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We exist to train, educate, and support entrepreneurs of both new
(pre-venture) and established small businesses. Positioned within
the nationwide network of SBDCs, we offer resources, key
connections at the state and national level, workshops, and online
and in-person support that equips us to help Ocean State
entrepreneurs reach the next level of growth.
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The Power of Media
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Measurable Outcomes from Media Placements

Link Juice
Traffic

Referral Traffic
As seen on
Social Media

Syndication
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Domain Authority

Enter any domain, and we'll show you top competitive SEO metrics like
Domain Authority, top pages, ranking keywords, and more.

Domain Authority Linking Root Domains Ranking Keywords Spam Score

95 768k 31.3m 1%
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https://moz.com/learn/seo/domain-authority
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Get Media Ready

Where to Start
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Media Kit

e Your founder’s story

e Your biography

® A high-quality photo of yourself (or the teammate to be featured)
® Photos of your products or services

e An up-to-date press release
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https://mailchimp.com/about/
https://mailchimp.com/resources/writing-press-releases/
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Building Your Media List
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Who Goes on Your List

Journalist

Newsletters- industry or location
Local News Contacts
Influencers

Podcasters

Magazines
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—
What to Include

Regardless of your industry, your media lists should at least include:

The contact’s first and last name

Their business or professional role

The name of their publication or news outlet
A link to their website or social media profiles
Their beat or specialty and niche

Their contact information

And notes on their past works, professional history, or other relevant details
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Example

Miami MediaList + m & (= m
File Edit View Insert Format Data Tools Add-ons Help Lastedit was 3 minutes ago
~ o~ @ P 00% - £ % 0 00123 Defwh(ai. ~ W0 -+ B F & A & @ =« T-PPl-%- co Q@ 7V - - ~
A B C (v} E F G H I J
| Outlet Name Role Email City Twitter Linkedin Phone Notes Conversation Starter
Bloomberg Markets Michael Smith Reporter / Senior <hidden>@bloomberg.net Miami https:/twitter.c  https.//www.linke <hidden>
Writer om/smithmark din.com/in/micha
Jezebel Stassa Features Editor <hidden>@jezebel.com Miami https://twitter.c https://www.linke <hidden>
Edwards om/adamheima din.com/pub/stas
,  Marijuana Stocks Adam General Manager  <hidden>@marijuar ks. Miami https:/twitter.c  https:/www.linke <hidden>
Heimann com om/adamheima din.com/in/adam-
Glamour Marck Gutt Travel Writer <hidden>@hotmail.com Miami https://twitter.c http://mx.linkedin. <hidden>
Latinoamerica om/gbmarck  com/pub/marck-g
. MotorSport.com Joe Jennings Contributing Writer <hidden>@motorsportnetwo Miami <hidden>
rk.com
The Miami Herald Theo Contributing Writer  <hidden>@springyleaks.com Miami http://www.twit http://www.linkedi <hidden>
Karantsalis ter.com/springy n.com/in/karants
. Newser Luke Roney Staff Writer <hidden>@newser.com Miami http://www.linkedi <hidden>
s n.com/pub/luke-r
, Glamour Valeria Pérez  Editorial Director <hidden>@condenast.com.m Miami https://twitter.c https://mx.linkedi <hidden>
Latinoamerica Fraga X om/valperezfra n.com/in/valeria-p
. Family Magazine Janet Jupiter Publisher <hidden>@bellsouth.net Miami https://www.linke <hidden>
' din.com/in/janet-
USA Today Alan Gomez  National <hidden>@usatoday.com Miami http://twitter.co  https.//www.linke <hidden>
n Correspondant & m/alangomez  din.com/in/alan-g
Reporter omez-21b1299
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https://prowly.com/magazine/media-list-building/
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Pay to Play

Buying contacts vs paid HARO and QWOTED
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Target Audience
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Prioritizing Your List

Q Pro Tip: Creating a new media list isn't just about gathering email addresses.

|I| First, you must determine which outlets are relevant and identify your top media (Tier 1) to prioritize personalized

pitches.

Define what "top" means for your goals: Is it because the CEO wants to be featured in Forbes or reads Business
Insider daily, or because it will significantly impact brand awareness among potential clients?
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Who, What, Where & How (and beyond)

You must have a clear idea of the audience you'd like to reach. To identify your target audience, ask:

e Who am | trying to reach? Consider age, gender or profession.

e What are they interested in?

e How do they prefer to consume information?

e Where are they hanging out on the internet?

e Which media outlets are most popular, trusted and relevant amongst my audience?
e Which relevant media outlets are most accessible to PR outreach like mine?

e Which journalists at those outlets focus on the topics I'm pitching?

]
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—
Media Format

e Behavioral: Categorize media contacts based on their previous interactions, stories you’ve
pitched to them, preferred communication methods, past collaborations, and engagement with
your content, including any they might have declined.

e Geography: Main geography of a media outlet audience.

e Media format preferences: video content, social media images, infographics, or in-depth
articles. You can also analyze their primary distribution channels.

e Expert type: Differentiate between traditional journalists, industry experts, and modern digital
influencers or content creators.

e Cultural: Segment contacts based on cultural differences and language preferences

EEEEEEEEES——————..
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Niche Down

Specific > General

For example, you wouldn’t reach out to all general cosmetic reporters for a story about your organic
makeup. Instead, reach out to the specific blogs or trade publications that cover organic makeup or
journalists who have the keyword “organic makeup” or “natural makeup” in their bios or content.



Finding Contacts
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Media Database

Q New search Audience insights New

Traffic insights = New -

People Media outlets Keyword search Age )
Domain reach o
Keywords in text 1 150M+ (e.g. CNN, BBC News
@ Selectall
100-150M (e.g. Forbes)
18-24 5541

smartwatch X 50-100M (e.g. Newsweek, NPR)
25-34 13,428

20-50M (e.g. Daily Express, Politico)

Type a keyword and press Enter. Use a co 35-44 905
45-54 4,853 <20M (local outlets)
Related keywords o . ?‘?m?if‘ ,\.l,is.“.si A =
4. fitness tracker %, wearable lechnology_ lm:m.'ne P ) 500M+ (e.9. CNN, B \
41 health monitoring <, activity tracker X 200-500M (e.9. Forbes)
<. smartphone connectivity )| < gps tracking o e i 100-200M (e.g. Newsweek, NPR)
41 heart rate monitor )[ %! step counter Edu(?atiofwllfzw.e! 50-100M (e.g. Daily Express, Politico)
%, smart notifications ) +. sleep tracking

Household size <50M (local outlets)
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Image source: Prowly
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https://prowly.com/magazine/media-list-building/
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Manual

“[keyword] editor” or “[keyword] journalist”

(]



—
Reverse Engineer

Identify where your competitors are

SEO Audit (Ubersuggest and Ahrefs are free)
Google news/alerts

Find reporters

Better or new info
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news.google.com/search?q=vacation%20sunscreen&hl=en-US&gl=US&ceid=US%3Aen = Y b S I - Y .

Y Linkedin [ Tranings [ Facebook Partner [ Clients [ BPS W, Aspen:LogOn [ Swipe File [ School Newsletter Clever | Portal [ Canva [ Al (@ Calendly

Soogle News Q_  vacation sunscreen X — ® @

Home For you Following News Showcase u.s. World Local Business Technology Entertainment Sports Science

¥ POPSUGAR
Vacation Shake Shake SPF 50 Review With
Photos

vacation sunscreen
Search results
¥ Save

6 days ago - Aviel Kanter

Ehe New York Times

Are You Screaming for This Whipped Cream
Sunscreen?
Jun 28 - Alyson Krueger

(13
I'm a Redhead and | Love These Sunscreens

7 days ago - Mary Honkus

EZ] CNN Underscored
The best sunscreens in 2024, tested by editors

Health



—
Media Memory Jogger

Tools for finding media contacts:

e LinkedIn (Free)
e Twitter (Free)

Tools for finding media outlets, publications, and blogs

® Google (Free)
® Google News (Free)

Tools for finding backlinks of your competitor

® UberSuggest (free)
® Ahrefs (free)
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Strategy
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Press Calendar

Holidays
Launches
Events

Monthly
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Haro & Qwoted

Daily
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Monitor Their Activity

Recent Articles Activity Social Lists Private data

 Joe Bloggs

& Innovation Editor/Tech
Celumnist/Founder/Editorial Director Filter by Mention Stream
, = jbloggs@ft.com

. +44 02071231234
9 London, United Kingdom

Total Mentions
8
DcRinl )

Online

B 21 Novto 19 Feb

Joe bloggs is the Editorial Director of Vizor and Tech Columnist at
Financial Times covering Cybersecurity, Technology and Artificial
Intelligence (Al). Contact via email Babies v Al - it's no contest

Check how recently
T they've had articles
X (Twitter) Bio: Editor and tech columnist @FinancialTimes ha S"*’“{ imes blishadl
Editorial Director of @Vizor etc 2Feo - /5v publishe
Language: English

Babies vs Al - it's no contest

ane
Address: Bramble House, 1 Wednesday Road, Manila Times

London, EX4M 2BT, United Kingdom 11 Feb 1w
Outlets: Financial Times

Vizor R R .

Why Al hallucinations can be a good thing aee

Sector: Artificial Intelligence (Al) The Straits Times

Cybersecurity 3Feb 171 wo

Technology —_—

Mang, o atrevido grupo que investe em startups de IA

Valor Econdmico

23 words
*0) Have an update? dd tol [R— '
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https://www.cision.com/resources/articles/build-media-list-template-examples/
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Monitor Their Social Media

« AlexaGagosz@ m
31.3K posts

11 Alexa Gagosz reposted
% The Boston Globe & @BostonGlobe - Jul 5
Empty for nearly two decades, this building in the heart of Downtown
Crossing is back on the market

Empty since 2006, this downtown building is back on the market - The Boston ...
99 L

From bostonglobe.com

(O (R Qa ihl 5.9 [ A

g Alexa Gagosz & @AlexaGagosz - Jul 5
In just about two years, this Providence apartment’s monthly rent has gone
up by $425.

I’ve seen this unit’s images before, and it doesn’t look like any new work
has been done to it.

71312024 Listed $2,300
for rent +12.7%
$2/sqft
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The Pitch
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Your Angle

Be intentional about who you pitch
Be personal
Understand their tone

How does your business benefit their readership?

]
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Warm-up

Cold vs Warm
Targeted Topics

Engage

ﬂ—
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Subject Line

Give the editor, producer or journalist reasons to read on - but
keep your lede brief.

In the body:

Brevity is the way; bullet points and subheadings are definitely
helpful

‘Include relevant points and enough background

‘End with call to action

ﬂ—
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Comein Service

Journalist are overwhelmed

Benefit readership
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—
Track

Submissions
Quotes

Articles

(]



—
Follow Up

This is more natural when you have spent time building a relationship with the press.

Do NOT be aggressive or annoying.
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Conclusion
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—
Numbers Game

Databox surveyed PR professionals and found that for the majority of PR

pros only 10% of their media pitches actually make it to press.
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https://databox.com/how-to-write-a-pr-pitch
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Resources
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Your Local Resources:

Center for Women and Enterprise

Center for Women & Enterprise | CWE Rhode Island
(cweonline.org)

Rhode Island Small Business Development Center

Rhode Island Small Business Development Center
(uri.edu)

SCORE Rhode Island
Rhode Island | SCORE

Veteran Business Outreach Center of New England
http://vbocnewengland.org

Find local trainings and workshops: Rhode Island | U.S. Small
Business Administration (sba.gov)

EEEEEEEEES——————..


https://cweonline.org/our-centers/cwe-rhode-island
https://cweonline.org/our-centers/cwe-rhode-island
https://web.uri.edu/risbdc/
https://web.uri.edu/risbdc/
https://www.score.org/ri
http://vbocnewengland.org/
https://www.sba.gov/district/rhode-island
https://www.sba.gov/district/rhode-island

—
Resources (cont.)

Domain Authority

How to Build a Killer Media List

Prowly’s Media List Template

Sites like Haro

Media List Building Strategies

PR and Comms Calendar

How to Pitch so Your Stand Out

EEEEEE——————————.
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https://moz.com/learn/seo/domain-authority
https://prowly.com/magazine/media-list-building/
https://docs.google.com/spreadsheets/d/1DVbHI70pZqmi6eNP1XJbD-hxwwYTIwoceyAN6Q6u_to/edit?gid=0#gid=0
https://www.contentellect.com/haro-alternatives/
https://www.cision.com/resources/articles/build-media-list-template-examples/
https://www.cision.com/resources/guides-and-reports/2024-pr-comms-content-planning-calendar/
https://www.linkedin.com/advice/0/how-do-you-pitch-story-journalist-way-stands-out

Questions?

RHODE ISLAND



https://bit.ly/regRISBDC
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