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What reporters want
Good media relations is the keystone of 

good public relations. 

Earned media coverage is more powerful 

than any form of advertising, and a positive 

news story is not only more credible than 

an ad, but it will continue telling your story 

for years online (unlike advertising, which 

disappears as soon as you quit paying for 

it). It goes without saying that you want 

the media on your side, but every 

day, companies and inept PR 

firms alienate reporters, editors, 

bloggers and producers.

A positive 
news story 
will have a 
long-term 
impact on 
your business.
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Most media professionals can cite a litany 

of PR gaffes they’ve seen over the years. 

Bad pitches, lame press releases, long and 

rambling emails, condescending attitudes, 

outright insults and haranguing 

are all reasons journalists can 

sour on a company or its PR team. 

Reporters deal with so many PR folks that 

they are masters at sorting out the pros, 

the beginners and the bad actors. If they 

decide you’re one of the latter, your chances 

of seeing some positive earned media 

coverage will go out the window – and the 

chances you’ll face some negative coverage 

go way up.

Be a PR pro. 
Or hire one.
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So how do you make sure reporters 

see you as one of the good guys? 

You give them what they want. 

Unfortunately, if you ask a thousand 

journalists what they want most from a PR 

firm or company communications office 

trying to pitch a story, you’ll get 

a thousand different answers. 

But ask them for a list and soon 

their answers begin to sound very 

similar. That’s what we did, and if you’re 

interested in using media relations to help 

tell your company’s story, you’d be wise to 

listen to what they have to say.

Reporters 
want news 
releases early, 
not often.
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What do they want you to know?

“Pitching should be as 
targeted as possible.  
Know what a reporter  
covers and pitch relevant 
things to that person.”

—Yamiche Alcindor
USA Today

“If you waste our time, 
you’ll make us not  like you. 
And if we don’t like you, we 
probably won’t write about 
you very much.”

—Abigail R. Esman, Blogger
Forbes.com*

“Developing a relationship: 
In my book, that means 
delivering interviews with 
management, being helpful 
and, most importantly, being 
knowledgeable about the 
business and being able to 
suggest story ideas.”

—Michael Scotti, Editorial Director
Trader’s Magazine

*http://forbes.com/sites/abigailesman/2012/07/08/is-pr-hurting-your-pr/
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“Do your research! I get 
15 to 20 pitches a day from 
people who have no idea 
what my magazine covers, 
nor who the right person is 
they should be pitching.
HINT: The person you’re 
trying to reach is almost 
never the editor of the whole 
publication.”

—Garrett M. Graff, Executive Editor
Washingtonian Magazine

“Avoid trying to pass off 
made-up, canned quotes 
as the real thing. Connect 
the journalist to someone 
in your organization who 
is an expert on the topic. 
Let the journalist interview, 
photograph and videotape 
that person.”

—Tracey Eaton
Houston Chronicle

Journalists want access to the real people involved in the 
story – the CEO, inventor, developer or even the janitor if  
he or she was involved – not just PR/marketing people.
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 Reporters want . . .
clear, concise, truthful information  
that is newsworthy.

Reporters DON’T want . . .
n  To be filtered, screened or 

micromanaged

n  Prepared statements in lieu of 
interviews

n  To attend news conferences or  
cattle calls

n  To receive the same news release  
10 times

n  Story pitches on topics they don’t cover

n  To wade through layers of bureaucracy

n  To be told what is news and what isn’t

n  To hear media conspiracy theories

n  Statements that are “off the record” 

n  To submit questions in advance

n To be told how to do their jobs

n  To help you promote anything

n To make deals
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Good
You provide facts, figures and position 

statements in writing.

Bad
You don’t give the journalist access to 

the sources of those facts and figures 

so they may ask further questions and 

get unique quotes.
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Journalists don’t want to make deals.

“I’ve always felt that trading for access to 
an interview source was unethical, and 
I expected public relations professionals 
to know that. I’ve had PR pros and 
communications managers restrict my access 
to interview subjects unless I agreed to write 
or publish positive stories – often in advance 
of the interview. I’ve also been offered concert 
tickets, expensive dinners and exclusive 
stories in return for positive coverage. If the 
offer came from the president of the PTA, 
that was one thing. If it came from a company 
or a PR firm, I couldn’t help but wonder what 
other ethical issues they had. More than once 
an offer to trade for positive coverage led 
me to investigate further and find serious 
problems. The companies involved would 
never call the stories that followed ‘positive 
coverage.’”

—Mark Pettus, Past Executive Editor
The Ponte Vedra Recorder and First Coast Register



LEARN MEDIA RELATIONS FROM THE MEDIA 11

Not everything is news. 
“Most news releases fail 
because they are too salesy 
and not newsworthy.”

—David Glass, Editor and Publisher
Florida Technology Journal

Focus on what is newsworthy instead of what 
the sales department wants. 

Your PR material  needs to be newsworthy 

or you’re wasting your time – and the 

reporters’. Waste their time and they’ll 

start ignoring you. Hawaiian shirt day isn’t 

newsworthy.

“Don’t try to sell a product 
or service. Find something 
that’s new or newsy and  
pitch that.”

—Tracey Eaton
Houston Chronicle



LEARN MEDIA RELATIONS FROM THE MEDIA 12

“Newsrooms are always 
looking for ways to localize 
national news, especially on 
the weekends when there’s 
less news to report.”

—Nicole Brock, Assignment Editor
News 13 Orlando

“The best PR people I’ve dealt with over the 
years are typically former reporters – people 
who’ve worked a beat before. It’s important to 
understand what reporters want: a story idea or 
to be educated about the product or company.”

—Michael Scotti
Traders Magazine

“Don’t say it’s 
unique unless 
it really is.”

—Tracey Eaton
Houston Chronicle

“Think like a reporter 
and have an interesting 
story to tell.”

—Yamiche Alcindor
USA Today

“Try to connect your product or service to a 
broader trend. Many journalists would rather 
not write about a single product or service, 
especially when your product is not unique, but 
journalists are often keen on trend stories.”

—Tracey Eaton
Houston Chronicle 
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Reporters want the truth.

“Be truthful even 
when discussing your 
organization’s shortcomings. 
That will boost your 
credibility. Give evidence for 
your claims. Don’t just spout 
of a lot of fluffy talk.”

—Tracey Eaton
Houston Chronicle

Reporters want exclusives.

“If offering an exclusive, 
make sure it’s really an 
exclusive. Often times, PR 
people offer an interview to 
two to three big papers and 
call it an exclusive. It’s only 
an exclusive when one paper/
TV station gets it.”

—Yamiche Alcindor
USA Today
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Reporters, editors and bloggers 

all want respect. 
Find out whether they prefer to receive 

pitches and news releases by telephone or 

through email.

“Calling is better than emailing, but be 
aware that reporters may be on deadline 
and can at times be short because of the 
pressure of the deadline. Calling before 
3 p.m. is probably the best time to get a 
reporter because deadlines are usually 
4 p.m. or later for next-day stories.”

—Yamiche Alcindor
USA Today

“I prefer the phone, but that is only 
true if a PR person has something to 
say. I always operate on the assumption 
that someone calling just might have a 
good story idea.”

—Michael Scotti
Traders Magazine
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Avoid jargon.

“Talk to me like I’m a third-grader.”
—Richard Bilbao

Orlando Business Journal

“PR people pitch too formally; 
they should pitch casually. Tell 
me the story and tell me why 
my viewers care. Then, once we 
agree to do the story, be ready 
with all the facts.”

—Nicole Block
News 13 Orlando

“Getting to the point is key. I don’t like 
reading long emails, so it’s best to say what 
you’re pitching quickly and early. Pitch really 
good stuff. This means really have something 
good that you would want to read about 
instead of just some company thing that you 
know most likely won’t get covered.”

—Tracey Eaton
Houston Chronicle
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Be concise.

“Send out press releases that 
are easy to read so the message 
is clearly understood. I could 
show you examples of press 
releases that would make your 
head spin – companies try to 
control the message too much, 
making it unreadable. The end 
result is that the press release 
gets ignored.”

—Michael Scotti
Traders Magazine

“Explain why your product or service is new 
or different from others. If you are selling 
the same thing as someone down the block, 
you’ve got to explain why your PR cause 
merits attention.”

—Yamiche Alcindor
USA Today
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Mastering media relations
Good PR is all about relationships. The 

media relations specialists at Axia have 

spent years developing relationships with 

reporters, editors, producers, bloggers and 

other influencers, and we leverage those 

relationships to generate positive coverage 

for our clients.

The average company probably doesn’t 

have the manpower or resources needed 

to match a professional PR firm’s contact 

list, but the real key to media relations 

success is developing the right 

relationships. That means doing 

your homework to find the right 

people to pitch your company’s 

stories to and then taking the steps needed 

to develop relationships with them. 

Good PR is 
all about 
relationships.
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Remember that they will want unique and 

relevant news and insight. They’ll want 

access to your company’s thought-leaders 

without obligation and sometimes without 

any expectation for a story.

You want them to think of you as a trusted 
resource.

Don’t expect them to write stories they’ve 

already written, which means you need to 

pay attention to their work and do research 

before you pitch a story to them. 

Don’t expect them to write about 

things that aren’t part of their 

beat. Food writers might consider a 

business story on a new restaurant 

concept, but the business writer 

who covered your grand opening doesn’t 

care about your new cookie recipe. Pitch it 

to him and he may stop taking your calls.

Do research; 
pay attention 
to the 
reporter’s  
body of work.
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Never demand coverage from reporters, 

no matter how much access you’ve given 

them in the past. Never suggest a tit-for-tat 

arrangement with a journalist.

If you’re hosting an event, offer 

press credentials and access to 

provide coverage. Don’t suggest 

that you’ll also throw in tickets to 

the food court in return for a good story. 

Advertising is always available; access to their 

audiences via news stories isn’t. If you want 

to make a trade, you should be talking to 

the advertising department, not a reporter.

If you want positive news coverage, respect 

their time, their intelligence and their 

profession. If you do, they’ll probably like 

you for it. And if they like you, you’re on 

the road to building relationships with 

them that can help you grow your business.

Respect their 
time and 
intelligence.
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Jason Mudd, APR, chief executive 

of Axia Public Relations, is an 

award-winning public relations 

practitioner who has authored 

more than 250 articles. He has 

appeared internationally as a 

media relations expert on ABC 

and NBC news affiliates, The 

Holmes Report, PR Week and 

in The Sacramento Bee and The 

Business Journal, among others. 

PR Week also named him a Rising 

Star of PR. 

Reach Jason at 888-PR-FIRM-8.

Jason Mudd, APR
Principal and CEO
Axia Public Relations
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