 
▪ How do they cover brands?
▪ What are their particular 

interests? 



WHO TO APPROACH 

▪ Calculate their engagement rate 
(using a free tool like Triberr)
▪ Less than 1% = low engagement rate
▪ Between 1% and 3.5% = average/good 

engagement rate
▪ Between 3.5% and 6% = high 

engagement rate
▪ Above 6% = very high engagement 

rate

▪ Search for free tools to check for 
fake followers (also check their 
comments) 

https://triberr.com/instagram-engagement-calculator
https://influencermarketinghub.com/instagram-fake-follower-bot-checker-free/


APPROACHING INFLUENCERS 

▪ Track down their contact details – often on their blog or DM them: 



APPROACHING INFLUENCERS 

▪ More informal and chatty than a journalist pitch
▪ Don’t send press releases 
▪ Explain why you think your brand is relevant, why you’d love to 

work with them/for them to feature your brand 
▪ If you’re sending a product, include a handwritten note 



WORKING WITH 
INFLUENCERS 



GIFTING

Value exchange: 
likely to get a 

mention and a link 
to your Instagram 

handle



PERSONALISE

Value exchange: 
likely to get a 

mention and a link 
to your Instagram 

handle



CONTENT OPPORTUNITIES 
▪ Is there an experience you can offer that would make great 

content? Interior design consultation, cooking lesson, crafting 
masterclass? 

More bargaining 
power – agree 

number of posts / 
Stories upfront



SPONSORED POSTS

Influencer will advise 
cost per sponsored 

post / paid 
partnership. Cost 

depends on the size 
of the influencer’s 

following. 



COLLABORATIONS

More formal arrangement –
requires a more formal 

agreement including specific 
deliverables from the influencer



ASA RULES 
"If celebrities or influencers are posting about a product on social media, 
they must make it clear if they've been paid to promote it, or have been 
gifted, loaned a product or thanked in some other way by a brand.”

#Ad- Gifted Paid partnership / #AD

https://www.asa.org.uk/news/new-guidance-launched-for-social-influencers.html


A FEW POINTERS

▪ Turn on notifications so you can monitor your target influencer’s 
posts 

▪ Aim to build long-term relationships
▪ Build your social following so you can include in the value 

exchange 
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